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Eat Well, Live Well.

Striving for sustainable growth heading into FY2020 Ay

AJINOMOTO.

Resolution of

WASV Value Creation Model Resolution of social issues

social issues
Issues of Healthy lifestyle
€o'; Physical:
RO o
@@m@g@ﬁgﬁ@ Gl Nutrition imbalance
YR e (undernutrition/ overnutrition)
*Psychological:
Eating alone & lack of spare time
’ “Food ” and “AminoScience”
-——/ <P
» | .
Saesanaprofit__g —. Issues of Food Resources
activities A -Depletion of food resources
Economic > *Increase in food waste
e — - - Sustainable procurement of
: ‘ ingredients
S - Social L ng !
8 S b~ Issues of Global
4 3N ASV Sustainability
& - *Global warming (greenhouse
(The Ajinomoto Group Creating Shared Value) gases)

Resolution of social issues through business *Increase in waste
- activities .
Creation of economic value through resolution Depletlon Of water

\ of social issues
\/ . Ongoing investmentin further resolution of social
issues (technologies, talent, etc.)
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Eat Well, Live Well.

Social issues to be Resolved through the Ajinomoto Group’s Business :’47"“%;0

H Materiality matrix of the Ajinomoto Group (Fiscal 2017 revised)
Major Materiality relevant

A T . to “21st-century
‘ Climate change) Food safety issues of human
i Undernutrition
QCommumty deve!opmenD ----------- - @ Health and Well-being
<Gender equality > S
Biodiversity
.Z’ livestocl§, and fishery products
g ‘ Reduction of operational was@ . Feod loes hiid waste
le) Land grabbing . —"
N (Sustainable consumptiorD Elderly nutrition |
e B
Reduction of environmental Promotion of suppliers CSR)
8 impact from containers and
= packaging ‘ Child and forced laboD
-g (T ransparent, fair business practice§ <Responsible marketing)
CE)' Animal welfare ‘ Eating together )
_ Employee health and safe@
Employee diversi@
Employee capacity developmenD
3 ‘Business Foundation
. ol

Moderate Importance to the Group’s business Major

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved. 3



Eat Well, Live Well.

Established the “Group Shared Policy on Nutrition” in July 2017 Ay

AJINOMOTO.

1. We aspire to focus on the nutritional needs of people of different regions, ages,
lifestyles, and health conditions and provide products and information that improve
the nutritional balance of daily meals.

2. We assist people in enjoying delicious food and contribute to emotional and
physical nourishment through smart cooking* and recommendations of delicious
menu utilizing Umami.

3. We provide reliable solutions based on scientific research that utilize the nutritional
and physiological properties of protein and amino acids.

4. We assist consumers in the selection of more healthy food products by devising
and implementing voluntary labelling and communication strategies while following
guidelines of national and public agencies.

5. We continue to conduct socially beneficial activities related to nutrition and build ties
with diverse stakeholders.

Enabling consumers to have enjoyable and efficient experiences in preparing meals including shopping, cooking, and cleaning up
after meals.

M Food and supplement products in everyday life
M "Smart cooking" that saves time for other activities
B Approaches leveraging knowledge and evidence related to amino acids
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Overseas: Solving nutritional issues through flavor seasonings e
Masako® in Indonesia Ay

AJINOMOTO.
. Overnutrition ) ‘ Undernutrition)

' Ratio of nutrient consumption amount through recommended

Amount of meats and vegetables menus (total for three dishes) to daily recommended nutrient
that can be consumed through consumption amount for Indonesian citizens*?
recommended menus using R o

Masako® in Indonesia Dietary Fiber g 32% . Polassium

(three dlshes) pso 7
£ 2Ny Vitamin B2 32% Maanesi
‘\&v I famin 070, ) Magnesium
o o I
S,
Vegetable soup
Ll 60g - /lron
- Cabbage 60g Vitamin B1 5 ) |
7 8 Masako® 99
v R h 40% ()\ﬂi Vitamin A
‘Q’; 4 L e Vitamin E K 77%

*2 According to presentation materials provided by Indonesian health officials,
calculated based on the daily recommended consumption amount for
L women in their 20s

T '
Communication G ———
Initiatives [ H—-E el TR
Highlight
vegetable soup Deploy Dapur Introduce nutritionally
| in television . Umami recipe balanced menus on the
commercials S S TR T information site

' back of packages
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Overseas: Solving nutritional issues through flavor seasonings PRI .
e.g., Masako® in Indonesia Ay

AJINOMOTO.

HmFlavor seasonings market (weight basis) and Overnution ) U“der”“tritior‘)
Masako® unit sales trend (when FY08 = 100)

share is approx.

Ajinomoto Co.'s
60% each year

350
Masako® unit sales have grown 303
300 (in line with market growth)
approx. 3-fold vs. FY08 /’
250 //
Z
00 Scale of flavor seasonings
market Masakog,
(weight basis) x/
150 —
100 —
100 | ="
50
0
2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

Value delivered
[ Reasonable prices & ] + [ The appeal of improved ]

deliciousness nutritional balance

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved. 6




Eat Well, Live Well.

04]'}
AJINOMOTO.

