Shiseido Group’s Sustainability

Our mission is to inspire a life of beauty and culture. This is the basis for our goal of achieving a
sustainable society that makes people happy through beauty.

Although the target period for the information included in this back number is mainly FY2017 (from January
1 to December 31 of 2017), part of the information also includes contents prior to/after the said period.
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Sustainability

What is
Shiseido Sustainability?

We are aiming for achieving a sustainable
society that makes people happy through
beauty.

Priority Activities Theme 1

Efforts toward Realizing
Diverse Beauty

We support women’s empowerment as
well as promote a wide variety of initia-
tives to help everyone live a beautiful life
and stay true to themselves.
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Priority Activities Theme 2 Priority Activities Theme 3

Efforts toward Building an Ethical Efforts toward Recycling of
Supply Chain Resources

Working as a team, our supply chain We promote initiatives for sustainable
aims to increase positive imput and resource use, including reuse and
reduce negative impact. recycling.
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Activity Results Outside Evaluations
Date GRI Content Index /Awards

CSR/Environmental
Reports
(Back Issues)
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Top Commitment

Be a Global Winner with Our Heritage

Since 2015, Shiseido Group has been working on its medium-to-
long term strategy called VISION 2020, under its mission to
inspire a life of beauty and culture. We aim to continuously earn
the support of our stakeholders, now and 100 years in the future
and to be a Global winner with our heritage.

Shiseido will accelerate its growth to achieve
VISION 2020

We positioned the first half of VISION 2020 (2015-17) as a time
for rebuilding our business foundation. During this period, we
comprehensively resolved issues both in Japan and overseas,
while aggressively investing in marketing. As a result, in 2017,
we achieved net sales of over ¥1 trillion, a target originally set
for 2020. Operating income also grew and reached its highest
level ever. In 2018, the first year of the second half of VISION
2020, we will begin implementation of a new strategy to accel-
erate growth. Under this plan, we will deploy our brand strategy
to respond to the needs of local consumers in each region, while
continuing with aggressive marketing investment. Through
innovation, we will move forward with digital acceleration, new
business development and new value creation. We will also
prioritize and actively invest in the development of our people
as they are vital to our new value creation and growth. More-
over, we will further evolve our global management structure.

VISION 2020 GOAL

Be a global winner
with our heritage

We want to be a company---

Filled with energy

Overflowing with youthfulness
Always much talked about

That the younger generation adores
Be a multi-cultural company




Beauty Can Change the World: Creating Social Value with Our Businesses

Beauty is closely related to people’s lives and feelings, able to bring happiness, health, energy, confidence,
commitment, empowerment and so much more. To ensure truly sustainable growth, we act with the belief that
the beauty business, as our mainstay, will itself lead to the creation of social value. Furthermore, we aspire to
be the most trusted beauty company in the world by enhancing the value for our all stakeholders through a
medium-to-long term management approach, as well as ESG-focused management.

In 2004, we signed the United Nations Global Compact in support of an international society committed to
sustainability and development. As a member of a global society, each Shiseido Group employee maintains high
ethical standards. We all share a sense of mission, working proactively to solve global social issues for the
achievement of the Sustainable Development Goals (SDGs) adopted by the United Nations. We deeply appreci-
ate your continued support for Shiseido’s initiatives which create innovations that will lead us to “be a global
winner with our heritage.”

Masahiko UOTANI
Representative Director, President and CEO

April 2018

© 1995-2018 Shiseido Company, Limited All Rights Reserved.



What is Shiseido Sustainability?

| Vision and Values

Our mission is “BEAUTY INNOVATION FOR A BETTER WORLD". This is the basis for our goal of achieving a
sustainable society that makes people happy through beauty.

| The Shiseido Group’s Sustainability Strategy

Looking ahead to the next 100 years and beyond, the Shiseido Group intends to grow with society as a global
beauty company that stakeholders worldwide need and support.

It is critical to Shiseido’s sustainable growth to take proactive initiatives that resolve social and environmental
issues, particularly the Sustainable Development Goals (SDGs) adopted by the United Nations, and realize a
healthy society over the long term.

The Shiseido Group’s sustainability strategy is a growth strategy both for solving social and environmental
problems and for business expansion.

Sustainability Strategy Overview

Resolving _
| Socialand ® . Business
. Environmental | Q Growth
: Issues

‘p_a Person (Consumers) Sﬁppuftmgﬂeﬁlthy! Happy Lives

Sustainable Product Design
and Manufacturing

| Focus Areas and Key Activity Themes

The Shiseido Group’s goal is to achieve a sustainable society that delights people through beauty. In this society,
sustainability is crucial for consumers, for the society to which they belong, and for the global environment,
which supports people’s lives. Our sustainability strategy therefore focuses on three areas: Person (Consumers),
Community (Society) and Planet (Environment).



We will identify key issues from the viewpoints of impact on our businesses and society’s expectations, align our
activities with them and revise them regularly in accordance with changes in our society.

Priority Issues for Sustainability

Person

l’l Appropriats information disclosure to Consumears

Adapting o & < rcular scomomy

Community

g oMUt (rorm wasiewates

Zarg matur

Empowaeing women Uwough our busm

Providing sabe, refiable products

BI0FING NVIMDNMENtainy
pACkagIng

JEVER [N W0 W-GArnon
rasinolngies

We will develop people, respect human rights and transparently disclose information as important initiatives that suppert the Shiseido Group's

value chain.

| Key Activity Themes

To ensure the sustainability of Person (Consumers), Community (Society) and Planet (Environment), we have
selected three activity themes where Shiseido can contribute by leveraging its strengths.

Efforts toward Realizing Diverse Beauty

We focus on empowering women, who are central to our business. By addressing social issues such as gender
equality awareness and independence support for women in developing countries in cooperation with the United
Nations, we aim to realize a society where all the people around the world can choose their own lifestyles and
values, and individual differences including gender, age and nationality are accepted as diverse characteristics.

Efforts toward Building an Ethical Supply Chain

We believe that not only Shiseido’s employees, but all its stakeholders need to become conscious of local com-
munities and the global environment to stay in business. We aim to ensure that our overall supply chain manage-
ment (procurement, manufacturing, distribution, etc.) is being conducted ethically. In other words, we will make
efforts to exercise positive influence, while reducing negative influence, socially and environmentally.

Efforts toward Recycling of Resources

In order for us to provide consumers with values over the long term, it is critical to carefully use limited resourc-
es. To stop one-way flow of manufacturing resources being “procured, used and thrown out,” we will encourage
multiple use of such resources and try to improve the recycling rate.
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Through these activities, we work to enhance sustainability of the focus areas and also to contribute to the
achievement of Sustainable Development Goals (SDGSs).

Focus Areas and Key Activity Themes
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| Promotion System

Shiseido makes the final decisions concerning sustainability in the "Executive Committee" which determines
important issues in operations.



| Cooperation with International Societies

Shiseido declared its participation in the United Nations Global Compact in
September 2004.

We support the Ten Principles of 4 areas (human rights, labour, environment
and anti-corruption) that the Global Compact requires, and agreed and signed
the climate change-related UN Global Compact initiative "Caring for Climate" for
global environment conservation in November 2008.

We also signed "Women's Empowerment Principles (WEPs)" in September
2010, a joint initiative of UN Women and UNGC, and have collaborated with UN
Women and various stakeholders for the implementation of the WEPs.

Going forward, we will enhance our measures in order to contribute to the
achievement of Sustainable Development Goals (SDGs) adopted by the United
Nations in September 2015.

*Sustainable Development Goals (SDGs) SDGs are the common goals adopted by the United Nations
to build a better and sustainable world by 2030 by solving social and environmental issues such as
poverty, inequality and climate change, etc. It aims to leave no one behind by tackling 17 goals and
169 targets with all countries.
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| Stakeholder Engagement

Stakeholders

Consumers

Suppliers

Business Partners

Employees

Major engagement
opportunities

- Shiseido Consumer Com-
munication Center

- SNS (Social Networking
Services)

- Consulting/reporting desk
for suppliers

- Briefing session on
purchasing activity policy

- Awarding business part-
ners who have contributed
to the development of
business

- Dialogue with owners of
chain stores

- The Shiseido Group
Engagement Survey

- Points of contact for
employee inquiries/ Whis-
tleblower system

- Management councils/
Labor-management discus-
sions

- Training for all employ-
ees/Position-specific training

Responses

- FY2018: Approximately 150,000 opinions and
inquiries were directed to the Communication
Center, while 90,000 consumers provided feed-
back to Beauty Consultants at storefronts.

- Increasing points of contact with various consum-
ers. We make efforts to enhance consumer
support focusing on younger generation using
SNS such as Twitter, Yahoo! Chiebukuro, and the
chat feature of LINE.

- The Business Partner Hotline was opened in
Japan to prepare the system for receiving opin-
ions and giving advice.

- Holding annual briefing sessions on purchasing
activity policy in Japan and China with the aim of
wide dissemination of the procurement policy.

- Business partners who have contributed to the
development of business were selected from the
3 aspects of quality, cost reduction and technical
development and given the award. FY2017: 5
companies

We organized the Platinum Shop Convention in
which top management directly expresses company
policy and brand strategies to shop owners and
employees who sell Shiseido cosmetics.

FY2018: 472 shops (542 participants)

- The Shiseido Group Engagement Survey is
conducted twice a year targeting all Group
employees as a structure for listening to employ-
ee opinions.

- We have established the in-house Shiseido
Consultation Office and Shiseido External Hotline
receiving inquiries and reports covering a wide
range of topics regarding the workplace, the
Compliance Committee Hotline specializing in
reported cases, and the Report Mail to Auditors
receiving reports concerning corporate officers.
The above entities received and quickly resolved
220 inquiries in Japan in FY2017.



- Environmental education
- Social contribution
activities by each corpora-
tion and business office

Local Communities

- Dialogue with stakehold-
NPOs/NGOs ers

- UN Women

- Camellia Fund

- General meeting of
shareholders

- Financial results

- Briefing session for
individual investors

- Annual report

- Shareholders’ meeting

Shareholders
Investors

- Holding labor-management discussions on the

themes of “working conditions and benefit

package for employees”, “work style reform”,
and “reduction of long working hours”.

- Human rights enlightenment, corporate ethics

training, and group training according to the
respective positions and specifics of each office
are conducted for all employees at all business
locations of the Shiseido Group in Japan once a
year.

- The Kakegawa Factory offers an environmental

study session every year for elementary school
students in cooperation with Kakegawa City.
FY2017: 12 participants

- Engaging in dialogue with human rights and

environment experts and received advice about
how to advance due diligence regarding human
rights. FY2018: 4 cases

- Promoting gender equality in cooperation with

UN Women.

- Promoting social contribution activities through

donations made by Shiseido Group employees
and friends of the company to support the
activities of NPOs and NGOs that resolve social
issues. FY2018: 10 groups

- Holding the general meeting of shareholders,

distributing video and disclosing information on
the website. FY2018: 1,408 participants

- Conducting the briefing of financial results,

disclosing information on the website.

- Conducting a briefing session for individual

investors, distributing video.

- Publishing the annual report.
- Organizing a facility tour for shareholders. The

2nd facility tour was conducted in Ginza.
FY2018: 17 participants



The Ten Principles of the UN Global Compact

Participant organizations of the Global Compact are asked to embrace, support and enact, within their sphere of
influence, internationally approved principles in the areas of Human Rights, Labor, Environment, and Anti-Cor-
ruption. While respective companies pursue their businesses, the aim of the Global Compact is to actively
promote changes in the world through ensuring that these principles are abided by and implemented according-
ly. There are currently 10 principles including a principle related to anti-corruption, which was added in June

2004.

= Human Rights

Principle 1

Principle 2

= Labor

Principle 3

Principle 4

Principle 5
Principle 6

= Environment

Principle 7
Principle 8
Principle 9

Businesses should support and respect the protection of internationally proclaimed human
rights; and

make sure that they are not complicit in human rights abuses.

Businesses should uphold the freedom of association and the effective recognition of
the right to collective bargaining;

the elimination of all forms of forced and compulsory labor;

the effective abolition of child labor; and
the elimination of discrimination in respect of employment and occupation.

Businesses should support a precautionary approach to environmental challenges;

undertake initiatives to promote greater environmental responsibility; and
encourage the development and diffusion of environmentally friendly technologies.

= Anti-Corruption

Principle 10

Businesses should work against corruption in all its forms, including extortion and
bribery.

Source: United Nations Global Compact website

© 1995-2018 Shiseido Company, Limited All Rights Reserved.



Efforts toward Realizing Diverse Beauty

"Beauty"” to Help All the People in the World Live
and Shine as They Like

There is no standard answer when we think about "Beauty."
Because every one of us has a unique view on "Beauty."
Our aspiration is a world where all the people recognize and express "Beauty" in their own ways.

Committing to consumers' desire to stay beautiful, Shiseido has been supporting women's beauty by offering
safe and secure products and services since its foundation. Our mission is to brighten up consumers' beauty and

to fill the whole world with smiles.

However, there are people around the world who have difficulties in following the lifestyles they want for various
reasons.

Some have appearance concerns that make them hesitate to go out into society.

Others are confined by stereotypical ideas or values that limit their immense possibilities to small frames.
Leveraging our long-nurtured knowledge, we aim to realize a society where all the people around the world can
make their choices from among various lifestyles and values to color their own lives beautiful.

Specific initiatives
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Shiseido Life Quality Makeup Collaboration with UN Women /
Promotion of Gender Equality

Cover makeup for people who have serious skin Shiseido has signed an agreement with UN
troubles such as birthmarks, dark spots, scars and Women, making it the first Japanese company to
burn marks, as well as appearance changes due commit itself to the promotion of gender equality
to cancer treatment. This is the result of our in Japan. Through such efforts as awareness
efforts to realize "the power of makeup" to its raising workshops on gender equality targeting
fullest. young people, Shiseido aims to realize a society

where all the people can live their own lives.



Empowerment of Rural Bangladesh
Women

We offer halal-certified skincare products helping
local women to improve their social status and

gain healthy skin by changing their lifestyle.

Shiseido Life Quality Beauty Semi-
nar

We conduct a variety of seminars throughout
Japan, helping new graduates learn how to keep
up an appropriate appearance as a working
adult, suggesting solutions to issues of a
super-aging society through the "power of
makeup," and offering beauty lessons in facilities

for persons with disabilities.

© 1995-2018 Shiseido Company, Limited All Rights Reserved.
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Shiseido Life Quality Makeup

We at Shiseido support all persons with concerns about their appearance through makeup solutions that provide the
freedom to enjoy day-to-day life.

What is Shiseido Life Quality Makeup?

There are those who suffer from serious skin concerns that prevent them from social participation and who need
makeup to live their day-to-day lives. Changes in outward appearance due to the side effects of cancer treatment,
birthmarks, vitiligo, or skin irregularities such as scars and burns can greatly affect one’s quality of life. We at Shiseido
believe in the power of makeup to comfort and encourage such persons, and we're hard at work developing makeup
products and methods to treat their concerns. We call it: Shiseido Life Quality Makeup.

Active Regions

Shiseido Life Quality Makeup is expanding globally, with the aim of a society in which all persons with concerns about
their appearance can live happily.

= Tokyo

= Shanghai
= Hong Kong
= Taiwan

= Singapore

SINGAPORE: Shiseido Life Quality Beauty Center

The first in South East Asia, the Shiseido Life Quality Beauty Center in Singapore is committed to empowering
customers with more confidence through private sessions with our specialised beauty consultants. Designed for
comfort, support and learning, its spacious rooms are also fitted with sofas for family and friends.

15
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Address:

Shiseido Life Quality Beauty Center
182 Cecil Street, #15-03 Frasers Tower
Singapore 069547

Consultations are by appointment only.

To arrange for one, please call +65 6430 9969
or email SLQC@shiseido.com.sg

Social Activities

The Power of Makeup

CANCERD Shiseido supports the activities to realize a

— < society where people can live life in their own
way even with cancer. We look to the future

where everyone, with or without cancer, can

spend their days filled with joy.

TR Witk
A N h‘ltr! CANCER

I| Perfect Cover Foundation

l Perfect Cover Foundation developed by Shiseido
| 4‘ | covers various skin concerns including blueish,
reddish, or brownish discoloration, severe skin
dullness due to treatment, unevenness and
vitiligo. Thanks to technical development,
Perfect Cover Foundation is now easily available

-y &/ on Shiseido total beauty website “watashi+"(-

Japanese only).

16
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Shiseido Life Quality Beauty
Center

A unique facility specialized in Shiseido's cover
makeup. We offer a private room so that our
customers can receive counseling at ease. We
provide the service free of charge, by appoint-
ment only.

For Cancer Patients
Booklet Supporting Appear-
ance Care

We made a booklet to suggest makeup tech-
niques to cover appearance changes caused by
the side effects of cancer treatment. “Appear-
ance Care Book for Cancer Patients” was
published to support cancer patients who want
to be themselves every day of their lives.

Information Service for Medi-
cal Professionals

We supply medical professionals with informa-
tion on Shiseido’s appearance care services so
that they can introduce such services to
patients who suffer from skin discoloration or
eyebrow and eyelash loss caused by the side
effects of cancer treatment.



History of Our Activities

Shiseido’s appearance care activities started in 1956, when there were many people who had suffered serious burns
from World War II.

Shiseido Spots Cover was launched with the aspiration to do something only Shiseido can do to relieve the heartache
of those people distressed by keloid scars. Then Shiseido launched Perfect Cover, a foundation that naturally covers
various skin concerns including birthmarks, scars, and burn scars applying the light technology (complementary
colors). It has led to our activities today. Shiseido, since its establishment, has been continuing research and informa-
tion development on cosmetics aiming not only to help bring out individual consumers’ beauty but also to enrich their
mind.

Spots Cover ~ Perfect Cover Foundation Perfect Cover Foundation
(1956) (Since 1995) (Present day)
o 3 |
L= l =
- ‘.;i; A
Targeting a wider variety of skin types
Keloid due fo SR b Lo Unevenness Left-right Appearance care
. nevus of Ota, Vitiligo . )
wartime damage Agieia (scars, etc.) facial asymmetry for those with cancer

For all who need it

There are men, as well as women, who have appearance concerns saying, “I can’t smile,” or “I don’t want to go
outside for people to see me.” We wish everyone, regardless of age or gender, could cover their skin concerns to
spend their days just as they like.

We are extending Shiseido Life Quality Makeup activities to deliver our beauty service to people of all generations
across the world who need it. Shiseido’s activities will go on to inspire more people to take a step forward support-
ed by the “power of makeup.”



SHISEIDO LIFE QUALITY BEAUTY PROGRAM

Shiseido promotes the "SHISEIDO LIFE QUALITY BEAUTY PROGRAM," which enables us to harness the results of our
accumulated makeup and beauty-related research for both products and services to help each and every customer
achieve the beauty they desire and enrich them emotionally.

Under this program, Shiseido carries out "SHISEIDO LIFE QUALITY MAKEUP" at the "SHISEIDO LIFE QUALITY
BEAUTY CENTER" (Tokyo) which was established in 2006 to provide makeup services for customers who are deeply
concerned about their skin. Also, the "SHISEIDO LIFE QUALITY BEAUTY SEMINAR" provides skincare and makeup
services for the elderly, persons with disabilities, students, and adults, etc. throughout Japan. These activities are also
being developed worldwide.

SHISEIDO LIFE SHISEIDO LIFE
QUALITY MAKEUP QUALITY BEAUTY

SEMINAR

"SHISEIDO LIFE QUALITY BEAUTY SEMINAR" began in 1949 as a "special beauty class" that taught students
planning to graduate from high school how to use cosmetics properly, in order to maintain an appearance appro-
priate for an adult.

Ever since then, these activities have changed the contents according to the objectives and participants, such as
the elderly and persons with disabilities, etc., and developed with the hopes of making all customers beautiful for
over 60 years.

These seminars are also deployed on a global scale as one of the pillars of CSR activities based on Shiseido’s
philosophy of "contributing to the society through beauty and health," and they are held mainly for the elderly
and persons with disabilities in Asia and for cancer patients, etc., in Europe and the U.S. In 2014, we held about
3,900 seminars in Japan, China, Germany, U.S. etc., all over the world, and about 65,600 people participated.
Furthermore, we will also start deploying the "SHISEIDO LIFE QUALITY BUSINESS" which involves sustainable
activities that will also contribute to solving issues of super-aged society, in July of 2013 by integrating various
beauty seminars for the elderly, persons with disabilities, students, and adults, etc., which we have promoted
over the years and the "elderly beauty services" that became a business in 2011 in Japan.

Shiseido will continue to respond to wide makeup needs of as many people as possible through such seminars
that utilize the "power of makeup" in the future in order to continue helping each individual lead better and
healthier lives.

Seminar at welfare institution for the Seminar at a medical facility in Germany.
elderly in Japan



Torics: “Confirmation of the effect of our makeup service on increasing healthy
life expectancy (*1)” in @a commissioned project by the Ministry of Econo-
my, Trade and Industry

We have confirmed that the “makeup service” (Cosmetic Therapy Program), which was developed by
Shiseido, is effective in increasing healthy life expectancy, which is regarded as an important issue in
the super aging society.

This is based on the result, which was jointly evaluated with the Tokyo Metropolitan Geriatric Hospi-
tal and Institute of Gerontology regarding the “evaluation of the effect to reduce nursing care cost
through providing cosmetic healthcare services” (conducted from June, 2014 to February, 2015)
after the know-how of the “SHISEIDO LIFE QUALITY BUSINESS”, which has been promoted by
Shiseido since 2013, was selected for the “2014 project to promote the development of an industry
to increase healthy life expectancy” (*2), which is promoted by the Ministry of Economy, Trade and
Industry with the aim of establishing the foundation of the “industry to increase healthy life expec-
tancy”.

As a result of this evaluation, we have confirmed the improvement effect toward self-rated health
(*3) and anti-depression tendency, and confirmed that the “makeup service” is effective as a new
healthcare service to increase healthy life expectancy and that we can expect the effect to reduce the
nursing care cost.

Shiseido will utilize this evaluation result for further improvement of quality in the “makeup service”
and development of values of makeup for the elderly, etc. We will continue cooperating with medical
institutions, such as nursing care offices, and local governments, etc., and proactively promoting the
“makeup service” throughout the country as a healthcare service that leads to the increase of
healthy life expectancy for a number of elderly people in the future.

*1: Period in which a person can live independently. This is an index proposed by the WHO (World Health Organization) in 2000.
*2: Implemented with the aim of developing an industry to increase healthy life expectancy by establishing the industry founda-
tion for services not covered by public insurance to respond to the peripheral demands of public insurance services. 15 organiza-
tions were selected in fiscal 2014, and projects, such as business demonstrations and investigations, etc., are being promoted
throughout the country.

*3: Questions to ask about subjective evaluations regarding elderly people’s own health. While this is a simple index, it is used as
an expectation index for various health changes. In recent years, healthy life expectancy has been calculated by using self-rated
health.

Scene from the “makeup service”




SHISEIDO LIFE QUALITY BEAUTY SEMINAR
Details of activities

| Initiatives in Japan

SHISEIDO LIFE QUALITY BEAUTY SEMINAR at the "Eye Health Festa 2015 in
Okayama"

On January 12 (Mon), 2015, Shiseido Sales Co., Ltd. held the
beauty seminar "SHISEIDO LIFE QUALITY BEAUTY SEMINAR" for
visually-impaired persons in the "Eye Health Festa 2015 in
Okayama,"(*) which was held at the Okayama International
Center (Okayama City, Okayama Prefecture) . 14 women partici-
pated in the seminar.

In this seminar program, Beauty Consultants, who are beauty
specialists, gave demonstrations as a lecturer on not only makeup
but also skincare and hand massage in response to requests
while using "The Braille Beauty Care Booklet (Japanese Only)."
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Participating women shared their voices, such as "It was the first
time to experience facial massage, and it felt real good. I did not
know that a massage can make the face this much smooth," and
"T could not draw my eyebrows but today I am so glad to learn
how to draw eyebrows well without looking,” etc.

In addition, we also heard the voices from seminar promoters,
such as "Everyone was positive and cheerful. They were very
motivated to try various things if they were given an opportunity.
We would like to provide as many opportunities as possible to
them through makeup," and "They looked very happy when we
provided Braille seals for identifying products (Japanese Only).
Since many of them did not know the existence of such seals, so I
would like to spread this to more people.

Scene from the seminar

* Eye Health Festa 2015 in Okayama

Event in which a number of welfare devices, universal design goods which are
easy to use for everyone, etc. were exhibited, and visitors could touch and
experience them. There were the lecture by Medical director of Department of
Ophthalmology, Institute of Biomedical Research and Innovation Hospital,
workshop by a walking training instructor, a guide dogs experience walking
session, etc. As part of this event, the "BEAUTY SEMINAR for visually-impaired
persons" was also held.



SHISEIDO LIFE QUALITY BEAUTY SEMINAR at the "2014 Work Fair for People with
Disabilities" (Aichi)

On November 22 (Sat) and 23 (Sun), 2014, Shiseido Sales Co.,
Ltd. held the appearance seminar and demonstrated hand
massage for those with disabilities in the "2014 Work Fair for
People with Disabilities"(*) which was held at the Nagoya Inter-
national Exhibition Hall Portmesse Nagoya (Aichi Prefecture). In
addition, we had also established a corner for trying our lipsticks
which went on sale from November 21.

In the seminar, we gave demonstrations on skincare and
makeup for women, and skincare and hair care & styling for
men. 105 people (60 women and 45 men) participated.
Furthermore, 79 people participated in the hand massage, and
170 people stopped by the lipstick trial corner.

Participating people shared their voices, such as "It was the first
time to experience hand massage. I was concerned about my
seriously rough skin on hands but I was surprised that the skin
condition got much better," "They told me today what cosmetics
I should use, so I will take notes and go to buy them later," etc.
In addition, we also heard the voices from seminar promoters,
such as "Due to 'work fair' venue, participants were very interest-
ed in makeup for job hunting," "Not many people were applying
lipsticks but I think they were interested in them because they
looked very happy when they tried to put on new lipsticks,"
"There were a lot more male participants than I had expected,"
etc.

Schedule information board

Scene from the seminar

*Shiseido has been participating in this fair since 2008. It will be the 8th time
this year (Japan: 7 times; Overseas: 1 time).



| Overseas Initiatives

<Shiseido Cosmetici (Italia) S.p.A> Hand massage activity

Shiseido Cosmetici (Italia) S.p.A has been promoting hand
massage activities in a nursing home in Milan since 2012.

In 2014, we promoted the activities for the fourth time on
November 11. On the day of the activities, 6 staff members
gave sincere hand massage to 40 people with impairment in
their hands and skin disorders.

The participants look forward to these activities as a Christmas
present, and they showed us exceptional smiles after the
activities.

Participating employees themselves enjoy seeing people’s
smiles, feeling warmth inside after each activity.

Employees of Shiseido Cosmetici (Italia)

<Taiwan Shiseido Co., Ltd.> Seminars for developmentally challenged individuals

Taiwan Shiseido Co., Ltd. promotes Shiseido Life Quality
Beauty Seminar as a pillar of social contribution activities. In
fiscal 2014, we held over 40 seminars targeting a wide scope
of recipients, including the elderly, visually-impaired persons,
etc.

We have been hosting seminars, targeting developmentally
challenged individuals, since fiscal 2013. It was the second
time for us to host the seminar in fiscal 2014.

We had participants practice not only cleansing, which is the
basic step in skincare, but also applying lotion and moisturizer
with the staff in charge of the seminar.

Although we had the limited time of one hour, participants
naturally smiled. The activities left warmth deep within the
hearts of the employees who participated in the seminar.

Scene from seminar

© 1995-2018 Shiseido Company, Limited All Rights Reserved.



Collaboration with UN Women/Promotion of Gender Equality

| Collaboration with UN Women

Shiseido has signed an agreement with UN Women, making it the first Japanese company to commit itself to lead the
promotion of gender equality in Japan.

Joint Efforts with UN Women

In 2017, Shiseido signed an agreement with UN Women (the United Nations Entity for Gender Equality and the
Empowerment of Women) and committed itself to lead the promotion of gender equality in Japan where the gender
gap is still pervasive. The present agreement was reached as both parties pursue the same cause: Shiseido actively
supports women’s advancement while UN Women centers its efforts on gender equality and the empowerment of
women worldwide.

Going forward, Shiseido will continue to promote the UN Women’s HeForShe initiative inside and outside the Compa-
ny, as well as organize workshops for young people to discuss how to address gender issues, aiming to realize a
society where each and every individual can make their own life choices and fulfill their potential regardless of
gender.

In support of

WOMEN

l
What is HeForShe?
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HeForShe is a solidarity campaign for gender equality
launched by UN Women in 2014. Its aim is to encourage
all people, men as well as women, around the world to
take voluntary actions to achieve a gender-equal society.

Insupport of

HeForShe

UN Women Solidarity Movement
We collect commitments from supporters of this cam- for Gender Equality

paign. The beliefs and actions of individuals play an
important role in achieving gender equality. If you support
the campaign, please add your commitment to HeForShe.




Awareness-Raising Workshops on Gender Equality for Senior High School Students

Shiseido aims to achieve a society in which all people shine as they like through promotion of gender equality and
other issues within and outside the company.

In particular, we promote "Awareness Raising Workshops on Gender Equality" for young people who will forge the
future, having collaborated with UN Women since 2017 on the subject of Japanese society where gender issues
persistently remain.

These workshops are programs to study familiar gender issues, discuss what we should do to live a life that is true to
ourselves without being swayed by social stereotypes, and present solutions for these issues to the public.

On October 20th, 2018, we held a joint event with the UN Women Liaison Office in Japan at the United Nations
University in Tokyo, where students presented solutions to gender issues. Under the theme of "Women’s Empower-
ment in Japanese Society," 25 high schools across Japan participated in the program. On the day of the event, eight
representative schools which made it through a rigorous selection process each recommended unique solutions.
Participants such as commentators from government agencies, private companies, and NPO, etc. gave encouraging
comments to the students, stating, "We are a lot more aware now. We hope young people also start taking action on
these issues." After presentations from all the schools, the EU Ambassador-Designate to Japan gave a lecture on
"Initiatives for Gender Equality Outside Japan." On this day, we thought about gender issues not only in Japan but
also from a global perspective.

The students who participated in the workshop said, "I thought that there are only small things for high school
students to be able to do at first, but now I believe that my action to change other students' awareness around me
will lead to gender equality." Many of them said, "I would like to do what I can as a first step toward action." Shiseido
will continue to work hard to achieve a true diverse and gender-equal society together with young people who will
forge the future.

Presentations by high school students Participating high school students

Target and result

- Target: Raising gender equality awareness for 1,000 people in 2017-2018 (As of the end of October in
FY2018, result: 505 people, cumulative amount: 1,005 people)

- Result in FY2018: Supporting students of 25 high schools across Japan

- As a new initiative from 2018, Shiseido independently developed educational materials for promoting
gender equality (supervised by the UN Women Liaison Office in Japan) to study gender issues and distrib-
uted them to participating high schools, for use by participating students to formulate their action plans.



I Activities to Support Women’s Empowerment Inspired by International Women'’s
Day

On March 8, 2018, International Women'’s Day, Shiseido held

an event named “Happy Women'’s Day” with a theme color of “ H;In,-- Y
Pink,” wishing all the women to be proud of their gender and A Qpp\j

become happier. -“r-—
Women's

LS LA

Happy Women'’s Day Storefront Campaign

At the department store counters in Ginza area, we suggested
makeups especially with the theme color of pink to consumers
to bring out their individual beauty, and gave them small gifts
to commemorate the day.

Shiseido’s appreciation of women was extended to many
consumers on this once-a-year memorable day through our
beauty consultants.

In front of the photobooth specially set up at
GINZA SIX



Speaker Event “Happy Women’s Day — To Me in the Future”

On the evening of International Women'’s Day, Shiseido
co-held with BuzzFeed Japan a speaker event titled “Happy
Women’s Day — To Me in the Future.” Ms. Christel Takigawa, a
special guest speaker, talked about women’s work and
lifestyles with the theme, “Toward the year 2020 — A message
to Japanese women,” and shared her experience as a TV news
presenter and the values she acquired while living in France.

Ms. Christel Takigawa sharing her experience
Photo by Kazuhiro Gohda for BuzzFeed

In addition, a lecture titled “Power of Pink” was given by Dr. Shimakura, Shiseido’s researcher, who talked about the
image of the theme color of “Pink” and its influence on human minds. In front of visitors wearing “Something Pink,”
she described the color pink as a reminiscence of warmth and gentleness and as a symbol of sociability, which is a
perfect color for the day when people should ponder upon the feelings of themselves, friends, families and other
members of society. She explained the reason why we determined “Pink” as the signature color of the event, saying
that we wanted the visitors to wear something pink to remember the importance of caring about and respecting each
other regardless of gender, nationality and age.

Shiseido preserves the policy of supporting working women as its DNA inherited from Arinobu Fukuhara, the founder,
and has constantly been supporting women'’s empowerment since its foundation in late 19th century until today. We
will continue taking bold actions in society as a company that aims to brighten up the lives of women.

Lecture given by Dr. Shimakura Commemorative photoshoot with participants

© 1995-2018 Shiseido Company, Limited All Rights Reserved.



Empowerment of Rural Bangladesh Women

Since FY2011, Shiseido has been promoting the activity for rural Bangla-
desh women to improve their social status and support their success.
This activity is an initiative aiming to not only conduct business but also
resolve the concerns and social issues of the women who live in the rural
areas of Bangladesh by utilizing the know-how owned by Shiseido. In
September 2015, the activity was selected as a model activity of the “
Business Call to Action (BCtA)” led by United Nations Development
Programme (UNDP) . Shiseido is the first Asian cosmetics company to
receive this recognition.

| Current Initiatives

From 2018, we have begun showing a short movie in seven areas in
Bangladesh. This is our new initiative for local women, in addition to the
workshops we have held in villages in the country, to make them aware of
women'’s empowerment.

We aim to encourage Bangladeshi women to recognize their original beauty
and reflect on their own lives through the movie that introduces the brand
concept, “Shining Original Beauty,” of Les DIVAS, a line of products special-
ly developed for and sold in Bangladesh.

On March 8, 2018, we held the first movie screening event to commemo-
rate International Women’s Day. As many as 300 students visited the
university in Tangail, our activity base, to watch the movie.

The film depicts a girl who overcomes various difficulties to become truly
independent. Students who watched the movie said,

“There are many women in our country who wish to live on their own. The
film made me believe we can do it,” “Women tend to give up moving
forward when confronted with failures or difficulties, but the movie taught
me there are ways to overcome such obstacles,” or “I think not only the
women but all the men in Bangladesh should watch this film, from which I
learned a lot of lessons to change our society.”

Wishing to help many Bangladeshi women step forward, we will continu-
ously hold screening events all over the country.

N
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Movie screening event

A student being interviewed after
watching the movie



| History of this Activity

Compared with East Asia which has achieved a certain degree of growth even outside the urban areas and
in which women’s social status has been also improving, in South Asia, there are more emerging countries
and many different types of issues including economic disparities, gender gap, etc.

Under such a situation, although many issues are related to health and hygiene, the rural Bangladesh
women are highly aware of beauty and skincare. Therefore, with focus on this area, we were able to start
our activity with the strong support from the local NGO, etc.

