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First Half Results for the Year Ending March 31, 2024

Consolidated Statements of Income 1IZ2JPRIMAHAM

_____________________________________________

(hundred millions of yen, %)

Previous year FYE March 2024
o /' Gross profit margin: ~ No change (11.6%—11.6%) \
Net sales Net sales : YoY I i
H1 . H1 : comparative ! !
ratio i period SIES . Costtosalesratio: ~ No change (88.4% —88.4%) |
NerEEles 2,117 - 2,221 N 105.2 +110 i Purchasing of raw materials and products: 0.5 ptup i
Cost of sales 1,871 88.4 1,968 83.4 105.2 (97) i Production costs to sales ratio: 0.6 pt down i
Gross profit 246 11.6 259 11.6 105.5 +14 : SG&A: Turned downward (favorable) :
; by 0.4pt (9.0%—8.6%) ;
SG&A expenses 191 9.0 191 8.6/ 100.0 +0 | Labor: 0.1 pt down |
Operating income 55 2.6 68 3.1 124.8 +14 : Admin: 0.3 pt down :
Ordinary income 58 2.8 74 3.3 127.4 +16 ‘\\ Operating margin: Up 0.5 pt (2.6% —3.1%) I,"
Extraordinary income 0 0.0 0 0.0 0| e e
Variance from forecast (hundred millions of yen)
Extraordinary loss 1 0.0 6 0.3 (5) S
orecas
(announced May 8) Result Change
Income before income taxes 58 2.7 69 3.1 119.4 +11
Net sales 2,319 2,227 (92)
Net income 39 1.8 46 2.1 118.6 +7
Operating income 56 68 +12
Net income attributable to
non-controlling interests 2 0.1 7 0.3 402.2 (5) Ordinary income 58 74 +16
Net income attributable to Net income attributable to
owners of parent 37 1.7 39 1.7 104.7 +2 owners of parent 35 39 +4




First Half Results for the Year Ending March 31, 2024 _
Segment Results i12PRIMAHAM

(hundred millions of yen, %) Net sales by product category

Result in FYE March 2024 o % of conjpgrative
compa_ra;ive % of perio
perio con;;e)?il;)adtive YoY change Ham/sausage 559 109.6
Egogf:sted Foods Net sales 1,484 1’571 1059 +87 Processed foods 387 1064
g Prepared deli items 535 105.7
Operating income 59 63 107.2 +4 (vendor subsidiary) '
Fresh Meat segment Net sales 630 653 103.7 +23 Fresh meat 728 100.9
Total 2,227 105.2
Operating income 2 3] - +8
* The fresh meat category includes fresh meat sales in the Processed Foods segment.
Others Net sales 3 3 103.5 +0
Operating income 1 1 87.1 (0) Non-consolidated income statement (hundred millions of yen, %)
*Adjustment %6 of
J Operating income 3) (2 060.5 +1 H1 comparative | YoY change
- period
Consolidated Total Net sales 2,117 2,227 105.2 +110 Prima Meat Packers | Net sales 1,586 104.9 4
Operating income 55 68 124.8 +14 i(?]f:)grrrz:\;mg 32 77.4 (10)

* Adjustment: This refers to general (organization-wide) expenses not allocated to any particular segment.

-+ The yen trended low again, and raw materials costs remained high. As in the previous period, many companies
hiked prices multiple times.

+ The Japanese economy continued normalizing, with strong demand for eating out and tourism. Department

Business stores, convenience stores, and supermarkets recorded higher sales than they did last year.

environment

+ Meat markets: We faced higher costs in purchasing meat from overseas amid high international meat prices
overseas coupled with the low yen. Meat prices trended high in Japanese meat markets too. Animal feed prices
remained high.




H1: Changes in Net Sales, Operating Income, Net Income

1ZdJPRIMAHAM
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Consolidated net sales
(hundred millions of yen)

4,181

OH1 net sales

4,181 4,207

2,064

20/3

Notes:
+ In the year ended March 2023, we changed the way we present earnings to accord with the new revenue recognition standard and the revenue and expenses associated

with the compound feed price stabilization system. The new revenue recognition standard has been retroactively applied to the year ended March 2021.

2,048 | 2107

21/3 22/3

O Full-year net sales

4,307

2,117

23/3  24/3 (forecast)

+ The blue dashed outline indicates the forecast for the year ending March 2024.
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Consolidated operating income/
Operating margin
(hundred millions of yen)

C—H1 operating income

=—@—H1 operating margin

——1Full-year operating income 6.0%

=@—Full-year operating margin
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Consolidated net income
(hundred millions of yen)

OH1 net income

OFull-year net income

: Impact of
| impairment loss
| on profit after tax

88

57

142

70

53

97

~
(op)

45

20/3

21/3

22/3

23/3  24/3 (forecast)

Net income refers to net income attributable to owners of parent.