Elderly nutritioD

AminoScience: Aminolndexw technology

Evaluate the risk of the “3 major diseases” overnutrion )
with a single blood sample

Assesses various disease risks based on balance of blood amino acid concentrations
in single blood sample

Aminolndexmw Risk Screening (AIRSw)
I

Aminolndexm
Lifestyle disease Screening
(AILS)

New tests developed

Undernutrition)

Aminolndexm
Cancer Screening
(AICSw)

Assesses possibility of Assesses 10-vear risk

current cancer

Assesses four-year

Assesses current

of having a

risk Of. developing amino acid cerebral/cardio vascular
AICS(stomach), AICS(lung), diabetes deficiencies event
AICS(colorectal), AILS AILS AILS

AICS(pancreatic),
AICS(prostate), AICS(breast),
AICS(uterine/ovarian)

(diabetes risk)

(amino acid levels)

(cerebral/cardio disease
risk)

Based on results of the two tests above, designate
one of four types: Test Result Report, Types I-1V

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.

Based on results of the test above,

designate one of two types




Eat Well, Live Well.

AminoScience: Aminolndexw technology Ay

AJINOMOTO.

Overnutrition ) Undernutrition) Elderly nutritioD

B Trend in no. of facilities able to offer the AICStm or AIRSTm test [

AIRSt™ launched

Units: no. of facilities (Nov. 2017)

1,600

1,400 1,300
1,192

1,200 1,107

1,000 927

1,420*

- 811

800 AICStv launched
(Apr. 2011)

600

400

200

0
FY2011 FY2012 FY2013 FY2014 FY2015 FY2016 FY2017 FY2018

As of Dec. 2018

Ml Direction for Ajinomoto Co.
Continue advancing R&D on testing that applies Aminolndexmv technology and helps
with the prevention and early detection of various diseases, including cancer and

lifestyle-related diseases.

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.
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Domestic Sales Sector
ASV-centered Sales Strategy

Hideki Takeuchi

Corporate Vice President

Deputy General Manager, Food Products Division
Ajinomoto Co., Inc.
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Today’s Agenda

1. Sales Trends of Seasonings & Processed Foods in Japan
2. Domestic Sales Sector Structure and Strengths

3. Sales Strategy Centered on ASV (Kachimeshie)

4. Initiatives for Reduced Sodium and Increased Vegetable
Intake

5. Kachimeshig Initiatives

6. Examples of ASV Initiatives with Processed Food Makers
and Future Direction

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.

10



Today,s Agenda EatWeIl,Liv.eWell.

AJINOMOTO.

1. Sales Trends of Seasonings & Processed Foods in Japan
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Eat Well, Live Well.

A

AJINOMOTO.

1. Sales Trends of Seasonings & Processed Foods in Japan

¥ Ajinomoto Co.’s sales trends of seasonings & processed foods (home-use and restaurant and industrial-
use) in Japan (FY2013-FY2017)

(billion yen)
250
oo 191.3 191.4 1982 1917 190 2
03.7 Restaurant || 93.8 97.1 90.1* 87.5
1 50 indﬁggial-
49% 49% 49% 47% 46%
00 s R 1555 U 11—
97.6 Home- 97.6 101.1 101.6 102.7
use
50 51% 51% 51% 53% 54%
0
FY2013 FY2014 FY2015 FY2016 FY2017

*Ended capital relationship with
affiliated company

Home-use sales are strong, but restaurant and industrial-use sales face
challenges. As a result, total sales have remained nearlz flat.

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved. 12



1. Sales Trends of Seasonings & Processed Foods in Japan

Eat Well, Live

¥ Ajinomoto Co.’s sales (home-use) and Japan’s processed foods market (FY2013-FY2017)

106

105

104

103

102

101

100

99

98

97

96

—o== Ajinomoto Co.’s sales of seasonings & -0 = Processed foods market e = Seasonings market growth rate

Well.

A

AJINOMOTO.

processed foods (home-use) growth rate .
/ Vs.’13: 105

. - = = = vs."13: 101
Index using 2013 as 100 P
N - e ———-——- °| Vs.’13:100
o -~ -
= D | T —— o =
FY2013 FY2014 FY2015 FY2016 FY2017

Market growth rate: Intage SCI; seasonings & processed foods market size

Home-use sales have grown continuously despite flat overall

market growth

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.
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1. Sales Trends of Seasonings & Processed Foods in Japan

€ Cook Doe’s value proposition and net sales of menu-specific seasonings

800

700

600

500

400

300

200

100

N

Net sales index with launch year of 1978 as 100

Brought
Chinese food to
the dinner table

N

Released: 1978
Authentic
Chinese at

> 4 9 & o
SO0, T T P P

Authentic Chinese

Happy family
meals with
Chinese food

foods other than Ma-po

1993 onward Authentic
Authentic Chinese +
special Happy family

seasonings

2001 onward

Sweet & sour pork
= = B and chop suey
| Shrimp ch|II| sauce . . . .
l l l l TW|ce cooked pork

green peppers and beef I I I I

EEEE-
Variety of Ma-po

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.

Eat Well, Live Well.

A

Authentic Chinese
food made even

easier

2010
Simple

Other Chlnese food

Ma-po with
other
ingredients

Cooking

Kyo-no-Ohzara

Complex, time consuming
dlshes in less time!

side dish

D N N D X oo

P PR P PP P

(2017; Ajinomoto Co. research)

AJINOMOTO.