About Bangladesh (excerpt from the website of Ministry of Foreign
Affairs of Japan)

When Bangladesh became an independent country from Pakistan

and established the national flag, it is said that Bangladesh used Dhaka
the Japanese national flag as a model. From that time, it has been India

a pro-Japanese country that has a feeling of friendship and admi-

ration for Japan.

Myanmar



Shiseido's Corporate Social Responsibility Back Issues 2018

Start from Living Together in the Local
Community

In the first year, by living under the same roof with the
families in the local rural area for a total of 4 months, the
project members started from understanding their living
conditions and customs as well as listening to the concerns
and dreams that the rural women have.

Rural area of Bangladesh

From there, various issues caused by their lifestyles, customs, and other factors came in sight.

Men have the right to make
important decisions in the
Life/Custom household

(Family plan, divorce, working,
household budget, etc.)

- Cannot feel confident about

oneself

- Not good at speaking in front

of people

- Cannot take actions volun-

tarily

- Dietary habit of taking plenty
of sugar, oil and salt, and a
lack of knowledge regarding
the effect of this habit on
health

- Late night meal

Health/Nutrition

+ Unhealthy/sick due to biased

nutrition

- Skin troubles such as pim-

ples

- A lack of correct hygiene and
beauty knowledge

(Hand washing, effect of UV

Hygiene/Beauty rays on skin, etc.)

- There are no cosmetics that
Muslims can use without
worries.

- Unhealthy/sick due to

unsanitary living practices

- Skin aging caused due to a

lack of appropriate skincare

Rural area of Bangladesh

30




Development of Skincare Products

with Halal Certification* 4

' E. &
The project members, who lived with the rural women, had been .6 4 d
thinking how to respond to the women'’s wishes to become beautiful,
youthful and healthy, same wishes that even the Bangladesh women
also have, by using Shiseido’s technologies and know-how. Les DIVAS

* Approved by a halal certification body as an item manufactured by using the
ingredients and processes recognized as legal under the Muslim law and permitted to
be used by Muslims.

Although there is no sufficient and correct beauty knowledge, the local women, who wish to become
healthy, beautiful and youthful, are highly aware of beauty. Especially, they don't take any correct
UV-ray protection measures in spite of the environment exposed to strong UV rays since suncare
products are easily removed by sweat and water; therefore, their skins receive adverse impact from
the environment and many women look older than their actual age.

In addition, many Bangladesh people are Muslim and there are not many products which comply with
their strict rules (products with Halal Certification). We heard that many of the women said “I wish
there were Halal-compliant products because I can use them without any worries”.

-Fi.
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Les DIVAS Acquisition of Halal The women who used this product said,
- Cleansing foam: 1 type Certification “I can use it without any worries
- Moisturizing gel: 2 types Shiseido Vietnam Factory because it is Halal-compliant” and “My

- Sunscreen: 1 type skin got soft”



Development of Original Sunscreen
Technology from this Activity

The local climate is not only with strong UV rays but also hot and
humid. Regular suncare products are easily removed by sweat
and water. This has been one of the concerns of the local

women. Women using “Les DIVAS” sunscreen

When researchers saw their situation, they felt the necessity of a sunscreen product with high UV-ray
protection function which can maintain the effect even after sweating. Therefore, they turned their atten-
tion to the minerals and other components of water and sweat and succeeded in developing the original
technology “WetForce” that provides enhanced protection against UV rays when in contact with sweat or
water. This technology is currently utilized for sunscreen products* which are sold all over the world.

Hearing by research members SHISEIDO Suncare ANESSA



Progress on Workshops by Local Women
(Awareness-Raising Activity)

With “Les DIVAS” as the approach, we have been promoting
educational activities such as workshop on health/beauty, and
improving daily living habitats through the flip chart show
which was created in the local language (Bengali). This is also
an important initiative of this project. The workshops are led
by local female salespersons who have received trainings.

Many of the workshop participants and women who used this
product became more proactive in getting involved with the
society and commented, “I now like my skin,” “The opportuni-
ties to go out on my own increased,” and “I told other people
that I feel happy because I could change my consciousness
and behavior.”

Positive impact by this project in the rural villages in Bangladesh
{Period : Jan.2014 to Dec.2015 )

Research object :
Rural women 256 persons

After
180
persons
After
130
Beforﬂ' persons
I_'E"Z’C‘ 12/ Befare
Increasing the Knowledge of Gaining Confidence of
Health, Hygiene and Nutrition Skin and Life
{Number of correct answer) - confident of my skin
+ able 1o go out by myself
- confidant of talking

in front of people

T
rARTY

s
rmin rmn
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Filip chart show for awareness-raising
activity (in Bengali)

Awareness-raising activity (workshop)

Research object :

6 local
female salespersons
After
88 ust
Before |
12usyy

Increasing Monthly Income
{average)
Note: Gurrency rate {Mar.2015)
1USD = 120 yen

© 1995-2018 Shiseido Company, Limited All Rights Reserved.



Shiseido Life Quality Beauty Seminar

These activities began in 1949 as a “Special Beauty Class” that taught students planning to graduate from high school
how to use cosmetics properly, in order to maintain an appearance appropriate for working professionals.

Ever since then for over 60 years, we have held seminars throughout the country to help maintain and improve the
quality of life according to the participants’ needs and objectives with the hopes of making all consumers beautiful.

Since July 2013, we have held fee-based seminars on how to maintain an appearance appropriate for an adult and on
solutions to the issues of a super-aged society through the "Power of Makeup" as sustainable activities. In addition, as
social contribution activities, we offer appearance maintenance classes at facilities and schools for persons with
disabilities.

Now we are mainly holding the following seminars throughout Japan.

Seminar Name Participants Venue

Job-seeking students and working

- - Educational institutions, companies,
Beauty Lessons professionals (new recruits, employ-

' etc.
ees, executives, etc.)
Beauty Class for a Healthy Life *1 Healthy elderly and elderly in need of Medical institutions, care-related
care facilities, local governments, etc.

) People who have contact with the o )
Cosmetic Therapy Lesson *2 elderly (medical/care staff, volunteer Held at Shiseido offices

staff, citizens, etc.)

o Facilities for persons with disabilities,
Persons with disabilities schools for special needs education,
etc.

Social Contribution Activity Appear-
ance Maintenance Class

*1 Cosmetic activities where Shiseido specialists visit facilities and provide group lessons.

*2 Lessons on cosmetic therapy skills to maintain and improve mind and body functions by applying cosmetics.

Beauty Lessons Beauty Class for a Healthy Life Social Contribution Activity Appearance
Maintenance Class



Details of Activities

| Beauty Lessons

In April and May of 2017, "Beauty Lesson (Fresher's Course)"
was provided as part of the training for the new recruits of
JAPAN POST Co., Ltd. About 4,400 employees who joined the
company in 2017 received a practical lesson on how to main-
tain an appearance appropriate for a JAPAN POST employee.

Seminars for women taught the importance of first impres-
sions, skincare, base makeup, and point makeup, and seminars
for men taught how to check their appearance, skincare, body
care, hairstyling, how to shape eyebrows, and good facial
expressions. Both seminars included practical training.

Female participants gave feedback, such as "It was a good
experience because I have learned the basics of makeup
techniques and skincare for working professionals. I would like
to utilize what I have learned in today's lesson for my daily life"
and "I will provide service to many customers as a working
professional. So I will focus on makeup as a part of good
manners, not for the sake of fashion."

Male participants gave feedback, such as "I understood that
skincare for men is also necessary to give customers a good
impression" and "I have learned the proper use of a wide
variety of products. I have to be aware that my job receives a
lot of attention, and I will do my best to look appropriate.”

The lecturers also gave feedback, such as "I could see that all
the participants were enthusiastic and enjoyed the seminar
from their facial expressions, and many of the participants said
that they would take this opportunity to groom themselves
every day" and "Many of the participants fully understood
maintaining their appearance with customers in mind is
important and they practiced while suggesting hairstyles that
give a favorable impression to customers."

Through cosmetics and beauty care, Shiseido will continue to
support new recruits so that they can be more active in the
future.

Seminars for Men



| Initiatives for the Elderly

Initiatives in Japan

Shiseido Japan Co., Ltd. holds "Beauty Classes for a Healthy
Life" throughout the country at the request of medical institu-
tions, care facilities, and local governments. Every year, about
35,000 elderly people take part.

On Saturday, June 3, 2017, in the "Oral Health Week" project
(organized by the Yamaga City Dental Association) held at
Yamaga City, Kumamoto Prefecture, we organized a beauty
class for the healthy life of local elderly people, in which 15
females participated.

The participants answered a questionnaire after the class. One
participant said that recently she didn't want to go outside
wearing makeup, but the cosmetic therapy made her happy
and she went to a shop, a little far from home, after a long
interval.

In addition, to train future cosmetic therapists, we held
Cosmetic Therapy Lessons for people working in the medical/-
care industry and citizens. About 2,800 people received
cosmetic therapy lessons last year.

In June and July of 2017, we provided a "Cosmetic therapy
lesson" as part of Tokai College of Dental Technology curricu-
lum, in which over 20 students, future dental mechanics,
participated.

They were first confused because the seminar was different
from regular lessons. However, as they practiced, they began
to smile and talk. At the end of the lesson, they said with a
smile that it was comfortable and fun.

Through cosmetics and beauty care, Shiseido will help the
elderly live longer and healthier.




Overseas Initiatives in Taiwan

Since 2009, Taiwan Shiseido Co., Ltd. has been actively hold-
ing “Shiseido Life Quality Beauty Seminars” as one of the
pillars of its social contribution activities. In 2016, we started a
“Cosmetic Therapy Program,” and in 2017, we provided it 40
times all across Taiwan.

In Taiwan, in collaboration with local governments, we provid-
ed practical skincare and makeup lessons to elderly people at
public facilities. We received positive feedback from many of
the participants, such as “It was very fun,” “It has cheered me
up,” and “I can move more actively now.” Furthermore, one
participant of the program, who suffered from dementia,
started to show their natural facial expression and smile again.
Taiwan Shiseido will continue to contribute to the health and
beauty of Taiwanese people by improving the quality of these
activities and regularly providing Cosmetic Therapy.

Shiseido Life Quality Beauty Seminar in
Taiwan



| Social Contribution Activity Appearance Maintenance Class

As requested by schools for special needs education and
employment support centers for people with disabilities,
Shiseido Japan provides “Appearance Maintenance Classes” for
people and adolescents with disabilities at nursing homes
around Japan, which are attended by about 7,000 people
every year.

In 2017, 28 “Appearance Maintenance Classes” were provided
to people with visual disabilities. /
Between July and November of 2017, we provided "Appear- Social Contribution Activity
ance Maintenance Classes" at five locations, Kyoto, Kobe,

Kagawa, Fukuoka, and Kagoshima, at the request of the Japan

Federation of the Blind.

The participants practiced and enjoyed applying skincare and

makeup to themselves while listening to the facilitator's

instructions. They sometimes felt the activities to be difficult.

However, when they finished applying the makeup, their face

lit up with pleasure as they realized the "power of makeup."

The participants gave feedback, such as "All the steps were
orally explained in detail, and I was also given clues for
success," "We could practice how to handle eyeshadow tips
and sponges before actually using color," and "I understood
how I should use non-dominant hand to clearly draw a line
within an area."

In 1984, Shiseido created beauty care materials to support
people with visual disabilities, including beauty textbooks in
braille, stickers in braille/India ink for identifying products, and
stickers for usage reference. Since 1987, we have been making
the beauty information CD "Osharena Hitotoki (Stylish
Moments)" four times a year and have donated them to about
80 braille libraries across the country. Since 2002, the Shiseido
website has been offering "Shiseido Listeners’ Café," which has
voice software to explain how to use cosmetics. The website
also contains the latest issue of "Osharena Hitotoki."

Shiseido helps people with disabilities learn how to apply
makeup and groom themselves through these activities.

© 1995-2018 Shiseido Company, Limited All Rights Reserved.



Various Activities to Support Women’s Empowerment

| Supporting Female Researchers and Academic Research

Shiseido contributes to the development of science and dermatology through support for women who aim to be
leading researchers specializing in the natural sciences and through funding in dermatology over 40 years. In
addition, in the field of aesthetic dermatology, we have established the "Minami Aoyama Dermatology Skin Navi
Clinic" through the Camellia Club Medical Foundation Incorporated to which Shiseido donated funds for its
establishment. Its research achievements have been contributing to the development of new cosmetics and
aesthetic medicine to help improve quality of life (QOL) for all individuals and have been commended by the
Japanese Society of Aesthetic Dermatology.

| Childcare Support

Shiseido not only supports our employees to realize a good balance of "work" and "childcare" but also promotes
efforts to share various concerns of women in a child-raising period with the entire society.

KODOMOLOGY— Commitment to Children and Their Working Parents
Through Entrusted Operation of In-house Nurseries

In an effort to achieve a sustainable society that makes people
happy, Shiseido started its childcare services with establish-
ment of KODOMOLOGY Co., Ltd. in 2017. KODOMOLOGY's
main business is operation of in-house nurseries at corporate

operation sites. KO D OM 0 L 0 GY

We plan to utilize our learnings from promoting women’s
empowerment as well as knowledge accrued through our
longtime cosmetics business activities, and collaborate with
diverse outside partners to enhance social value of childcare
and to create a new child-raising culture for the future. Also,
we aim to cooperate with our stakeholders in effort to create a
better working environment both in companies and in our
society.



Kangaroom Shiodome / Kakegawa, a Nursery School Operated by Shiseido

Shiseido opened Kangaroom Shiodome in September 2003 and
Kakegawa in November 2017, as part of its initiatives to help
Shiseido Group employees raising children balance the
demands of work and childcare. The facility also accepts a
certain number of children of employees of other companies,
which are supporting the concept of "improving the child-rear-
ing environment through cooperation with other companies."
Kangaroom has made a significant contribution to transforming
employees' awareness of how they work and realizing a
work-life balance. The facility has been well received by people
utilizing its childcare services for reasons such as enabling
parents to return to work with complete peace of mind after
the birth of a child and feel secure in the knowledge that their
children are nearby, as well as allowing them to effectively
make use of their time since they don't need to allot time to
travel to a separate facility to pick up their children.

| Shiseido Running Club

Shiseido Running Club promotes activities based on the slogan of "strong, quick and beautiful." By supporting
female athletes, the club encourages health and beauty that are unique to Shiseido in three respects: mind,
performance and body. The club thereby nurtures not only the "strength to win over yourself" and "ability and
technique to run faster" but also the "spirit of hospitality." In addition to developing athletes who are affiliated
with the club, we will also promote tips on running externally, lectures and participation in local running events
in order to contribute to society. In doing so, we will spread the joy of running and better health among runners
in general, ranging from children to elderly people.

© 1995-2018 Shiseido Company, Limited All Rights Reserved.



Efforts toward Building an Ethical Supply Chain

| Shiseido's Approach to an Ethical Supply Chain

In recent years, "Business and Human Rights" has been attracting increasing attention as evidenced by the enact-
ment of the Modern Slavery Act in the UK in 2015 as well as the fact that similar legislation is being considered in
other countries. Shiseido is also committed to an environmentally and socially ethical supply chain and encourages
our business partners to strive for matching performance. We had been actively working to eliminate environmental
and labor issues in our business, and took one step further and formulated the "Shiseido Group Policy on Human
Rights" in 2017. We are now further promoting ethical business practices, respecting local communities and the
global environment.

> Policies and Standards > Specific Intiatives
Shiseido Group’s Policies and Standards for building Shiseido Group’s specific initiatives for building an
an ethical supply chain ethical supply chain

Policies and Standards

Shiseido has established the “Shiseido Group Procurement Policy” to build an ethical supply chain. Concerning palm
oil, paper and pulp, which have been regarded as causing environmental and social issues, we also established the “
Shiseido Group Sustainable Raw Materials Procurement Guidelines (2018)” and set our raw material targets for 2020.

It is essential that we cooperate with our business partners to build an ethical supply chain. To this end, Shiseido will
review the “Shiseido Group Supplier Code of Conduct” in 2018 to keep its contents up to date with social changes.
We are building an ethical supply chain working together with our business partners.

Shiseido Group Procurement Policy

= Procurement Vision

We strive to expand the circle of "inspiring a life of beauty and culture on a global level” through procurement.
Through these activities, while maintaining "coexistence with society", we will practice "creation of new value" from a
procurement aspect.

We respect all of our suppliers who share our vision, and work together with them toward each other’s sustained
growth.

= Procurement Way

(1) With Our Consumers

We always conduct our procurement activities from the consumers’ perspective, and will achieve optimum cost and

excellent quality based on the principle of providing safe and excellent products and services that satisfy our consum-
ers.



(2) wWith Our Suppliers

- Building a Good Partnership

We conduct procurement sharing the same mission with suppliers with respect to creating new value and striving to
make better products. Through that activity, we strive to build trust with suppliers based on high transparency and
ethics as a business partner, to evolve and develop each other.

- Fair Purchasing Transactions

We open up wider opportunities to all suppliers who share our vision. In selecting our suppliers, we will make a
comprehensive and fair judgment based on clear criteria such as quality, cost, delivery date, service, environmental
response and respect for human rights.

- Toward Global Procurement

We conduct procurement activities from a global perspective without being confined to sales and production areas.

- Performance of Contract

We strictly adhere to contracts and rules related to purchasing transactions.

(3) With Society

We comply with all related laws and regulations and act with the utmost respect for rules due to differences in culture
and values. We also actively promote sustainable procurement by giving priorities to respect for human rights and
consideration for the global environment.

Shiseido Group Sustainable Raw Materials Procurement Guidelines

For palm-derived raw materials, known for their increasing problems involving the environment and human rights at
the countries of origin, Shiseido Group Sustainable Raw Materials Procurement Guidelines have been established for
the promotion of sustainable procurement as specified in the Shiseido Group Global Procurement Policy.

«Shiseido Group Sustainable Raw Materials Procurement Guidelines»

[Palm oil]
For palm-derived raw materials for use in Shiseido products, we will promote the procurement with due consideration

of environmental conservation at the place of origin, as well as the respect for human rights.

Goal: By the year 2020, for all palm-derived raw materials for use in Shiseido products, we will accomplish procure-
ment with due consideration of environmental conservation at the place of origin, as well as the respect for human
rights, by procurement of RSPO-certified materials. In addition, the Shiseido Group factories will acquire RSPO’s
supply chain certification.



| Shiseido Group Supplier Code of Conduct

Shiseido aims to realize its Mission: "We cultivate relationships with people; we appreciate genuine, meaningful
values; we inspire a life of beauty and culture" - and works on research, development, manufacturing, and sales of
high quality, secure, and safe products and services. We consider every supplier a partner who will create new value
with Shiseido and aim to realize sustainable development and highly ethical standards together.

Triggered by the participation in the United Nations Global Compact, we established the "Shiseido Group Supplier
Code of Conduct" in 2006 that stipulates standards relevant to "Human Rights," "Legal Compliance," "Labor Practic-
es," "Protection of Intellectual Property and Maintenance of Confidentiality," "Protection of the Environment," and
"Fair Operating Practices," and we have conducted ethical business activities with our business partners since then.

Our business partners in Japan and overseas that fall within the scope of the Shiseido Group Supplier Code of Conduct
are required to sign the Code. Business partners are closely monitored through questionnaires and regular audits. In
the unlikely event that a violation of the Shiseido Group Supplier Code of Conduct is identified, Shiseido will strictly
request remedial action and provide corrective guidance and support. In addition, we have established a "Business
Partner Hotline" in Japan to receive feedback from business partners. (No report was made in fiscal 2017.)

Recent years have seen increasingly serious social and environmental issues, and companies have been under strong
pressure to not only comply with the laws and regulations of each country but also to respect international conven-
tions and rules and to make a stronger commitment to realizing a sustainable society, particularly to promoting
respect for human rights with the suppliers forming their supply chain.

We revised this Code in April 2018 by enhancing some stipulations such as respect for human rights in order to
accommodate these social demands.

Shiseido Group
Supplier Code of Conduct
SHISEIDO

Shiseido Group Supplier
Code of Conduct
(updated in April 2018)



Shiseido Group Supplier Code of Conduct

Foreword

Recent years have seen increasingly serious social and environmental issues, and
companies have been under strong pressure to not only comply with the laws and
regulations of each country but also to respect international conventions and
rules and to make a strong commitment to realizing a sustainable society with the
suppliers forming their supply chain.

The Shiseido Group will utilize its best endeavours to provide products and
services that offer peace of mind and safety to customers and that are friendly to
both society and the environment, while also conducting its business operations
in a sincere manner as it strives to achieve a sustainable society.

In order to achieve this end, it is essential for the Shiseido Group to collaborate
with our suppliers, who are our business partners, in order to commit ourselves
towards a sustainable society through our procurement activities.

The “Shiseido Group Supplier Code of Conduct” specifies the non-negotiable
minimum code of conduct that the Shiseido Group requests its suppliers and
subcontractors to respect and follow, when they engage in transactions with the
Shiseido Group.

Suppliers are requested to comply with the “Shiseido Group Supplier Code of
Conduct” after having read and understood the purpose and contents of this
Code.

The standards stated herein have been set forth for the purpose of protecting the
rights of and responding to the demands of workers in the supply chain, including
migrant workers and home workers.

I. Applicable Scope

Suppliers who are engaged in transactions with the Shiseido Group are
requested to comply with this Code.

In addition, suppliers are also expected to require their subcontractors who
are involved in business related to the Shiseido Group to comply with the
same standards as those set forth herein.

II. Operation

The Shiseido Group selects suppliers who will comply with the matters set
forth in this Code. Even after the commencement of transactions, the Shisei
do Group will determine whether or not to continue transactions based
partly on the compliance with this Code.

II. Inspection

Upon receiving a request from the Shiseido Group, suppliers shall answer
questionnaire surveys, accept on-site inspections, submit related materials
and records, and otherwise meet the Shiseido Group's requests, so as to en-
able the Shiseido Group to confirm the compliance with this Code.

IV. Reporting of Violations / Corrective Measures

At the time when a supplier becomes aware of any violation of this Code
(including becoming aware of the possibility thereof: the same shall apply
hereinafter in this Article), it shall immediately inform the Shiseido Group
thereof. If any violation is acknowledged, the supplier must formulate a
plan to correct such violation and conduct suitable corrective measures,
as well as reporting the status of such correction to the Shiseido Group on
each occasion. An agreement entered into with the Shiseido Group may be
cancelled depending on the contents of the violation.



Legal Compliance

Suppliers shall comply with all applicable laws and regulations of the countries
and territories in which suppliers conduct their business operations.

Suppliers shall strive to comply with industry standards and international stan
dards® regarding fair business operations, human rights, labor and the environ
ment.

% The OECD Guidelines for Multinational Enterprises, the fundamental provisions of the ILO Conventions, the United

Nations Global Compact 10 Principles, the United Nations Declaration on the Rights of Indigenous People, the
United Nations Guiding Principles on Business and Human Rights, 1ISO26000 (Corporate Social Responsibility), etc.

n Anti-Corruption

1.

Prohibition of Bribery and Corruption

Suppliers shall not pay or receive any bribes, kickbacks, illegal gratuities,
etc., to or from any administrations, officials, or business partners, includ-
ing, without limitation, the Shiseido Group.

In addition, suppliers shall not make any facilitation payments (i.e., the
payment of a small amount, not based on applicable laws and regulations, in
order to expedite administrative procedures such as customs clearance or
visa acquisition).

. Prohibition of Unfair Provision of Gifts and Entertainment

Suppliers shall not provide or receive gifts or entertainment in an unfair
manner or in a manner that may cause suspicion regarding fairness, to and
from administrations, officials, or business partners, including, without
limitation, the Shiseido Group, for the purpose of influencing contracts or
the contents of transactions, either directly or through a mediator.

. Prohibition of Improper Transactions

Suppliers shall not engage in private monopolies, undue restrictions on
transactions such as cartels, or any other acts which may prevent free and
fair competition.

. Protection of Intellectual Property, Confidential Information,

and Personal Information

Suppliers shall not infringe upon any intellectual property rights of the
Shiseido Group or any third party.

In addition, suppliers shall appropriately protect and shall not use for any
improper purposes, confidential information (including insider information
and business secrets) and personal information (including those of custom-
ers and employees) which are handled by the suppliers themselves or the
Shiseido Group.

. Publication of Information

If a supplier becomes aware of any events which raise doubts as to the
quality, safety, efficacy, etc., of the supplier's products or services, the sup-
supplier shall promptly disclose appropriate and sufficient information there
on to the Shiseido Group.
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Respect for Human Rights

Prohibition of Discrimination

Suppliers shall not discriminate in any way against their employees in hiring
practices or treatment in relation to remuneration, promotion, termination of
employment, etc., on any basis, including, without limitation, race,

skin color, gender, age, language, financial status, nationality, national origin,
religion, ethnic or social origin, membership or non-membership of a labor
union, political or other opinion, beliefs, disability, marital status, health
conditions, pregnancy, sexual orientation and gender identity.

Prohibition of Abuse and Harassment

Suppliers shall respect the human rights of their employees and shall not
inflict abuse, corporal punishment, psychological, physical, or sexual
harassment or other forms of intimidation thereon.

. Prohibition of Forced Labor and Human Trafficking

Suppliers shall not be involved, in any way, in any forced labor, including
labor under conditions of slavery, labor with physical or psychological
constraint, and human trafficking.

In hiring their employees, suppliers shall explain the employment conditions
so that employees will be able to enter the suppliers based on their own
discretion after having fully understood such conditions. Further, suppliers
shall grant their employees the right to freely leave their employment with
the supplier.

In relation to employment conditions, suppliers shall comply with all applica-
ble labor-related laws and regulations of the countries and territories in
which suppliers conduct their business operations, and shall agree to condi-
tions under which human rights are respected. Further, suppliers shall
provide a document to employees which sets forth the contents and condi-
tions proving their respect of human rights, written in a language under-
standable to the employees.

Unless otherwise set forth in the laws or regulations, suppliers shall not
restrict the free behavior of their employees, including by way of unduly
imposing fees or advance payments relating to their employment, or confis-
cating or destroying passports, identification documents or work permits, etc.

. Prohibition of Child Labor

Suppliers shall not employ children who have not yet reached the highest age
among (i) 15 years of age; (ii) the age for completing compulsory education;
and (iii) the minimum working age stipulated in local laws or regulations;
provided, however, that, in the case of minor labor which will not cause any
harm to the health or development of children, which will not prevent
children from the opportunity to seek education, and which is permitted in
accordance with the local laws and regulations, employment of children aged
from 13 to 15 shall be permitted.

Suppliers shall not cause children to engage in any labor which may have a
physically, psychologically, socially or morally adverse effect on children.

In addition, suppliers shall take sufficient care to ensure that there will not be
any prevention of the opportunity for education to be provided to children.



5. Compliance with Labor-Related Laws and Regulations

Suppliers shall comply with all applicable labor-related laws and regulations
of the countries and territories in which suppliers conduct their business
operations.

Suppliers shall pay wages in an amount equal to or greater than the mini-
mum wage stipulated by local laws or regulations. In this regard, suppliers
shall take into consideration the wage level to ensure that the wages paid
will be at a level necessary for employees and their family members to live
with human dignity. In addition, suppliers shall pay overtime allowance and
other allowances, etc., in accordance with the laws and regulations of each
country and territory. Suppliers shall also execute employment agreements
with workers in writing, which will set forth the conditions for their
employment, as well as confirm that all workers are aware of their legal
rights and obligations.

6 . Freedom of Association and Collective Bargaining

Suppliers shall respect the right of their employees to form a labor union,
to join or not join a labor union, and to engage in collective bargaining with
suppliers, and shall not discriminate against their employees based on the
exercise of such rights.

/. Respect for the Rights of Indigenous People

Suppliers shall respect the land rights, culture, custom, and religion of
indigenous people and shall conduct their business operations based on
such respect. Suppliers shall respect the traditional knowledge and the
rights in relation to genetic resources of indigenous people, and shall strive
not to exploit the interests of indigenous people in a one-sided manner.

8 . Migrant Workers

Suppliers shall treat migrant workers in the same capacity as local work-
ers. In addition, suppliers shall treat foreign workers and migrant workers
in a just manner, and provide such workers with transparent employment
conditions as well as good working and living conditions.

Suppliers shall also: (i) reimburse migrant workers employment-related
commissions, etc.; (ii) not hire any illegal migrant workers; (iii) neither con
fiscate ID documents of migrant workers nor keep migrant workers money
in trust; and (iv) understand the scope of this Code includes workers
employed through an agency or contractor.



Safe and Healthy Working Environment

1. Safe and Healthy Facilities

Suppliers shall design and construct facilities taking into consideration the
safety and health of their employees, and shall maintain the safety of their
facilities through regular confirmation of the structural integrity of the
facilities and conducting repair work.

Within the facilities, suppliers shall maintain hygiene and provide their
employees with, at a bare minimum, safe drinking water and toilets.

The same standards shall apply to supplier-provided dormitories for the
employees.

2. Prevention of Workplace Injuries andlInesses

In regard to physically severe labor, the handling of hazardous substances
and chemicals, and inherently risky labor, such as the use of production
machinery, suppliers shall adopt procedures to enable the avoidance of any
risks to the extent possible, and shall provide their employees with neces-
sary protective wear, as well as education on safety measures in advance,
in order to prevent any occurrence of workplace injuries and illnesses.

3. Disaster Prevention Measures

As part of their disaster prevention measures, and in preparation for
emergencies such as fire and natural disasters, suppliers shall secure fire
prevention measures and emergency routes and cause their employees to
be thoroughly informed of the same.

The same standards shall apply to supplier-provided dormitories for
employees.

Protection of the Environment

Suppliers shall comply with all environment-related laws and regulations
applicable to the countries and territories where suppliers conduct their
business operations.

Suppliers shall recognize the importance of preserving the environment, and,
through their business activities, shall maintain a proactive stance toward such
preservation and work to contribute to the development of a sustainable society
through measures such as preserving biodiversity, controlling greenhouse gas
emissions, reducing waste materials and drainage, conserving resources, recy-
cling, and preventing pollution. Suppliers shall recognize the importance of
preserving the environment and shall endeavor to conduct environmentally
friendly business management, including measures such as preserving
biodiversity and controlling greenhouse gas emissions in all phases from the use
of resources to the control of waste materials.



Quality Assurance and Securing Traceability

Suppliers shall provide products and services that satisfy the quality and
safety

standards set forth in all laws and regulations of the countries and territories
in which suppliers conduct their business operations, as well as complying with
the contracts entered into with the Shiseido Group, and shall strive to grasp
the origins of raw materials used for the products which are to be delivered to
the Shiseido Group.

“Whistle-Blower Protection” Measures

Suppliers shall accept whistle-blowing and complaints from their employ-
ees,shall make sure to protect their employees from possible retaliation from
the

suppliers and persons against whom the relevant whistle-blowing was made,
and shall take appropriate measures to rectify the status and conditions against
which such complaints are made, while always taking the privacy of whis-
tle-blowers into consideration.

m Subcontractors’ Compliance with this Code

Suppliers shall request their subcontractors involved in the business related to
the Shiseido Group to comply with the same standards as those set forth herein.
If the Shiseido Group deems it necessary, suppliers shall confirm their subcon-
tractors’ compliance herewith and report the same to the Shiseido Group.

Revisions

The Shiseido Group shall revise the contents of this Code according to changes
over time and demands from society, and shall publish the revised Code on the
Shiseido website and inform its suppliers of the same. The obligations of
Suppliers shall continue to exist after the revision of this Code, and suppliers
are therefore requested to continue to comply with the revised Code.

Should you have any questions or opinions regarding the revised contents,
please do not hesitate to contact your local Shiseido Group member company.

<Revision History >Established in March 2006
Revised in May 2010
Revised in December 2011
Revised in April 2018



Specific Initiatives

In all business practices, including the procurement of raw materials, Shiseido acts with due consideration of devel-
oping together with society while promoting human rights and protection of the environment. We are working on the
following to achieve sustainable procurement and fulfill our corporate social responsibility.

| Initiatives toward Sustainable Procurement of Palm Oil

Palm oil, an ingredient in cosmetic products, is mainly produced from oil palms in Southeast Asia. It is essential for us
to protect the environment of palm oil production areas as well as respect the human rights of people working on the
farms in order to establish an ethical supply chain. Shiseido joined the RSPO(Roundtable on Sustainable Palm Qil)
and formulated the Shiseido Group Sustainable Raw Materials Procurement Guidelines to procure palm oil and palm
kernel oil with due consideration of the environment and society. Also, we are promoting the acquisition of RSPO
supply chain certification*1 at factories of the Shiseido Group. Through these efforts, we are promoting the switch to
sustainable procurement of palm oil.

Initiatives

2018 - Regarding the sustainable procurement of palm oil and palm kernel oil, we are formulating the
Shiseido Group Sustainable Raw Materials Procurement Guidelines and publishing the targets to be
achieved by 2020.

« Shiseido Group Sustainable Raw Materials Procurement Guidelines »

[ Palm oil ] For palm-derived raw materials for use in Shiseido products, we will promote procure-
ment with due consideration of environmental conservation at the place of origin, as well as respect
for human rights.

Targets: By the year 2020, for all palm-derived raw materials for use in Shiseido products, we will
accomplish procurement with due consideration of environmental conservation at the place of origin,
as well as respect for human rights, by procurement of RSPO-certified materials. In addition, the
Shiseido Group factories will acquire RSPO supply chain certification.

- Holding dialogue with palm oil farmers in Indonesia
- Acquiring RSPO supply chain certification at the Shiseido Kuki factory and Shiseido Vietnam Inc.

2 - Holding dialogue with palm oil farmers in Malaysia
- Acquiring RSPO supply chain certification at the Shiseido Kakegawa factory

2 - We have been supporting the production of RSPO-certified sustainable palm oil by purchasing Book &
Claim system*2 certificates representing an equivalent volume of all palm oil and palm kernel oil used
by the Shiseido Group.

2 - We have been participating in the "RSPO: Roundtable on Sustainable Palm Oil," which was established
with the aim of conserving the environment and promoting and operating a sustainable palm oil
industry.

*1 RSPOs supply chain certification: Certifying that the mechanism of securely supplying RSPO certified raw materials is in
good order.

*2 Book & Claim system: A system for trading the output of palm oil and palm kernel oil produced at RSPO-certified
plantations as certified credits. The system has the same structure as green electricity, which means that the purchase
of certificates is recognized as the purchase of RSPO-certified oil.



| Initiatives toward Sustainable Procurement of Mica

Cases of suspected child labor have come to light regarding Indian mica, an ingredient in cosmetic products. In
2017, Shiseido joined the Responsible Mica Initiative (RMI) aiming toward the solution of a responsible Indian
mica supply chain.

| Risk Assessment of Raw Materials

Social Risk Assessments for Introducing New Raw Materials

Shiseido is proceeding with social risk assessment of the raw materials we use in order to understand issues
relating to human rights and labor in the supply chain in the procurement of raw materials. After analyzing palm
oil using the Social Hotspots Database (SHDB) of the nonprofit organization New Earth, we found that the size
and type of risks vary by country of origin. We will establish a tool to select social risks by examining raw materi-
als other than palm oil with the SHDB and use it when introducing new raw materials in the future. We will
manufacture products our customers can use with the assurance of an ethical background by assessing risks by
raw material and appropriately managing them.

| Sedex Membership

Shiseido joined Sedex in August 2017 with the intent of building an ethical supply chain based on trust and
cooperation with our business partners. Sedex is a global platform which manages human rights, labor, environ-
mental impact, and ethical information with regard to companies. In 2017, the Shiseido Group also registered
its Kakegawa factory. The factory carried out self-evaluation regarding respect for human rights and environ-
mental protection, and we will continue to register our factories with Sedex, and make the most of its platform
to further promote initiatives for the supply chain in the future. In the third quarter of 2018, we conducted a
questionnaire among about 300 companies aimed at investigating actual conditions. Based on the results, we
are starting to discuss our approach according to the current situation with a view to using Sedex regarding
business and human rights.

| Employee Training regarding Business and Human Rights

Human rights issues cover a wide variety of problems. The HR Department, Risk Management Department, and
Sustainability Department are making efforts in cooperation with each company in the Shiseido Group to help
employees deeply understand respect for human rights and reduce the risks of violation through periodic training
regarding business and human rights.



Performance

Training Theme Attending parties Participants
Mar.- Human Human Rights Promotion
May rights Basic education about Committee members of each 258
2018 promotion business and human rights department in the Shiseido

Group in Japan

Procurement of raw materials

Aug. Responsible . . Purchasing department,
2017 procurement considering hl_.lman rlght_s,__ Sustainability department 28
corporate social responsibility
Human ; ; ;
;%IN rights aBr?ij(r:ng'\uac:trliowas bout business All corporate officers of Shiseido
promotion/ 9 Co., Ltd., and Shiseido Japan 25
Corporate Co., Ltd.
ethics

Please see "Human rights promotion (Education)" for additional human rights promotion training.

| Dialogue with Stakeholders

To achieve sustainable and responsible procurement and respect for human rights in all business practices, we
engage in dialogue with various stakeholders about both aspects of the environment and society and make efforts for
sharing and solving issues.

In August 2018, we participated in the Stakeholder Engagement Program organized by Caux Round Table Japan in
Indonesia in order to understand human rights issues in the procurement of palm oil. We deepened our understand-
ing of the risks that result in human rights violation and labor issues through dialogue with the NGO and NPO, as well
as small-scale palm oil farmers. Shiseido will reflect these discussions with various stakeholders in the ethical supply
chain to become a company that fulfills its responsibility with respect for human rights.

In September 2018, we engaged in dialogue with human right experts (the Danish Institute for Human Rights,
Institute for Human Rights and Business, and Verisk Maplecroft), and received advice about how to advance due
diligence regarding human rights in Shiseido. We will apply these findings in future efforts.

Photo 1: Exchanging opinions with palm oil farmers in Indonesia Photo 2: Dialogue with human right experts from the Danish
Institute for Human Rights



Initiatives in 2018

May-Jul.
2018

Aug. 2018

Sept. 2018

Sept. 2018

Name (host/-
co-host)

Stakeholder
Engagement
Program (Nippon
CSR Consortium)

Stakeholder
Engagement
Program

(CRT Japan)

Global Stakeholder
Engagement
Program

(CRT Japan)

2018 International
Conference regard-
ing Business and
Human Rights,
Individual dialogue
(CRT Japan)

Venue

Japan

Indonesia

Japan

Japan

Stakeholders

Companies, NGO, NPO

Field work: Small-scale palm oil
farmers in Indonesia, companies,
NGO (Photo 1)

Workshop: Companies, NGO

Human rights experts, NGO,
companies that participated in
Stakeholder Engagement Program
in Thailand, Malaysia, Indonesia,
and Japan

Human rights experts (Danish
Institute for Human Rights, Institute
for Human Rights and Business,
Verisk Maplecroft) (Photo 2)

Main theme

Understanding and
practicing “United
Nations Guiding Princi-
ples on Business and
Human Rights” by
companies

Identifying important
human rights issues for
each industry

Human rights issues in
the palm oil industry in
Indonesia

Consideration and key
points of business and
human rights in South-
east Asia

Exchanging opinions
about how to advance
due diligence regarding
human rights in Shiseido



Initiatives in 2017

May 2017

Jun.-Jul.
2017

Sept. 2017

Sept. 2017

Name (host/-
co-host)

Stakeholder Engage-
ment Program

(CRT Japan/Global
Compact Network
Malaysia)

Stakeholder Engage-
ment Program
(Nippon CSR Consor-
tium)

Global Stakeholder
Engagement
Program (CRT
Japan)

2017 International
Conference regarding
Business and Human
Rights, Individual
dialogue (CRT Japan)

Venue

Malaysia

Malaysia

Japan

Japan

Japan

Stakeholders

Small-scale palm oil farmers in
Malaysia, companies, NGO

Government-affiliated companies,
NGO

Companies, NGO, NPO

Human rights experts, NGO, NPO,
companies that participated in
dialogue with stakeholders in
Thailand, Malaysia, and Myanmar

Human rights experts (Danish
Institute for Human Rights,
Institute for Human Rights and
Business, Sedex)

Main theme

Considering the environ-
ment and society in the

procurement of palm oil

in Malaysia and present

conditions

Considering human rights
of migrant workers in
Malaysia

Connection between
business practices
and human rights,
important human
rights issues, impor-
tance of business
practices considering
human rights, and
identifying important
human rights issues
for each industry

Consideration and key

points of business and

human rights in South-
east Asia

Exchanging opinions
about how to advance
due diligence regarding
human rights in Shiseido

© 1995-2018 Shiseido Company, Limited All Rights Reserved.



Efforts toward Recycling of Resources

To continuously use the limited blessings of the Earth, we need to shift from the conventional style of economic
activities based on one-way flow of things being “procured, manufactured, used and thrown out” to recycling-based
activities promoting the recycle or reuse of resources.

Shiseido works on the following initiatives to create a powerful combination of various recycling circles ranging from a
small circulation (Reuse) to a large circulation (Carbon cycle) expecting to effectively use resources and to create
more attractive products.

| Initiatives for Reuse

In Japan, Shiseido sells over 700 items of refillable products, the containers of which can be re-used. We provide
refillable items in various categories from personal care products such as shampoo and conditioner to beauty products
including essence, cream, lotion, emulsion and foundation to conserve resources used to produce containers.
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| Initiatives for Recycle

Since September 2015, Shiseido has been using PET resin,
obtained through mechanical recycling of PET bottles, for
the containers of Sea Breeze Body Shampoo. Mechanical
recycling is the technology of efficiently producing
high-quality PET resin from PET beverage bottles. This
technology has been used broadly for drink bottles. Using
recycled PET resin, approximately 22 tons of CO2 emis-
sions can be reduced every year compared to using
petroleum-derived PET resin.




Mechanical recycling can drastically reduce the process and save the manufacturing energy

Mechanical recycling

Decontamination Collection

O G=SQDO

Petroleum Monomer PET resin PET bottle Drink Disposed
(Plastics) PET bottle

Degradation Cleaning Gollection

Conventional recycling (chemical recycling)

Shiseido’s product containers made of different materials, such as a combination of plastic and metal, are
designed to be easily separated after use for recycling. In addition to utilizing recycled materials, we actively
work to improve used containers’ suitability for recycling.

Examples of containers designed to be easily separated.



| Utilization of Biomass Resources

Shiseido was the first cosmetics/personal care products company in Japan to introduce sugarcane-derived polyethylene
containers in September 2011 for its haircare brand, “SUPER MiLD."” Effective utilization of biomass resources, as
typified by sugarcane, is a benefit from the global carbon cycle. Incineration of sugarcane-derived polyethylene releases
over 70% less CO2 than petroleum-derived polyethylene in their life cycles.

This initiative received the 1st Achievement Award for Promotion of Biomass Products from Japan Society of Biomass
Industries in 2011.
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Product containers made of
plant-derived plastic bear the

above-shown mark.
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With Consumers

With Consumers. Shiseido is working to manufacture safe, reliable products and disseminate information with

the aim of being consumer-oriented.

» Promotion of Safe and
Reliable Manufacuturing

g F

» Excellent Services to Enchance
Consumer Satisfaction

» Reflecting Consumer
Feedback

il

Shiseido's research and production
activities to ensure consumers use
our products with peace of mind

Shiseido’s counseling services to
meet consumer needs and expec-
tations by suggesting best prod-
ucts and beauty tips at the count-
ers

We are strengthening our efforts to
make the most of consumer
feedback for product development
and service improvement.

# Universal Design Intiatives

VRS
e

» Information for Consumers

* Intiative in Responce to
Animal Testing and
Alternative Methods

D —

I LﬁTli

We are working on developing
products that can be used safely
and comfortably by all consumers.

We ensure that the information
and websites we offer reflect

Shiseido's initiatives aimed at
eliminating animal testing in the
consumers' feelings and meet their development of cosmetic products
needs.




Promotion of Safe and Reliable Manufacturing

| The Establishment of the Original Product Safety Guarantee Standard

Product research and manufacturing at Shiseido are designed to create products that consumers can use with
confidence and peace of mind. Based on our belief that correct knowledge of the skin is critical, the cosmetics
development process starts with intensive research into skin structure conducted in collaboration with Japanese
and overseas dermatologists, universities, and other research institutions utilizing state-of-the-art technology
from a broad range of disciplines related to cosmetics (including the life sciences, dermatology, interface
science, ergonomics, and psychology). Then ingredients are thoroughly investigated for impurities and other
substances that might adversely affect the skin, and only those of unquestionable safety are selected for use.
Finally, we conduct patch tests and dermatologist-supervised trials to ensure that the resulting formulations will
be free of problems when used in products.

Sensory testing of cosmetics

| Safety, Backed Up by Data

When treating patients with dermatitis (rash) suspected to have been caused by cosmetics, dermatologists
attempt to track down the cause of the condition by conducting patch tests with the cosmetics used by the
patient, as well as their ingredients. Statistical data summarizing the rate of positive results for these patch tests
for individual manufacturers can be interpreted as an indicator of the effectiveness of those companies' safety
assurance programs. Published reports show that the rate of positive results for Shiseido cosmetics is the lowest
of all domestic and overseas cosmetics manufacturers*, and that a high level of safety has been maintained.

*  Fujimoto et al.,Patch test results in 492 patients of suspected cosmetic dermatitis (1996-2000),
Environ. Dermatol., 9, 53-62, 2002.



| Total Reassurance and Safety Management of Chemical Substances

A Basic Approach Based on Health and Environmental Considerations

Shiseido manages chemical substances used in products and containers based on the international goal of "minimiz-
ing adverse effects that the manufacturing and use of chemical substances have on human health and the environ-
ment by 2020," as adopted at the 2002 World Summit on Sustainable Development (WSSD).

Shiseido collects information about chemical substance safety and trends in the regulation of chemical substances in
Europe, the Americas, Asia, including Japan, and other regions. This data is evaluated based on the latest scientific
knowledge and put to use in order to ensure safety by evaluating the effects of chemical substances used for prod-
ucts on people or the environment.

In the event that concerns about the effects of ingredients used in products on human health or the environment
were to be brought to our attention, we would make a judgment as to whether to continue their use based on the
latest scientific knowledge available at that point in time. Based on this judgment, if necessary, we would halt the use
of respective substances immediately and switch to an alternative substance.

Complying with the European REACH Regulation

Under Europe's chemical substance regulatory framework, known as the Registration, Evaluation, Authorization and
Restriction of Chemicals (REACH) Regulation, which was put into force in June 2007, all chemical substances
contained in cosmetics and containers exported to Europe from Japan are subject to regulation.

In particular, substances imported into Europe in quantities of one ton or greater per year must be registered in
accordance with procedures set forth in the REACH Regulation. Shiseido has assessed all such substances which must
be registered and put necessary measures in place.

Establishment of Manufacturing Eco Standards and Sales Promotion Tools Eco
Standards

In fiscal 2010, Shiseido established the Manufacturing Eco Standards and Sales Promotion Tools Eco Standards to
devise rules of environmental responses for products and sales promotion tools from the perspective of life cycles and
commenced operations accordingly.



| System for Stable Supply of High Quality Products

At Shiseido, quality and safety take priority over all other matters. We have continuously worked on maintaining and
controlling product quality not only by observing all applicable laws and regulations but also by keeping our own rules
of the Global Quality Policy so that consumers can use our products with complete confidence. We conduct thorough
quality control at all stages of the raw materials selection, commercialization, production and distribution in order to
ensure the quality and safety of our medical and food products as well as cosmetics. In doing so, we manufacture
products that our consumers can use regularly without any concerns.

At the raw materials selection stage, we collect and check information on raw materials, including their components,
from all over the world to make sure that we use only safe raw materials.

For the commercialization, production, and distribution stages, we also have systems in place to ensure a stable
supply of high-quality products at all times by complying with various standards, such as Good Manufacturing Practice
(GMP), ISO 22000, and HACCP*, as well as our own product standards. For our cosmetic products, for example, we
comply with all items (e.g. organizations and systems, buildings and facilities, manufacturing management, and
inspections) stipulated in the Cosmetics GMP set by 1SO22716, an international standard that gives guidelines for the
production, control, storage and distribution of cosmetic products, to provide consumers with safe and secure prod-
ucts of high quality manufactured under strict quality control.

*HACCP:A method of food sanitation control developed to ensure the safety of space food in the United States.

| Response to Product Problems

In order to promote research, development, manufacture and sales of safe products that will achieve consumer
satisfaction, Shiseido clarifies where the authority and responsibility lie in terms of quality assurance (including
product planning, manufacturing, sales and imports), and product problem prevention. We also have our own manu-
als for dealing with any product problems so that we can respond to problems in a concerted manner and promptly
bring the situations under control while putting customer safety first. Thus, we are committed to strengthening and
comprehensively promoting quality assurance and product problem prevention activities at Shiseido and the Group
companies.

In the unlikely event of a quality problem and/or product liability problem involving the Company's products, the
department that has received the information is expected to immediately report the case to the Quality Management
Department, related business divisions and Risk Management Department. The Risk Management Department will
decide on the problem response methods in accordance with its level of severity. The Quality Management Depart-
ment will investigate the cause and the business divisions will promote various initiatives, including responses to the
market.

| Appropriate Provision of Product Information

Shiseido Group Standards of Business Conduct and Ethics is a summary of actions that each and every person at the
Shiseido Group should take. In Our Way, Shiseido stipulated that "we do our work with a greater sense of ethics in
regard to our product information and labeling or advertising expressions as well as observing respective countries'
and regions' laws and regulations and corporate regulations."



Compliance Status of Laws and Regulations Related to Advertising Expressions

Details that should be indicated on cosmetics are stipulated under the Regulatory Law (statutory labeling). At the
same time, aspects of advertising are restricted under the Standards for Fair Advertising Practices of Drugs, Qua-
si-drugs, Cosmetics and Medical Devices (Notification from the Director-General of the Pharmaceutical Affairs Bureau,
Ministry of Health and Welfare, September 29, 2017). Based on these standards, the Japan Cosmetic Industry Associ-
ation (JCIA) has established Appropriate Advertising Guidelines including Cosmetics as self-imposed industry stan-
dards that provide relevant examples and explanations.

As for statutory labeling, Shiseido operates by defining "labeling regulations." With regard to advertising, the Compa-
ny observes laws and regulations by following the Appropriate Advertising Guidelines including Cosmetics.

Also, JCIA established the Advertising and General Publicity Committee within the organization and the Cosmetics
Advertising Deliberation Council as an institution pertaining to the committee. This council independently carries out
deliberations to enhance the reliability of and optimize cosmetics advertising expressions. These deliberations,
conducted three times annually, are based on the Regulatory Law, the Standards for Fair Advertising Practices of
Drugs, Quasi-drugs, Cosmetics and Medical Devices, Appropriate Advertising Guidelines including Cosmetics and other
relevant laws and regulations and addresses television, newspaper and magazine advertising.

Implementation of Study Sessions Related to Advertising and Labeling

Shiseido holds the "Statutory Labeling Seminar" and "Advertising Expression Seminar" twice a year in order to
enhance the employees' knowledge about compliance with the laws on pharmaceuticals and medical devices concern-
ing advertising and labeling.

| Nutrition and Health

Through the Shiseido Group Standards of Business Conduct and Ethics, the company declares its best efforts to
provide safe, high-quality products and services for the satisfaction of consumers.

Ethical measures in the food business

1. Organic
The Shiseido Parlour restaurant FARO uses organic vegetables grown with reduced amounts of agricultural chemicals

and fertilizers. Organic vegetables are used in 80% of the course menu.
* FARO: An innovative Italian restaurant in Ginza, Tokyo operated by Shiseido Parlour Co., Ltd.

2. Sugars and fats

Shiseido Parlour Co., Ltd., the Ginza main store, and the main store’s Salon de Café provide menus in consideration of
sugar levels. FARO, as operated by the company, provides desserts with no refined sugars, as well as full course
meals with reduced animal fats for vegetarians. In addition, the Shiseido Group distributes health and beauty products
throughout Japan. Among these, its core product collagen drinks* contain no fats, no caffeine, and no added preser-
vatives. Artificial ingredients are not used at the Shiseido Parlour restaurant FARO nor in the health and beauty prod-
ucts distributed by the Shiseido Group in Japan.

* Collagen drinks: Drinks in Shiseido The Collagen series

3. Other

+ Shiseido Parlour Co., Ltd. distributes gluten-free boil-in-bag food products to cater to consumers with diverse diet
needs. (Available since April 1, 2019)

- Beauty Princess, a beverage by Shiseido Parlour Co., Ltd., is compounded with hyaluronic acid and collagen peptide.



Excellent Services to Enhance Consumer Satisfaction

Beauty Consultants (BCs) have major roles in responding to
consumer needs at the counters and introducing products and
beauty information according to each and every consumer’s
skin and cosmetic lifestyle. Since 1998, Shiseido has been first
in the industry to introduce an in-house BC proficiency exam
system certified by the Minister of Health, Labour and Welfare.
The system relating to beauty knowledge and techniques was
aimed at enhancing the quality of counseling activities as the
Group engaged in professional beauty services.

Overseas, in order to expand the number of regular users by
maximizing consumer satisfaction, we have distributed and put
into daily use Shiseido’s action indicator for Beauty Consultants,
aimed at realizing “omotenashi spirit” at the storefronts world-
wide. Also, to improve consultants’ response and suggestion
capabilities at the storefronts, Shiseido has developed original
software, a convergence of its accumulated service know-how
and beauty techniques, to be effectively used as a globally
applicable tool.

In June 2013, tablet computers named "Beauty Tablet" were
distributed to approximately 10,000 Beauty Consultants across
Japan. Since July of the same year, exclusively designed appli-
cation software has been installed in those tablets and been
used at the storefronts. "The Makeup Simulator" is one of the
contents of the software, with which consumers can try virtual
makeup, without removing their makeup, by simply positioning
their face in front of the tablet just like looking into a mirror.
Other features include Foundation Finder, Skincare Consultation
and Healthcare that help Beauty Consultants select the most
suitable items for individual consumers from a wide variety of
products. Also, to create opportunities for consumers from
overseas to meet Shiseido products and to enhance their
beauty, some contents are displayed in foreign languages such
as Chinese (traditional and simplified), English and Thai.

We aim to increase consumer satisfaction by using such tools
developed by the latest technologies, intriguing consumers at
the storefronts, and helping them discover their inherent charm
unknown to themselves. At the same time, we try to promptly
share the voice of our consumers by inputting their opinions
into the Beauty Tablet and then transmitting the data to rele-
vant departments by the following day.

In addition, in order to further improve and develop the service
skills of domestic Beauty Consultants, we began from July 2016
to appoint Lead Beauty Consultants, who work at store count-
ers with other consultants to encourage their steady growth. By
creating an environment where Beauty Consultants can
constantly develop their abilities, we make an extra effort to
enhance consumer satisfaction.



Reflecting Consumer Feedback

In order to realize medium-to-long-term strategy “VISION 2020,” Shiseido is promoting initiatives to internally
report back the valuable feedback, including consultations and requests received from consumers, and utilize it
for product development and service enhancement. By quickly detecting changes in consumers or society and
reflecting these changes in corporate activities, Shiseido is gathering and analyzing consumer feedback informa-
tion and working to share information throughout the company. In doing so, we are requesting that relevant
departments respond to develop and revamp products, beauty information and service leading to the enhance-
ment of the corporate value through the “consumer-focused perspective.”

| Consumer Services: Action Policy

Shiseido Consumer Communication Center, established in 1968, celebrates its 50th anniversary in 2018. Since
the beginning, it has offered sincere responses to inquiries and consultations from consumers and transmits
information that can be further utilized by consumers. The center has been awarded three stars by HDI*-Japan’s
Quality Ranking Monitoring for four years in a row since 2013. In 2016, we received five stars, the top ranking, in
the HDI Five Star Quality Service certification, for the first time as a cosmetic company. We continuously offer
sincere, face-to-face services to consumers and strive to provide more consumer-oriented assistance to gain
patronage and boosts Shiseido's reputation for reliability.

*Established in the U.S. in 1989, HDI is the world's largest international organization for the IT support service industry. Many of the top 500

companies in the world listed in the U.S. financial magazine “Fortune” are members of HDI. A lot of companies are members of HDI-Japan, which
performs the HDI Benchmarking assessment of the companies’ consumer help desks in order to improve support service levels.

| Gathering and Sharing Consumer Feedback

In Japan, Shiseido gathers consumer feedback

in various ways. Approximately 150,000 Product information/effects,

opinions and inquiries (about our products usage, ingredients

[68%], about shops carrying our products Information of stores
carrying products

[18%]) are directed annually via toll-free
numbers, e-mail and letters, and about
90,000 consumers provide feedback to Beauty
Consultants that they came into contact with
at the storefronts. Also, we receive consum-
ers’ voices via SNS (Social Networking
Services) such as Twitter, and blogs. We
manage this consumer feedback in a central-
ized system and share it internally on intranet
in order to utilize it for product development
and value creation, thus improving consumer
satisfaction.

B Samples and pamphlets

B Corporate activities
Beauty consultation
Customer services

B Social trends
Other




| Specific Initiatives

The Shiseido Consumer Communication Center studies inquiry cases, provides training, and compiles and revises
various manuals to provide sincere, quick, and correct responses to the opinions and inquiries from a wide
variety of consumers. In 2017, it conducted workshops to promote a better understanding of how elderly
consumers experience physical change and how they feel in general. The participants held a telephone simulation
while wearing age simulation suits, which helped them imagine the condition of the consumer on the other end
of the line. The purpose was to encourage our staff to engage in their activities while being more considerate
toward consumers’ feelings. This has also been reflected in the “Manual for Consumer Service Staff,” which was
revised in March 2018.

In addition, sharing the experiences from the workshops and feedback from elderly consumers with related
departments has contributed to the development and improvement of products.

| Collaborative Education Activities to Learn on Consumers’ Perspective

We also promote collaborative learning activities to gain a deep understanding of consumers' feelings related to
daily use of cosmetics and their backgrounds, and to further improve our products and services.

Employees in various departments and positions, be it factory workers, sales representatives or Beauty Consul-
tants, consider things from consumers’ perspective by listening to their voices and use it as an opportunity to
review operations.

In 2017, we conducted “consumer feedback seminars” in which employees learned about the feedback received
at the Shiseido Consumer Communication Center; we also provided e-learning training to all the employees. In
addition, the Consumer Communication Center offers consumer feedback monitoring experience as needed.
Every year, over 100 people take the opportunity, including corporate officers and audit & supervisory board
members, employees at factories, laboratories, departments in charge of quality control, product development,
marketing, sales, and affiliated companies.

Consumer feedback seminar at factories in Japan and overseas



Shiseido's Corporate Social Responsibility Back Issues 2018

System to Gather and Utilize Consumer Services and Consumer Feedback
Information

Shiseido has enhanced its consumer feedback system, which had been in use since 1996, into one that can share
and utilize consumer feedback information from all over the world, along with the globalization of the business.
This system, named "Mirror*," was introduced within and outside of Japan in 2011. We are taking on the chal-
lenge of creating values for the Shiseido Group by enhancing our response to consultations and requests that
come to consumer service centers throughout the world and gathering/analyzing consumer feedback information
from all over the world in an efficient manner through the introduction of “Mirror.” “Mirror” is in operation in 20
countries and regions, including Japan.

In Japan, we are establishing an environment in which all employees can easily analyze/utilize the consumer
feedback information, which has been accumulated in "Mirror," according to the objectives by linking the infor-
mation with the text mining system "Focus" and visualizing consumer feedback. We also utilize an SNS listening
system in order to reflect consumer feedback which is not normally directly delivered to the company to corpo-
rate activities.

*Mirror: The name implies our hope to review/reflect the actual state of Shiseido's activities through the "mirror" of consumer feedback.

System to gather/utilize consumer feedback information
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| Increasing Points of Contact with Various Consumers

Younger consumers are increasingly using SNS to find answers to their questions and concerns. In the light of
such trend, we opened an official consumer helpdesk on Twitter in 2015 and at Yahoo! Chiebukuro in 2017.
Moreover, we started a beauty consultation service with the chat feature of LINE, a new communication tool, in
February 2018. Those are examples of our efforts to enhance consumer support focusing on the younger
generation.

In addition, the frequently asked questions (FAQ) page on our website was renewed in October 2017.

We constantly improve consumers’ convenience to help them find quick and satisfactory solutions.

| Product Manufacturing that Reflects Consumer Feedback

Kirei No Susume TsuyaTsuyaPurun Jelly
Notes on the package defined for comfortable drinking (2018)

To help users safely and easily open the cap, we
enlarged the mark indicating the point to be held by the -
fingers when opening the cap and its explanatory note =
(Photo 1).

For those who prefer a softer texture, a friendly sugges-
tion appears on the package being highlighted in
enlarged, bold and underlined texts (Photo 2).
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Responding to consumers’ requests, the package is
being renewed starting from our new Kirei No Susume
products (White Grape Flavor and Calorie Zero Pineap-
ple Flavor) to be launched on March 21, 2018.
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MAQUIlIIAGE Dramatic Styling Eyes
Shades indicated on the bottom of the case (2017)

Feedback from our makeup item users includes
voices such as “I want to know the color without
opening the case” or “can’t distinguish from other
items.” MAQUIlIIAGE Dramatic Styling Eyes, a line of
eyeshadow launched in August 2017, indicates its
shades on the bottom of each case.

Top of the case.
e e e

Bottom of the case.

TSUBAKI Premium Repair Mask User-friendly Cap (2017)

TSUBAKI Premium Repair Mask, launched in

September 2017, comes with a cap partially '
knurled on its side to be firmly yet easily gripped 1

with wet hands.

SUbe

Knurled cap.




Kirei No Susume TsuyaTsuyaPurun Jelly
Completing the lineup with Apple&Cherry flavor (2017)

Apple&Cherry flavor of the product launched as a
limited edition in June 2016 was highly appraised by
many consumers who found it delicious. Responding to
the consumers' requests, we made it a regular flavor in
the product lineup since March 2017.
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AUSLESE
Container renewal: light, easy to use, and eco-friendly (2017)

Bottle containers for AUSLESE, a male-oriented brand
launched in 1980, were renewed in February 2017. We Hair Tonic NA
hope many more consumers will continue using the
brand in the future. Bottle material has been changed
from glass to plastic, making the product lighter, easier to
use, and easier to dispose of after use. As a token of
gratitude to our long-time users, we have increased the
bottle contents by 10% without affecting the price.
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MAQUIlIAGE Perfect Multi Base BB

"Natural": From limited edition to regular color (2016)

The "Natural" color of the product launched as a

limited edition in August 2014 was well received, and

many consumers gave feedback that it blended well
with their skin tone. Responding to the consumers'

requests, we made it a regular color in the product

lineup since August 2016.

SEA BREEZE Deo & Water

MADUTITAGE

PERFECT
UL RASE
]

Enhanced the caution label display for better understanding (2016)

In response to consumer feedback, such as “ SEA
BREEZE Deo & Water spilled in my bag”, we have
enhanced the caution label display.

February, 2015

“Please close
the cap until it
clicks before
transporting
the product.”

Placed
vertically,

the caution is
easier to read

February, 2016




TSUBAKI Shampoo/conditioner (refill type)
Enhanced the design for easier differentiation (2016)

In order to make it easier to differentiate the “sham-
poo/conditioner (refill)”, we have changed the colors
on top of the main body. With this change, users can
differentiate the two at a glance.

March, 2015

TSUBAKY
LN g g
T

March, 2016

MAQUuUIllAGE Dramatic Mood Eyes
Developed a new internal package with a film, which indicates the use at a glance
(2015)

We have enhanced the film included in the product to
protect the mirror from eye shadow powder. In
response to the concern regarding use, such as “I don't
know how to apply the eye shadow”, and consumer
feedback regarding user-friendliness, such as “I drop
the film on top” and “I lose the film”, we included a film
with illustrations of the use and also developed a
package with the film attached to it so it would not fall
from the compact. We used the design in Dramatic
Mood Eyes, which was released in August of 2015.
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Universal Design Initiatives

Universal design takes into account the environments in which all kinds of consumers live. It is an important
approach for Shiseido given our commitment to create products that all consumers can enjoy with confidence and
peace of mind.

Shiseido has further developed the Shiseido Universal Design Guidelines, adopted in 2005 based on expert theory
and legislation, and renewed them in 2017 into more comprehensible, specific guidelines following our basic policy
of “creating more attractive designs while giving priority to safety, security and user-friendliness.”

In the current new product development process, we share actual information among related divisions, in line with
the guidelines, about potential consumers who will use the products, possible situations where they will use them
and how they will use them, in order to successfully carry out the design work.

“Is this designed as intuitively usable?”, “Are appropriate amounts to be used and the usage instructions clearly
displayed?” or “Will this be comfortably finished up?” — Asking ourselves those questions, we always seek safe,
easy-to-use and comfortable package/container designs for every user of various physical sizes and abilities.

<Specific examples>
Shiseido launched PRIOR (in Japan)
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Skincare dispenser easily dispenses the appropriate amount. We With makeup, the use of which is not easily understood, we used
have made it easy to push. color photos on the outer package itself to easily show the use and
It also comes with a cap cover, which can be removed in one step. the finish image in a visual manner.

This prevents users from pushing the dispenser by mistake and
also responds to the hygienic aspect.

To develop the containers and packages, we directly interviewed a number of consumers in the target age group
in order to repeatedly conduct the study, such as hearing about what they find inconvenient in their daily
makeup routine and asking them to use the prototype. We have reflected the requests, which we heard in the
course of this process, in the containers and package designs shown in the above photos.



Information for Consumers

| Shiseido Website

Shiseido provides extensive product, beauty, and company information on Shiseido group website and
watashi+(Japanese only), reflecting efforts to create appealing content and administer the site in response toires
consumers' desires and needs.
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Shiseido group website watashi+ (Japanese Only)

Providing Audio Information for the Visually Challenged

"Listeners’ Café" provides a speech-based introduction to the basic .%{b?“? *’“ﬁ@ & “gnﬁ ﬂ‘ﬁ” S
use of cosmetics and other information to visually challenged

individuals in an easy-to-understand manner. It also publishes an
audio content "Osharena Hitotoki (Stylish Moments)" four times a - 2y
year in each season. -
Both "Listeners’ Café" and "Osharena Hitotoki" are provided only in g —

Japanese. ol e
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| What Skincare and Makeup Can Do for Healthier Days of Various Generations

Taking advantage of its strength, Shiseido will continuously contribute to society and people’s health to
realize a sustainable society.

Shiseido Life Quality Makeup

@ Activities powered by makeup
to improve the quality of life
(QOL) of people who have serious

e skin concerns such as appearance

_ changes caused by side effects of

For All ; 2 cancer treatment, birthmarks and
Makeup L scars.

Generations -

@ Shiseido Life Quality Beauty
Center

A unique facility specialized in
Shiseido's cover makeup.

Shiseido Life Quality Beauty Seminar

@ Beauty Seminars

Grooming and makeup lessons for
new graduates, company execu-
tives and other working adults.
Favorable appearance upgrades

For Working your first impression and trust-
Adults Skincare worthiness.
For Elderly Makeup
People @ Shiseido Cosmetic Therapy
Elderly people can improve their
daily movements and activities by
doing skincare and makeup for
themselves.
\ @ Skincare for babies to prevent
5 allergies.
L1
-\ Skin Care from ‘.

For Babies i 5 Babyhood . .
and Toddlers Skincare . e b s 1

rake good care of

pensabie for healthy skin




@ Face cleansing, UV protection
methods and other day-to-day
beauty information provided to
protect children’s healthy skin.

For Children Skincare e
(=)

@ Skincare to energize the sensi-

tive skin and minds of expectant

mothers and mothers.

For Expectant

Mothers and Skincare
Mothers




Initiatives in Response to Animal Testing and Alternative Meth-
ods

| Initiatives towards Abolishing Animal Testing

Shiseido has established a safety assurance system based on alternative methods and has discontinued animal
testing in cosmetics/quasi drugs that are developed in April, 2013 or later. This excludes cases in which we must
explain the safety to society.

We will continue to develop effective alternative methods in the future and proactively and sternly work with
administrative agencies in various countries with the aim of establishing alternative methods as official methods
(to be certified as official experimental methods according to laws and regulations of various countries/regions).

? Promotion of Safe and Reliable r“{ " > Excellent Services to Enhance Consumer
Manufacturing Y Satisfaction
> Reflecting Consumer Feedback ".‘ > Universal Design Initiatives /i [ 3
2 v
% Information for Consumers ‘ » Initiatives in Response to Animal [
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Initiatives in Response to Animal Testing and Alternative Methods

Shiseido Safety Assurance System

Shiseido has established a system that assures the safety of raw materials without animal testing
through the three steps of safety assurance by existing toxicological data, safety assurance by alter-
native methods, and final safety assurance by human-testing (regular use test and patch test on
people under the supervision of doctors, etc.). We have also established the Discussion Panel on
Cosmetics Safety Assurance Independent of Animal Testing, involving external experts and research-
ers, with the aim of discussing the scientific validity and social acceptance regarding this system.

Initiatives in Response to Animal Testing and Alternative Methods

In cases in which we must explain the safety to society

This refers to cases in which we must prove again the safety of ingredients that are in the market and
the only option in order to do so is animal testing, as well as cases in which animal testing is essential
to assure the safety of cosmetics in some countries.

Initiatives in Response to Animal Testing and Alternative Methods

Mandated by law

In China, in order to guarantee the safety of imported cosmetics, safety studies including animal
testing may be required.



Initiatives in Response to Animal Testing and Alternative Methods

Alternative methods

Shiseido makes every possible effort to eliminate animal testing, through combined use of official
safety information and literature information, accumulated safety databases, safety prediction systems
based on chemical structures, and safety evaluation results from in vitro tests (tests carried out under
artificially-constructed conditions, such as in test tubes) and tests on humans.

In Japan, we have set up a joint research of the Alternative Method Consortium with specialists
outside the company, and have made public our successes at the symposium that we hold jointly with
the Japanese Society for Alternative to Animal Experiments (JSAAE). Furthermore, we have actively
participated in projects for validation and evaluation of alternative methods conducted by research
groups supported by the Japanese Ministry of Health, Labor and Welfare, and by the JSAAE since the
initial periods of these research projects, working to encourage the spread and expansion of alterna-
tive methods in place of animal testing.