A11M]
il |

" N Kyo-no thara@

Home-cooked

14



Eat Well, Live Well.

1. Sales Trends of Seasonings & Processed Foods in Japan o4j;

AJINOMOTO.
®Knorre soups’ value proposition and market size
5 dded Vegetable intake
Home-use soups market Soﬁt)aw?th r‘;a;c)’/ for summer
(billion yen) ingredients
125 Made with cold milk
2001
More authentic Healthy and light = =
tastes thanks to Knorr® Soup Pasta N
100 freeze-drying S
Easy single
Brought soup to serving soups Leen L
e the dinner table Hearty i} N !
L : 1973 ‘ Knorr® Tamago Soup Soup in a cup
Released: 1964 SI}?Q ?@ iengnngs - l l L] I T
Western meal norre L-up soup - Freeze-dried
50 boom R,
Knorr® Soup t%ﬁf Hearty helpings of
2?-.,:.4;9 Chilled/Retort ‘ qleh:nous
WM!‘.‘;?’""
25 fﬁ’?z&ﬁm R
Single serving powdered soup s 2=
Family type
(made in large pot)
0<I'LD(OI\OOCDO\—|NCOQ‘LD@NOOO’OH(\l("}ﬂ'LO(OI\OOCDOH(\I(V)Q‘LD@I\OOCDO\—!NOOQ'LD‘DI\OOCDOHN(V'}VLO(OI\
© © © © © O N IS DN0O0OWO0O 000NN O OO O OO O O OO0 O OO0 0000000 o dod o o o o«
2322323232232 23233322323J333232323Z332328RQJJJIRIJIIKRIIKIK/RER

(2017; Ajinomoto Co. research)

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved. 15



Eat Well, Live Well.

1. Sales Trends of Seasonings & Processed Foods in Japan a4j;

AJINOMOTO.
& Market trends of home-use basic seasonings by category (Ajinomoto Co.’s estimates)
(billion yen) Umami seasonings (billion yen) Japanese flavor (billion yen) Mayonnaises
seasonings
6.0 39.0 46.0
38.0
55 370 45.0
5.0 36.0 44.0
35.0
45 340 43.0
4.0 33.0 42.0
32.0
3.5 310 41.0
3.0 30.0 40.0
FY2016 FY2017 FY2018 forecast FY2016 FY2017 FY2018 forecast FY2016 FY2017 FY2018 forecast

The basic seasonings market has declined slightly over the
medium-term

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved. 1 6



Eat Well, Live Well.

1. Sales Trends of Seasonings & Processed Foods in Japan o4j;

AJINOMOTO.

@ Health issues facing society as a whole

Overnutrition I /

Undernutrition

Need to increase

Need to reduce *Protein and amino acid
*Sodium <Sugar *Vegetables
*Calories +*Animal fat *Nutrients we tend to

3 not get enough of

L1

0] 2> Locomotion .‘. Undernutritio

w & issues ) vy among
Metabolic syndrome and lifestyle diseases i in seniors i omen
and.ehildren

middle-aged and older people

Spocially " spectaty~17—

Propose dietary improvements
with delicious, low salt, low
calories and low sugar ingredients

Propose dietary improvements
with protein and amino acid
technology, and vegetable intake

Eliminate both overnutrition and undernutrition
by proposing well-balanced meals

Realize solutions to social issues through our business

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved. 1 7



Today’s Agenda

2. Domestic Sales Sector Structure and Strengths

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.
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A

AJINOMOTO.
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2. Domestic Sales Sector Structure and Strengths

& Sales Network in Japan (As of March 2019)

Eat Well, Live Well.

A

AJINOMOTO.

Tokyo Branch

I

Kanto Branch

Niigata Regional
Branch

Osaka Branch

Nagano Regional
Branch

I

Chushikoku Branch

Higashi Chugoku
Regional Branch

Shikoku Regional
Branch

Kyushu Branch

Minami Kyushu
Regional Branch

Nagoya Branch

Shizuoka Regional
Branch

I

Hokuriku Branch

National Account
Sales Dept.

Hokkaido Ajinomoto
Co., Inc.

Okinawa Ajinomoto
Co., Inc.

M\
R\
\ b
@© 5 branches & 1 sales dept. Hokkaido Ajinomoto \ =
Co., Inc. W
@ 3 branches \\‘g <
@ 7 regional branches ) e
B 2 sales companies L' W )/
/' N
Kita Tohoku
Regional
Niigata Branch
Regional
Nagano Branch Tohoku
Higashi Regional Branch
Chugoku Branch
Regional Kanto
. e Branch
Chushikoku
B h .
rane ~O=—_Tokyo Branch
y o National Account
Kyushu ~ Y Shizuoka Sales Dept
Bra_nch Regional ales Depi.
= Branch
LShikoku Regional Nagoya Branch
Branch
Minami Kyushu Osaka Branch
N Regional Branch
?L Okinawa Ajinomoto Co., Inc.

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.



Eat Well, Live Well.

2. Domestic Sales Sector Structure and Strengths Ay

AJINOMOTO.
® Relationships with business customers
Restaurant and

Direct relationships and proposals by Ajinomoto Co.

Processed

Restaurants Cafeteria | Distributors -

585 companies* CVS. take-out bento, Processed food
Covers 95% of sales to home-use business type prepared foods, major CK*, makers

* Among 990 companies listed in the 2018 Food & gyudon, ramen, cafeterias, etc.
Supermarket Almanac

Home-use business type Restaurant-use business type Processing-use business type

KT 2"z,

E L -3-J1F- == FamilyMart

- - |

foani Fozd hd ne

~.  LAWSON i ™
= 4 nitr ° O & L
LiJ CTI)-AVT oo (VL RE :

/JEON B wwnesyy
Rer7

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved. *Central Kitchen 20




2. Domestic Sales Sector Structure and Strengths

¥ Use of deliciousness technologies and delicious ingredients

Eat Well, Live Well.

A

AJINOMOTO

/ Home-use

Achieve softness by
combining enzymes and
starch

Use kokumi for better
juiciness

Increase variety of
flavors

Simmered-in, stew flavor

Boost softness with amino
acids and enzymes

Soy sauce fragrance, brewed

flavor, real cooking experience

Delicious elements

Deliciousness design
technologies

Delicious ingredients

/élavor (Aroma)\

Tastes
Kokumi

_
< Salty 5 basic
tastes

\\: Texture
sychology

Sour

Stop spoilage

Increase
authentic taste

Delicious and reduced
sodium/fat

Improve texture

\‘"&\

industrial-use
B-to-B-to-C

Combining our proprietary ingredients will enable various application proposals

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.
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2. Domestic Sales Sector Structure and Strengths

€ Examples of solutions tailored to social issues and needs

Rising cost
Social issue of raw
materials
Needs of
restaurants Lower
and food costs

makers

Increase yield
Stop spoilage
Ajinomoto’s

solutions

(examples)

Effective use of
food resources

Substitute

Stop
raw ilage
materials |poliie
Soft Fluffy rice
processing technology

Worker Food
shortages diversification
Simplify

: Improve taste
preparation

Simplify
operations

Proposals to
get the most
out of products

Eat Well, Live Well.

A

AJINOMOTO.

Health
issues

Reduced
sodium/
sugar

Development
support for
products/
menus

22



Today’s Agenda

3. Sales Strategy Centered on ASV (Kachimeshie)

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.
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Eat Well, Live Well.

3. Sales Strategy Centered on ASV (Kachimeshie) Ay

AJINOMOTO.

¥ Resolving the two issues of poor nutrition

Agricultural G
and fisheries overnment Distribution
producers
Experts iy
(Univ‘;,sities, Overnutrition ‘ Undernutrition
academic societies) /

Wholesalers ]

_ _ ~ Need to increase N\
Dletet!c Need to reduce *Protein and amino acid i
associations ) Retailers
N *Sodium +Sugar *\egetables
sCalories +Animal fat * Nutrients we tend to \
NPO not get enough of Bentos and
0 - , L < prepared food
8 1 " Undernutritio stores

el “¢ Locomotion =
. w issues Y4 among
Media Metabolic syndrome and lifestyle diseases| ; ; i of

in seniors
middle-aged and older people

en
[ Restaurants ]

A\
Processed Spocla Spocla
[ food makers Xy iy /
Propose dietary improvements Propose dietary improvements A
AN with delicious, low salt, low with protein and amino acid * \-’v#
calories and low sugar ingredients || technology, and vegetable intake

AJINOMOTO /

— N Eat Well, Live Well.
WOTh, 55, Buwluwhil #FL4o0xhL¥—,
AGF,—— Ay — @1z

AJINOMOTO.

Deliver solutions through collaboration with stakeholders

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved. 24



3. Sales Strategy Centered on ASV (Kachimeshie)

€ Background to initiatives

Eat Well, Live Well.

A

AJINOMOTO.

Government (national/local)

National and local governments

@®Health Japan 21*vision
- Extend people’s healthy life expectancy
-Prevent onset of lifestyle diseases, etc.

»¥\Working to reduce healthcare
spending

k* Basic policy for a comprehensive approach to improving people’s health
in Japan

- N
Facing difficulty spreading
the word amid lack of
means/method

HEaisk o .
EEEE (Civic reports, ads in prefectural government
EDEE newspapers, etc.)
® i
~ -/

Distribution

|

'

- Shopping malls: Impasse with special
sales and mass merchandising

#

- Drugstores: expand ratio of foods and
\ transform to “corner drugstore” (CVS)

-CVS: Shifting focus from younger to older generation

J

Community champion
- Support/contribute to
communities/consumers
- Differentiation of MD

¥ Working to increase reqular customers/saley

Promote resonance with our approaches and activities

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.
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3. Sales Strategy Centered on ASV (Kachimeshie)

@ Vision for ASV activities

Information on health/nutritional
issues unique to area

Government

IE;I[P it Aa8%k
rrrpp sl (EEEE

111 B Propose solutions to nutritional
1] ] Bl bt g issues through food

3-way collaboration

pistribution IS M=

Work with mass

. . Trade
merchandisers in area to paper
propose health/nutritional
issue themes to consumers
Use of
_ Nutritional PR Social _ commercials,

Shopping consults Events magazines media Shopping magazines,
and media

Expand information sharing with CoOonsumers and success areas

Eat Well, Live Well.