As for our efforts abroad, we have cooperated in developing and evaluating alternative methods, as an
expert panel for the U.S.'s Interagency Coordinating Committee on the Validation of Alternative
Methods (ICCVAM), and as a member of an industry-government-academia project for the European
Partnership for Alternative Approaches to Animal Testing (EPAA) and Cosmetics Europe (CE). For skin
sensitization tests, which are vital for evaluating the safety of cosmetic ingredients, in partnership with
Kao Corporation, we are currently developing the human Cell Line Activation Test (h-CLAT), and as a
result of joint research both in Japan and abroad, verification research is now being commenced at the
European Union Reference Laboratory on Alternative to Animal Testing (EURL ECVAM).

We continue to work even more actively to improve alternative methods, in cooperation with the
industries, government and academic bodies, both domestically with the Japan Cosmetic Industry
Association, JSAAE and the Japanese Center for the Validation of Alternative Methods (JaCVAM), and
overseas with CE, EURL ECVAM, EPAA, the Personal Care Products Council (PCPC), and ICCVAM.

© 1995-2018 Shiseido Company, Limited All Rights Reserved.



With Business Partners

| Cooperation with Business Partners

Initiatives for stronger partnership with business partners

Aiming to Strengthen Partnerships with Our Business Partners — Briefing Ses-
sion on Purchasing Activity Policy

In order to address changes of the times and social requirements, with regard to our concept of procurement,
Shiseido considers it important to share information with business partners in a timely and accurate manner.
Therefore, with the aim of widely spreading the procurement policy, the procurement departments in Japan and
China are holding annual briefing sessions on the purchasing activity policy with business partners. Our
procurement departments in Japan utilize each session as an opportunity to directly communicate Shiseido’s
procurement policy, various tasks and requests in the fields of raw materials, fragrances, materials and indirect
materials, as well as to respond to questions and requests from business partners.

In 2017, 208 business partners participated in these sessions held by the procurement departments in Japan.
In China, 204 suppliers took part. We respect all of our suppliers who share our vision, and work together with
them toward each other’s sustained growth.

Awarding Business Partners Who Have Contributed to the Development of
the Business

Shiseido awards business partners who have contributed to the development of the business with the First, the
Second and the Special Prizes. This awarding system selects the awardees from the 3 aspects of quality, cost
reduction, and technical development. 5 companies received the awards in 2017.

Process for a New Partnership

Below is the process to be followed when we enter into a partnership with new suppliers.

First Contact with New Suppliers

1. Direct proposal from suppliers

2. Response from Shiseido (to inform them of the items we need to procure)
3. Suppliers’ presentation at our proposal meeting on the development of
package/container materials

h 4




Study of Proposals and Presentations

Suppliers’ proposals and presentations are reviewed and studied within the
company taking into account each supplier’s situation at first contact.
1. Study by Purchasing Department (or other division in charge in some
cases) to determine whether to adopt the proposal
2. Discussion at company-wide meetings depending on the details
proposed

4

Evaluation of New Suppliers

|4

Suppliers’ situation to be evaluated before entering into a
new partnership is as follows:

. 1. Management policy and business style

2. Credit status and business stance

3. Capabilities (cost, technology, quality, production
capacity and service capabilities)

4. Preservation of confidentiality

5. Background and business areas

6. Partnership with other companies and other factors

Detailed Study and Evaluation for Actual Product Development

4
4

In the case there are any specific product needs for the contents presented or
proposed, we start conducting a detailed study for future commercialization.
A detailed estimate based on the product’s specification should be then presented
by the suppliers.
At the same time, the following factors are reviewed and verified by our relevant
divisions.
Evaluation samples should also be examined.
1. Quality 2. Cost 3. Delivery time 4. Safety 5. Factory ownership 6. Adaptability
for our factories’ production system

v




Final Negotiation / Conclusion of Purchase Agreement

Conditions for procurement are thoroughly reviewed and adjusted
before concluding the purchase agreement.

Items to be Purchased

Items to be purchased include packages for our products (cosmetics, toiletries and pharmaceuticals),
cosmetic tools, production materials such as raw materials and fragrances, collaterals and OEM products.

Please note we do not purchase items other than production materials, such as foods, materials for business
other than those described above, or for other production facilities.

Package and cosmetic tools: Resin, glass, paper, metal and other materials or processed goods.
Collaterals: POP displays, premiums, etc.

Number of Business Partners

Based on the philosophies, “good partnership with partners,” “fair purchasing transactions,” “global procure-
ment” and “legal compliance” declared in our global procurement policy, we conduct business with 208

suppliers: 126 for raw materials, 58 for fragrances, and 24 for indirect materials (collaterals) (the trading
result of 2017).

| Shiseido Group Supplier Code of Conduct

Since 2006, we have shared “the Shiseido Group Supplier Code of Conduct” with our partner suppliers to work

together on ethical business activities. In response to the current circumstances, where companies’ commitment

to social and environmental issues often comes into question, we have recently revised the “Shiseido Group
Supplier Code of Conduct” (April 2018) to clearly declare our responsibilities and challenges including the
respect of human rights, legal compliance and the protection of the environment.

© 1995-2018 Shiseido Company, Limited All Rights Reserved.



With Employees

With Employees. Shiseido promotes the development of worker-friendly workplaces for all employees by

placing importance on employee diversity.

> Basic Policy Regarding Personnel Affairs

Shiseido Group's basic policy regarding personnel
affairs

? Realizing a Rewarding Workplace

Systems and measures introduced at Shiseido to
enable all employees to realize work-life balance and
increase productivity

» Utilization and Development of Human
Resources

Shiseido Group's human resources development
policy, its promotion and career support measures in
Japan and overseas

> Employment and Labor

Basic information on the humber of employees,
welfare and benefit programs, and employment in
the Shiseido Group companies

> Diversity and Inclusion

Specific initiatives to promote diversity

2 Fair Evaluation of Employees

Rules and guidelines regarding the handling of
evaluations and other relevant matters that have
been established as personnel affairs policy

> Safety and Health of Employees

Support systems to protect the invaluable health of
each and every employee

2 Good Relationship with Labor Union

Shiseido Group is working to build and maintain a
sound employer-employee relationship through
communication among management, labor unions
and employees.



Basic Policy Regarding Personnel Affairs

Shiseido Group denotes its policy under "With Employees" and "With Society and the Earth" in Shiseido Group Stan-
dards of Business Conduct and Ethics and adopts the policy in all subsidiaries and business sites globally.

Based on these basic policies, Shiseido and its Group companies in Japan individually establish personnel affairs
regulations, including employment regulations, in accordance with domestic laws and regulations, and apply these to
the contracts of all directly employed personnel, including fixed-term employees. As for the establishment and
revision of personnel affairs regulations, it is fundamental for Shiseido to develop content that exceeds legal require-
ments, and the Company is reporting relevant matters to administrative authorities upon receiving confirmation and
approval from labor unions or the majority of employee representatives. In this respect, Shiseido will continue com-
plying with the law.

Since 2015, aiming to “strengthen the Company through human efforts and create an organization that overcomes
competitors,” we have established BIG WIN 5 as action guidelines for Shiseido Group employees and have engaged in
actions to reform our human resource activities as well as to cultivate talent that constantly takes on challenges and
creates new consumer values.

As from 2018, we are globally working on beauty innovation, in the belief that beauty has the power to change the
world, in order to accelerate the growth in the latter three years toward the accomplishment of VISION 2020.

To encourage further growth, our global leadership team established new VISION 2020 working principles named

TRUST 8, as the global common action guidelines for Shiseido Group employees.

Sharing TRUST 8 as our common language and based on these principles, we will aim to be the world’s most trusted
beauty company, where all employees do the right thing and build trustful relationships with stakeholders inside and
outside the company.

(WORKING PRINCIPLES “TRUST 8")
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Diversity and Inclusion

Shiseido declares the following in "With Employees" in Our Way which defines the actions that must be taken and
shared by each and every employee of the Shiseido Group.

1. We respect the character and individuality of everyone in the work place, in all their diversity, and strive to
develop and grow together.

(1) We never engage in or tolerate discrimination on any basis including, but not limited to, race, color, gender,
age, language, property, nationality or national origin, religion, ethnic or social origin, political or other opin
ion, disability, health status and sexual orientation, nor do we engage in or tolerate moral harassment,
including sexual harassment and abuse of power.

(2) We work together with our co-workers to fulfill our potential in our jobs.

(3) We strive to maintain a dialogue with our co-workers, and are committed to their growth as well as our own.

(4) We strive to conduct fair evaluations.

We promote diversity by activities mainly focused on "women" who account for 90% of Shiseido Group’s consumers
and 80% of employees, as well as by creating an environment and organizational climate in which each and every
employee's ability can be exerted to the full.

| Support for Women's Empowerment

Shiseido actively promotes gender equality as part of the management strategies to establish the organizational
culture that continues to enhance employees' vitality and improve results, with the aim of “enhancing corporate trust
of employees, who are major stakeholders in the company”. At the same time, efforts are made to enhance the level
of company recognition externally through advanced initiatives that are unique to Shiseido.

In fiscal 2005-2012, we formulated the “Gender Equality Action Plan” and promoted the “cultivation of the corporate
culture”, in which we pursued a reform in awareness and actions to enable women to take active roles. We also
worked on “strengthening the appointment and promotion of female leaders and human resources development”
with the assumption of employing skilled employees. At the same time, we also worked on “reviewing how employ-
ees work to improve productivity” as a company-wide initiative in order to correct long-hour labor, which keeps
women from taking active roles, and to realize employees’ work-life balance.

As a result, we were able to cultivate career awareness among female employees. The ratio of female leaders(Japan)
has reached 26.0% as of January of 2018, and it has significantly improved compared to before the plan formulation.
With the “review of how employees work”, the number of employees working long hours has reduced, and the
overtime work has been reduced by half through the implementation of switching off lights in all offices, Go Home On
Time Day, etc. We have been able to reach certain results.

We will aim to further improve the productivity by working with people with disabilities and foreign people and realize
a flexible and highly productive way of working by establishing role models in women'’s career development and
according to diverse values.

Note: Female leader ratio in overseas offices: 70.1%



<Three Steps for Women Taking Active Roles>
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We have intensively cultivated a company culture in which diverse employees, including women, play active roles
while demonstrating their skills and proactively building their career.

In November 2015, we held a seminar for managers with the themes of efficient workstyle and development of
subordinates, and in December, an in-house event named “Career Navi Lunch” was held to share the experience of
role model employees.

Also, expecting to see a woman president in the future, we aim
to raise women'’s ratio in our company’s senior management
such as department directors and hold "NEXT LEADERSHIP
SESSION for WOMEN”, leadership training sessions for women
employees, headed by the president. As one of our constant
efforts to foster future women leaders, we held the first series
of the sessions in 2017 and plan to have two more, in which
participants go through a 10-month comprehensive leadership
development program that offers lectures given by women
leaders from outside the company, a workshop to learn from
horses’ demeanor, individual coaching sessions and other
lessons. The goal of the program is to help participants have a
clear image of their future job with greater responsibilities and
influence, discover their own unique-to-women leadership style
to become more confident in themselves, and upgrade their
management skills. The contents of the program include,
therefore, not only general leadership development training but
also assistance in solving concerns and problems unique to
women.

Workshop to learn from horses’ demeanor
Horses swiftly respond to your action (leadership)
regardless of your title or social position. We hold
a workshop to provide participants with an
opportunity to reconsider their actual leadership
by watching the horses’ response (feedback).



TOPICS : Shiseido Tops in Overall Ranking for Three Straight Years in “100 Best Companies
Where Women Play Active Part”

Shiseido achieved “The First-Place of Overall Ranking” for three straight years since the year 2014 in “
100 Best Companies Where Women Play Active Part” organized by “Nikkei Woman” and “Nikkei Wome-
nomics Project”. Adding to it, we were awarded a prize on “The First Place of Diversity Penetrance” as a
category ranking.

This ranking was based on “Survey on Female Workers” Workplace Opportunities” conducted by “Nikkei
Woman”, women'’s career and lifestyle magazine published by Nikkei Business Publications, and Nikkei
Womenomics Project, and evaluated 534 companies with valid responses. The survey measures how
female workers are treated and promoted in terms of four categories: 1) promotion to managerial
positions, 2) work-life balance, 3) active use of women’s ability, and 4) diversity penetrance. After
appropriate weights are added to the scores of each category, the results are summed up to derive
deviation scores for the overall ranking of “Companies Where Women Play Active Part” and for the
previously mentioned four category rankings.

Shiseido has been promoting various initiatives since 1990 with the aim of becoming a company in
which women continue to take active roles through corporate culture reform/reform of employee
awareness, by establishing internal systems, such as child care leaves/child care time system, and
others, prior to the law and establishing child care facilities within affiliates as part of the initiatives to
support people to balance work and child care. From 2004, we have been dealing with enabling women
to take active roles as a corporate strategy. Through Stage 1 - “many women leave work when they
have children” and Stage 2 - “women continue to work while raising children”, we are currently aiming
to become a company that enables a situation of Stage 3 - “both men and women move up the career
ladder while carrying out various activities such as childcare and nursing care”. Shiseido was awarded as
a double winner of Overall Ranking and Diversity Penetrance in 2016 and has received requests from
various organizations to share its initiatives, which are highly valued by society.

To achieve our mid- to long-term strategy “VISION 2020”, we will work on creating the model for
Shiseido to remain vital for the next 100 years. Furthermore, to actualize our vision, “be a global winner
with our heritage”, we will focus on management with the emphasis on diversity. Shiseido will further
evolve to “the best company that is a great place to work” for anyone.

Commendation ceremony for “100 Best Companies Where Women Play Active Part” (May 2016)



Ratio of Female Managers

In terms of female manager appointment, the Company has promoted “individual personnel development” to
enable female employees to assume managerial positions in the future through the steady achievement of
results and learning the basics of management, dealing with a higher level of work duties (how to assign
work), expanding the professional area of focus (transfer), and other relevant initiatives, and achieved a 30%
ratio of females in managerial positions in January 2017.

In order to evolve further, we focus on nurturing global human resources through leader trainings and digital
skill enhancement programs, etc., aiming to create the "50:50" equal opportunity climate. In terms of social
contribution, we established KODOMOLOGY CO., LTD., a company whose main business is the entrusted
operation of in-house nurseries, in February 2017. Through this, we will contribute to the realization of a
society where everyone can play an active role balancing their careers with raising children.

Note: Results are as of April 1 of each year until 2015. After 2016, the results are as of January 1 of each year.

Transition in Rafio of Females in Managerial Positions{Japan) —@— Result
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Supporting LGBT

We are working on various activities such as creating an environment where every employee can be themselves
at work, deepening the understanding of LGBT and supporting LGBT persons.

For example, we have held in-house sessions for understanding LGBT (since July 2015) and revised the employ-
ment regulations in which one can enjoy the same treatment for having a same-sex partner as that for an
opposite-sex partner (as of January 1, 2017). By doing these, we are promoting the correct understanding of
LGBT and preparing in-house systems for the employees who are LGBT persons.

Also, we participate in Japan's biggest LGBT supporting event, Tokyo Rainbow Pride, and continue social support
activities such as makeup advice, sampling activities (volunteers from the Company) and makeup advice for
patients who have undergone gender reassignment surgery, etc.

Through these activities, we were certified as Gold, the highest grade, in 2017 by “work with Pride”, an organiza-
tion that evaluates companies' LGBT support efforts.



Employment of Individuals with Disabilities

As one of our measures for "creating a workplace where all employees can actively work", we promote the
employment of individuals with disabilities. Currently, about 290 such employees are taking active roles in the
Shiseido Group.

We promise the employees with disabilities that "we seriously expect achievement from them", "we provide
necessary consideration, but no special treatment" and "we willingly support those with the passion to work
hard”, and continuously reinforce the recruitment and retention of employees who may bring diversity to our
organization.

In a special subsidiary, Shiseido's Hanatsubaki Factory Co., Ltd., 34 employees, primarily developmentally chal-
lenged individuals, are working at the four locations in Tokyo, Osaka and Kakegawa.

As of June 1, 2018, the number of employees with disabilities accounts for 3.19% in Shiseido Company, Limited
and 2.04% in the Shiseido Group in Japan as a whole.

Employment of Foreign Personnel

In addition to overseas subsidiaries, the Shiseido head office also has been employing diverse personnel regard-
less of nationality. We are hiring foreign personnel at the head office while adhering to the immigration control
system, including resident status considerations, and subjecting them, regardless of nationality, to the same
employment regulations after they join the company as the Japanese employees.

Post-retirement Reemployment System

Shiseido has been introducing a post-retirement reemployment system since FY2006 aimed at developing an
energetic corporate culture and establishing an environment in which middle-aged and older employees who
have grown within Shiseido can continue to work as long as they have the motivation and ability to do so. Espe-
cially since FY2014, we have introduced the "EL Partner System" and reemployed all the employees who wish to
continue working.

As for the research and development area, we operate the “Senior Scientist System” for personnel that possess
high expertise, ensuring handing down techniques and know-how to the next generation employees.

Note: Results are as of April 1 of each year until 2015. After 2016, the results are as of January 1 of each year.



Mumber of employees using the post-retirement reemployment system Shiseido
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Employment of Fixed-term Employees

The domestic Shiseido Group employs fixed-term employees based on labor-related laws and regulations and
provides appropriate treatment with various social insurance and holidays stipulated by the law according to
employment regulations and various other regulations.

Shiseido also has a system to reemploy retired employees*. We encourage such employees to work in Shiseido
again, utilizing the experience they have gained after retirement.

*They are re-employed as fixed-term employees.

Employment of Temporary Employees

Temporary employees are working at the respective business sites and domestic Group companies of Shiseido
according to the Worker Dispatch Law.

With regard to the employment of temporary employees at Shiseido Group, we are implementing various
measures such as concluding agreements with employment agencies, development and management of regis-
ters, and appointment of personnel in charge of management, all of which is based on the Worker Dispatch Law
policy related to measures that should be established regarding employment agencies and other relevant laws
and regulations.

Shiseido will continuously and appropriately respond to amendments in or reinterpretations of respective laws
and regulations.



Realizing a Rewarding Workplace

| Realizing a Rewarding Workplace

Shiseido aims to "become a company where both mentally and physically healthy employees fully enjoy their time
for personal development and create innovation." We call this "WORK LIFE BEAUTY." We are working to implement
flexible work arrangements and resolve the issue of long working hours to create a rewarding workplace where
every employee can work with enthusiasm.

Domestic business sites and affiliated companies are concluding labor-management agreements pertaining to
overtime work by business site according to laws and regulations, and reporting to concerned administrative authori-
ties.

As for concluding the labor-management agreements, not only do we state the statutory limit related to working
hours but also include aspects of the risk of long-time work based on government guidelines. With this agreement,
Shiseido is setting a maximum of 80 hours per month of overtime work even in exceptional cases (instances of 45 to
80 hours of overtime work per month are limited to up to 6 times per year).

Shiseido's efforts to reduce long working hours are as follows.

= 1. Spread Knowledge of the Labor-Management Agreement

Based on the understanding that overtime work is mandatory upon the order of the employer (supervi-
sors), Shiseido complies with laws and regulations by informing the details of the agreement to personnel
in charge at respective workplaces and personnel in charge of human resources at respective workplaces
and periodically informing managers with subordinates, etc. We also provide relevant information to
employees by using in-house bulletin boards and other means.

= 2, Promotion of Activities to Review How Employees Work

From FY2011, Shiseido established the guidelines (key performance indicators [KPI] and goals related to
working hours) for reviewing how employees work and is currently promoting relevant activities at all
domestic business sites. According to the "Agreement 36 (Saburoku kyotei)", we have devised three
objectives in the guidelines for reviewing how employees work to 1) reduce overtime work, 2) improve the
acquisition rate of annual paid leave, and 3) reduce overall actual working hours. Accordingly, we are
making progress in terms of reviewing promotion methods of work that address each business site and
workplace. We are also horizontally expanding good internal examples by developing and distributing the
"Guidebook to Review How Employees Work", which is a collection of case studies for review.

Since FY2016, all Shiseido Group offices in Japan clearly have stated concrete measures to conduct "Work-
style reform" and have been carrying out further improvements.



= 3. Promotion of Measures to Switch Off Office Lights

At all Shiseido Group’s business sites* in Japan, including affiliated companies, office lights are switched off
at 10 p.m. and the lights-off time at Shiodome Office is set to be 8 p.m.

* Excluding factories, stores, and storefronts that are implementing 24-hour operations or shift work.
Furthermore, working from home, which had been introduced in headquarters, Global Innovation Center
(GIC), Shiseido Japan Co., Ltd. and some of the affiliated companies, has been formalized as a teleworking
system since April 2017 (qualified workers and jobs are determined by each workplace). As a measure of
introducing diverse work styles, use of satellite offices and other practical systems are available for all
employees including working mothers and those who are taking care of their families.

= 4, Verification of Actual Status of Overtime Work Between Employer and Employees

Actual work hours and acquisition rate of paid leave are being regularly verified between employer and
employees, reflecting the results in labor-management initiatives after sharing the issues.

Additionally, in order to respond to the requests for more diverse working forms, Shiseido is improving childcare- and
nursing care-related leaves/short working hours/time-off systems based on laws and regulations. In particular,
Shiseido made it possible to use short working hours for employees with children up to the third grade in elementary
school beyond the legal requirement. (Conditions for limited-term contract employees vary depending on contract
terms; however, the conditions are higher than what have been stipulated by law.)

Furthermore, Shiseido has a spousal accompaniment for childcare system in place, by which employees with childcare
responsibilities may request to accompany a spouse transferred within Japan. We also have a leave system to allow
employees to take leave up to three years so that they can accompany spouses who are transferred overseas.

At the same time, regarding work-related systems, Shiseido has introduced a specialized discretionary work hour
system for researchers at GIC.



| Support for Balancing Work with Childcare and Nursing Care

As a means for all employees to realize work-life balance and increase productivity, Shiseido has since 1990 been
introducing various systems to help both men and women move up the career ladder while carrying out various
activities such as childcare and nursing care.

Click here for details on Support for Women's Empowerment

Specifically, such initiatives include the establishment and operation of the "Kangaroom Shiodome" daycare facility
located within a business site, a paid childcare leave system within a limited period of two weeks to encourage male
employees to take childcare leave, and introduction of the Kangaroo Staff System* for Beauty Consultants (BCs) to
work shorter hours for childcare.

Employees' use of leave and shorter working hour systems related to childcare and nursing care is increasing every
year. As of 2017, 1,483 employees (including 18 male employees) used the childcare leave (including short-term paid
parental leave), 2,130 employees (including 2 male employees) worked shorter hours to care for their children, 37
employees (including 3 male employees) took nursing care leave, and 24 employees (including 2 male employees)
worked shorter hours for nursing care.

Moreover, as a part of activities aimed at becoming a company where both men and women can advance in their
careers while raising children or nursing family members, we are also promoting reforms to the way BCs work.

In implementing these reforms, we solicited feedback from BCs to ascertain the current situation and left in place the
balance support systems introduced to date. Next, we conducted individual interviews with BCs currently raising
children and their superiors, to ensure that systems could be utilized in ways tailored to the diverse working styles of
each individual. Through the interviews, as well as having BCs share information about their childcare environments,
we have communicated our expectations as a company with regard to BCs who are raising children, and confirmed
the working styles that will lead to career advancement while taking into account the circumstances each BC faces.
As a result of promoting these reforms, 98% of BCs working short hours for childcare have revised the way they
work, and consequently, they have gained an even greater awareness of career advancement than ever before.

* Kangaroo Staff System (Japan)

Shiseido introduced the "Kangaroo Staff System" throughout Japan in 2007 to support evening storefront activities by
having temporary workers take the place of BCs engaged in consumer service activities so that the BCs could work
short hours to care for their children.

This program has enabled us to create a workplace environment that allows BCs who had difficulty balancing the
competing demands of work and childcare to have children with peace of mind, since they would be able to care for
the children while working to advance Shiseido's "100% consumer-oriented" philosophy. In recent years, the Kanga-
roo Staff program has more than doubled in size to 1,837 Kangaroo staff providing such support for more than 1,000
BCs making use of child-rearing work hours.



Number of Employees Who Used Child Care System in the Shiseido Group in Japan
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Years ended December. Results for FY2015 are for 9 months between April and December.

The data is subject to the number of persons who used the systems among the domestic Shiseido Group
managers, employees in general positions, Beauty Consultants, employees in specialized positions (routine
operations specific to worksites), affiliates’ employees and limited-term contract employees.

The targeted number of people is 23,505 as of January 1, 2018 (7,858 BCs).

Number of employees who used the childcare leave and child-rearing work hours is a cumulative total.

Since we are forecasting an increase in the number of employees who will continue working while using child-rearing
work hours and nursing care work hours, employees are expected to be more conscious about their work and try to
acquire time management, risk management and communication skills to consistently achieve results within their
limited time. At the same time, managers are expected to exercise their management capabilities to raise motivation
while understanding each and every employee's situation.



Overview of Work/Childcare and Nursing Care Programs Previously Introduced by Shiseido

Support Program
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Details

A system by which employees may take leave after having a baby until the
child is three years old for a total of up to five years (Employees may take
leave a total of up to three times for the same child in the case of special
circumstances. <Revised in 2009>)

A system by which employees may shorten work hours by up to two hours a
day if they have children in up to the third grade of elementary school.<Re-
vised in 2008>

A system by which employees can take up to one year off at a time per
family member for a total of up to three years.

A system by which employees may shorten work hours by up to two hours a
day for up to one year at a time per family member for a total of up to three
years.

A system by which employees can receive a fixed annual subsidy to offset
childcare fees for children in nursery school.

A plan implemented to improve communication structures that enable
employees to confirm with their managers the process from pregnancy
onward to return to the workplace.

An in-house daycare center for Shiseido employees' children at the Shiodome
Office. Accommodating a fixed number of children, the center is also partially
open to the children of employees of nearby companies.

A system by which employees may take leave up to two consecutive weeks
until the child is three years old. This short-term paid parental leave system
encourages male employees to take leave.

A system by which employees may take paid leave if they have children not
yet enrolled in elementary school who require nursing care due to sickness or
injury. Employees may take leave of up to five days per year for one child
and up to ten days for two or more children per year. (Paid leave) Half-day
leave is also permitted.<Revised in 2010>

Medical office staff at the head office provide support centering on health
issues, including various concerns or questions related to pregnancy, birth
and child-rearing.

A system in which maternity wear is provided for BCs.

A system by which alternative staff relieve BCs working child-rearing hours.

A system of rules that prevents transfers of employees that would require
them to move while working child-rearing or nursing hours.

A system by which employees with childcare responsibilities (e.g., with
children up to the third grade in elementary school) may request to accom-
pany their spouse who is transferred within Japan.



Leave to accompany A system by which the company allows up to three years of leave so that

2
spouse when 008 employees can accompany spouses who are transferred overseas.
transferred overseas

Encourage fathers
whose infants are less 5010 A system by which the company allows fathers who acquired paternity leave

than 8 weeks old to take within 8 weeks after their spouses gave birth may take paternity leave again.
paternity leave

Cafeteria system for 2014 A system by which employees can receive support for outgoing expenses
Child education spent on child education, such as cramming schools, correspondence studies,
support enrichment classes, etc. for children.

General Business Owner Action Plans Complying with the Act on Advance-
ment of Measures to Support Raising Next-Generation Children and the Act
on Promotion of Women's Participation and Advancement in the Workplace

Shiseido aims to establish a workplace in which each and every
employee can work with a sense of reward and enhance their contri-
bution toward the Company.

As part of the initiatives, we promote a number of measures to
support female employees’ further advancement as well as to
support parenting employees in balancing work and childcare.

In addition, Shiseido Company, Limited obtained the “Kurumin”
next-generation supporter mark in 2007 and 2013, and Shiseido
Japan Co., Ltd. obtained the mark in 2007 based on the Act on
Advancement of Measures to Support Raising Next-Generation
Children.

Phase 5 of the General Business Owner Action Plans based on the Act on Advancement of Measures
to Support Raising Next-Generation Children

Scope: Shiseido Company, Limited and Shiseido Japan Co., Ltd.
Period: April 1, 2016 - December 31, 2018 (2 years and 9 months)

No. Goals Time, Actions

Enhance individual human resource

1 development in order to visualize and pool <From 2016 Consider/implement development

. measures
female leader candidates
5 Implement corrective measures to reduce <From 2016 Consider/implement corrective
overtime work measures

Consider and implement the introduction of
3 the work-from-home system, etc. to promote
efficient use of time

<From 2016 Prepare and consider promotion
measures in preparation for the full-scale introduction




Phase 1 of the General Business Owner Action Plans based on the Act on Promotion of Wom-
en's Participation and Advancement in the Workplace

Scope: Shiseido Group (Japan)

Period: April 1, 2016 — December 31, 2018 (2 years and 9 months)
Numerical goal: 30% female leader ratio within Shiseido Group (Japan) within FY2016

No. Goals

Time, Actions

Enhance individual human resource
1 development in order to visualize and pool
female leader candidates

<From 2016 Consider/implement development
Mmeasures

5 Implement corrective measures to reduce
overtime work

<From 2016 Consider/implement corrective
measures

Consider and implement the introduction of
3 the work-from-home system, etc. to promote
efficient use of time

<From 2016 Prepare and consider promotion
measures in preparation for the full-scale introduction

The scope of domestic Shiseido Group includes Shiseido Company, Limited; Shiseido Japan Co., Ltd.; Shiseido
Parlour Co., Ltd.; IPSA Co., Ltd.; FT Shiseido Co., Ltd.; and Japan Retail Innovation Co., Ltd.




Fair Evaluation of Employees

In order to be a stronger corporate group in Japan and overseas, Shiseido Group has established its global personnel
affairs policy, thereby defining rules and guidelines regarding various aspects such as evaluations and work condi-
tions as personnel affairs measures.

Rules refer to globally unified standards that should be followed throughout the Shiseido Group, and personnel affairs
measures are developed according to this policy.

= Rules for Evaluation and Work Conditions

. Implement system operation that will seek a degree of employee satisfaction while also ensuring
fairness of work conditions internally and externally.

= Eliminate evaluations that are based on preconceived ideas or impressions and strive to carry out highly
transparent evaluations based on objective facts.

Guidelines refer to various aspects that specifically define the operational standards of personnel affairs measures
based on globally unified rules. Specific plans or operations of a system are promoted based on these guidelines in
view of attributes of respective countries and regions or subsidiaries.

= Guidelines for Evaluation and Work Conditions

= Implement evaluations based on target management.

= In addition to accomplishment and performance, promote a development-type ability evaluation with
an emphasis on process (exert abilities).

= Provide evaluation feedback to employees and disclose relevant standards, including evaluation and
promotion standards.

= Implement evaluation interview with employees at least once a year.

Based on the aforementioned Shiseido Global Personnel Affairs Policy, the Shiseido Group in Japan is also evaluating
processes and actions along with achievement in an appropriate manner, thereby building a system with a high
degree of fairness and satisfaction.

Moreover, as a means of enhancing fairness and satisfaction of evaluation, the Group is also improving and expanding
opportunities for training and offering feedback to personnel in managerial positions. Specifically, we are enhancing
the skills of assessors on various occasions by means such as management training and newly appointed assessor
training. Furthermore, Shiseido holds HR briefing sessions twice a year for management-level personnel of the Shisei-
do Group in Japan, with the aim of deepening their understanding toward our human resources system and its opera-
tion.



| Structure for Listening to Employee Opinions

The Shiseido Group Engagement Survey is conducted twice a year targeting all Group employees working at
domestic business sites with the aim of "creating a dynamic organizational culture" in which each and every
Shiseido Group employee is able to enthusiastically work in an open and transparent workplace and gain a sense
of satisfaction toward their work.

Note: In 2017, we conducted the survey not only in Japan but also all overseas business sites

This survey was initiated as part of management reforms being promoted throughout the Shiseido Group. Shisei-
do must tackle a multitude of issues in order to promote such reforms, and employees are constantly expected to
"change their awareness and actions." As these reforms proceed, various concerns may arise such as a gap
between employees in terms of their awareness and efforts or motivation for undertaking such efforts may decline
due to a sense of placing a heavier burden on employees. This in turn may reduce the speed of realizing Shiseido's
vision. Consequently, the survey results are used so that the members of top management can take the initiative
in listening to employees' opinions, clarifying current issues and utilizing the information to develop specific actions
toward solving any concerns or problems.

Additionally, the results of the engagement survey are provided to employees via the persons in charge of respec-
tive workplaces. At the same time, all employees carry out initiatives in their respective workplaces to improve
issues that have been identified in business operations and work environments.

Shiseido established the in-house Shiseido Consultation Office in 2000 and the telephone counseling service, which
is outside the Company, in 2002, thereby addressing various matters such as inquiries and whistle blowing related
to employment regulations and violations of laws and regulations from employees, limited-term contract employ-
ees and temporary employees.

Utilization and Development of Human Resources

| Human Resources Development Policy

Shiseido has been earnest in its human resources development since it was founded. The Company, in fact, was once
known in society as "Shoseido" which translates to "hall of scholars."

We will aim to be a company "filled with energy" and "that the younger generation adores," as stated in VISION
2020. To that end, under the slogan "People First," we will be developing many personnel who relates to both “
innovations” and “value” and thus strengthen the Company through the power of people to be an organization that is
a notch above competitors.

For that purpose, we have established the working principles, "TRUST 8" which are principles of actions to achieve
VISION 2020, and "Organization and Human Resources Principles" that define the ideal organizations and personnel.
These principles are our guidelines in human resources development and require employees to take on consum-
er-centered challenges, keep taking actions, motivate people, and lead others by setting examples worth following.



| Performance Management

Aiming to link individual employee's growth to that of the company, and to produce great achievements as an
organization, we have introduced the Performance Management since 2016.

Most ability development is achieved through job experience. Therefore, Shiseido conducts ability development at
each job site as each person takes on the challenge of high goals, acquires new knowledge and skills, and uses them
to develop their abilities, while managers support their growth through coaching and giving feedback.

We conduct continuous training concerning the Performance Management for managers who are the key to this
process.

Moreover, we use the Action Survey "GIFT," which allows subordinates to give feedback on managers' day-to-day
actions. Thus we aim to develop a corporate culture of growth by improving managers' performance management
skills and mutual feedback.

| Effective Use and Development of Human Resources on a Global Level

As a result of the shift to the matrix organization system, which cross-matches five brand businesses with six region-
al headquarters, effective use and development of human resources on a global level are becoming more and more
important. Due to this, we have started promoting global talent management, in which we fully utilize people’s
capabilities through a series of processes, such as human resources employment, selection, development, and
appointment. For example, we aim to develop human resources capabilities to use appropriate personnel in appro-
priate positions and to prepare for the future with global perspectives. To that end, we find excellent personnel on a
global level, promote mobility between regions and enhance leadership at every layer from the young to the top
through the Shiseido Leadership Academy, which provides assessments and collective training to managers selected
from all over the world. We also offer the Future Leader Program for young employees in non-managerial positions,
providing opportunities of voluntary participation in domestic/overseas MBA courses and overseas residential-type
intensive English training (full time/short time), etc.

In addition, to accelerate these initiatives, we plan to start the English mandate mainly at our HQ in Japan from
October 2018, placing emphasis on employees' communication skills in English.