A

AJINOMOTO.

Contlnue expanalng Initiatives as essent|a| activities, Wlt” t”e 5 parties OI Kjlnomoto EO.,

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.
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3. Sales Strategy Centered on ASV (Kachimeshie)

& Status of initiatives with government
Review of FY2018

Objective: Promote regional development and solutions to health/nutritional
issues through tie-ups with regional distributors, media, governments,

academia, and dietetic associations, etc.
Numerical target: 24 prefectures in 2020 and 28 prefectures in 2025

(collaboration with prefectures and municipalities)

Review of 2018: Conducted initiatives through tie-ups
with a cumulative total of 31 prefectures

As of 2016
Prefecture Theme Prefecture Theme Prefecture Theme Prefecture Theme
Hokkaido Athlete support Shizuoka Prolong healthy life Ibaraki Missing breakfast Kyoto esabialccs
expectancy produce
Aomori Using dashi Aichi Love Vege® Tochigi Obesity Hyogo Reduced sodium
wate Reduced sodium Osaka Dietary education Tokyo Building health Hiroshima  |Love Vege
N Tie-up with local . . General health
Miyagi produce Nara Vegetable intake Chiba Use of health data Okayama promotion
- Tie-up with local . Tie-up with local Tie-up with local ) Tie-up with local
Niigat Tottori
iigata produce produce Nagano FEshEe Nagasaki produce
; Hokuriku Kachimeshi ) )
Ishikawa ® Kochi Reduced sodium Mie Mie Kachimeshi® Okinawa Reduced sugar
Hokuriku Kachimeshi . Tie-up with local 3 Meals for students
Toyama Oita produce Wakayama |MoreVege Saitama attending cram schools
Kanagawa [lliness prevention Kagoshima  [Longevity Shiga Shiga-meshi

Cumulative total: 31 prefectures ?‘

Eat Well, Live Well.

A

AJINOMOTO.

: Prefectures with

{

-\
a7 ,«“ﬁg’}
ik

established
relationships in ASV
promotion through

government tie-ups

Expanding initiatives in terms of both overnutrition and undernutrition

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.
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Today’s Agenda

4. Initiatives for Reduced Sodium and Increased Vegetable
Intake

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.
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A

AJINOMOTO.
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4. Initiatives for Reduced Sodium and Increased Vegetable Intake

@ Nutritional issues by region

Daily sodium intake
(2012 National Health and Nutrition
Survey)

All prefectures are far from the
target value, and East Japan has
particularly high intake.

Target is less than 8.0g for men
and less than 7.0g for women.

Under9g
9-9.99¢g
10-10.999

11 g and over -

Eat Well, Live Well.

A

AJINOMOTO.

Vegetable intake

Daily vegetable intake
(2012 National Health and Nutrition
Survey)

People in Nagano Prefecture, with
the largest intake, consume 1.5
times the vegetables of Aichi
Prefecture, with the lowest intake.

Under 260 g -
260-289¢g

290-319 g
320-349 g

350 g and over [l

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.
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Eat Well, Live Well.

4. Initiatives for Reduced Sodium and Increased Vegetable Intake atlj;

AJINOMOTO.

@ nitiatives for reduced/appropriate sodium intake (1)
lwate Prefecture

Shizuoka Prefecture

Reduced sodium intake with Japanese foods

“Reduced sodium day”

Proposed Japanese \
menus with reduced
sodium to the people of

Shizuoka Prefecture
N ]

Firmly establish foods
and seasonings with
reduced sodium as a
part of dietary routine

T LAY - 3
fréftirain e PR IS
. é&%ﬂéﬂ‘*ﬁ’é- Hil >

I:owered sodium intake 10-20% over 4 years!

Men  Highest in Women  Highest in Men \ivlo;nen
140 — Japan 2.29 12.0 Japan /" o 12.0 1145 tig ' 0.99
13.0 12.9 reduction 11.1 reduction 11.5 ' reduction 10.5 9.9 reduction
: 11.0 ' :
12.0 #21 nationwide #18 nationwide 110
. al 0o 105 10.3 9.5 9.0
11.0 : 9.3 10.0 .
10.0 9.0 95 '

9.0 8.0 9.0 7
Unit: g 2012 2016 Unit: g 2012 2016 Unit: g 2012 2016 Unit: g 2012 2016
2012 and 2016 National Health and Nutrition Survey \ 2012 and 2016 National Health and Nutrition Survey /

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved. 30




4. Initiatives for Reduced Sodium and Increased Vegetable Intake

® Initiatives for reduced/appropriate sodium intake (2)

Regular counter space MEI Special feature counter space

NADRMYASTHREA,
(MR et AROBEM e
S e

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.

Eat Well, Live Well.

A

AJINOMOTO.

Low sodium

SOy sauce options



Eat Well, Live Well.
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4. Initiatives for Reduced Sodium and Increased Vegetable Intake

@ Initiative for increased vegetable intake: Love Vegee

Aiming to increase vegetable intake Vegetable day with Love Vegee
in Aichi Prefecture (lowest vegetable

intake in Japan), worked with a local e ., Example display
university on joint recipe development | SERSES Lol F i on produce calos
and carried out in-store specials and =TT e S ) floor
events, etc. Coplel g

3
.

More than 2409 of
vegetables
Simple mother-child

We made it! \ cooking class held

¢ ‘."'"..,-f g =
w‘ =18 by & 2 s in-store
2 |

Love Veges Bento

z =
a‘ i
Developed with the Department
of Human Nutrition, School of

Life Studies, Sugiyama
Jogakuen University

N - ) Y

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.




4. Initiatives for Reduced Sodium and Increased Vegetable Intake

@ Initiative for increased vegetable intake
Collaboration with Kyushu-made produce

Eat Well, Live Well.

A

AJINOMOTO.

Proposing delicious ways of eating vegetables

e ‘Yi—‘ - S ———— Promoting CookDoe as

i 48 ) =] Vegetables grown with o= way to prepare/enjoy
seasonal vegetables
compost made of by-

products from amino
acid fermentation
(marudori green pepper)

D
5 i
HLIL

5o 40

Process for growing Kyushu-ae prohéé (9

|Eat Well{Live Well

Ay
AJINOMOTO

Kyushu Plant Consumers

Saving energy and

! Able to buy high SUPER MARKET Able to eat delicious
resources by reusing

quality compost produce
at lower price
Compost maker Distributor

we

Fermentation Able to make Able to make branded
k by-product compost at lower cost fruit/vegetables

r;q-.hu"
HLLLn

L1fi!%4g
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4. Initiatives for Reduced Sodium and Increased Vegetable Intake

Eat Well, Live Well.

A

AJINOMOTO.

& Status of initiatives across Japan for resolving regional health issues (FY2018)

Map of initiatives

Map of initiatives for increasing

for reduced sodium intake

Reduced sodium intake
initiatives

Y

¢
4 f
o

Reduced/appropriate
sodium intake day

Reduced sodium
Japanese food ideas

vegetable intake

Love Vegee

Other initiatives for increasing
vegetable intake

Initiative to
increase vegetable
intake of Kyushu-
made produce

Expanding to Tokai, Hokuriku, @
Kinki, Chugoku, and Shikoku
regions where vegetable
intake is particularly low

Reduced sodium intake initiatives: 32 prefecturesJ

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.
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Eat Well, Live Well.

4. Initiatives for Reduced Sodium and Increased Vegetable Intake Ay

AJINOMOTO.

€ Vegetable intake: Examples of Cook Doe and Cook Doe Kyo-no-Ohzarae

Delicious way of eating vegetables!

Cabbage Eggplant Green pepper Tofu Pork

Number of people who have
eaten Cook Do® —
and Cook Do® Kyo-no-Ohzara® d ‘ % -‘;{}
(FY2017) W

520 million 7.75million 75 million 114.29 million 33.33 million 6,500 tons
— For example...

FY2017: Nationwide green pepper
shipments
129,800 tons
Green pepper consumption using Cook Do®

4.091 tons*

(stir fry 130g/pouch, twice cooked pork 40g/pouch)
*Ajinomoto Co. estimates for FY2018

Social value

«®

Contribute to vegetal
intake

Increase sales Cook Do contributes to 3.2% of green

pepper consumption in Japan
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Today’s Agenda

5. Kachimeshig Initiatives
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5. Kachimeshig Initiatives

€ \What is Kachimeshie?

s1ab.e)] 810D

s196.e) papuedxy

Various hard-working people: Refers to all consumers regardless of age

Top athletes

Student athletes,
everyday athletes

Various hard-
working people

Countermeasures
for overnutrition and
metabolic syndrome

General consumers

Eat Well, Live Well.

A

AJINOMOTO.

Future of Kachimeshig

Recovering
from fatigue

Support people working to achieve
their goals with Kachimeshig

Replenishing “Meals that help power hard-working people”

energy

B Apply knowledge gained from helping athletes build
their bodies

B Achieve daily nutritional balance

B Propose meals with an eye on why we eat

B Eat meals and snacks based on purpose and timing

e

\ PABEBADFASICBBITRBA J

Aif 5€R

Replenishing Recovery
energy &

(3 meals, w
- conditioning

Building the
desired bod

Countermeasures
for low nutrition of
young women

Conditioning for

students preparing
for entrance exams

Staying
healthy in winter
Addressing
locomotive
syndrome
in seniors

Countering

summer fatigue

37
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Eat Well, Live Well.

5. Kachimeshie Initiatives Ay

AJINOMOTO.

& Definition of Kachimeshig

Support hard-working people by proposing
nutritionally-balanced meals!

Support
young women

S t student Support students Preven_t Address
upport studen preparing for metabolic locomotive
athletes entrance exams syndrome syndrome

Approach to Kachimeshie menus Key points for reasonable and continuous use

For dessert (1) High intake of prOtEi I1 essential for building the

ﬁ”“ body
Side dishe f ( Milk & dairy (2) Large helpings of VE( etables as asource of

A WS essential vitamins and minerals
—r @ (3) Incorporates into menu SOUPS with umami

Staples Soup flavors to aid in digestion and absorption

Proposing nutrients, foods and menus tailored to themes and
purpose in a timely manner to everyone working hard daily to

... ochevethergoals

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.
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5. Kachimeshig Initiatives

@ Rollout example (1) ai'ﬂ#!'gﬁ—
e

-Mie Prefecture and Ajinomoto Co. partnership agreement

* Planning

*Media/social media exposure=>Increase visibility

= Distributor side=Create economic value

W 1 Grand Prix

ﬁﬂ

Partnership

Eat Well, Live Well.