Safety and Health of Employees

| Health Management Policy

Shiseido has established its basic health management policy to protect the invaluable health of each and every
employee and supports their physical and emotional wellness.

<Shiseido’s Basic Health Management Policy>

As a company supporting "This moment. This life. Beautifully." for consumers, Shiseido promotes healthy,
sound management by supporting each and every employee to live "This moment. This life. Beautifully."
and be physically and emotionally well, in turn.

1. Employees will actively take various initiatives, such as improving lifestyles, to be healthy, and the
Company will support employee health through the health business.

2. Shiseido will support employees through creating a safe and comfortable workplace environment so that
each and every one can fully exercise their abilities and have a fulfilling life at work.

3. Shiseido will promote health management based on compliance with laws and regulations while thor-
oughly pursuing the appropriate use and management of personal information, including health informa-
tion.

| Promotion of Safety and Health

Complying with laws, the Company has set up hygiene committees in Shiseido Group offices in Japan and makes
screening tours of the offices to create a safe and comfortable work environment. The Global Innovation Center and
factories have established occupational safety and health policies, and safety and health committees that regularly
check and point out hazardous areas or dangerous behaviors that require improvements. Measures are also being
taken at the domestic factories to prevent the occurrence of major accidents, targeting zero lost-time incidents every
year.

| Safety and Health Education for Employees

Shiseido promotes the health of each and every employee according to its Basic Health Management Policy. The
Company provides information under various themes centering on measures to prevent lifestyle-related diseases,
which requires self control. Also, in addition to health counseling, we are implementing programs such as health-re-
lated seminars and conducting the following health education.

We have also established an external cooperative counseling office in order to provide employees’ care in a wide
scope 24 hours a day, all year round.



= Preventing Lifestyle-related Diseases

We have added optional items to regular health checks in addition to the legally required items,
thereby raising employees' interest toward their own health management.

We promote activities to prevent lifestyle-related diseases through individual health counseling, etc. to
employees by industrial health staff based on the national regional assignment. Shiseido also distrib-
utes information on the intranet, issues periodical materials, and provides employee e-learning to
promote health education among all employees.

= Providing Mental Healthcare

An in-house mental health counseling office is established, with specialized counselors and industrial
physicians allowing employees to receive counselling at their workplace. In addition, we have also estab-
lished an external cooperative counseling office that can offer support 24 hours a day. Shiseido is conduct-
ing self-care training for employees and “line-care training”* for managers.

In addition, Shiseido has clarified the steps for returning to work for those who have taken long leaves and
also established uniform standards (guidelines) for Shiseido Group in Japan to enable employees to return
to the workplace more smoothly.

*Training on handling employees with physical or mental health issues

= Discouraging Tobacco Use

Shiseido is implementing non-smoking in the company building with the objective of improving employ-
ees' health, enhancing consumer satisfaction and fulfilling social responsibility. Enlightenment activities
including smoking cessation seminars are held within the company to promote understanding and
support for non-smoking.

= Supporting Women's Health

We conduct/promote female health checks with the health insurance union.

Shiseido is regularly implementing Health Seminar for Women at its domestic business sites where the
majority of employees are women. The seminar aims to increase awareness for managing individual health
by focusing on diseases that are specific to women according to life stages.

= Counseling to Prevent Long-time Work

To prevent health disorders due to long-time work, Shiseido business sites have established an original
standard following statutory standards and industrial physicians are conducting interviews among employ-
ees.

Industrial physicians provide appropriate advice and instructions to individuals and the Company with the
aim of preventing health damage of employees.



= Others and Overseas

Information calling attention to infectious diseases is posted on the intranet for employees traveling over-
seas while a booklet on infectious disease prevention is distributed to employees prior to their transfer to

work overseas.

Employment and Labor

| The Number of Employees

All the domestic and overseas Shiseido Group companies apply diversified employee working conditions in accor-
dance with each business and each specific role expected of each employee, aiming to maintain and improve our
competitive strength. As of January 1, 2018, the number of employees throughout our Group companies totals

44,990, which is approx. 100 less than the previous year.

The Number of Employees in Shiseido Group Companies
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under the direct labor contract as of the end of December in the previous year.

Starting in 2016, the figure is based on the data as of January 1 for Japan. The overseas data is based on the number of employees who

worked under the direct labor contract as of the end of December in the previous year.

Each figure up to 2015 is based on the data as of April 1 for Japan. The overseas data is based on the number of employees who worked



| Wage

The wage system of Shiseido is based on abilities and results, which eliminates some elements such as promo-
tion by seniority and dependence on personal background. In addition, the system for evaluating abilities and
results is fair and transparent based on the rules for handling evaluations and is aimed at increasing the satis-
faction level of employees.

The basic salary ratios of employees in the domestic Shiseido Group in FY2017 by job category and gender are
as follows: Management level: Male 106: Female 100; General management: Male 99: Female 100; and Beauty
staff: Male 84: Female 100 (as of January 1, 2018).

| Employee Benefits and Welfare

Aiming for our employees and their families to enjoy "prosperous and comfortably affluent life," we are focusing
on employee benefits and welfare as well as improving our working conditions so that employees can actively
engage in corporate and social activities.



Welfare System to Support Employees
to Advance Their Business Career and Design Their Own Life Style

Shiseido is supporting employees to advance their business career and design their own life style based on their
self-control and responsibility in their work and life, providing them with our diverse welfare system.

We have introduced not only systems and measures that support employees to balance work and childcare/nurs-
ing care in order to realize work-life balance and various other measures, such as housing support including
company housing and housing compensation, property accumulation savings, employee shareholding system,
consolation payment system, etc., but also the “Cafeteria system (welfare plan by selection)”. The company
prepares menus responding to employees' lifestyles and needs, such as "promoting an active workplace",
"self-enlightenment”, "childcare/nursing care", and "health promotion"”, and employees can select necessary
support as needed, according to their own points.

Life Planning Support for Employees by Corporate Pension Plan

Shiseido supports employees' life planning management.

Retirement allowances in Shiseido Group companies consist of "defined benefit pension plan", "defined contri-
bution pension scheme" or "prepaid retirement allowance" and "lump sum retirement pay".

Employees enjoy benefit after selecting a plan between defined contribution pension scheme and prepaid
retirement allowance. With regards to defined contribution pension scheme, Shiseido helps support employees
to actively practice post-retirement life design planning through periodical provision of asset management and
investment information. Some local subsidiaries are providing defined benefit type plan, lump sum retirement
pay and defined contribution type plans.

| Employment

In Shiseido Group, both companies and employees are maximizing their efforts to maintain employment of
workers, and our commitment to stabilize the employment certainly complies with laws and regulations in each
respective region and country. In employing workers, upholding The Shiseido Group Standards of Business
Conduct and Ethics, we try to respect diversity and to realize such a working environment that employees could
feel rewarded.

Basically, Shiseido introduces regular employment system, and as far as targeted candidates are concerned, it
does not matter whether it would be a new graduate or previous graduate. Meanwhile, the Group companies
also employ experienced candidates, targeting those who have already accumulated their professional career.
Offering diversified job opportunities, with an objective of careful adjustment of employees’ working conditions,
Shiseido tries to organize employment systems.

Furthermore, in case that employees could be significantly affected due to relocation to a new branch or transfer
to another office, our labor agreement stipulates that Shiseido should set up a committee consisting of manage-
ment and labor union members to sincerely discuss and settle specific problems for immediate solution.



Good Relationship with Labor Union

Based on the concept that "good labor-management relations are fundamental to corporate management," the
Shiseido Group actively promotes information sharing regarding general corporate activities and discussions with
employees to resolve issues in a concerted manner.

Labor unions have been organized in Shiseido and certain Group companies (including overseas subsidiaries). In
Japan, Shiseido's labor union, representing Shiseido Company, Limited, Shiseido Japan Co., Ltd. and certain
affiliates' employees, adopts and operates the Union Shop System (applicable to approximately 12,000 Shiseido
Group employees in Japan as of January 1, 2018).

In the union agreement document, Shiseido and Shiseido's labor union confirm to "recognize the social mission
of Shiseido's business, strive to realize sound development of the Company and maintain and improve the
economic and social status of employees, thereby sustaining labor-management relations based on goodwill and
trust." On this basis, both parties aim to honor their mutual stance and hold management councils as well as
labor-management discussions in consideration of various issues.

To be more precise, we actively hold labor-management discussions on the themes of "working conditions and
benefit package for employees," "work style reform," and "reduction of long working hours" to ensure appropri-
ate business operations.

In addition, each office discusses their own labor-management issues.

Overseas subsidiaries are also doing business while respecting labor laws and regulations of respective countries,
and are thereby striving to build and maintain sound labor-management relationships through communication
with management, labor unions and employees.

Labor-management discussion

© 1995-2018 Shiseido Company, Limited All Rights Reserved.



With Society

With Society. Shiseido's social participation activities as a community member.

» Employee-led social > Disaster Support Activities
Contribution Activities

» Aid Initiatives in the Wake of
the Great East Japan
Earthquake

Shiseido's employee-led social Shiseido's support activities and
contribution activities are promot- donations at times of disasters.
ed through the "Mirai Tsubaki

Activities" and "Social Contribu-

tion Club."

» Initiatives for Children

We provide day-to-day beauty
information such as face cleansing
and UV protection methods to
protect children’s healthy skin.

In cooperation with government and
local residents, we work on new
community development by carrying
out events such as planting camellia
trees.




Employee-led Social Contribution Activities

Social contribution activities by the Shiseido Group employees are mainly the “Mirai Tsubaki Activities” performed by
the whole group, and the “Social Contribution Club” in Japan.

Mirai Tsubaki Activities is a social contribution activity in which all the employees in the Shiseido Group throughout
the world have been participating from FY2012, the 140th anniversary of Shiseido’s foundation. By performing the
activities that employees have formulated and planned themselves, we return our gratitude to consumers and
society that have supported Shiseido until today.

The Social Contribution Club is an organization established to support employees who are hoping to make a contribu-
tion to society. The club has been providing various flexible activity programs to create social engagement opportuni-
ties for employees.

Mirai Tsubaki Activities “Social Contribution Club” Activities

130 Shiseido Group offices throughout the world have promoted 1,270 activities by FY2017.

Employees who participated in the activities said, “I saw many smiles and heard so many encouraging words
through the handcare activity. All of those experiences really gratified me,” and, “Beach cleaning and tree planting
were hard work, but working hard with colleagues in the sun made me feel refreshed and strengthened group
ties. It reminded me of the importance and the responsibility of maintaining the natural environment and partner-
ship with local communities for the next generation.” Those words testify that the activities enhance bonds with
the community as well as ties among employees.

Japan Asia and Oceania America and Europe



| Japan

We Meet Up Again! Handcare and Cover Makeup Activity at Open Hospital

On October 28, 2017, Kyoto University Hospital invited inpatients,
outpatients, their family members and local residents to its annual
event named Open Hospital 2017, where we provided handcare and
cover makeup services to visitors.

This year, our sixth year of participation, a cross-departmental team
of 18 employees gathered from the Sustainability Strategy Depart-
ment and the nearby Kinki area business units including Osaka
Factory, Kinki Offices and Department Stores Sales Division, and
provided handcare services to 247 visitors and cover makeup services
to 58 visitors.

In the handcare section, we were impressed that there were so many
fans of our continuing activities. The participants said, “I came here
last year and this year. I love your handcare services and really
appreciate them,” “I will surely come next year, too.”

And in the cover makeup section, we taught some makeup tech-
niques to draw eyebrows or to cover skin concerns using Perfect
Cover Foundation MV, launched on October 21 that year. One of the
participants looked in @ mirror and said with a smile, “My complexion
looks brighter by covering only the area of concern.”

[Feedback from employees who participated]

- I gave a handcare service to an inpatient lady and noticed that she
looked really happy. I am grateful that I could directly feel the power
of makeup.

- Though my arms got terribly tired by providing handcare service for
many participants with no breaks, their words, “Thank you,” and “It
was so comforting” gave me genuine pleasure that cannot be experi-
enced in my daily work.

- Doing such activities with members from other business units, who
I have little opportunity to work with, was very stimulating.

We will come back to Kyoto next year for many Shiseido fans who are
looking forward to our activities!



“Lip Gloss Factory,” a Craft Workshop Providing Children with an Unforgettable
Experience

Shiseido Japan Kyushu/Okinawa Sales Department held a craft
workshop named “Lip Gloss Factory” at the “Spring Festa 2017,”
an event hosted by Toyota Motor Kyushu, Inc. on the premises of
its factory. Our first-time participation in the event was achieved
through the collaboration with three of our domestic factories
(Osaka, Kakegawa and Kuki).

This event, visited by nearly 10,000 people every year, is a “
festival” that local residents and families of Toyota Motor Group
employees look forward to. Our “Lip Gloss Factory” attracted
many people and all of its tickets sold out as soon as the doors
were opened.

Through the exciting experience, participating children discovered
the joy of craftwork. We look forward to continuing such activities
to give children more unforgettable moments.

The Quality Management Department has been participating in “
Green Adaptation Campaign” of Chuo Ward since 2012, taking care
of three flowerbeds in Ginza.

32 volunteer members have been engaged in flowerbed-making
activities including seasonal flower planting four times a year, in
addition to daily watering, weeding and cleaning. They take turns in
pairs watering the flowers while interacting with each other.

In 2017, they planted linaria and primula polyantha on February
24, and dianthus and coleus on May 18 at three of their flowerbeds.
Pentas and catharanthus were planted on August 25, and pansy
and miniature flowering kale on December 1.

Wishing for steady growth of the flowers as in usual years, they
worked considering the balance of color to make beautiful flower-
beds. Members will continue to take care of the flowers lovingly to
brighten up the town of Ginza.




Science Cafe “Skincare for Babies” at Showa University

On October 19, 2017, Shiseido Global Innovation Center and Showa
University Career Support Office co-hosted a Science Cafe for
fourth- and fifth-year students of the university. Unlike regular
seminars, Science Cafes are group discussions where researchers
join in and raise topics for students to think about and deepen their
knowledge in science.The cafe was attended by about 20 partici-
pants including teachers and students from the schools of medicine,
dentistry, and pharmacy. The theme of the discussion was Shisei-
do’s research activities on the “power of makeup” and the “impor-
tance of skincare for babies,” which provided beneficial information
for future medical professionals. A total of eight employees from the % -
Global Innovation Center and the Sustainability Strategy Depart-
ment facilitated the discussion.

The students were surprised about the facts that cosmetics can
improve people’s quality of life (QOL) and that skincare for babies
decreases the incidence of atopic dermatitis. They also showed a
positive response saying, “I want to utilize the information for my
future work” and “I will share today’s topics with friends who have
babies.” It was a really active and exciting session, where opinions
and questions typical of young students were raised such as “What
is the difference between spots and freckles?” “What kind of bright-
ening agent is most effective?” “I need an easy-to-use, effective
sunscreen product,” etc.

| Asia and Oceania

Beauty Seminar for Art College Students

Shiseido Thailand held a work session on skincare and makeup
techniques for 60 junior year students at an art college on
November 2, 2017. Being very popular among the students, the
seminar provides those who are studying beauty and culture with
an opportunity to discover Shiseido’s technology and know-how
and to acquire beauty-related knowledge and skills, which they
can exercise as professionals after graduation. Two identical
sessions were held in the morning and afternoon, each of which
was attended by 30 students who learned about skincare and
makeup techniques with hands-on practice. The students’ feed-
back was positive, such as “We learned a lot about basic skincare
and makeup techniques/knowledge. Thank you for giving us this
opportunity. We want to make good use of this experience in our
future.” We are very happy to be able to inspire young students
through the seminar.




| America and Europe

Annual Beauty Seminar for the Elderly

A team from Shiseido Spain offers every year a beauty seminar
for elderly people at a local nursing home. On October 21,
2017, 10 employees visited the facility. Divided into two
groups, they offered skincare and hand massage services,

which the elderly enjoyed a lot.




Employee-led Social Contribution Activities

Social contribution activities by the Shiseido Group employees are mainly the “Mirai Tsubaki Activities”
performed by the whole group, and the “Social Contribution Club” in Japan.

Mirai Tsubaki Activities is a social contribution activity in which all the employees in the Shiseido Group through-
out the world have been participating from FY2012, the 140th anniversary of Shiseido’s foundation. By perform-
ing the activities that employees have formulated and planned themselves, we return our gratitude to consum-
ers and society that have supported Shiseido until today.

"Social Contribution Club" Activities

The Social Contribution Club was voluntarily established by employees in Japan in 2005. Its activity programs
vary from Shiseido Camellia Fund to donations for disaster-affected areas, Volunteer Activity by Collecting
Various Items, TABLE FOR TWO (TFT) and Volunteer Menu.

A paid-leave system named Social Studies Days* supports employees who do voluntary activities during work-
ing hours on weekdays. We aim to establish a company climate in which “each and every employee possesses a
perspective for social issue solutions and an opportunity to voluntarily consider and take action,” and utilize in
daily work and activities the findings and knowledge obtained through social participation and taking a broader
view. We believe these efforts will lead us to the creation of greater value.

Mirai Tsubaki Activities

* A system that allows employees to participate in social contribution activities instead of coming to work for up to three days a year.

| Shiseido Camellia Fund

Shiseido Camellia Fund is a social contribution activity promoted
through donations made by Shiseido Group employees and friends
of the company to support the activities of NPOs and NGOs that
aim to resolve social issues. Since its establishment in 2005 to
2017, a total of 267,995,869 yen has been donated to the organi-
zations that we support.

Shiseido Group employees who support the cause participate in this
initiative by saving money in the unit of 100 yen from their monthly
salary, and retirees of the company also participate by transferring i
money in the unit of 1,000 yen. Review meeting in 2017
Volunteer employees operate the Fund as steering committee Presentation given by JOICEP
members, conduct PR activities and hold an event named Open

Café to introduce the activities of the recipient NPOs and NGOs.

Also, they hold a review meeting every year to assess support

contents of each organization and select new organizations to

support.




| Donations for Disaster-affected Areas

We donated a total of 59,286,960 yen to disaster-affected areas
around the world from 2004 to 2017. The combined goodwill of each of
our employees and company friends has a tremendous impact.
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Letter of Appreciation from Japan Platform,
an Authorized NPO

Organizations and activities supported by the Camellia Fund in FY2018

Support activities of the Camellia

Areas Supported organizations
Fund
, Activities to eradicate domestic
All Japan WOMEN'S SHELTER violence; shelter abused women,
NETWORK mothers and children; and support their
rehabilitation.
) Support for developing countries where
Women/Child | Save the Children Japan one in 20 babies do not survive to five
years of age.
Japanese Organization Inter- Support for activities to protect the lives
national Cooperation in Family and health of pregnant women in
Planning (JOICFP) Zambia.
Assistance for foster children and
SgISEIDO gOCIAL WELFARE children living in nursing homes for
FOUNDATION their access to higher education.
Support for children suffering from
Next Japanese National Network of Xeroderma Pigmentosum (XP), a skin
Generation Xeroderma Pigmentosum (XP) disease that becomes severer with UV

rays exposure.

JAPAN TEAM OF YOUNG
HUMAN POWER (JHP)

Activities to build schoolhouses and
sanitary toilets in Cambodia to support
the future of young people.

Environment

World Wide Fund for Nature
(WWEF Japan)

Support for the forest restoration and
coexistence of wild animals and
humans in Indonesia.

The NATURE CONSERVATION
SOCIETY OF JAPAN

Support for nature conservation
activities and the preservation of the
habitats of endangered species in
Japan.




Continuous support for the reconstruc-
Support for JAPAN PLATFORM tion of areas affected by the Great East
Disaster Areas Japan Earthquake.
_ Support for cancer awareness activities,
Health Japan Cancer Society cancer patients and their families.

TOPICS : FY2018 recipient organizations have been selected

Camellia Fund held a review meeting at Shiseido
Shiodome Office on September 4, 2017 and selected the
FY2018 recipient organizations.

Review meeting
Presentation given by JAPAN TEAM OF
YOUNG HUMAN POWER (JHP)

mList of FY2018 Camellia Fund recipient organizations (10 organizations) m
(1) All Japan WOMEN'S SHELTER NETWORK

(2) SHISEIDO SOCIAL WELFARE FOUNDATION

(3) Japanese National Network of Xeroderma Pigmentosum (XP)

(4) WWEF Japan

(5) Save the Children Japan

(6) The NATURE CONSERVATION SOCIETY OF JAPAN

(7) JAPAN PLATFORM

(8) Japanese Organization for International Cooperation in Family Planning (JOICFP)
(9) JAPAN TEAM OF YOUNG HUMAN POWER (JHP)

(10) Japan Cancer Society



TOPICS : 13th year to support XP patients with Shiseido sunscreen products

In March of 2017, we provided sunscreen products, including the Shiseido brands “ANESSA” and “
2e”, “SUNMEDIC” sold by the group company Shiseido Pharmaceutical Co., Ltd., and “Avene” sold
by PIERRE FABRE JAPON CO., LTD., to 92 xeroderma pigmentosum (XP) patients.

XP is a progressive disease which causes serious sensitivity toward sunlight and neurological prob-
lems due to the fact that it inhibits the function to repair genetic damage.

Since this disease has a high probability of quickly developing into skin cancer after skin exposure
to UV rays, XP patients must not only apply sunscreen to skin but also wear UV-protective clothes.

Since 2005, we have been providing products to XP patients who wish to use Shiseido sunscreen
products and delivering their desired products through the “Japanese National Network of Xeroder-
ma Pigmentosum (XP)” once a year. 2017 was the 13th year of the activity.

Patients’ families have shared their voices, saying “UV reduction cream is a very important and
necessary item that protects the sensitive skin of children with XP from UV rays and skin cancer
throughout the year. We would like to express our sincere appreciation for letting the children use
your products with peace of mind. We will spend our days with our children, thanking you for your
warm support.”

*Shiseido began its support activities for XP patients in 2000 as part of social contribution activities
and has been promoting various initiatives, such as seminars for patients’ families (how to use
sunscreen products), childcare activities for XP patient children through employee volunteer work,
hosting national conferences funded by the Camellia Fund, etc.



TOPICS : Small but hearty gifts from Shiseido employees for child patients with XP serious
disease
- UV seminars held as part of our social contribution activities

The 3rd national conference of the Japanese National Network of Xeroderma Pigmentosum (XP) was
held at Aichi Health Plaza (Aichi Pref.) for two days on October 15 and 16, 2016, in which 10 Shisei-
do Group employees participated to do volunteer activities such as:

(1) Consultation by Beauty Consultants on effective use of sunscreen products, skin concerns, etc.
(2) Lectures on “UV damage to the skin and latest information on sunscreen products” by research-
ers in charge of suncare product development.

(3) Time to play with XP child patients and their brothers and sisters.

In 2000, as part of the social contribution activities, Shiseido began providing support for patients
with Xeroderma Pigmentosum (XP), a serious skin disease with a high probability of developing into
skin cancer or progressive neurological disability after skin exposure to UV rays. Every year since
2005, Shiseido has been offering its sunscreen products (ANESSA, 2e, SUNMEDIC, Avene, etc.),
which are essential to protect the children from UV rays.

Also, we continuously support the patients through the “Camellia Fund,” voluntarily organized by
Shiseido’s employees and friends of the company.

Personal counseling by Beauty Consultants Presentation by Shiseido’s researcher in
in Chubu branch office charge of sunscreen product development



| Other Activities

Efforts of "TABLE FOR TWO"

TABLE FOR TWO. This is an effort representing a concept that we,
who live in advanced countries, share a table with children in
developing countries beyond time and space. Our placing an order
for one designated healthy meal delivers a meal to one child
through TABLE FOR TWO International (TFT), a specified
non-profit corporation.

Expressing sympathy with the idea of TFT, Shiseido has imple-
mented the initiative since July 2009. As of 2017, the initiative is
being implemented at our Shiodome Office and Global Innovation
Center.

In June 2017, TFT gave us a certificate of appreciation praising
our annual contributions to the activity as a Silver Supporter
company.

In Japan, about 700 companies, schools and other organizations
are engaged in TFT activities and make efforts in their own way to
develop TFT menus or to make the activity better known by their
cafeteria users. In that sense, the TFT secretariat conducts a
uniqgue event named the TFT general election to broadly spread
the activity’s best practices.

At the 2nd general election hosted by TFT in July 2016, Shiseido
nominated itself for the Menu Category with its original “Melty-Egg
Rice Omelet with Starchy Clam Sauce.” We won the second prize,
losing the first by a margin of only one vote, and received a
certificate of commendation.

Providing meals for children in developing countries enhances not
only their physical growth but also their awareness of the joy of
learning and their steady motivation for studying. We will continu-
ously support TFT activity, through which we can contribute to
society just by having a meal.
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TorICS : Deliciously arranging preserved food! Social contribution through “food”

On November 26 (Thu), 2015, we held the “Let’s eat preserved food in a delicious manner” fair. In
this fair, we arranged and offered preserved food for emergency, with less than 1 year before the
expiration date, as TFT menus with the cooperation of LEOC Co., Ltd., the company commissioned to
operate the cafeteria in the Shiodome Office.

Due to the fact that preserved food, stored in preparation for disaster, must be replaced when the
expiration date approaches, Shiseido proactively aims to utilize preserved food in order to “effectively

noou

utilize food resources”, “consider the environment”, and “contribute to society”.

We held the first fair in July. This time, which was the 5th time for us to hold the fair, we offered 2
preserved food menus to 143 employees. In every fair, we commit to deliciousness and try to create
menus that are also fun to look at. This initiative helps us support school meals for children in devel-
oping countries. We also offered the preserved food, which was used in the menus, as well as recipes
as souvenirs to employees who tried the menus so that they would apply the recipe to preserved
food at home. Through these initiatives, we aim to also raise awareness toward disaster prevention.

Employees who tried the menus shared their voices, such as “It was so well-cooked and delicious
that I almost couldn’t tell it was preserved food”, “I want to try making it as per the recipe soon”, and
“I'm glad that I was able to cooperate with effective use of food and donation”. Dietician Mr. Ono of
LEOC Co., Ltd., who comes up with new menus each time, shared his comment: “Through trial and
error, I tried to reduce the dry texture of preserved rice and come up with the kind of menus that
people would find delicious and enjoy”.

The total number of meals consumed was 608, and a total of 12,160 yen was donated to support the
meals of TFT.

Note: Part of the preserved food is also provided to “Second Harvest”, which is a food bank, and is delivered to children in
orphanages and shelters for domestic violence victims, etc.

i -

Preserved food arrangement menu “Shrimp Handing out preserved food and recipe souvenirs
cream risotto with soft boiled egg”



Volunteer Activity by Collecting Various Items

Since 2005, Shiseido has been engaged in a company-wide activity to

BoTxsy

support women, mothers and expectant mothers and to offer educational @'mB(')')E
support to children in developing countries by collecting used stamps and ' m‘:;::-_--—
miswritten postcards. N ﬂ{am;»a- ‘-"";;"
We work on the activity throughout the year and run campaigns twice a e

e R 2 gt
year in summer and winter. e : ;
Collected used stamps and miswritten postcards will be turned into cash
and will be used for various purposes in developing countries, including the
shipping cost for recycled bicycles as well as the rescue activities for
mothers and babies through the Japanese Organization for International
Cooperation in Family Planning (JOICFP), and Darunee Scholarship Fund to
support children in need in Thailand, Laos, Cambodia, Vietnam and Myan-
mar through the Education for Development Foundation (EDF).

We have supported 114 children to attend schools as of August 2017.

In 2018, we plan to help one child (a junior high school student living in
Laos) attend school.

Social Studies Days

Since 1993, Shiseido's Social Studies Days Program has allowed employees to participate in social contribu-
tion activities instead of coming to work for up to three days each year. A total of 53 days were utilized under
this system in fiscal 2014, with 47 participants taking this time to hone their skills for volunteer and social
contribution activities, to donate blood and to register as donors.



Disaster Support Activities

I Volunteer Employees Present Donations for the Victims of the Kumamo-
to Earthquake

The Kumamoto Earthquake that occurred in April 2016 caused serious damage to wide areas of the Kyushu
region, mainly Kumamoto and Oita Prefectures, which were hit by strong earthquakes. The Shiseido "Social
Contribution Club" presented donations collected from volunteer employees of the company group (a total of
2,499,500 yen from 3,444 supporters) to the authorized NPO Japan Platform (JPF) for disaster relief.

The donated money was used for assistance, especially for those who are vulnerable to disasters such as elderly
people, women, children, and handicapped people, and for gender-oriented support activities, which are in line
with the "JPF Emergency Response to Earthquake in Kyushu" program.
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| Volunteer Employees Present Donations for the Victims of Hurricane Matthew

The Shiseido "Social Contribution Club" presented donations collected from volunteer employees of the company
group (418,500 yen from 837 supporters) to the authorized NPO Japan Platform (JPF) for the disaster relief of
Hurricane Matthew in the Republic of Haiti, which suffered devastating damages in October 2016.

The donation money was used for humanitarian relief activities such as the distribution by JPF member NGOs of
emergency relief goods (food, chlorine water purification tablets, hygiene goods such as oral rehydration solu-
tions to prevent dehydration, and daily commaodities), which are in line with the "JPF Emergency Response to
Hurricane Matthew 2016 " program.
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Aid Initiatives in
the Wake of the Great East Japan Earthquake

We would like to express our sympathy for the people affected by the Great East Japan Earthquake.
Shiseido Group wishes to support affected people right by their sides through beauty support activities and
activities that only Shiseido can promote.

| Concept of Reconstruction Support

Company lives with society, and society is what lets us survive. Our hope is to fulfill the company's responsibili-
ties as a member of society when society faces difficulties.

Reconstruction of the Tohoku region, which received unprecedented damage, has a long way ahead. We intend
to support affected people right by their sides for a long time so that they can become independent by utilizing
our resources, such as people, objects, information, technologies, and culture, etc.

What can we do to give energy to affected people as a cosmetics company, even if the amount may be small?
With such a hope, we have been promoting "beauty support activities", in which we offer beauty services like
skincare, makeup, and hand care, etc., for not only women but also children and men since the quake. Through
the beauty support activities, we have learned that there is "power of makeup" that can heal people's hearts,
make them positive, and give them energy.

| Past Activities

% Click Here for Activities and Quake Support Information in FY2011

% Click Here for Activities and Quake Support Information in FY2012

| Reconstruction Support Linked by "Camellia"

A few years after the Great East Japan Earthquake, it is shifting from the resettlement phase, which involves
environmental establishment of temporary housing and debris processing, etc., to the reconstruction phase,
which involves self-reliant re-building of houses, re-building of lifelines/infrastructures, and reconstruction of
business districts and local industries, etc. The reconstruction speed also differs in each area. Due to this, affect-
ed people’s desires are also changing and becoming diversified. Shiseido has promoted the corporate activity
style of establishing relationships with stakeholders, including consumers and business partners, in which we can
see each other’s face and providing thorough response.

Since FY2013, we have been promoting beauty support activities leveraging the "power of makeup", which can
only be offered by a cosmetics company, and reconstruction activities with the government and local residents
by utilizing our resources. We hope to consider and overcome issues that we find with local residents through
face-to-face efforts and steadily promote reconstruction by accumulating results. Therefore, we will continue to
support new city development by limiting the areas.



Shiseido's Corporate Social Responsibility Back Issues 2018

The Reason We Started Promoting These Activities

Reconstruction Support Linked by "Camellia"

Shiseido's symbol is "Hanatsubaki (camellia)". The city flower of Ofunato City/Rikuz-
entakata City in the Kesen area in Iwate Prefecture is "camellia". Because of this
connection, we wondered if there was anything we can do to support them by using
"camellia" as the keyword and held a number of dialogues with people of these
cities. Through the dialogues, we learned that people in the Kesen area used to
press oil from camellia fruits in each household to use for cooking and hair care, etc.
until several decades ago.

In addition, we learned that people wanted to use camellia, which residents of these
cities have always treasured, as a new industry for these cities. We also learned that

there had been a foundation in which Ofunato had been treating camellia as a H wER
tourism resource -"home of camellia: Ofunato"- since before the quake. We thought

that there must be something we can do to support these activities by utilizing J'{ﬂ.iﬂi'ﬁ
Shiseido's resources. i .

R ET
Our Dream - In Preparation for Specific Actions - '
Our greatest dream is to nurture camellia as a new industry for these
cities, which will rapidly develop in the course of reconstruction, and to
provide support for the efforts. o
We hope to make the dream come true by holding dialogues and
generating ideas with residents of the Kesen area and Ofunato City/Ri-
kuzentakata City and also promote our own activities so that we can
help the people develop their ideal cities. j

122



1. Activities with Hopes of Industrialization

We promote camellia tree-planting activities every year so that camellia can become a new industry for the city
and that they can be utilized as a tourism resource.

Since FY2014, we have been transporting and planting 30-year-old camellia trees from Machida in Tokyo with
the cooperation of the JAPAN CAMELLIA SOCIETY as a specific means to accelerate the industrialization process.
In collaboration with Ofunato City, we have planted approximately 470 nursery trees and about 100 mature
trees (as of May 2017).

A Camellia Tree Planting Event Held to Contribute to the City Development Project

Shiseido launched the planting activity in 2012. In 2017, its sixth anniversary year, the participants plant-
ed nursery trees, which they plant every year, as well as mature trees, a new symbol of the city, to
support the revitalized city of Ofunato. 15 employees from Shiseido planted trees with people from
Taiyo-kai, the Ofunato City Office, and the JAPAN CAMELLIA SOCIETY.

(1) Nursery Camellia Tree Planting Event

On Thursday, May 25, 2017, Shiseido and Taiyo-kai, a social welfare corporation, co-hosted a camellia tree
planting event on the premises of Taiyo-kai Fukushi-no-sato Center in Ofunato City. The participants
planted 32 trees. To support this activity, Shiseido donates part of the sales of the Shiseido Relaxing Night
Mist and of Ofunato's signature products that SHISEIDO AMENITY GOODS CO., LTD. offered in its mail
order catalogues.

Planting ceremony A city office worker and ~ Participants of the
(Ofunato City Mayor a Shiseido employee planting event
Kimiaki Toda, planting a nursery tree

second from right)

(2) Commemorative Mature Camellia Tree Planting Event

On Friday, May 26, 2017, Shiseido planted nine mature trees as a new symbol of the city in the KYAS-
SEN Mall & Patio, a commercial facility.Shiseido and KYASSEN CO., LTD., a city development company,
co-hosted the ceremony.

Memorial plate unveiling Employees wrapping a During the ceremony
ceremony tree trunk in cloth



: Tsn / ‘A Camellia Tree Planting Event with Wishes for Reconstruction

’5§ Held on June 11, 2016

A camellia tree planting event was also held this year, on June 11, 2016

On Saturday, June 11, 2016, Shiseido and Taiyo-kai, a social welfare corporation, co-hosted a camellia
tree planting event at Iwate Prefectural Fukushi-no-sato Center. 20 employees from Shiseido participated
in the event and planted trees together with people from Taiyo-kai, the Ofunato City Office, and the
JAPAN CAMELLIA SOCIETY.

(1) Mature camellia tree planting

In order to harvest camellia seeds, from which oil is extracted, at an early stage, we planted 20 mature
trees. This year, as well as last year, the JAPAN CAMELLIA SOCIETY donated 30-year-old trees.

(2) Nursery camellia tree planting

In the hope that the trees will grow well and vigorously, commemorative trees were planted by Ofunato
City Mayor Kimiaki Toda, Shiseido Executive Vice President and Representative Director Tsunehiko Iwai,
Taiyo-kai Director Noriya Kikawada, and Mr. Kiyohiko Nakamura of the JAPAN CAMELLIA SOCIETY. A part of
the sales of the "Shiseido Relaxing Night Mist" and of Ofunato's signature products that SHISEIDO AMENITY
GOODS CO., LTD. offered in its mail order catalogues is donated to this nursery tree planting event.

The tree planting Planting nursery trees Shiseido staff who
ceremony with Ofunato on a steep slope participated in the tree
City Mayor, Kimiaki planting event

Toda (right) and
Shiseido Executive Vice
President and Repre-
sentative Director,
Tsunehiko Iwai (left)



Hosting a Camellia Tree-planting with Hopes of Industrialization
Event on June 12, 2015

“Camellia seedling planting” held on July 12, 2013

The city of Ofunato took the lead to host the tree-planting event with hopes of industrialization so that
camellia can become a new industry for the town and that they can be effectively utilized as a tourism
resource. From Shiseido, 13 employees participated and promoted the tree-planting activities with local
people. The camellia seedlings, which were used in this event, were donated from Shin-kamigoto-cho in
Nagasaki Prefecture because of Shiseido’s activities. Among the 1,000 donated trees, approximately 300
seedlings were planted on this day.

Scene from Shiseido employees After the tree-planting
tree-planting who participated in the activities
tree-planting activities

“Tree-planting of mature camellia trees” held on June 28, 2014

Due to the fact that camellia trees take approximately 20 years to become mature, nut harvesting is the
issue in industrialization. In order to accelerate the industrialization of camellia and effectively utilize it as
a tourism resource, we planted mature trees at Iwate Prefectural Fukushi-no-sato Center. 8 members
participated from Shiseido and planted 40 mature trees, which were donated by members of the JAPAN

CAMELLIA SOCIETY via Machida City, Tokyo, along with members of Taiyo-kai and employees of Ofuna-
to City Office.

Scene from Completed line of
tree-planting Camellia trees



Mature and young camellia tree planting event held on June 12, 2015

On Friday, June 12, 2015, Shiseido and Taiyo-kai, a social welfare corporation, co-hosted a camellia tree
planting event at Iwate Prefectural Fukushi-no-sato Center.

16 employees from Shiseido participated in the event and planted trees together with people from
Taiyo-kai, the Ofunato City Office, and the general incorporated association RCF.

(1) Mature camellia tree planting

In order to harvest camellia seeds, from which oil is extracted, at an early stage, we planted 30 mature
trees. The planted mature trees were donated from the JAPAN CAMELLIA SOCIETY, which has supported
this activity.

(2) Nursery camellia tree planting

We planted 40 nursery trees. A part of the sales of the "Shiseido Relaxing Night Mist" and of Ofunato's
signature products that SHISEIDO AMENITY GOODS CO., LTD. offered in its mail order catalogues is
donated to this nursery tree planting event.

Installing poles for Planting mature Shiseido staff who

protecting nursery camellia trees participated in the
trees from deer tree planting event



2. Initiatives for Raising Awareness of Camellia in Kesen Area

Releasing “Before bedtime” Fragrance with the
Motif of “Sanmen Tsubaki” of Ofupato City eleased on October 1, 2014

Fragrance soothes our feelings and gives us a sense of relaxation. With the hopes of delivering pleasant
sleep with good fragrance to affected people, we worked on developing a product by utilizing Shiseido’s
aromachology research. As a result, we have developed a new fragrance for users of all ages regardless of
gender to experience a sense of relaxation before bedtime, by combining with the fragrance ingredient of
flowers of “Sanmen Tsubaki”, which is 1,400 years old and is the oldest camellia tree in Japan located at “
Nakamori Kumano Shrine” in Massaki-cho, Ofunato City. We collaborated with local people to create a new
fragrance “Shiseido Relaxing Night Mist”.

It was released on October 1 (Wed), 2014, with limited volume via the Shiseido website, and is available
at 4 department stores, Isetan Mitsukoshi Ltd.* from March 9 (Wed), 2016.

Part of the sales will be utilized in the development of “Ofunato, home of camellia”.

*available through e-commerce and selected stores only.

Shiseido Relaxing Night Mist
Can be used on the linen and skin.

Using Camellia in Reconstruction Efforts Initiatives
Shiseido Parlour Launching “Kesen Tsubaki Dressing”
November 10, 2014

On November 10, Shiseido Parlour, participating in Shiseido’s reconstruction efforts initiatives centered
around the use of camellia, launched a series of dressings in the market with a limited number of products.
These dressings contain “Kesen Tsubaki” camellia oil made from camellia seeds from Kesen area, a town
that was affected by the Great East Japan Earthquake and Tsunami.

Kesen Tsubaki camellia oil is made by roasting camellia seeds and carefully wringing the oil out with
manual oil wringers. Roasting the seeds brings out a distinctive, rich aroma and gives the oil a beautiful
golden color.

This series comes in two varieties: Onion and French mustard. Head chef at Ginza Shiseido Parlour has
made the best of this aroma, using a signature recipe in the making of the dressings.

Kesen Tsubaki Dressing



“TSUBAKI NO YUME FESTIVAL (Dream of Camellia Festival)”

_‘ _ October 4, 2014

Shiseido held “TSUBAKI NO YUME FESTIVAL (Dream of Camellia Festival)” at Rias Hall in Ofunato City,
Iwate on October 4, 2014, as part of Shiseido’s “Using Camellia in reconstruction efforts” initiatives.

The purpose of this event was to let the local young people experience and know the potential of camellia
as an industrial and tourism resource.

The theme of the performances for the event was “Experience camellia with all five senses,” including a “
Fragrance Seminar” to feel the effects of fragrance and “Shiseido Relaxing Night Mist,” a “Mini Gallery”
exhibiting Shiseido products and posters designed with camellia motifs, and a “Tasting camellia oil”
activity where people could try foods and sweets that contain camellia oil.

In “Tasting camellia oil,” Ofunato Higashi High School students presented their hand-made sweets that
contained camellia oil.

Fragrance Seminar Serving Spiedini with “ Ofunato Higashi High School with their food
Kesen Tsubaki and sweets that contain camellia oil
Dressing”

Shiseido also held “Hair & Skincare Seminars” for both male and female high school students to show
the students how to style their hair and provide some tips on how to maintain healthy skin. It was a way
of drawing the local youth to this festival, since it is them who will have to shoulder the responsibility for
the reconstruction of the region.

The event closed with the “Hair & Makeup Show"” by Shiseido’s hair & makeup artists, and featured
models selected from among the local youth.

Thanks to the popular fashion brands, CECIL McBEE and SLY from Shibuya 109, all participants were
able to express their “Ideal ME.”

“Hair & Skincare Seminars” for high school students  “Hair & Mak "



Hosting "TSUBAKI NO MEGUMI FESTIVAL (Blessings of Camellia
Festival)" Hosted on November 23, 2013

We focused on the "food culture" of camellia to support its industrialization by promoting the recognition of
edible camellia oil, which was commercialized after the quake. We planned the "TSUBAKI NO MEGUMI FESTI-
VAL (Blessings of Camellia Festival)" with the hopes of creating an opportunity to explore the potential of
camellia with local residents through food experience.

In this event, local restaurants and Japanese/Western sweets stores prepared new dishes and sweets using
camellia oil, and we held a menu contest. The head chef of Ginza Shiseido Parlour participated from Shiseido
and served the signature menu, "Meat Croquette", which was fried in camellia oil.

Local women made "Kenchin-jiru (miso soup with root vegetables)", which has always been made with
camellia oil in the area, and served it at the venue. They simultaneously handed down the culture to children,
who did not know camellia oil.

Camellia oil pressing Food experience venue
experience

Food experience venue Local performing art
reception (deer dance) by Ofunato
Nursery School students

In addition, we also held an event to experience harvesting camellia fruits, which will be important in
industrialization, in another venue (Goishi District, a tourist spot for camellia in Ofunato), and picked 54
kg fruits with the local residents.

The harvested fruits were donated to Seishokan of Taiyo-kai, a social welfare corporation, and an oil
factory in Rikuzentakata, that faces an issue of fruit harvesting in preparation for the industrialization.

Fruit harvesting Harvested camellia
experience fruits



In addition, we also held a makeup seminar at the request of local residents.
We were able to experience "camellia", which is much more than just flowers, together with them on this
day.

——

=

Beauty seminar Staff who partici-
pated in the "TSU-
BAKI NO MEGUMI
FESTIVAL (Bless-
ings of Camellia
Festival)"

3. Activities to Grow Camellia with the Next Generation

Ofunato City Hikoroichi Junior High School's Activities

Ofunato City Hikoroichi Junior High School in Iwate Prefecture is implementing a school-wide program named
the "Camellia Learning Program" for further understanding of camellias, the city flower. At the junior high
school's request, Shiseido is supporting the students, who will play a central role in the future city develop-
ment, in experiencing the "potential of camellias".

Cooking Class with the Shiseido Parlour Held on Augsut 28, 2017

On Monday, August 28, the students made special omelet with rice under the guidance of the chefs of
Shiseido Parlour and compared the taste of croquettes fried with camellia oil produced in Ofunato City.

First, the grand chef of Shiseido Parlour demonstrated how to make omelet with rice. He told the
students the secret to wrapping chicken fried rice gently in a thin sheet of egg omelet. The students were
fascinated by the process of cooking the delicious-looking dish.

The students were nervous and looked awkward at the start of cooking, but they gradually began to
smile. Everyone managed with the difficult task - wrapping chicken fried rice in a thin sheet of egg omelet
- to make tasty omelet with rice.

Eating the home-made omelet with rice made them smile because making it themselves gave them
confidence, and they were happy with its mild taste. In addition, they compared the taste of croquettes
fried with camellia oil or cooking oil. They enjoyed the flavor and aroma of the croquettes fried with
camellia oil produced in their hometown.

| = _
Students watching the Students cooking Students enjoying the
skillful techniques of omelet with rice they

the grand chef made



Activities in Ofunato Municipal Akasaki Junior High School

Our encounter with Ofunato Municipal Akasaki Junior High School in Iwate Prefecture was on September 11, 2012.
Shiseido employees and all of Akasaki Junior High School students planted the same number of camellia seedlings
as the number of 9th grade students in front of the temporary building of the school, which was affected by the
tsunami.

Plates of haiku, written on the themes of "home of camellia: Ofunato" and "reconstruction of our home", were
attached to the camellia seedlings. Since then, we have been continuing to promote the activities to grow the
camellias, which we planted with the students of Akasaki Junior High School.

Students are passing down the responsibility to grow the camellias with care while communicating the possibility
that these trees may become a seed for a new industry for Ofunato someday.

<& Haiku Works
.--'\ ;

The students in the 9th grade have been composing haiku (Japanese poems in 5-7-5 syllabic form) with
the themes of “home of camellia: Ofunato” and “reconstruction of our home” annually since 2012.

We have organized their haiku works into a “haiku booklet” as records of steps to reconstruction, and
presented to them.

Activities to Grow Camellia (Video conferences/Tsubaki Journal)

Holding Video conferences

We began holding Video conferences with maintenance and safety representative students in June, 2013.
In these "Tsubaki Meetings", students discuss what they have noticed and wondered about in the course
of providing care for the camellia trees, and we share information.

We considered what was necessary to nurture camellia trees and prepared a nurturing program while
seeking advice from specialists.

Akasaki Junior High School "Tsubaki Journal”

Akasaki Junior High School has decided that "maintenance and safety representative" students would be
in charge of nurturing the camellia trees, starting in FY2013.

Mr. Takashi Takahashi, teacher in charge, started sending us reports on the camellia trees.

We have decided to keep them as records under the name of "Tsubaki Journal".



Oil Pressing Event Held on November 17, 2015

“Grow camellia” = “harvest its fruits” = “extract oil”

We held an event to extract oil from camellia fruit to support Ofunato City’s goal of industrializing camel-
lia through an event to experience this important process with local students and by deepening their
interest in camellia.

About 30 students participated on the day, watched how oil was extracted by a traditional oil press
machine in Ofunato and experienced extraction by home oil press machines. Afterwards, they tasted “
Kesen Tsubaki (camellia) Dressing” from Shiseido Parlour to experience an example of how the camellia
oil is used.

The participating junior high school students told us with excitement, “It was my first time to actually
touch camellia fruit and extract camellia oil. It was very interesting”, “when you actually experience it,
you realize that you need quite a lot of power to extract even the smallest amount of oil”, and “I learned

for the first time that camellia oil is used for many things”.

Oil pressing experience Tasting “Kesen Tsubaki A photo taken with the
with a home oil press (camellia) Dressing” participating students
machine



4. Reconstruction Support Market

We have been holding the reconstruction support market, in which we collect and internally sell products from
the Kesen area that we have been supporting, in the Shiseido Shiodome Head Office every year since FY2013.

<Objectives of the market>

. Improvement of the recognition of the Kesen area
For Region

Development of new sales channels

= Opportunity to PR the reconstruction support activities to gain sympathy
For Employees

Opportunity to realize employees’ will to help with reconstruction support

Scene from the reconstruction support market



Shiseido Aid Initiatives in the Wake of the Great East Japan Earth-
quake, in 2011

| Relief money/donations

Immediately after the Great East Japan Earthquake, Shiseido Co. Ltd. decided to contribute 100 million yen in
relief money and donated the money to Japan Platform.

Overseas Shiseido Group local affiliates are also making donations through the Red Cross in each country, and
the total donation amount has reached approximately 3,700 million yen. Shiseido’s Group company in France
promoted their own initiatives, such as employees at the factory choosing one day, working without pay, and
donating the equivalent amount via the Red Cross, and employees in the office giving up 1 paid holiday and
donating the equivalent amount via the Red Cross, etc.

When Shiseido raised relief money for the affected area with the “Hanatsubaki Fund”, which was established by
Shiseido with the aim of supporting social contribution activities, with employees and former employees, approx-
imately 8.2 million yen was collected. This entire amount was donated to the Japan Platform.

| Support with goods

Immediately after the Great East Japan Earthquake, Shiseido provided approximately 30,000 “FRESSY Dry
Shampoo”, which is water-less shampoo, and approximately 300,000 cleansing sheets/body sheets/antiperspi-
rant, etc. as urgently needed daily commodities to task forces of Iwate Prefecture, Miyagi Prefecture, and
Fukushima Prefecture as well as the police, the Self-Defense Forces, support NPOs, etc. After hearing compel-
ling wishes of women, such as “I want to draw my eyebrows”, “I want to care for my skin”, etc., as time passed
after the quake, Shiseido distributed 30,000 sets of cosmetics, such as softener, moisturizer, foundation,
eyebrow pencils, body sheets, etc. to evacuation sites in Iwate, Miyagi, and Fukushima from the end of April to
July.

In December, we distributed 12,000 sets of cosmetics, such as cleanser, softener, lipsticks, shampoo, rinse,
hand cream, etc., to temporary housing in Iwate, Miyagi, and Fukushima with the hopes of giving as much
support as possible for those spending the New Year’s holidays in temporary housing.



Amid a situation in which rehabilitation efforts are expected to take a long time, Shiseido provided
cosmetics sets for people who are still forced to live in temporary housing in the three prefectures of
Iwate, Miyagi and Fukushima so that they could celebrate the New Year with even just a little more hope
and cheer. In addition to skincare and makeup items, the cosmetics sets also included other items such
as hair care products, hand cream and lip cream, which are essential for the cold winter season. A total
of approximately 180 employees visited houses one by one and handed out approximately 12,000
cosmetics sets. Residents who received these items were full of smiles and we received many words of
appreciation such as, "We are so grateful for receiving heavy items like shampoo because shops are far
away from temporary houses."

| Beauty Support Activities

What can we do for affected people as a cosmetic company to life them up even a little? Based on such a
feeling, we have carried out "Beauty support activities," which provide beauty services including massage,
makeup and hand massage, not only to women but also to children and men since the earthquake disaster.

Visiting Shelters from Spring to Summer

The Tohoku Branch of Shiseido Sales Co., Ltd. (Sendai, Miyagi
prefecture) has developed Beauty Support Activities, in which
Beauty Consultants provided skincare and cosmetic services in
response to demand from shelter residents in the respective areas
of Iwate, Miyagi and Fukushima. Hand massages were offered not
only to women but also to men and children, plus facial massages
were offered to women. Additionally, 30,000 cosmetics sets, includ-
ing skin lotion and emulsion, were prepared and distributed togeth-
er with leaflets summarizing how to use cosmetics and useful daily
information for people taking shelter.359 HQ employees from Tokyo
also participated in these activities for the total of 1,626 days. The
activities were held 575 times in total by the end of July, and we
offered our services to over 30,000 people.




The majority of people moved to temporary housing in line with the
closure of shelters in autumn. Although many people wanted to
receive skincare and massage services only from April to the
summer season, there were more comments towards the winter
season saying that they "want to wear their usual makeup." There-
fore, 24 Beauty Consultants gathered from all over Japan from
Hokkaido to Okinawa respectively and visited temporary housing
twice in November and January. We applied makeup to 422 people
in 14 temporary housing locations within Miyagi Prefecture on
November 5 (Fri) and 6 (Sat) and 334 people in 13 temporary
housing locations within Fukushima Prefecture on January 20 (Fri)
and 21 (Sat). In temporary housing assembly halls, we offered
individual makeup services from skincare to putting on lipstick as
the final touch. We received many encouraging comments such as,
"It feels like my life is back to normal" and "It made me feel posi-
tive," as well as heartwarming words such as, "Please come and
visit us again."

| Support for Local Media

Taking into consideration the importance of information in times of disaster and providing necessary information
to people in disaster affected areas, Shiseido supports special disaster-related FM and community FM radio
stations. We are providing various assistance such as skincare information and content production support in
emergency situations. Additionally, Shiseido placed advertisements in local newspapers in the three prefectures
in the Tohoku region (Iwate, Miyagi and Fukushima) in order to inform people in disaster affected areas about
how to treat their skin and hair in emergency situations.

! Radio Broadcasting

Shiseido supports special disaster-related FM and community FM radio stations to communicate disas-
ter-related information in Iwate, Miyagi and Fukushima prefectures, thereby cooperating to produce
content that local areas need.



=i Uta yo Todoke(Message and songs)

Uta yo Todoke

Japanese ballad music ( enka ) has deep ties with the Tohoku region. In response to many comments
from local people such as " enka songs give me courage," Shiseido is producing and providing content
that delivers enka singers' messages encouraging reconstruction as well as their representative songs.

Sachiko Kobayashi

My name is Sachiko Kobayashi.

I would like to express my deepest condolences to everyone affected by
the recent Great East Japan Earthquake.

In Niigata prefecture, which is my birthplace,

a large earthquake previously struck the area in 1964.

Additionally, three major earthquakes hit the prefecture,

including the Chuetsu Earthquake and the Chuetu Oki Earthquake,

and everyone in the Tohoku region helped us each time.

Many people came to voluntarily help affected people in Niigata prefecture in whatever way they
could.

I will never forget such kindness.

I am actually personally visiting shelters,

which is something I really want to do simply out of gratitude.

I think that reconstruction will take a long time,

so I would like to give support continuously rather than just this one time.
Although there are still many aftershocks and the situation is tough,

my heart will always be with you.

It is not just me, but everyone.

I hope that you will be able to move forward one step at a time.

Let's move forward and try our best.



Masao Sen
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My name is Masao Sen.

I would like to express my deepest condolences to everyone affected by the recent Great East
Japan Earthquake.

Rikuzentakata, my hometown, was struck by the devastating disaster.

As a singer, however, I hope to do my best

by singing for everyone who faces tough circumstances.

I would be glad if my song reaches your hearts and restores your energy even a little.
Although I have been singing Kitaguni no Haru for many years,

I feel that this song regained a new breath.

I will make greater efforts to sing.

With everyone's cooperation, let's rebuild our new hometowns.

Kenji Ninuma
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My name is Kenji Ninuma.

I would like to express my deepest condolences to everyone affected by the recent Great East
Japan Earthquake.

My hometown is Ofunatoshi in Iwate prefecture.

Although the scenery of my hometown where I was born and grew up has changed,

I believe that the warm and affectionate feelings of people there will remain unchanged

no matter how much time goes by.

I pray from the bottom of my heart that everyone who suffered from the disaster will cooperate
toward reconstruction and

reproduce new hometowns surely, steadily and without rushing.

I will also be part of this process.

Above all, I hope that you take care of yourselves,

especially under such circumstances.



Yukio Hashi
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My name is Yukio Hashi.

I would like to express my deepest condolences to everyone affected by the recent Great East
Japan Earthquake.

In addition to local people,

everyone in Japan and the world was devastated by the current earthquake disaster.

Since that day, every day has been heartbreaking for me as I hear and watch the news of the
truly devastating,

shocking state of things.

Although I am hoping that, with everyone's utmost efforts,

it may not be so long before reconstruction and recovery take hold,

I would like an opportunity to visit to do whatever I can.

I would like to create an opportunity to sing songs with the hope of making people relax as
much as possible. Above all,

I hope that you will try to take care of your health.

I sincerely would like to do my best to move forward with you toward reconstruction.

Aki Yashiro
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I'm Aki Yashiro.

I would like to express my deepest condolences to everyone affected by the recent Great East
Japan Earthquake.

I realize that the current earthquake disaster caused everyone a lot of suffering.

Nonetheless, because we face such tough situations,

I hope that we can all do our best without giving up under any circumstances

by emphasizing what men and women can do in their respective roles.

I will always support you.



Ichiro Toba
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Hello everyone. My name is Ichiro Toba. I hope you are all well.

The areas currently affected by the disaster were mainly port towns, in which those related to the
fishing industry,

including fishermen, have suffered a great deal.

I sung my song to many people in the affected areas and they told me that they were encouraged
by listening to my song. At the same time,

however, I have gained courage from everyone.

Now that I have become a singer after making the transition from being a fisherman,

I am sincerely glad that I continued singing over many years and am able to help you in this way.
I will continue to sing in the future as well.

I hope that you will remain patient and move on toward the future one step at a time without
giving up.

Please take care and I wish you all the best.

Harumi Miyako

SHLFEW

DALDIWE I

Hello everyone. I am Harumi Miyako.

I have had the opportunity to sing in various places of Tohoku in front of many people. During this
time, while I visited the disaster-affected areas,

I was in turn encouraged as everyone tapped on my shoulder and said, "Good luck." People also
told me,

"I'm the same age as you" or "Come and visit us again, Harumi." I went home each time, promis-
ing everyone that we will meet again.

Now, I truly feel each individual's power of life.

I look forward to singing in front of everyone again in the future.

Together, let's move forward taking one thing at a time and make steady progress.



=1 Mimi wo Sumashit

Mimi wo Sumashitene

Content for narrated picture books is being produced and provided for children to enjoy in moments of
relaxation amid the uneasy situation in general.

"Chorus" "Tegami"(letter)
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"Mugibue"(wheat-straw whistle) "Biwa"(loquat)
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Introduced : Five stories from Ohanashi Pochiri
picture book (Approximately 5 minutes/story)
title (Written by Miyako Moriyama; Illus-
trated by Kazuhiko Toyota; Published
by Komineshoten)
1) "Chorus" 2) "Tegami" 3)
"Mugibue" 4) "Biwa" 5) "Kamakiri"
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Reading : Kie Nakai (actress)
Theme song : "LOVE YOU LONG" by Mariko Hamada
Music : TONE

Newspaper Advertisement

Shiseido has summarized the information about "skincare and hair care in disaster-affected areas," which
is posted on its company website (Japanese only) (opens in new window.), and is providing this informa-
tion to local regions in the form of a newspaper advertisement. The advertisement, with large,
easy-to-read text (in Japanese only) and illustrations like those in picture books, is designed so that its
most important parts can be easily trimmed and stored or put on a wall.
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In our final advertisements, we expressed our
appreciation for all the various lessons Shiseido has
E}' ﬂﬂ learned from everyone through beauty support
== = activities, as well as conveyed the Company's intent
- to continuously promote activities in the Tohoku

region by reaching out and connecting with people's
4 lives and hearts.



| Photo exhibition “Love letters full of color”

Shiseido held the photo exhibition “~ For more colorful tomorrow - Love letters full of color by Shiseido hair and
makeup artists” at Sendai Mediatheque (Sendai City, Miyagi Prefecture) for 5 days from January 13 (Fri) to 17
(Tue), 2012.

Shiseido Beauty Creation Research Center has been holding creative exhibitions, which are places of creation for
the Center’s hair and makeup artists to offer joy, fun, and inspirations to people with free ideas and creativity,
since 1989. In response to the artists’ desire to support the Tohoku area, which has been trying to reconstruct
itself since the Great East Japan Earthquake on March 11, the Center held the 17th exhibition in Sendai as the
first local exhibition.

The photo exhibition included 30 works by makeup artists with the hopes of “brighter tomorrow filled with colors
and light in Tohoku”, the exhibit of 6 works “Tohoku Muses”, the models of which were women who have been
affected by the quake and who promote support activities for affected people, photo shooting sessions with hair
and makeup artists who are active with CM shooting, etc., beauty seminars and talk shows by Shiseido beauty
top specialists, etc.

After the exhibition in Sendai, the Center held the said photo exhibition in Osaka Station City (Osaka City) in
March and within JR Ueno Station and JR Shinagawa Station between June and July of 2012 with the cooperation
of East Japan Railway Company. Overseas, the Center also held a photo exhibition “Beautiful Smiles of Japan -
Power of Smiles” by editing some works, which had been exhibited before, at the “Maison de la Culture du Japon
a Paris (The Japan Cultural Institute in Paris)” (Paris) in France from October 2 (Tue) to 20 (Sat), 2012.

| Linking Up with a Sash. Support Activities of Shiseido Running Club

Oomagari Elementary School, which is located near the sea in
Higashi-Matsushima in Miyagi Prefecture, was struck by the tsunami
that hit the building at a height of 1.7 meters so that physical
education classes could not be conducted for a while even after the
debris was removed.

During this time, the Shiseido Running Club organized a jogging
class, having received a letter that was sent to Shiseido from a
teacher after the earthquake disaster. Athletes who had participated
in the All-Japan Women's Corporate Ekiden Championship, which
was held on the day before the event in Miyagi Prefecture, ran
around the playground and worked up a sweat together with all of
359 school children, who were wearing pink gloves that were a gift
from Shiseido.

In a program activity that enabled the children to get a sense of the
actual running speed of athletes, some children were trying hard to
follow them. Everyone was keen on passing a sash to the next
person during the practice session. Many questions were also raised
during the Q&A session such as, "How can I run faster?" and "Didn't
you ever get tired of practicing?" The children raised their small pink
hands all at once as an athlete asked a final question: "Raise your
hands if you want to become an Ekiden athlete!"

On this day, laughing voices, cheering and applause were continu-
ously heard from the school playground and smiling faces were
everywhere, with everyone connected by a single sash.




| Others

Charity Event Support

During the three-day period from April 29 to May 1, Artist's Action for Japan - the Great East Japan
Earthquake Charity Drawing Project was held at Word Shiseido (9th floor, Tokyo Ginza Shiseido Building).
This project was launched by members, mainly young students who aspire to become artists or perform-
ers, as a means of supporting recovery from the Great East Japan Earthquake. Artists who applied to
take part gathered during the event period, drew pictures on site and sold them at the venue. A total of
549 people visited over the course of three days and the proceeds of approximately ¥600,000 were
donated to the disaster-affected areas via the Japanese Red Cross.

Students Volunteer Support

Shiseido is providing assistance to non-profit organizations
promoting volunteer activities in disaster-affected areas. In
line with the summer holiday period when student volunteers
typically increase in number, we provided Anessa sunscreen
products to three volunteer organizations carrying out
activities on site. The Company also distributed long sleeve
original T-shirts for volunteers to wear during activities,
thereby supporting volunteer activities during the summer.

Extension of Social Studies Day

Shiseido has a human resources program in place called Social Studies Day. Under this program, employees
in Japan are allowed to take up to three days per year to conduct social activities as normal work. In the
wake of the earthquake disaster, the Company decided to extend the number of days for this program from
the usual 3 days to up to 7 days, thereby supporting employees’ participation as volunteers in disaster-af-
fected areas.



Shiseido's Corporate Social Responsibility Back Issues 2018

Shiseido Aid Initiatives in the Wake of the Great East Japan Earth-
quake, in 2012

Shiseido Co., Ltd. extends its heartfelt sympathies and deepest condolences to the people affected by the
Great East Japan Earthquake.

The Shiseido Group has been implementing various support including Beauty Support activities.

In 2012, Shiseido is providing activities mainly on the following initiatives that can be useful at moment.

| BALLOONS OF COLORFUL HOPES

Shiseido's hair makeup artists and creators in the Advertising
Creation department have set up this exhibition, introducing
many paintings and compositions coming from children in
Fukushima.

Upholding the title of "BALLOONS OF COLORFUL HOPES",
Shiseido is proactively contributing to such activities, expect-
ing to convey the hopes and dreams of those children to
nationwide Japan just like inflated balloons flying up in the
sky.

The event was held in Iwaki Business Innovation Center from
21th to 25th December, 2012.

~The exhibition was held under the auspices of Shiseido and
Mainichi Daily News, both of which marked the 140th anni-
versary since their foundation~

Website to BALLOONS OF COLORFUL
HOPES
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Shiseido Beauty Support activities in Japan Women's Conference in Sendai

I 2012

Shiseido introduced its aid activities which were provided in disas-
ter affected Northeast Japan, in "Japan Women's Conference in
Sendai 2012" * held at Sendai International Center from 26th Fri to
27th Sat, October 2012.

In the venue, totaling 11 beauty consultants from The Tohoku
Branch of Shiseido Sales Co.,Ltd. presented hand massage service
performances which actually had been provided to women in
evacuation shelters and temporary housing in disaster hit areas,
sharing their effort to recover their everyday lives as well as expe-
riences of dispatched employees themselves. Thus, we are happy
to announce that participants in the conference were convinced
that "there is the power in makeup to revitalize people's mind and
heart". In addition, 4 of Shiseido's Top Beauty Specialists exhibited
their totaling 18 works in 4 sections such as the entrance and main
halls. They presented newly created works under the theme of
"One Step Toward Tomorrow, the Power of Hope" and their photo
works exhibited in a photo show held in Sendai January, 2012.

* Japan Women's Conference has been held since 1984, as one of
the biggest female annual symposiums with its venue taking turn
among cities nationwide, in an effort to realize the improvement of
women's status and Gender Equal Society. Agenda discussed in the
Sendai conference of 2012 included the revival from the Great East
Earthquake from women's perspective and the pursuit of how
disaster prevention should be.

| MIRAI-TSUBAKI Project

In MIRAI-TSUBAKI Project, Shiseido would like to express our
gratitude to our customers and societies for their kind support
for 140 years through our employees' participation in social
contributing activities in return. Particularly, some activities in
an effort to help support the Great East Japan Earthquake hit
areas include "beauty support activities to those areas or those
evacuated far from their home", "next generation activities to
junior and senior high school students" and "activities in coastal
areas under the influence of environmental conditions".

Shiseido Beauty Consultants providing hand
massage services

Works exhibited by Shiseido's Top
Beauty Specialists
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MIRAI-TSUBAKI Project



Initiatives for Children

| Activities to Provide Beauty Information to the Next Generation

The number of children with skin problems such as rough skin
is increasing, caused by their random use of cosmetic products
at a younger age. To address this issue, Shiseido is dissemi-
nating daily beauty information for children, including face
washing and UV-protection methods in an easy-to-understand
manner, thereby enabling children to protect healthy skin on

their own.

The initiative launched in 2009, and we have reached out to

about 6000 children in total.

Onsite Education Activities

s

The scene of the Shiseido Kodomo Seminar

Shiseido Kodomo Seminar is a free, onsite class given at
elementary schools all over Japan. We provide prepubertal
fourth- to sixth-grade students with information on skin and
hygiene as well as on correct skincare methods as a lifelong
habit through hands-on practice.

Knowledge about taking care of the skin, keeping the skin
clean and about correct methods to protect the skin would
encourage children to solve their future skin problems, such
as pimples and roughness, without unduly worrying or being
over self-conscious. We believe that will accordingly improve
their confidence.

Two seminars

Correct Face Washing UV Protection

Children will learn how impurities affect Children will learn what damage UV
the skin and how to keep their skin clean. rays cause to the skin and how to
protect their skin against UV radiation.




School Health Committee

We present a lecture entitled “For your healthy days - UV
protection and correct facial cleansing” at the School Health
Committee meetings attended by parents and teachers.

School Health Committee is a meeting organized mainly by
nursing teachers of each local school. School doctors such as
physicians, otolaryngologists, ophthalmologists, dentists or
pharmacists give presentations on students’ health and
growth status with the aim of providing information to be
shared by teachers and parents.

Recognizing the seminar as a supporting tool to promote
health education at elementary schools, we present lectures
with some demonstrations for adults, who are close to
children, on UV protection and the importance of facial cleans-
ing, which are key contents of our Kodomo Seminar.

Nursing Teachers’ Study Meeting

We present a lecture entitled “For your healthy days - UV
protection and correct facial cleansing” at Nursing Teachers’
Study Meeting attended by nursing teachers of elementary
and junior high schools.

Nursing Teachers’ Study Meeting is a study group of nursing
teachers organized by each municipality. We present a
lecture on UV protection and correct facial cleansing with
many hands-on demonstrations aiming to broadly deliver
information useful to protect children’s healthy skin.

Website

Beauty and lifestyle information for children is available on our website, “Kirei Club for Kids.”
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Educational Materials for Supporting Healthcare Lessons

To support healthcare lessons, we provide free of charge visual educational materials (DVDs) and
leaflets to be distributed to children.

© 1995-2018 Shiseido Company, Limited All Rights Reserved.



With the Earth

Our corporate name is derived from a passage in the Yi Jing, a Chinese classic text, which reads, "Praise the virtues of
the Earth, which nurtures new life and brings forth significant values." Shiseido has been doing business for over 140
years while praising the blessings of the Earth. Today, however, this bounty is being lost at a rapid pace, casting into

doubt our ability to pass it down to future generations.

In order to remain a company always trusted and needed by society and consumers all over the world for the next
100 years, we devote continuous effort to preserve the global environment through initiatives including sustainable

utilization of natural resources and endeavors to minimize climate change impacts.

Our Stance on Environmental Issues/Our Goals, Achievements and Key Ini-

I tiatives

» Shiseido’s Stance on
Environmental Issues/Our
Goals and Achievements
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Shiseido’s stance on environmen-
tal issues and our goals/ achieve-
ments

Shiseido Group's environmental
activity promotion system and
addressing risks related to the
environment

| Other Environmental Initiatives

¥ Product Initiatives
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% Initiatives in Production and
Distribution

Environmentally-friendly
product initiatives

Shiseido’s environment-friendly
initiatives in production and
distribution

» Intiatives to Conserve
Biodiversity

%* Environmental
Communication
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Shiseido’s activities related to
conserving the blessings of the
Earth

Shiseido’s communication activi-
ties on the environment

Shiseido’s initiatives on the reuse,
recycle and other sustainable ways
of using resources




Shiseido’s Stance on Environmental Issues/Our Goals and
Achievements

| Shiseido’s Stance on Environmental Issues

Since 1992, when Shiseido Eco Policy, a set of the company’s principles on environmental considerations, was
formulated, we have worked to preserve the global environment. Today, the inherited passion appears in “Our
Way - With Society and the Earth,”one of the Shiseido Group Standards of Business Conduct and Ethics. Follow-
ing this spirit, we praise and try to preserve the blessings of the Earth, and conduct business with a sincere
commitment to people’s desire to “live beautifully.” That is, we believe, our purpose.