A

AJINOMOTO.

agreement initiatives FY2019 FY2020 FY2021
Events | TOkyo Olympics | o0 o e NM"? T°|"Z"‘I’1'°I"‘a_‘
count down event ational Athletic
Meet
. ‘, { . " rr
mo 9 .ﬁ'
Images < i BN ‘- s
KElC.hll'ﬂeShI Handout original MB at schools Fair for supporting school sports
Pair Cook Promote implementation in the held at mass merchandisers in
_Love \(egg home and make the eventa boom the Tokai area

Copyright © 2019 Ajinomoto Co.,

Inc. All rights reserved.
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5. Kachimeshig Initiatives
@ Rollout example (2)

Sales from Special Display Corners
(April = 100)

140

120

100

Compared to April

Chinese food fair:
132%

June Chinese July Kachimeshi
food fair fair

80

60

April Chinese
food fair

* Increased product exposure through sales floor display
contest

* Simultaneous displays of items from different categories

T

J

.

Mass merchandiser B

Sales from Special Display Corners -«
(Chinese food fair = 100)

-

Compared to
Chinese food
fair: 125%

Kachimeshi fair

Chinese food fair (last year)

B CookDo MKyo-no-Ohzara

« Simultaneous displays of items from different
categories

* Creation of fliers, store booklets and recipe leaflets /

| _——

__»I»iﬂked together

p— —
[ AESEE TE*E09%E351)

Eat Well, Live Well.

A

AJINOMOTO.

SANONGTO

LR LR R

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.
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5. Kachimeshig Initiatives
@ Rollout example (3)

Company cafeterias

For hard-working people on the job

Well-balanced Kachimeshi, set meals

\ PAEBIADFASEEBIZBA /

ﬂ#5€fi

SFIE:EEIH)‘ENT‘- "

Bringing menus used by top athletes for
conditioning to you!

Rave reviews!

(@3] | (@ )]

\ Pork soup energy set meal || Body conditioning set meal |

J

Eat Well, Live Well.

A

HMR

Delicious and simple Kachimeshie
Hearty soup filled with vegetables and sources of protein

Create a balanced meal with
1 soup and 1 onigiri

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.
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Eat Well, Live Well.

5. Kachimeshie Initiatives Ay

AJINOMOTO.

. . . —
@ Rollout exgmp_le (4) _Supportlng students preparing for entrance exams with everyday meal options! i
Partnership with major college prep school preparing for the

. . . . . . ntran mination
Supporting students preparing for entrance exams! Developing Kachimeshie menu options i

- Ingredients containing the following nutrients are recommended
When Breakfast Lunch Dinner for maintaining your physical condition during this time of year!
. Protein and vitamin B6 needed for building the body against the cold of winter! Vitamin C helps prevent colds
Point Activate the brain from the morning with carbohydrates as an energy source and vitamin B1 to aid the metabolism! Vitamin C ~ Vitamin B6
3 ¥4 Vitamin C
Main dish: Spanish omelette Main dish: Basic oyako-don Main dish: Pork shoulder and daikon &\k e

e

Side dish: Hijiki shiraae and stewed

Side dish: Mugen enoki :
pumpkin

Spinach Chinese cabbage  Sweet potato

Soup: Ripe tomato soup (vegetarian) Soup: Daikon and leaf miso soup Soup: Ginger miso soup with mustard seed Protein and vitamin B6 needed to build

and mushrooms

Menu the body against the cold of winter
(examples)
Vitamin B6
: ‘
Z >
Shrimp Egg
Share from college Provide Kachimeshie Share in-store
prep schools menu for dorms
e N
» Enrollment orientation
» Presentation to parents/guardians
 Postings in-school
« Distribution of menu book to high
schools
Presentation on
Kachimeshig for
parents/guardians J

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved. 42




Eat Well, Live Well.

5. Kachimeshie Initiatives Ay

@ Rollout example (5) Initiatives at drugstores

Sales promotion
items

| s com Y| corcneen
AR Y INELRY

LU AARS WD
: K20%07h BLINERS
: N

Eat Well, Live Well.

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.
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Eat Well, Live Well.

5. Kachimeshie Initiatives Ay

@ Introducing various initiatives

» Kachimeshie.class for junior athletes through tie-up with sports organizations

- Kachimeshig class linked to seminar held by karate magazine called JKFan
- Dialogue with national team members on meals and snacks, along with explanation of Kachimeshig

) -

L J4 o Y ’ 9 i
& 3 h " Rk
3 A [ A8 ¥ e ey

N R 3 ([ ) f o e h "

e ) ) | 5 S 4§

A3 k . L

s e . 2

#d 1 &) e xa A et oAy

i

.