We believe that conservation of biodiversity and sustainable use of water resources are important for “the
preservation of the bounty of the Earth.” Regarding the former issue, we organized “the concept of Shiseido’s
biodiversity” in 2010 as follows.

= Biodiversity at Shiseido

Shiseido is grateful for the benefits of the Earth, the source of new values. Recognizing that the
resources of the Earth are limited, we will use them wisely and fairly for the sake of future generations.
Moreover, we will work proactively for the conservation of biodiversity to realize a sustainable society.

Meanwhile, we have consolidated our thoughts regarding "fresh water resources" as following, in 2013.

We will aim for sustainable water use with respect for the healthy water circulation and the water-related
culture practices of the local community. First, we will create an understanding of the actual situation of our
water use through the value chain of our business activities. Then, based on it, we will work towards minimizing
the impacts on the water circulation and the local water-related culture.

| Environmental Targets and Results

Shiseido commits to pursue "environmental friendliness throughout the product life cycle" and "global
initiatives to reduce CO2" as two pillars in its environmental program up until 2020.

» Environmental Policies and Targets until Year » Environmental Accounting
2020

» Environmental Impact Results in Fiscal 2017



Environmental Policies and Targets until Year 2020

| Minimizing the Environmental Load throughout the Product Life Cycle

Minimizing the environmental load throughout the product life cycle consists of lowering environmental impacts
throughout the life cycle in accordance with "the Production Eco Standards", Shiseido's unique set of environ-
mental standards addressing research and development, product planning, procurement, production, distribu-
tion, sale, use, disposal, and recycling.

We began using sugarcane-derived polyethylene for containers in order to save a finite petroleum resource and
reduce CO2 emissions during disposal and incineration from fiscal 2011. In addition, we are actively working to
increase the environmental friendliness of our products, for example by using recycled/non-wood paper or
third-party certified (FSC-certified) paper and beginning to use more sustainable palm oil for our products.

We are also moving to conserve water resources by reducing the amount of water required to manufacture and
use our products.

Environmental Friendliness Product Targets

Item Objective

In addition to switching to plant-derived polyethylene since 2011, we began to deploy
mechanically recycled plastic. We plan to switch all packaging from resin to sustainable
plastic by 2030 (drawn up in 2017).

Utilization of Sustain-
able Plastic

Since 2012, for the new/updated products for which paper is used in the cosmetics
business in Japan, we have promoted the switch to environmentally-considerate paper,
such as recycled/non-wood paper and third-party certified (FSC-certified) paper.

Use of Sustainable
Paper

For all palm-derived raw materials used for Shiseido products, we will achieve the procure-

ment of raw materials considering environmental conservation for the place of origin
Sustainable Palm Oil (procurement of RSPO-certified materials) by 2020.

For more information, see the Shiseido Group Sustainable Raw Materials Procurement

Guidelines (drawn up in 2018).

| Global Initiatives to Reduce CO2 Emissions

To reduce CO2 emissions worldwide, we endeavor to manage and reduce CO:z emissions at all facilities (head
offices, research centers, production facilities, sales companies, and affiliates), including those located over-
seas.



CO2 Emission Reduction Targets

Scope Base Fiscal 2017 Fiscal 2020 Efiade
year target target
Prod_l._lgtion 18% reduction 20% reduction
facilities Absolute
Japan amount
Non-Production . o .
fadilities . 10% reduction 14% reduction
Fiscal
2009
Production . . Compared
0, o)
fadilities 22% reduction 23% reduction with BAU *1
Overseas
Non-Production ) . Absolute
facilities 8% reduction 11% reduction amount *2

*1 BAU ratio : A comparison of the CO2 emissions that would be expected if particular reduction measures were not implemented
("business as usual," or BAU) and the CO2 emissions that would be expected if reduction measures are implemented.

*2 Excludes facilities from which data has not yet been acquired.

Usually, greenhouse gases (GHG) include seven gases (CO2, CH4, N20, HFC, PFC, SF6, and NF3); however, on this website, these are

expressed cumulatively as CO2 unless otherwise noted.




Environmental Impact Results in Fiscal 2017

| Environmental Targets and Results in Fiscal 2017

During the fiscal year of 2017, Shiseido achieved our targeted reduction of CO2 emissions in all sections.

Our corporate efforts at our facilities in Japan included the consolidation and closure of offices and energy-saving
activities, resulting in the successful reduction of CO2 emissions that compensated for the CO2 emissions gener-
ated by the electricity purchased.

Targets were achieved at our production facilities outside of Japan through the utilization of renewable energy,
such as solar energy generated by power facilities in the U.S.

We continuously promote the use of Aqua Premium, a hydroelectric generation system provided by TEPCO
Energy Partner, Incorporated, at our factories in Japan, while encouraging the use of renewable energy at sites ¢
outside Japan as we aim to meet our 2020 target.

CO2 Emission Reduction Targets in Fiscal 2017

Scope Fiscal 2017 Target Fiscal 2017 Results
, - 18% reduction compared to Fiscal 2009 Reduced CO2 by 19%
Production facilities .
(Absolute amount) (Achieved)
Japan
Non-Production 10% reduction compared to Fiscal 2009 Reduced CO2 by 28%
facilities (Absolute amount) (Achieved)
. Reduced CO2 by 39%
i iliti 0, *
Production facilities 22% reduction compared to BAU *1 (Achieved)
Overseas
Non-Production 8% reduction compared to Fiscal 2009 Reduced CO2 by 14%

*1 BAU ratio: A comparison of the CO2 emissions that would be expected if particular reduction measures were not implemented
("business as usual," or BAU) and the CO2 emissions that would be expected if reduction measures are implemented.
*2 Excludes facilities from which data has not yet been acquired.
Usually, greenhouse gases (GHG) include seven gases (CO2, CH4, N20, HFC, PFC, SF6, and NF3); however, on this website, these are
expressed cumulatively as CO2 unless otherwise noted.

| Environmental Impacts Throughout the Value Chain in Fiscal 2017

In order to effectively reduce CO2, Shiseido measured the environmental impact throughout the value chain and
reduced CO2 emissions throughout the value chain based on the "GHG Protocol Scope 3 Standard".
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In terms of the emission reduction effect through refill product lineup and other initiatives in 2017, we were able
to reduce a total of approximately 44,000 tons of CO2 emissions, including approximately 6,400 tons in raw
material procurement, approximately 33,000 tons in product usage and approximately 4,500 tons in the product
disposal phase.

Target Period: From January 1 to December 31, 2017
Target Facilities: Total of 35 organizations, including Shiseido Group Headquarters, sales offices, research and development centers, production
facilities, and major subsidiaries

Calculation conditions : PDF Shiseido’s Guidance for Product and Organizational Environmental Footprint Assessment

*1 Includes CO2 emissions from electricity and fuel consumption at the Headquarters and Shiseido Research Center (Global Innovation Center)
(classified as Scope 1 and 2), COz2 emissions from business trips (Category 6) and commute (Category 7).

*2 Includes CO2 emissions from the production of raw materials (Category 1), CO2 emissions from procurement logistics (Category 4), and CO2
emissions from the production of fuel consumed at our facilities (Category 3).

*3 Includes CO2 emissions from electricity and fuel consumption at our production facilities (Scope 1 and 2).

*4 Includes CO2 emissions from shipping logistics (Category 4).

*5 Includes CO2 emissions from electricity and fuel consumption at our sales offices (Scope 1 and 2) and advertisements (Category 1).

*6 Includes CO2 emissions from clean water and fuel consumption when our products are used and wastewater treatment associated with the
use of the products (Category 11).

*7 Includes CO2 emissions from the sold products and disposal treatment of them (Category 12).

*8 The following production facilities have achieved zero-emissions with a 100% waste recycling rate.
Japan: Shiseido Osaka Factory, Shiseido Kakegawa Factory, Shiseido Kuki Factory
Overseas: Shiseido International France S.A.S. Unité du Val de Loire and Unité de Gien, Shanghai Zotos Citic Cosmetics Co., Ltd., Shiseido
Vietnam Inc.

*9 Includes CO2 emissions from the waste generated in operations and disposal treatment of them (Category 5).

| Third-Party Certification

Among the CO2 emission categories of Scope 3, Shiseido is certified by SGS Japan Inc., a third-party
certification provider, for the most impactful categories 1, 4, 5, 11, and 12 to secure the transparency and
adequacy of our evaluation. We will disclose the 2017 result as soon as the verification is completed, by
posting a copy of our SGS Verification Statement on this website.



Shiseido's Corporate Social Responsibility Back Issues 2018

| CO2 Emissions Related to Cosmetics and Personal Care Products

We also evaluate the environmental footprint of Shiseido’s cosmetics and personal care products, including CO2
emissions, according to “Shiseido’s Environmental Footprint Evaluation Guidance.”

Production
Distribution

Procurement
Disposal

Facial Wash
Quantity:120g

4.9

kg-CO-e

CO: emissions

per product

Distribution

Production

Lotion
Quantity:170mL

1.2

kg-CO:e

Makeup
Remover
Quantity:230mL

4.7

kg-CO:e

Distribution
Production

Distribution

Night Cream
Quantity:30g

Emulsion
Quantity:130mL

1.0

kg-CO:e

Distribution
Production

Production

Distribution
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Shiseido's Corporate Social Responsibility Back Issues 2018

Distribution

Production

Sunscreen
Quantity:60mL

Procurement

. Production
Disposal

Distribution

Shampoo
Quantity:500mL

13

kg-CO2e

* Evaluation done under below condition

Distribution
Production

Disposal

Lipstick
Quantity:4g

Procurement

. Production
Disposal

Distribution

Conditioner
Quantity:500mL

13

kg-COqe

Product category

Conditions

Facial Wash

Rinse off with 4.11L of warm water (40 °C)

Makeup Remover

Rinse off with 4.5 L of warm water (40 °C)

Lotion and Emulsion

Apply to the face with a cotton pad

Shampoo and Conditioner

Rinse off with 15 L of warm water (40°C)

Evaluation of each life cycle stage by product types, and CO2 emissions per product

158




Shiseido’s Guidance for Product and
Organizational Environmental Footprint
Assessment (ver. 1.02)

29" June, 2018

© 2018 Shiseido Company Limited



This guide provides principles, requirements and guidelines related to the
environmental footprint (EF) of products and organizational activities, as defined by
the life cycle assessment (LCA) outlined in I1SO 140401”, 140442 ?and “Corporate
Value Chain (Scope 3) Standard *” of GHG protocol.

The objective of this guide is to promote eco design and minimize environmental
impact by providing appropriate methodology to evaluate our efforts on product
development or economic activities from a life cycle perspective while preventing
greenwash due to the overestimation of avoided effect. If necessary, when
evaluating the tradeoff or synergistic effect, system boundaries and impact
categories should be expanded. In interpreting and communicating the results of EF
evaluation, uncertainties due to the limits of LCA shall be carefully considered,
including data quality among secondary databases or differences in the available

range of primary data collection between suppliers,.

1.Terms and Definitions

1-1 Greenhouse gas (GHG):
The gas in the atmosphere that can absorb and release infrared radiation
emitted from the surface of the earth, atmosphere and clouds. In this guide, GHG
includes CO2, methane (CH4), nitrous oxide (N20), hydrofluorocarbons (HFCs),

perfluorocarbons (PFCs), and sulfur hexafluoride (SFs ).

1-2 Product:
Consumer goods provided by Shiseido. Unless otherwise noted,product shall fall
under the definition of cosmetics or quasi-drugs provided by the Japanese Pharma-
ceuticals and Medical Devices Law.

1-3 Raw material:

Ingredients or packaging material used in or for the product.

1-4 Packaging material:
Material in whole or in part constituting the bottle, cap, pump, accessory, etc.
of a product

1-5 Auxiliary material:
Whatis consumed only at a specific stage and does not constitute part of the

product or accessories. For example, lubricants used at the production stage,
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transportation materials used at the distribution stages, etc.

1-6 Preparation stage for recycling:
A process to prepare for recycling after a thing has been divided into its

separate parts.

1-7 Equipment to be used repeatedly:
Tools designed for repeated use, such as pallets and plastic containers.

1-8 Primary data:
The data that is collected directly, such as electricity consumption on a

production site.

1-9 Secondary data:
The data that is compiled from static data such as national economic input/

output database, agricultural statistics, industrial statistics, etc.

2.Scope
2-1 Component to be targeted by this guide

(1) Contents and ingredients

(2) Packaging materials
- Containers (e.g. bottle, stopper, pump, pouch, etc.)
- Secondary packaging (e.g. carton, blister case, etc.)

(3) Accessories (e.g. manual, brush, etc.)

2-2 Non-target component
(1) Promotional materials attached for a limited time

(2) Equipment to be used repeatedly

2-3 Functional unit
In principle, EFis evaluated based on sales units.
In cases in which the product has a corresponding refill, the weighted EF
average between these products, calculated using the content weight and the
sales quantity or the planned sales quantity, may be adopted as the product's

EF value

© 2018 Shiseido Company Limited



<Example>

Product Weighte-
Regular product Refill product eighte
daverage

EF=(10*40*100+

2*40*300)/(40*
100 +40*300)
=4

Weight of content 409

Sales quantity 100 p 300p

EF 10 2 4

2-4

2-5

Life cycle perspective
The EF of a product considers all stages of the product life cycle as follows:
-Raw material procurement stage
-Manufacturing stage
- Distribution stage
-Use & maintenance stage
- End-of-life stage

The recycling and selling process are excluded from the system boundary.

Inventory analysis and database
Environmental inventory analysis shall be carried out based on primary data and

some appropriate secondary data. The following databases are recommended for

EF inventory analysis.

- IDEA?

- Ecoinvent *

- Japanese public database for the CFP program®

- The basic unit database for the evaluation of organizational greenhouse gas
emissions throughout the value chain”

- WaterStat ®

- Water Footprint Inventory Database ?

- Electric power consumption rate,provided by power companies

Environmental impact categories and models on impact assessment
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The table below shows default impact categories with respective indicators

and impact assessment models.

Impact category Indicators LCIA model

Climate change kg-CO2 equivalent Bern model -
Global Warming Potentials
(GWP) over a 100 yeartime

horizon10)
Water resource- m*H20 equivalent (1) AWARE 1)
consumption (2)Water Unavailability
Factor'”
Water pollution ThOD (=COD)
(Aquatic Fresh water: kg-P equiva-
eutrophication) lentMarine: kg-N equivalent

3. Methodological framework
3-1 Common application to all stages

3-1-1 Data collection

Primary data shall be collected on unit processes that have a large effect on

the whole product life cycle.

Secondary data is permitted for unit processes with less influence.

The activities of indirect departments such as the headquarters and research
departments are not included in the evaluation. If it is difficult to extract the
activities of indirect departments from the whole, indirect departments may be
included.

Capital goods such as facilities for producing products are not subject to evalua

tion.
Items that are used repeatedly are not subject to evaluation.

Regional differences should be take ninto consideration based on primary data

on each area.

3-1-2 Period of data collection
- The actual measurement data should be the average value of one year.
- The influence of seasonal fluctuationsis eliminated by collecting annual data.
- When the annual average value is not adopted, the data validity and the

reliability of the evaluation shall be verified and accounted for.
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In cases in which data has large annual variations such as the amount of
agricultural harvesting, average values over several years should be used in

accordance with the objective.

3-1-3 Allocation

If it is difficult to collect data for each product or unit process respectively, the
data collected or the calculation result based on that data may be allocated
according to the physical quantity such as weight ratio, volume ratio and
number ratio.

In case another approach is taken for allocation, the validity of this approach

shall be explained.

3-1-4 Transportation

- All inter-site transport (one way transport) shall be accounted for.

Primary data should be collected as much as possible and should be calculated
based on the following method:

v" Fuel consumption method

v" Fuel efficiency method

v' Ton-kilometer method

The details of each method can be found in Annex B.

3-1-5 Evaluation on waste treatment

For waste discharged at each stage, the EF associated with waste treatment and
transportation from the source to the final disposal site shall be calculated at each
stage.

The waste shall be treated according to the scenario detailed in Annex E, based on
material type.

In case the evaluationis based on climate change, CO2 emissions released from
the carbon in material molecules shall be included. However, CO2 generated from
biomass-derived materials should not be considered (=carbon neutral).

For waste materials to be recycled, the EF related to transportation to the
treatment site and the preparation process for recycling shall be calculated.

The reduction effect on EF due to recycling shall not be included in the
End-of-life stage.

If waste is sold as a valuable material, it is excluded from evaluation.
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3-1-6 Cut-off

- Inprinciple, cut-off shall not be permitted for each process of the

manufacturing stage and the use & maintenance stage.

- The EF of materials and processes which contribute less to the entire EF can be cut

off* with specification.

- Thetotal cut off EF shall be less than 5% of the total EF.

- The calculated EF shall be rebated by the ratio to the entire EF.

3-2 Raw material procurement stage

3-2-1 Scope

The manufacturing stage covers processes included in the following items:

production

procurement stage

Procurement transportation to the manufacturing stage
Treatment of waste and wastewater generated from the raw material

Resource mining, cultivation, and breeding processes related to raw material

- If there are processes other than the above, the process should be also included

in the data collection scope.

3-2-2 Data collection

In the raw material procurement stage, data items to be collected are shown in the

table below.
Primary Either Secondary
ltems .
data will do data
1. Procurement volume such as weight,
quantity, and cost of raw materials for each * %/
supplier input to product manufacturing
2. EF related to the production of ingredients v
3. EF related to the production of packaging
v
materials
4. EF related to the production of accessories
v

(manuals, utensils, etc.)
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5. EF related to fuel consumption in
procurement transportation to the v
production site

6. EF related to consumption of
transportation materials in procurement v
transportation to the production site

7. EF related to waste generation in
procurement transportation to the v
production site

8. EF related to waste treatment in
procurement transportation to the v
production site

9. Amount of agricultural products and other
biomass-derived materials put into v
products

10. Amount of fresh water resource to be used
for cultivation

11. Water consumption for cultivating
agricultural products and biomass-derived
materials used for product from each
water source

12. EF related to the fuel and energy supply
which is procured through a public service

13. EF related to the fuel and energy supply
which is generated on-site or is not
prepared in 2-6 databases (e.g.green
power,etc.)

3-2-3 Method and conditions of primary data collection
- When procuring recycled materials or reused materials, EF associated with the
process after the preparation stage of recycling or reuse shall be included.
- Incases where the same raw materials are procured by multiple suppliers, it is
desirable to collect primary data for all suppliers. If it is impossible to collect

data from all suppliers, primary data shall be collected for the top 50% of the
total procurement amount.
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- For procurement sources that cannot collect data, the weighted average value
based on the procurement amount of the supplier which provided information

may be used as secondary data.

- In cases where the suppliers are different for each production site, the primary data

on the production site producing the target product shall be collected.

- The primary data measurement method for the raw material manufacturing

process should be selected from the following four methods.

(A) Method of totalizing the input/output amount of items for each operation unit
(unit operating time, one lot, etc.) of facilities required for executing the
process
e.g.(Equipment operation time)*(Power consumption rate of equipment)=
(Power consumption)

(B)Method of allocating actual values for a certain period of time at
production sites among products
e.g. Total fuel input per year allocated among products

(©)Combined use of (A) and (B)

- Procurement volume may be substituted for input quantity.

- On the evaluation of GHG emissions, if it is difficult to obtain primary data and to
find appropriate secondary data, a value of 5.0kg-CO2e/kg shall be applied in order
to avoid underestimation due to missing data.

- The EF related to packaging material (EFpm) in the procurement stage should be
calculated based on the weight preferentially with the following equation:

EFpm =X (W * (Gm+ Gp+ Gt* Dt*10 3))

W: Weight of the parts [kg]

Gm: Unit EF corresponding to the material of the parts

Gp: Unit EF corresponding to the process such as molding, printing, etc.
Gt: Unit EF corresponding to the transportation method

Dt: Transportation distance [km]

- In case of product EF evaluation, primary data related to the procurement
volume shall be used. In the evaluation of organizational EF, if it is difficult to
identify the weight of packaging materials, the average value of the same kind of
packaging materials may be adopted.

- Inthe evaluation of auxiliary materials, the calculation based on the payment
amount may be adopted.

3-2-4 Scenario on procurement transportation
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- For transportation and transportation materials used in the transportation

process, it is desirable to collect primary data.

- Ifitis difficult to collect primary data, the scenario inAnnex C may be used.

3-2-5 Classification on evaluation of Scope 3 GHG emissions

- GHG emissionsrelated to cradle-to-gate such as sourcing, material produc-

tion,

cultivation, purification, etc. shall be classified as category 1.

- GHG emissions related to procurement logistics shall be classified as category 4.

3-3 Manufacturing stage
3-3-1 Scope

The manufacturing stage covers the processes included in the following items:

Product manufacturing

manufacturing stage

included in the data collection scope.

3-3-2 Data collection

Production and transportation of auxiliary materials to be put into the

Treatment of waste and wastewater generated from the manufacturing stage

If there are processes other than the above, the process should be also

In the manufacturing stage, the data items to be collected are shown in the table

below.

[tems

Primary
data

Either
will do

Secondary
data

1. Input of water
*Water which is part of the content shall be
treated as an ingredient in the raw material
production stage.

Input of fuel and electric power

Input of auxiliary materials

The volume or amount of production

Waste and wastewater generation

S| A N

Intermediate transport between sites

AN AYAYAYAS
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7. EF related to water supply v

8. EF related to the production of auxiliary
materials

9. EF related to the process of waste and
wastewater treatment from the v
manufacturing stage

14. EF related to the fuel and energy supply
which is procured by a public service

15. EF related to the fuel and energy supply
which is generated on-site or is not
prepared in 2-6 databases (e.g. green pow-
er,etc.)

3-3-3 Method and condition of primary data collection
- For products produced at multiple sites, primary data shall be collected for all
sites,and a weighted average according to the quantity at each site shall be
applied.
- The primary data measurement method for the manufacturing process should
be selected from the following four methods:
(A) Method of totalizing the input/output amount of items for each operation unit
(unit operating time, one lot, etc.) of facilities required for executing the
process

e.g. (Equipment operation time)* (Power consumption rate of equipment)
= (Power consumption)

(B) Method of allocating actual value for a certain period of time at production site
among products
e.g.Total fuel input per year allocated among products
(C) Combined use of (A)and (B)
- When measurement method (A) is adopted, the EF shall be appropriately
allocated according to the method of (3-1-3).
- When measurement method (C) is adopted, missing records or double
accounting shall be prevented in the evaluation of each process.
- The primary data on GHG emissions related to waste from the manufacturing stage
shall be evaluated according to the following two methods:
(A) GHG emissions are calculated from the stoichiometric relationship,

assuming that all carbon atoms constituting the components are
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discharged as CO2 by incineration or wastewater treatment.
(B) Evaluate GHG emissions of products by measuring CO2 emissions with a
burning test for each raw material.
- When the molecule contains biomass-derived carbon, CO2 generated from the
biomass carbon should not be counted (carbon neutral).
- Forevaluations on waste treatment or wastewater treatment from the
manufacturing stage, EF related to the operation of waste treatment or
wastewater treatment shall be included in the manufacturing stage.

3-3-4  Scenario on intermediate transportation
- For transportation and transportation materials used in the intermediate
transportation process, it is desirable to collect primary data.

- Ifitis difficult to collect primary data, the scenario in Annex C may be used.

3-3-5 Classification on evaluation of Scope 3 GHG emissions

- GHG emissions associated with the combustion of fuel consumed in the site
should be classified as Scope 1.

- GHG emissions related to the production of electric power consumed in the
site, supplied by others, shall be classified as Scope 2.

- GHG emissions related to the production of fuel consumed in the site shall be
classified as category 3.

- GHG emissions related to the offsite treatment of waste and wastewater
discharged from the manufacturing stage shall be classified as category 5.

3-4 Distribution stage
3-4-1 Scope

The distribution stage covers the processes included in the following items:
Shipping logistics

Production and transportation of auxiliary materials to be put into the
distribution stage

Treatment of waste and wastewater generated from the distribution stage

If there are processes other than the above, the process should be also included
in the data collection scope.

3-4-2 Data collection
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In the distribution stage, the data items to be collected are shown in the table

below.
Primary Either will | Secondary
Items
data do data

1. Product weight 4
2. Transportation quantity of products v
3. Transport distance v
4. Usage of transport materials v
5. EF on production and transportation of y

transportation materials
6. Amount of waste generated in the

distribution stage v
7. EF related to the fuel and energy supply

which is procured by a public service v
8. EF related to the fuel and energy supply

which is generated on-site or is not v

prepared in 2-6 databases. (e.g. green

power,etc.)
Fuel consumption method
9. Fuel consumption v
10. EF for each fuel type v
Fuel efficiency method
11. Fuel efficiency v
12. EF for each fuel type v
Ton-kilometer method
13. Transportation method v
14. Loading rate v
15. EF related to loading rate and transporta- v

tion means

3-4-3 Method and condition of primary data collection
- The data collection method is not specified.

3-4-4 Scenario on procurement transportation

- Ifitis difficult to collect primary data, the scenario in Annex C may be used.
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3-4-5 Classification on evaluation of scope 3GHG emissions

- GHG emissions related to the distribution shall be classified as category 4.

3-5 Use & maintenance stage

3-5-1 Scope
The use & maintenance stage covers all processes associated with use or
maintenance of the product by the consumer. The concrete processes are as
follows:

- Water supply for product use
- Energy or fuel consumption for product use
- Manufacturing of expendables for product use

- Treatment of waste, except for the product contents, generated from the use &
maintenance stage

- Treatment of wastewater generated from the use & maintenance stage
- GHG emissions from the use of aerosol products
- If there are processes other than the above, the process should be also

included in the data collection scope.

3-5-2 Data collection
In the use & maintenance stage, the data items to be collected are shown in the

table below.

Primary Either will | Secondary
data do data

[tems

Content volume, weight, amount v

Content usage per 1 use

Power consumption per 1 use

Fuel consumption per 1 use

Water consumption per 1 use

NNENENENEN

Expendable consumption per 1 use

N|jo|viA|wiNd=

Amount of waste, except for the
materials the product consists of,

<

generated in the use & maintenance stage
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8. Amount of wastewater generated in the
use & maintenance stage (= water v
consumption in the use &
maintenancestage)
9. Amount of propellant released from the v
use of a aerosol product
10. Gas composition of a propellant v
11. EF related to the production of
expendables d
12. EF related to the water supply for
product use v
13. EF related to wastewater treatment from
the use & maintenance stage v
14. EF related to the fuel and energy supply
which is procured by a public service v
15. Indirect global warming potential of LPG v 10)

3-5-3 Method and condition of primary data collection

- EF of products that do not involve any consumption of power, fuel, water and
expendables shall be evaluated as no impact.

- Usage times should be calculated according to the following formula:
(Usage times) =(Product content weight) /(Usage weight per 1 use)

- Primary data shall be collected based on the scenario in AnnexD.

- For aerosol products that emit GHG as a propellant, GWP shall be included in the
scope.

- Foraerosol products that emit LPG as a propellant, indirect GWP of LPG'? shall be
included in the scope.

- The processes on treatment of waste containers and waste accessories,
consisting the product, are excluded from the data collection items at the use &
maintenance stage so asto be grasped at the end-of-life stage.

3-5-4 Scenario on product use

- Usage scenarios for each product category are listed in Annex D.

3-5-5 Classification on evaluation of scope 3 GHG emissions
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- GHG emissions related to the production of consumables, electric power, fuel, and
tap water consumed with product use shall be classified as category 11.

- GHG emissions related to the combustion of fuel consumed with product use
shall be classified as category 11.

- GHG emissions related to the treatment process of wastes and waste
water, which do not constitute the product,generated from the use stage shall
be classified as category 11.

3-6 End-of-life stage
3-6-1 Scope
The End-of-life stage covers the processes included in the following items:
- Degradation of content
- Collection and transport of waste derived from product packaging and acces
sories
- Incineration and landfill treatment of waste derived from product packaging and
acces sories
- Pre-recycling process (up to the preparation stage for recycling)
- If there are processes other than the above, the process is also included in the

calculation scope.

3-6-2 Data collection
In the end-of-life stage, the data items to be collected are shown in the table

below.
Primary Either Secondary
ltems .
data will do data
1. GHG emissions due to degradation of
content, packaging, accessories v
2. Amount of ThOD due to degradation of
v
content
3. Amount of N due to degradation of »
content
4. Amount of P due to degradation of »
content
5. Amount of waste packaging, waste v
accessories, waste transport materials
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6. Transportation method to treatment v

7. Transport distance to treatment facility

AN

8. EF related to transportation to treatment
facilities

<

9. Amount of waste to be incinerated

10. Amount of waste to be landfilled

11. EF related to waste treatment

12. EF related to recycling pretreatment

AN NN NS N

(e.g.washing, making bale, etc.)

3-6-3 Method and condition of primary data collection
- The primary data on GHG emissions related to degradation of content shall be
evaluated according to the following two methods:

(A) GHG emissions are calculated from the stoichiometric relationship,
assuming that all carbon atoms of the components are discharged as CO2 by
incineration or wastewater treatment.

(B) GHG emissions of products are evaluated by measuring CO2 emissions
from burnings tests for each raw material.

- When the molecule contains biomass-derived carbon, carbon derived from the

biomass should not be counted (carbon neutral).

3-6-4 Scenario on transportation and waste treatment

- For transportation to treatment facilities, the scenario in Annex C shall be
applied uniformly.

- For waste treatment at treatment facilities, the scenario in Annex F shall be

applied uniformly.

- Thereleased amount of ThOD, N and P may be calculated with the following
equation:
(Released amount) = (Actual amount) * (1 —(Penetration rate of the sewage

treatment plant in the area where the product is used))

3-6-5 Classification on the evaluation of scope 3 GHG emissions
- GHG emissions related to the treatment process of waste from the product shall

be classified as category 11.
- GHG emissions such as CO2 and CH4 emitted from the carbon molecules of the
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product’s materials by microbial degradation or combustion shall be classified as

category 12.

3-7 Other activities
3-7-1 Scope

Evaluation of other activities is for organizational LCA or the evaluation of

scope 3 GHG emissions. Other activities cover the processes included in the

following items:

- Investment for capital goods
- Business travel
- Commuting

3-7-2Data collection

In the end-of-life stage, the data items to be collected are shown in the table below.

ltems Primary Either Secondary
data will do data
Scope 3, Category 2:Investment for capital goods
1. Capital investment in innovation centers v
and production sites
2. Types and amount of materials used for
the construction of buildings v
3. Ifitis difficult to obtain data for 2., the
results will be gotten from CASBEE. v
4. Total floor area and useful lifetime. v
5. EF related to the production of capital
goods such as productive facilities and v
buildings
Scope 3, Category 6:Business travel
6. Expenditure on business travel v
7. Destinations of business trips v
8. Number of business trips for each v
destination
9. Means of transportation on business v
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10. EF related to transportation v

Scope 3, Category 7:Commuting

11. Expenditure on commuting v
12. Means of transportation for commuting v
13. EF related to transportation v

3-7-3 Classification on evaluation of scope 3 GHG emissions

- GHG emissions related to investment for capital goods shall be classified as category

2.

- GHG emissions related to business travel shall be classified as category 6.

- GHG emissions related to commuting shall be classified as category 7.
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Life cycle flow diagram

Annex A
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Annex B: Method of evaluating EF due to fuel consumption during transportation

B-1 Fuel consumption method
(1)Collect the amount of fuel used for each transportation means.
(2)EF is calculated by multiplying the amount of fuel and the EF factor related to
supply and use of the fuel (secondary data).

B-2 Fuel efficiency method
(1) Calculate the average fuel efficiency by fuel consumption and transport distance

within the specified period.

(2) EF is calculated by multiplying the fuel efficiency, the transport distance related
to product distribution and the EF factor related to supply and use of the fuel
(secondary data).

B-3 Ton-kilometer method
(1) Collect the loading rate [%)] for each means of transportation and the transport load
(transport ton-kilometer) [t - km].
(2) EF is calculated by multiplying product weight, transport distance and the EF factor
according to the transport load of each transport means (secondary data).
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Annex C: Scenario for transportation

Transport scenarios for each stage in cases where primary data can not be collected are
shown below. They apply to each transportation process for the raw material
procurement stage, the manufacturing stage, the distribution stage and the end-of-life
stage.

C-1 Transport distance
This guide uses a longer transport distance than average in order to raise the
incentive for primary data collection.

<Examples>

(1)Transportation within the prefecture: 100 km

(2)Inter-prefecture transportation: 1.5 times of the actual inter prefecture distance
(3)Transportation of procurement (from supplier to production site) : 500 km

)
)
(4)Shipment logistics for domestic market in U.S. and China: 2,000 km
(5)Shipment logistics for domestic market, when the consumption area is not
limited to a specific area: 1,000 km

(6)International transportation:
(7-1) Land transportation
- If the departure country and arrival country are connected by land, the land
transport distance is shorter than the distance by ship,and the land transport
distance is 2000 km or less, land transportation will be selected.-Transportation in
departure country: 1,000 km
- Transportation in arrival country: refer to(1) -(5)
(7-2) Marine transportation
- Transportation from the production site to the port of the producing country: 10
km
- Transportation from the port of the producing country to the port of arrival
country (= consuming country): refer to the "Inter-country/Region Distance
Database"
- Transportation in arrival country: refer to(1) -(5)
(7)Transportation of waste collection: 100 km (one way transport)
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C-2 Transport method

In principle, truck transport is adopted as the basic transport method in order to raise
the incentive for primary data collection and reduction of CO2 emissions by modal
shift.

<Examples>

(1) Transportation by logistics operator: 10 ton trucks

(2) Transportation by other businesses (producers,etc.): 2 ton trucks

(3) International shipment: Container ships(less than 4000 TEU)

(4) Transportation of waste collection: 2 ton trucks

C-3 Loading factor

A scenario with a lower loading rate than average was adopted in order to raise the
incentive for primary data collection.

<Example>

50 %

C-4 Transport materials

A scenario with more transportation materials than average was adopted in order to

raise the incentive for primary data collection.

<Example>

(1) Transportation for raw material procurement: 71.3 g/kg of tinplate and 33.5 g/kg of
cardboard

(2) Transportation for packaging material procurement: 0.5 g/g of cardboard and
0.01 g/gof polyethylene sheets

(3) Intermediate transportation in the manufacturing stage: 71.3 g/kg of tinplate and
33.5 g/kg of cardboard

(4) Transportation for shipping: Using cardboard with weight of 50% of product
weight
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Annex D: Scenario for use conditions

Use conditions per 1 use of product which requires the consumption of energy, fuel,

water and expendables are described below:

(1) Skincare lotion

Scenario

Use 1 sheet of cotton (=0.74 g) per 1 use.

Content usage 20mL Room temperature -°C
Expendables Cotton sheet Amount of exp. 0.72¢g
(2) Skincare emulsion

Scenario Use 1 sheet of cotton (=0.74 g) per 1 use.

Content usage 1.5mL Room temperature -°C
Expendables Cotton sheet Amount of exp. 0.72g

(3) Makeup cleansing

oil

Scenario

After use, rinse off with 4.5 L of water or hot water. In

calculating the EF related to water consumption, the

temperature is set at 33.1 °C according to the results of an

internet survey on consumer behaviors*.

Content usage 3.0mL Room temperature 17 °C
Water consumption 45L Water temperature 33.1°C
Electricity 0.00030 kWh City gas 0.0067Nm?3

*The survey results showed that the respondents rinsed7 times with hot water and 3
times with lukewarm water.

(4) Face wash

Scenario

After use, rinse off with 4.5 L of water or hot water.

In calculating the EF related to water consumption, the

temperature is set at 33.1 Caccording to the results of an

internet survey on consumer behaviors.

Content usage 19 Room temperature 17 °C
Water consumption 45L Water temperature 331 °C
Electricity 0.00030 kWh City gas 0.0067 Nm?3

© 2018 Shiseido Company Limited




(5) Face wash (Foaming type)

Scenario

After use, rinse off with 4.5 L of water or hot water. In
calculating the EF related to water consumption, the
temperature is set at 33.1 °C according to the results of an
internet survey on consumer’s behavior.

Content usage 25 mL Room temperature 17°C
Water consumption 45L Water temperature 33.1°C
Electricity 0.00030 kWh City gas 0.0067 Nm?3

(6) Face wash (Easy rinse-off type)

Scenario

After use, rinse off with 4.5 L of water or hot water. In
calculating the EF related to water consumption, the
temperature isset at 33.1 °C according to the results of an
internet survey on consumer’s behavior.

Content usage 25mL Room temperature 17°C
Water consumption 27L Water temperature 33.1°C
Electricity 0.00030 kWh City gas 0.0067 Nm?
(7) Soap

Scenario This scenario assumes hand washing. 10 L of tap water is

consumed for rinsing off per 1 use(30 seconds).

Content usage 079 Room temperature 17 °C
Water consumption 10L Water temperature 17 °C
Electricity -kWh City gas - Nm?

(8) Soap as a hotel amenity

Scenario

Itis assumed that 10 % of the contents are used for washing the
hands and body, and 90 % remains. The remaining soap is
discarded (Shiseido survey). 100 L of 40 °C water is consumed for
washing on an overnight stay.

Content usage Whole amount Room temperature 17 °C
Water consumption 100L Water temperature 40 °C
Electricity 0.13 kWh City gas 0.30Nm?
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(9)Eco-soap as a hotel amenity

Scenario

Itis assumed that 10 % of the contents are used for washing the
hands and body, and 90 % remains. The remaining soap is

discarded (Shiseido survey). 100 L of 40 °C water is consumed for
washing on an overnight stay.

Content usage Whole amount Room temperature 17 °C
Water consumption 100 L Water temperature 40 °C
Electricity 0.13 kWh City gas 0.30Nm?
(10) Shampoo, Hair conditioner and Body shampoo

Scenario After use, rinse off with 15L of 40 °C water.

Content usage 6.0 mL Room temperature 17 °C
Water consumption 15L Water temperature 40 °C
Electricity 0.0020 kWh City gas 0.44Nm?
(11) Bathwater additive

Scenario Add specified amount to hot water in bathtub.

Content usage 25 mL Room temperature 17 °C
Water consumption 200 Water temperature 40 °C
Electricity 0.027kWh City gas 0.59Nm?
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Annex E: Scenario for waste treatment

The following scenario should be adopted for the method of waste treatment
(waste containers, waste accessories, waste transport materials, etc.) sent to the
processing facility, depending on the type of waste materials. In the case where it is
difficult to specify the type and composition ratio of waste materials, the scenario
"E.6 Other Waste" may be adopted.

E-1 Glass
The glass waste treatment scenario, taken fromPCR(PA-BE-03) "of the carbon
footprint program for glass container packaging in Japan, is shown below.
- 53.1% is recycled as cullet.
- 13.4% is recycled as a raw material for other uses.
- 15.3% undergoes intermediate treatment and is landfilled.
- 18.2% is directly landfilled.

E-2 Plastic
The plastic waste treatment scenario, taken from PCR(PA-BC-02) " of the carbon
footprint program for plastic container packaging in Japan, is shown below.
- 62% is incinerated.
- 16% is landfilled directly.
- 22% is recycled.

*GHG emissions from the plastics of sold products and disposal treatment of them
were calculated under the following scenario until FY2017, on Scope 3 evaluation.
- 92% is incinerated.

- 3% is landfilled directly.-5% is recycled.

E-3 Paper
The paper waste treatment scenario, taken from PCR(PA-BB-01)'® of the carbon
footprint program for paper container packaging in Japan, is shown below.
- 96% is incinerated.
- 4% is recycled.
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CO2 from the release of carbon-constituting paper molecules is not counted,
because paper is considered to be a 100% biomass-derived material(carbon neutral).

E-4 Cardboard

The cardboard waste treatment scenario, taken from PCR (PA-BB-01)'® of the
carbon footprint program for paper container packaging in Japan, is shown
below.

-4% is incinerated.

- 96% is recycled.E-5 Metal

- 100% is landfilled.

E-6 Other waste

The other waste treatment scenario, taken from the report “Survey on actual
waste disposal business in Japan (2006, Ministry of the Environment, Japan) " , is
shown below.

- 92% is incinerated.

- 3% is landfilled directly.

- 5% is recycled.

© 2018 Shiseido Company Limited



ﬁ’f/’f’/ﬁ (( D k)\\\\\\&\i
Verification Statement ‘\\k\\\\\\ é % / )

6 June 2018

Mr. Masahiko UOTANI,
President and Group CEO
Shiseido Company, Limited.

Objective
SGS Japan Inc. {hereinafter referred to as "SGS") was commissioned by Shiseido Company, Limited. (hereinafter referred to
as "the Organization") te conduct independent verification based on Criteria of Verification (IS0 14064-3: 2006 and the SGS
verification protocol) regarding the data prepared by the Organization (hereinafter referred to as *the GHG assertion™). The
objective of this verification is to confirm that the GHG assertion in the Organization's applicable scope has been correctly
calculated and reported in the GHG assertion in conformance with the criteria, and to express our views as a third party.

Scope

The scope of verification is limited to the GHG assertion at the head office, major facilities, factories, laboratories and major
subsidiaries in Japan and overseas {totally 35 organizations, including 21 overseas), which have been defined by the
Organization.

GHG emissions included in the GHG assertion are Scope 3 (Category 1, 4, 5, 11 and 12).

The period subjsct tc report is from January 1, 2017 to December 31, 2017,

Procedure of Verification

The GHG assertion was verified in accordance with Criteria of Verification, and the following processes were implemented at
a limited of assurance:
+  Verification of the caleukation system: Interviews on the measurement, tabulation, calculation and reporting methods
employed by the Organization as well as review of related documents and records
o \Verification of the GHG assertion: On-site verification, and review of calculation systems and match of evidences at
the Shiodome Main Office, and performance of analytical procedures and interviews for the other sites in the scope of
verification
The criteria for this review are based on the following documents:
. Basic Guidelines on Accounting for Greenhouse Gas Emissions Throughout the Supply Chain, Ver. 2.2 and the
Database of emissions unit values on the same Accounting Ver. 2.4
. Basic Database of the Carbon Footprint of Products (CFP) Communication Program Ver. 1.01 and the Applicable Data
(Domastic) of the same Program Ver. 1.01
) Protocol specified by the Organization
Conclusion
Within the scope of the verilication activities employing the methodologies mentioned above, nothing has come to our
attention that caused us to believe that the Organization's GHG assertion {Scope 3: 2,008,311 t-C02) was not calculated and
reported in conformance with the criteria,
SGS Japan Inc. affirms our independence from the organization, being free from bias and conflicts of interest with the
organization.

For and on behalf of SGS Japan Inc

Senior Executive & Business Manager Yuii Takeuchi
Certification and Business Enhancement I oo

Signed:




Environmental Accounting

| Basis for Environmental Accounting Calculations

Target Period : January 1, 2017 - December 31, 2017

Scope of Target : Head office, Shiseido research center (Global Innovation Center), and Production facilities (Japan

and Overseas)
Unit : Millions of yen

1. Environmental Conservation Costs
Category

(1) Costs breakdown by operation

(1)- 1 Pollution prevention costs

(1)- 2 Global environmental conser-

vation costs
Breakdown

(1)- 3 Resources recycling costs

(2)Upstream/downstream costs

(3)Administrative costs

Main Initiatives

Water contami-
nation, atmo-
spheric pollution,
etc.

Promotion of
energy conser-
vation, measures
to protect the
ozone

layer, etc.

Waste process-
ing, recycling,
wastewater
re-use, reducing
materials, etc.

Costs associated
with Recycling of
Containers and
Packaging
Recycling Law,
green procure-
ment, product
recycling, etc.

Personnel
expenses
(excluding R&D),
environmental
management
costs

Investment

94

10

84

Expenses

288

81

205

202

284



Shiseido's Corporate Social Responsibility Back Issues 2018

R&D for environ- - 13
mentally friendly
products, etc.
(4)Research and Development costs (including
personnel
expenses)
Support of
environmental
groups, disclosure
(5)Social contribution costs of environmental - 42
information,
environmental
advertising, etc.
Environmental
(7)Other costs remediation - 8
costs, etc.
(7)Other costs - 9
Total 94 846
2. Environmental Conservation Outcomes
GuliEsTes Economic
effect
Earnings Revenue from the recycling of waste generated in main business activities and the 49
recycling of used products, etc.
From energy conservation 62
Waste-related 27
Cost
savings From resource conservation 48
Other 1
Total 186

190




Environmental Management

| Management Structures

Shiseido considers and consults on a variety of environmental issues at the “Executive Committee,”
which makes decisions for the execution of operation.

| Environmental Management According to ISO14001 Certification

1S014001 is an international standard governing environmental management that was established in 1996.
It presupposes ongoing inspections by an outside organization after initial certification. Production factories
of Shiseido use a management system based on 1ISO14001, and they strive to improve management
structures and reduce environmental impacts through the repeated use of the PDCA cycle ("Plan," "Do,"
"Check," "Act").

Status of IS014001 Certification

Shiseido International France Sociéteé par actions simplifise Val de Loire Factory
Date of certification : February 8, 2002

Shiseido America, Incorporated
March 31, 2000

Shisgido International France Sociate par actions simplifiee Gien Factory
August B, 2000

RN

/_. ., Shiseido Livuan Cosmetics Company Limited
August 17, 2000

Shiseido Citic Cosmetice Co., Lid.
November 8, 2004 Hsinchu Factory, Taiwan Shisside Gompany Limited
August 31, 1999
Shiseido Vietnam Incorporatad

December 15, 2011

! Shiseido Kuki Factory i ! Shiseido Kakegawa Factory
i October 27, 1997 i i October5, 1998
.............................................. § P

Shiseido Osaka Factory Company Limited
: March 24, 1899 : September 29, 1999

*Although Shiseido Honeycake Industries Company Limited is not a consolidated subsidiary it obtained certification in fiscal 1999 in line
with Shiseido palicies.



Responding to Environmental Risks

There is a broad array of risks related to the environment, and laws related to this issue are growing stricter
every year in respective countries worldwide. Based on these circumstances, Shiseido's Head Office takes the
lead in gathering information about new laws, and social trends regarding the environment, analyzing their
provisions, disseminating information to the relevant departments and accommodating social needs. Obser-
vance of environmental laws and regulations is evaluated in production departments based on 1SO14001
standards to ensure thorough compliance. Investigations of domestic and overseas affiliates revealed no major
violations of environmental laws or regulations during fiscal 2017. Going forward, Shiseido is committed to
managing its operations in an appropriate manner.

| Shiseido’s Response to Microplastic Beads in its Products

Shiseido Company, Limited has completed the replacement of microplastic beads* in its products such as cleans-
ing form, etc. with alternative ingredients as of August 2018.

* Microplastic beads: Water insoluble solid plastic particles with a size of less than 5mm, intentionally added to
exfoliate or cleanse in rinse-off personal care products.

| Thorough Management of Industrial Waste

While waste producers are being held accountable with regard to
the illegal disposal of industrial waste, Shiseido is promoting the
following initiatives in the field of industrial waste management.
Personnel in charge of waste management undergo regular training
which is not limited to basic content but comprises also information
on recent changes in relevant laws and regulations as well as
compliance with them, in an effort to enhance our initiatives on the
managerial level.

We also hold training regarding the guidelines for “field validation ) !
of intermediate treatment dealers”, which is internally mandated Industrial waste management training in progress
once a year, with the cooperation of intermediate treatment deal-

ers of industrial waste in order to enhance the response capabilities

toward the Waste Management and Public Cleansing Act.

| Management of Chemical Substances

Shiseido not only satisfies the legal reporting requirements set out in the Pollutant Release and Transfer Register
(PRTR) Law and Promotion of Chemical Management but also proactively conducts voluntary management of
the use and disposal of chemical substances such as ingredients and reagents in factories and laboratories.

From the standpoint of workplace safety, we ensure that Safety Data Sheets (SDS) are issued to business
partners, for example by systemizing the issue of SDS for semi-finished products when supplying chemical
substances containing ingredients specified by laws such as the PRTR Law and the Industrial Safety and Health
Act to consumers.



| Correspondence to the PRTR Law

PRTR Target Substance Emissions and Transfers

Fiscal 2017 (unit: tons)

o Amounts of
Amounts of Emissions
Legal Substance Name Transfers
No. (legal designation) Public
Atmospheric Soil Sewage Waste
water
13 Acetonitrile - - - - 3
56 Ethylene oxide 0 - - - -
207 2,6-di-tertiary-Butyl-4-cresol - - - - 0
275 Sodium dodecy! sulfate - - - - 4
300 Toluene - - - - 2
334 Methyl 4-hydroxybenzoate - - - 0 0
389 Hexadecyltrlmethylammonlum ) ) ) ) 0
chloride
405 Boron and its compounds - - - 0 0
409 Sodium poly (oxyethylene) _ _ - 0 19

dodecyl ether sulfate

The above chemicals are PRTR Specified Class I Chemical Substances and are reported when a single facility annually handles one ton or more.
(Specified Class I Designated Chemical Substances are reported when 0.5 tons or more are handled.)

Scope of Data: Shiseido Company, Limited (Kakegawa, Osaka, Kuki Factories and Research Center[Global Innovation Center])
Target Period: January 1, 2017-December 31, 2017

| Eco Standards

In fiscal 2010, we adopted and began implementing the Production Eco Standards and the Sales Promotion Tools
Eco Standards comprising rules for the environmental compliance of products and promotional materials from a
life cycle perspective based on changes in the circumstances surrounding environmental issues. We also com-
piled and began implementing the Office Eco Standards outlining environmental compliance in offices.

In regards to the two Eco Standards that concern manufacturing, we have established the following evaluation
items and are taking environmental measures for our products and promotional materials.



The Production Eco Standards

Key Point

Evaluation Criteria

Design (Outer
Packaging)

(1) Select outer packaging and materials that have low environmental impacts

(2) Reduce weight and volume

Design (Contents)

(1) Formulation that does not harm environment

(2) Formulation that takes packaging into consideration

Purchasing (1) Purchasing of raw materials and ingredients

Production (1) Reduce environmental impacts in the process of production

Logistics (1) Reduce environmental impacts during the course of distribution and transport
(1) Conserve energy and resources during consumer use

Use (2) Reduction of emissions that have less environmental impacts at the use stage
(3) Promotion of long-term use for packaging
(1) Make recycling easier

Disposal

(2) Make disposal easier

Sales Promotion Tools Eco Standards

Key Point

Evaluation Criteria

Planning and Design

(1) Design that is more easily utilized in stores
1. Design easy to resize
2. Design that can be applied and developed for multiple purposes

(2) Selecting materials with minimal environmental burden
1. Materials for sales promotion tools
2. Certified materials
3. Specific parts materials

(3) Lightweight and simple design

(4) Design based on standard size

(5) Mold application

(6) Suitable design for shipping

(7) Design that is easy to dispose of
1. Design that is easy to separate
2. Design with noticeable eco-labels

Proof and Print

(1) Less waste printing process

(2) Environmentally friendly ink

Packaging and Shipping

(1) Simplification of packaging

(2) Elimination of double packaging




Efforts toward Recycling of Resources

To continuously use the limited blessings of the Earth, we need to shift from the conventional style of economic
activities based on one-way flow of things being “procured, manufactured, used and thrown out” to recy-
cling-based activities promoting the recycle or reuse of resources.

Shiseido works on the following initiatives to create a powerful combination of various recycling circles ranging
from a small circulation (Reuse) to a large circulation (Carbon cycle) expecting to effectively use resources and to
create more attractive products.

| Initiatives for Reuse

In Japan, Shiseido sells over 700 items of refillable products, the containers of which can be re-used. We provide
refillable items in various categories from personal care products such as shampoo and conditioner to beauty

products including essence, cream, lotion, emulsion and foundation to conserve resources used to produce
containers.
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| Initiatives for Recycle

Since September 2015, Shiseido has been using PET
resin, obtained through mechanical recycling of PET
bottles, for the containers of Sea Breeze Body Sham-
poo. Mechanical recycling is the technology of efficient-
ly producing high-quality PET resin from PET beverage
bottles. This technology has been used broadly for
drink bottles. Using recycled PET resin, approximately
22 tons of CO2 emissions can be reduced every year
compared to using petroleum-derived PET resin.

SEA BREEZE




Shiseido's Corporate Social Responsibility Back Issues 2018

Mechanical recycling can drastically reduce the process and save the manufacturing energy

Mechanical recycling

Decontamination Collaction

O @=SODD

Petroleum Monomer PET resin PET bottle Drink Disposed
(Plastics) PET bottle

Degradation Cleaning Collection

Conventional recycling (chemical recycling)

Shiseido’s product containers made of different materials, such as a combination of plastic and metal, are designed to be easily separated after
use for recycling. In addition to utilizing recycled materials, we actively work to improve used containers’ suitability for recycling.

Examples of containers designed to be easily separated.
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| Utilization of Biomass Resources

Shiseido was the first cosmetics/personal care products company in Japan to introduce sugarcane-derived
polyethylene containers in September 2011 for its haircare brand, “SUPER MiLD.” Effective utilization of biomass
resources, as typified by sugarcane, is a benefit from the global carbon cycle. Incineration of sugarcane-derived
polyethylene releases over 70% less CO2 than petroleum-derived polyethylene in their life cycles.

This initiative received the 1st Achievement Award for Promotion of Biomass Products from Japan Society of
Biomass Industries in 2011.
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Product containers made of
plant-derived plastic bear the
above-shown mark.



Product Initiatives

Shiseido adopted the Production Eco Standards, a series of environmental standards governing the product
design process, in fiscal 2010. To ensure that these standards are observed in all relevant operations, we are
holding workshops and other programs for product planning departments. We aim to grow our business with
minimal environmental load in the value chain not simply by incorporating environmental considerations into
product planning, but rather by adding compelling value to products so that consumers’ hearts will be moved.

| Products Containing Raw Materials Grown in Our Internal Plant Factory

In recent years, consumers’ needs toward safety/security, such as
traceability, have been growing due to not only the expansion of the
natural/organic cosmetics market but also numerous food fraud
issues, etc.

In December of 2012, Shiseido established a plant factory, which can
efficiently cultivate plants used as raw materials of cosmetics, inside of
the Kakegawa Factory (Kakegawa City, Shizuoka Prefecture). In this
factory, we have promoted developing safe and secure plant raw - ea
materials with “clear background”. In the plant factory, we efficiently Our internal plant factory
grow seedlings while maintaining the optimal environment for various

conditions, which are required for plants to grow (such as tempera-

ture, watering condition, lighting strength, light exposure duration,

and CO2 concentration). Chamomile and rosemary seedlings, which

were grown in this plant factory, were then grown in an external

commissioned farm. We released products containing the plant extract

derived from these plants from a group company Ettusais in June of

2014.

Through these initiatives that allow us to control the harvested
amount of raw materials, we can not only avoid supply risks of plant
raw materials used in Shiseido but also prevent depletion of raw
material plants and reduce the impact on the ecosystem in the
production site.



I Environmental Initiatives Associated with the Redesign of Clé de Peau
Beauté Skincare Products

In order to satisfy consumers seeking total "authenticity," Shiseido Group's luxury brand, C/é de Peau Beauté,
aims to be "luxurious" in all aspects, naturally in terms of product quality as well.

By utilizing the skincare renewal in January of 2011 as a good opportunity, we conducted initiatives such as
follows:

1. Formulated all skincare items with sandalwood fragrance procured from fair trade *!sources.
2. Introduced a refill product for LA CREME (cream) for the first time.
3. Adopted bagasse paper*2for exterior packages and package inserts (instructions) of products.

Since then, we have been continuing our sustainable initiatives, such as incorporating a fair-trade raw material
(premium argan oil) into part of the products such as “Enriched lip luminizer (Lipsticks)”, “Luminizing face
enhancer (Highlighters)”, and using FSC-certified paper*3 for printed inserts, etc.

Clé de Peau Beauté will continue placing importance on connections with nature and society and delivering
products that take into account the environment as well as product quality.

*1 An initiative aimed at improving living standards and promoting the independence of producers and workers in developing countries by
continuously purchasing raw materials or goods at optimal prices. It also contributes to environmental preservation by preventing such
aspects as the overexploitation of resources in order to realize sustainable use.

*2 Non-wood paper made from fiber after extracting the sugar content from sugarcane

*3 Paper that has been certified as a “product that has been produced from a well-managed forest”

=
Clé de Peau Beauté LA CREME n <refill>
LA CREME n <cream>
Left: Enriched lip luminizer <lip stick> Luminizing face enhancer <Highlighters>

Right: A refill must be set in the
proper holder before use.



| 3D Pouch for Clé de Peau Beauté concentré illuminateur lotion and essence

We have begun adopting 3D pouch packs for the containers of
the lotion and essence (1 use each) for “Clé de Peau Beauté
concentré illuminateur”, which are used as a set with facial
mask, when the product underwent the renewal release in
March of 2014.

Compared to the former product, which used small glass
containers, the container weight is 1/10, and it has also led to
the reduction of waste.

Such environmental considerations and our innovations with
the multifaceted design, which embodies C/é de Peau Beauté
concept of “skin that emanates radiance from within”, as well
as the easy opening of the pouch pack were evaluated, and “
Clé de Peau Beauté concentré illuminateur” received the
Japan Package Design Association Award”, which is one of the
top “Japan Star Award”, in the “Japan Packaging Contest
2014".

Clé de Peau Beauté
concentré illuminateur

clé depeau cledepeau
BEAUTE BEAUTE
) |
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‘i' lotion essence

Pouch packs for the containers of
the lotion and essence



| Reducing Plastic Use by Making HAKU Refills Available in Japan

Shiseido launched a "replaceable refill product” in line with the renewal of its
HAKU melanofocus CR skin brightening serum in February 2011 in Japan.

The amount of plastics used to make this refill container is reduced by approxi-
mately 60% compared with the amount used for the original product container.
Adopting a refill item for this product reduced roughly 19 tons of plastics per year
versus manufacturing the original product container only.

In addition to the environmental consideration of saving resources, another main
objective of introducing this refill product is closely tied to Shiseido's desire to
respond to consumers' feedback, including: "It's such a waste to throw out a
wonderful package" or "Please make a container so that you can check how
much product remains." Additionally, we have put a lot of ingenuity into the
development of a refill container that consumers can replace as easily as
possible.

Moreover, another environmental measure was taken by replacing the exterior
plastic packaging with packaging made from bagasse paper (non-wood paper
made from fiber after extracting the sugar content from sugarcane), and in turn,
curbing the use of petroleum, which is an exhaustible resource, and changing to
a sustainable plant-based raw material.

HAKU melanofocus V (released in March 2018) continuously adopts these
environmentally-friendly containers and packaging.

ot 5

il

Left: HAKU melanofocus V
Right: Refill

| Reduction of Water Usage by Developing Rinse-aid Facial Wash

Shiseido incorporates "environmental considerations into product
planning in the entire life-cycle". However, products for washing the
face and body such as facial wash and shampoo, etc., require the use
of water to rinse off, therefore we realize that they also have the
biggest environmental load when "using" them in the entire product
life-cycle from raw material procurement to use and disposal. In
order to reduce water usage at the time of using the products, we
developed a new rinse-aid technology and adopted it for the foam
facial wash "Senka Speedy Perfect Whip Airy Touch" which was
launched in March 2016 as a renewal.

It enabled approximately 35% water usage reduction for rinsing
compared to the existing cream-type (tube) facial wash, which
means saving water equivalent to approximately 540 two-liter plastic
bottles per year (data by Shiseido).

Senka Speedy Perfect Whip Airy Touch



Reducing the Glass Bottle Weight and Employing Labels That are Easy to Peel Off
for Pure White W and The Collagen beauty drinks

In 2012, Shiseido reduced the weight of the glass bottles for Pure
White W and The Collagen products (50 ml each) by about 10
percent because consumers had indicated that they throw out
several empty bottles at a time and wanted them to be as light as
possible.

Through this initiative, we reduced CO2 emissions by about 427 tons Pure White W and The Collagen
in the year after the release (Shiseido's estimate).

Consumers also indicated that they did not want others to know what

they were drinking and that they wanted to remove the labels before

disposing of the bottles, but the labels were difficult to peel off.

We responded to this feedback by switching to easily removable

labels.
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| Shiseido adopts Cartocan eco-friendly paper containers for Kirei no Susume

Kirei no Susume, which was launched by Shiseido in July 2010 in
Japan, is packaged in Cartocan, an environmentally friendly
paper beverage container. In addition, we also changed the
package of Chou-mei-sou from aluminum can to Cartocan in fi"f:i
2013. Cartocan offers the following features: )

A
(1) Promotion of forestland conservation by using wood 2 Q
from thinning operations . ,;C
Thinning, a process by which weak trees are cut from crowded |

forests, is a critical part of developing healthy forests. Cartocan I ETTEE
makes extensive use of thinned lumber. In addition, by using
over 30% domestic materials, the material promotes the conser-
vation and healthy development of domestic forests. Since those

Kirei no Susume

forests absorb CO2 when they grow healthily, the material also

helps reduce CO2. FHISEIDO
(2) Contribution to the Midori no Bokin (Green Fund)

A portion of sales is donated to the Midori no Bokin (Green Fund)

and put to use in the development of forests in Japan. —

(3) 100% recyclability
Cartocan can be recycled in the same manner as milk cartons.

Although initially it was difficult to provide Shiseido's desired shelf
life with Cartocan, we decided to use the container after our
business partners were able to extend its shelf life. Chou-mei-sou




| Awafuru Eco Soap for Hotels that is Gentle on the Environment and Skin

In October 2010, Shiseido launched 10g and 18g sizes of Awafuru
Eco Soap, a hotel-use soap that is gentle on the environment and
skin. Shiseido Amenity Goods Co., Ltd. distributes the soap and
handles hotel guestroom amenities and other facilities as well as
professional-use cosmetics.

Until now, hotels have had difficulty dealing with soap. Minimal
amounts of soap are used in guestrooms at hotels and other
facilities during guests' stays and the soap remains are disposed
of as industrial waste.

Awafuru Eco Soap contains micro air bubbles that cause it to form
lather and dissolve quickly for easier consumption. As a result,
soap remains are reduced, making it possible to reduce waste
significantly. From its practical usage testing, the Shiseido
Research Center learned that the volume of remains for disposal
of the new type of soap compared with Shiseido conventional
soap was about 90% less for the 10g soap bars and about 67%
less for the 18g soap bars. According to Shiseido's estimate, the
product reduced the disposal soap by a total of 12.4 tons for one
year. Also, the inclusion of air bubbles helps to reduce not only
waste but also the amount of raw materials used by approximate-
ly 30% without reducing soap size.

Moreover, Awafuru Eco Soap adopts the "wakuneri" manufactur-
ing method used for premium facial soap rather than the "kikain-
eri" (machine mixing) manufacturing method generally used for
hotel-use soaps. For this reason, while common soaps used at
hotels contain no or small amounts of moisturizing ingredients,
the new product is formulated so that approximately 30% is
comprised of moisturizing ingredients. With rich lather containing
plenty of these ingredients, Awafuru Eco Soap provides a luxuri-
ous feel that other hotel-use soaps cannot match for washing the
face and other parts of the body. (Patent pending for respective
technological processes and formula)

Awafuru Eco Soap has both considerable eco appeal and beauty
appeal for its gentleness on the environment as well as skin. As a
result, Shiseido is already receiving requests from many hotels for
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Awafury Eco Soap (30 pieces)
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Differences between remaining volumes before
and after use, comparing Awafuru Eco Soap
and Shiseido's conventional products.

introduction of the product.



Initiatives in Production and Distribution

| Shiseido America, Inc. Introduced Solar Power System

East Windsor, New Jersey-headquartered Shiseido America, Inc. (hereinafter, "SAI") completed Phase 1 of a fixed-tilt
solar power system installation in May 2007. In August 2010, the company completed Phase 2 of the project by
installing a solar tracking system that changes the angle of panels in step with the position of the sun during the day.
With this installation, the system is expected to cover more than 70% of electricity consumed annually at SAI using
solar power generation. The system is ranked high among the largest installations in the state. In 2010, SAI received
the New Jersey Governor's Environmental Excellence Award.

Date operational May 2007 (phase 1) and August 2010 (phase 2)
Annual capacity Approx. 2,300 MWh
CO2 emissions reduction Approx. 1,200 tons / year
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Phase 1 installation (fixed-tilt system) Phase 2 installation (solar tracking system)

Furthermore, East Windsor Factory has also been working on recycling Styrofoam, which is used to protect mate-
rials during delivery, since July of 2012. Although we used to dispose of Styrofoam as a landfill waste, we now
process it internally and sell it as valuable goods. Through this initiative, we can reduce the waste by approximate-
ly 7.5 tons per year and approximately 0.8 tons in CO2 emissions.



| Utilization of Renewable Energy at Shiseido Group’s Factories in Japan

Our factories in Japan partially switched their electrical energy source to Aqua Premium, a hydroelectric generation
system provided by TEPCO Energy Partner, Incorporated, in April 2018 as one of contributions to the reduction of

CO2 emissions.

! Approximately 40% of the electricity
used at Shiseido’s domestic factories
(Kakegawa, Kuki and Osaka)

y comes from hydroelectric power stations.

| Delivery Using 10-Sided Cardboard Boxes

Shiseido has introduced machinery for making 10-sided card-
board boxes for product shipments as well as for putting products
into these boxes at the Kuki Factory. These boxes are currently
adopted for TSUBAKI, SUPER MiLD, AQUAIR and SEA BREEZE
brands, among others.

The 10-sided cardboard box developed by Shiseido is configured
with the four corners removed from a conventional six-sided box
(octagon-shaped when viewed from the top) and since its
strength is increased due to a higher number of support columns,
can be made thinner than conventional paper cardboard boxes.
At the same time, the box enables many products to be packed
inside without leaving extra spaces, thereby making delivery
more efficient.

The reduction in the amount of cardboard materials used and
greater delivery efficiency have enabled Shiseido to save resourc-
es and reduce CO2 emissions by more than 800 tons annually. In
this way, Shiseido promotes comprehensive environmental
activities encompassing all processes from manufacturing to
shipping and delivery.

10-sided cardboard box  10-sided cardboard box
{Externor) {Inlenor)



Initiatives to Conserve Biodiversity

All Shiseido products derive from the bounty of the Earth. It is critical that we conserve this bounty in the form of
biodiversity so that we can continue to make use of it in the future. We must be aware that we are benefiting from
the bounty of the Earth when we create products, and we must strive to conserve it in all its forms throughout the
product life cycle. Shiseido places the conservation of the Earth's bounty at the core of its environmental activities,
and we have put forth a statement of this policy entitled "Biodiversity at Shiseido."

Camellia Planting and Conservation Volunteer Activities in the Goto Islands,
Nagasaki Prefecture

The Outline and Objective of the Activities

Shiseido promotes camellia planting and conservation activities at the abandoned farmlands of the Goto Islands in
Nagasaki Prefecture, the production site of raw material for the hair care brand "TSUBAKI." Due to the aging of the
population in this area, abandoned farmlands are becoming a social issue. As Shiseido aims at sustainable and socially
responsible raw material procurement, we achieve this through protecting and growing camellias in collaboration with
the local residents. In September 2017, 40 employee volunteers and their families, mostly from the Kyushu area,
planted 80 young trees of Camellia japonica L. on a plot of land of 0.07 ha. Also, this year we picked camellia’s fruit
for the first time. A total of 310 employee volunteers have participated in this activity from its start in 2011 till 2017,
having planted approximately 580 trees up to date.

Through cooperation with the local community we are able not only to produce high-quality camellia oil but also to
deepen the employees’ understanding of sustainability.

Period

April 2017 through March 2020 (third term)

Location

Shin-kamigoto town, Minamimatsura-gun, Nagasaki prefecture
Organizers

Shiseido Company, Limited; Shin-kamigoto town

After the adoption of sustainable development goals (SDGs) by the United Nations General Assembly in 2015, various
companies, organizations, and other entities are centering their activities on sustainable development. Shiseido aims
to realize one of the SDGs, “Sustainably manage forests,” and supports sustainable procurement of camellia oil
through the protection of forests, in the hope to achieve a balance of sustainable agriculture and business growth.

SDGs Targeted by the Present Activity

Goal 15: Protect, restore and promote sustainable use of terrestrial ecosystems, sustainably manage forests



Results as of 2017

Area of abandoned farmland cultivated into a camellia forest: 0.07 ha

Group photo Planting the trees

Environmental Conservation Activity Support on Yonaguni Island, the
Production Site of the Raw Ingredient for Chou-mei-sou

All of the chou-mei-sou used in the "Shiseido Chou-mei-sou" brand products (drink, tablet, and powder) is the
raw material produced on Yonaguni Island in Okinawa prefecture. Shiseido has been supporting the environ-
mental conservation activities on Yonaguni Island since fiscal 2013 and contributes part of the sales to the
environmental conservation activities to protect nature-rich Yonaguni Island.

There are a number of valuable animals and plants on Yonaguni Island, including endangered and endemic
species. However, their numbers are declining. Therefore, we have begun the activities to learn/protect/com-
municate the rich natural environment and valuable ecosystem of Yonaguni Island in cooperation with the
Yonaguni Itonami Network* and the Yonaguni Board of Education. We began with preparing "Yonakama
Zukan", which is the first publication to contain the 137 types of animals and plants on the island, with the aim
of creating a driver to learn about the valuable animals and plants. We distributed the book to each child of the
island and the total of 800 households.

We are also removing the alien plant Eichhornia crassipes, which is overgrown along Tabaru River, the major
river on the island. It was originally introduced to purify water, but it is overgrown now so much that it covers
the water surface, presenting a risk to native animals and plants. Therefore, we removed approximately 50
two-ton trucks of Eichhornia crassipes in May of 2014 with the aim of gaining back the original environment.
Thanks to this work, light now shines through the water, and algae grow on the riverbed. The work has led to
environmental improvement, as seen in the example of a numb