~ Kachimeshig outreach class as part of Tokyo Metropolitan’s
Olympics/Paralympics education program (from October 2017)

-Involved in Tokyo Metropolitan’s Olympics/Paralympics education program run by the Tokyo Board of Education
- Ajinomoto Co. employees lead Kachimeshig outreach classes at elementary and junior high schools

= *

FY2017 results: classes started in December

2,033 students at 10 elementary and junior high schools in Tokyo
FY2018 results: as of October

1,066 students at 6 elementary and junior high schools in Tokyo

For grades 3 to 6 of elementary school and grades 7 to 9 of junior high
school (both FY2017 and FY2018)

Copyright © 2019 Ajinomoto Co., Inc. All rights reserved.
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=\ DAEBADFNSICBBTRA |

Total of 45,000 stores* nationwide

Promoting Kachimeshie IN-store! «estmate for evzos

Kyushu

e P ARBRHEHRAZZRELTVET!
ftLL7F 51 e, mncrcane s
EoTHEOMIUTERLE!

&@m

_

WECHA. BT TR S A EDRBECISTE. HOI!*Q‘LI*\'T
3

ChoERCERPE. EMERCEROEEE ek

fils 2 on mn

Bomf-rzr-

HETI00RBICRETRH LB
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Eat Well, Live Well.

5. Kachimeshie Initiatives Ay

AJINOMOTO.
& Future rollout (1)
—— Promote initiatives tailored to channels

Mass Prepared
merchandiser foods at mass
displays merchandisers

Linked with branch PR ——

Dietetic association Boards of
tie-ups education

Company Drugstore tie-ups Dorms of college prep
cafeterias schools

Prepared foods at
mass merchandisers

Linked Linked
with with
branch lCompany cafeterias branch
PR PR

Hotel chains

Dorms of college prep
schools

Reach out to consumers from various angles
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Eat Well, Live Well.

5. Kachimeshie Initiatives Ay

AJINOMOTO.

@ Future rollout (2)

In-store activities:
In-store campaigns and in-store marketing

Aim for total of 60,000 stores”

*FY2019 target
[ Digital ads ]
Visibility Understanding Action Spread
. . : : Kachimeshi® menu
[ Banner ads] [ Kachimeshie page ] [ AP Kachimeshie page ] submissions
. = uesdn. G ;;m ,é;,r’,*j’,‘,‘j__ s g C— T
. s B | @ - Increase
; e AR @ visibility

...A-_...‘ ;
R -]

g o
[Mome) ri2? Al s8R ,,75;%%?,7.,-,; “
A SEE eusEc. T -
.. , \ BAEBADFASIEBBTEA | o e % Jy yj,
VY Ajinomoto Co.’s A 5ER V¥ Newspaper ads 2% w
L ) vk

advertising media g . O n
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Today’s Agenda

6. Examples of ASV Initiatives with Processed Food Makers
and Future Direction
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Eat Well, Live Well.

A

AJINOMOTO.

48



6. Examples of ASV Initiatives with Processed Food Makers and Future Direction

€ Aminolndexv initiatives
Aminolndex,

in the co-op channel

Eat Well, Live Well.

A

AJINOMOTO.

onset in the future, etc.

An exam for evaluating a person’s current health condition and possibility of iliness based on the balance of amino
acid concentration in the blood. Can evaluate the possibility of having cancer currently or the risks of diabetes

B New value creation and outcomes

1. Social value

Provide service for early cancer diagnosis to co-op members

(Tie-up with Japanese Health and Welfare Co-operative Federation)

2. Economic value

Sold around 8,000 tests ('16 to H1 ’18: number sold through nationwide

co-op home delivery services)

Consumer Yu Co-op Deli
Co-op

Tokai Co-op
Business

Union

Co-op Tohoku
Sunnet Federation

Federation

TI/BEMNDSOHSIEEHD.
aminoindex;
FIITIDA,

Nara Co-op Rolled out at

Osaka Pal Co-op

10 co-ops

Consumer Co-op
Hiroshima
Osaka lzumi
Civic Co-op

September
€ BAERENEEBRBSEER
FPIIAVFIY Re

(AICS.)

iﬁ/b%g-:w mﬁ@

EE A HEREI T DR M (#95mi) (<0, ”é““”""

RELAENATHIAD

TPI/BDNT/ADEBNE [
HIRICRITTSIET, A
REDNATHBF RS BuTN
WETSRETT, £L-
OZVNIIB.ll.ﬂfnﬂk‘(hbﬂiﬂIIETGGVJTQU. ‘ %_
FACHLO>TOFATHITRMENETILOTIRBY)ELA, .

SR NATHBIDTENER>BVANTLLOTIRAYELA.,

STOBTI. FANBO FRHREBOAKXAEHRELT
BRENEMEECYET.
OHE BSOS, HABK CARD) OF. AXRXNRTOR .
ANBTOFIL. RRCBUHBYETOT WIS NELA. Iy
wANG  RBTHMR:2018%9A38 (A)~11A168(;
10A198(2) SBMM:2018%F9A~11A FAFNS I3
12AMAST LY TS T e | 2

S EBMIEE 20 FERVOEEAIRY T LS.

WAER  HARER WELW
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04 HHEAICS | R4 BHA KB A BRIA A | 25~90R
#1504 "(_‘,;282” 6 FEFABMIA® 20~80M
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Deliver proposals on healthy and
nutritionally balanced foods to all
stakeholders based on our strengths Iin
technology, materials and sales

Specialty like no other company

This1s Ajinomoto Co.’s strength
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