Actions Taken In Processed Foods Business

1ZdJPRIMAHAM

Price hikes OWe hiked prices of ham/sausage and other processed foods to absorb cost increases in key raw materials and energy. OHam/Sausage sales
Date Third round was in April 1, 2023 (the first was in Feb 2022 and the second in Sep 2022) <{>110% of comp period
Products 400 ham/sausage products and other processed foods (consumer products, commercial products)
Size of increase Consumer products: 5-20% Osales of other processed foods
Commercial products: 5-30% <{>106% of comp period
Sales OWe continued efforts to expand market share. OHam/Sausage sales vol: <>105% of comp period
OWe grew Koukun sausage sales and improved brand recognition. Consumer products 103%
OWe promoted sales in the B2B sector, which is recovering. Commercial products 109%
Osales vol of other processed foods: <>100% of comp period
Marketing OWe enlarged our audience through promotional campaigns, events, and social media (Twitter/X, Line). Prepared foods for consumers 99%
Q> . = . R, 1 86557 e % ¢ S o
§ x«\‘;‘/{'}ptlﬁs:\'—ﬁ/\’—i ‘ RANBTL t"/lq;;,;:\*_‘/\, '7’“0i5“r Prepared foods for commerce 9900
— —Aaz— [ -B= e o p—— < _ Seasoned raw meat 105%
: BBBIK = 23“ (e Y
i1 - R e OShare of B2C market: Ham/Sausage
IR (Y050 g:;g:t‘gfm t*::“‘ . -’%H‘- sl 5 TN
——— — L le— <>0.8% up YoY
Private theater show: Takarazuka o200 0] ] ]
Revue’s Star troupe e Mid-year gift (SCI data, April 2023 to September 2023)
Production OWe took action to accommodate market share growth: We strengthened production OMan-hours productivity (total for April-September 2023)
to ensure supply continuity, and increased productivity to improve cost competitiveness.
PRl _ y p_ ) _y P P Ham/Sausage | Processed foods
* The new plant in Kagoshima entered service in April 2023. Note:
. . ; . . ; ) L Shrinkflation is taken into (14%) +10%
= Higher production capacity (supply continuity), ecological sustainability account
« We boosted the production capacity of the core plant. +0.3% +2.0%
Vendors ODespite the high raw material costs, we developed new products to cover customers' needs and acted expeditiously OVendor business: Net sales
to bring them to market. <{>106% of comp period
(OThe new products proved popular. 5




Processed Foods Business Performance

1ZdJPRIMAHAM

1. Ham/Sausage

2. Other processed foods

(1) Sales volume: All ham/sausage products (%)
FYE March FYE March FYE March
2021 2022 2023
Ham/Sausage 110 104 101 105
- Consumer Products 117 103 101 103 75.1
- Commercial Products 94 110 102 109 24.3
- Gift Products 93 98 97 88 0.6
(2) Sales volume: Key consumer products
FYE March FYE March FYE March
2021 2022 2023
Koukun Sausage 123 110 107 106
Loin ham group 121 99 99 104
Bacon group 122 100 96 103
Tokachi Raw ham 116 98 92 98

P YoY growth inKoukun (for 11th consecutive year), loin ham group, and bacon group

(3) Improvement in man-hours productivity

FYE March FYE March FYE March
2021 2022 2023
Ham/Sausage 6% up 4% up| 0.2% up| 1.4% down
Shrinkflation is taken into account 2.0% up 0.3% up
(4) Netsales in vendor business (1 company)
FYE March FYE March FYE March
2021 2022 2023
Net sales 106 103 99 106

(1) Sales volume: All other processed foods products (%)
FYE March FYE March FYE March
2021 2022 2023
Processed Foods 99 102 99 100
- Consumer Products 112 94 103 99 30.0
- Commercial Products 87 118 100 99 48.2
- Seasoning raw meat 105 88 95 105 191
(2) Sales volume: Key consumer products
FYE March FYE March FYE March
2021 2022 2023
Burgers 141 103 91 98
Meatballs 104 101 100 83
Cicken st orslacs (inclung 107 85 95 103
Fried items for consumers 108 86 115 109
(3) Improvement in man-hours productivity
FYE March FYE March FYE March
2021 2022 2023
Processed Foods 4% up| No change| 1.6% down 1.0% up
Shrinkflation is taken into accouny  1.0% down 2.0% up

Ham/Sausage
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Processed Foods Business:

I I D
Factors of Change in Operating Income 12 4PRIMAHAM
(hundred millions of yen, %) OCost increases  (¥5.1bn) _
Resultin EYE March 2024 Huge cost increases in key raw materials and
comparative : secondary raw materials
period H1 result % of comp period YoY change
Net sales 1,484 1,571 105.9 +87 OSales +¥3.7 bn
Operating income 59 63 107.2 +4 (Price hikes +¥3.2 bn, Shrinkflation +¥0.5 bn)
3rd round of price hikes in April
1020
+18 FYE March 2023/H1 operating
60 39 income 59 37 22
Key raw
_COSt materials/secondary (50) (29)| (21)
0 +5 INCreases | raw materials
. +32 (51) Utility bills Ol @ +o
Sales Price hikes +32|| +15| +17
30 +37 Shrinkflation +5 +3|  +2
Vendor subsidiary +18 +7) +11
. Other Ol +1] @
" FYE March 2024/H1 operating
(50) (1) income 63 33 30
’ | . - | ' YoY change +4|| (4)] +8
Marigﬂﬂ ey gi‘;“,lﬁgals' vyl Frieeikes : s s%i?diiﬁy Marigozaf

raw materials




Actions Taken in Fresh Meat Segment

1ZdJPRIMAHAM

External environment

OFeed prices steadily declined over the period under review,

but remained high.

JA animal feed prices (national average)

Apr—Jun 2023 ¥2,000 down
Jul-Sep 2023 ¥2,000 down
Oct-Dec 2023 ¥2,700 down

Fresh meat OWe improved margins. e ' = R Net sales: % of comp period
sales + We rolled out price increases to absorb higher purchasing costs. ﬁ@ﬁ ‘é - Net sales: % of comp period
+ We adjusted delivery terms to reflect market conditions. : Beef 95%
Pork 92%
Poultry 111%
Actions taken
* The Meat Guy (online fresh meat business):
Expanded lineup, revamped website The Meat Guy (online meat shop)
* Locally packaging, defrosting tech (from frozen goods to chilled goods)
HOQ farming + We increased pig shipments. Shipments
business Year ended Shipments
- New farm in Miyagi made first shipment in summer of 2023. 2023 440 k

The farm got off to a good start; first shipment was
made ahead of schedule.

Fattening site (Yamamoto)

* Older farms improved their productivity and meat quality.

* We worked to improve animal welfare.
Farms applied our in-house animal welfare standards in line with WOAH standards.

Shipments in H1 of 23/3
102% of comp period

OMeat prices in Japan remained high.
Tokyo meat market: Pork carcasses

¥574/kg in March 2023, ¥695/kg in September 2023

‘ Pork carcass prices in Tokyo |

800

700
e ﬁt‘\—\/““
500
400

Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar

FYE 3/21 ——FYE3/22 ——FYE3/23

OsStocks of imported meat exceeded previous year's level.
Estimated stock (source: ALIC) ton, %

Beef 147,784| 148,317 148,065 146,616| 148,038

YoY 129 125 114 107 101

Pork 204,045| 223,902 225,208| 220,067 217,704

YoY 120 127 117 110 105
Poultry | 119,503 127,502| 133,613| 129,613| 133,334
YoY 103 110 112 107 110




Fresh Meat Business:

Factors of Change in Operating Income

1ZdJPRIMAHAM

(hundred millions of yen, %)

Result in FYE March 2024
comparative s :
period H1 result % of comp period YoY change

Net sales 630 653 +23
Operating income (2) 6 +8
16

14

12

10

8

6 (7)

+0

) +6

2

-

@

(2)
@
FYE Sell m EC Higher FYE
March 2023 subsidiaries feed prices March 2024

OFresh meat sales

+¥0.6 bn

Shift to market-linked trading
Better margins (following price hikes)

OHog farming business

Feed prices remained high

Market remained favorable

+¥0.2 bn

Q0
FYE March 2023/H1 @1l @) (0
Sell'in +6 +4|  +2
Sales cC

+0 subsidiaries +0 +0 +0
Hog Higher market prices +9 +5 +4
farming |Higher feed prices (7) (3)| (4)

Processin
v subsidiari%s (1) (1) +0
Other +0 (1) +2
FYE March 2024/H1 6 3 3
YoY change +8 +5| +3




Consolidated Balance Sheets iIZ2JPRIMAHAM

(hundred millions of yen)

FYE March FYE March
2023 2023

Current assets 953 1,052 991 |[Total liabilities 1,067 1,179 112
Cash and deposits 109 148 401 Current liabilities 749 872 123

Notes and accounts receivable 465 540 75 Noncurrent liabilities 318| 308 (11

Inventory 270 332 63 Total shareholders' equity 1,040 1,056 16

Deposits 70] 1 (70D Capital 79 79 0

Other 40| 31 (9 Capital reserve 102I 102 0
Noncurrent assets 1,346 1,395 50 Retained earnings 863| 879 16
Tangible fixed assets 1,023 1,014 (9 Treasury stock (4 (4) 0

Intangible fixed assets 73 93 20] JAccumulated other comprehensive incomg 91 105 13

Investment and otherassets 250 289 39| Minority interests 100 107 7

Total net assets 1,232 1,268 36

Gross assets 2,299 2,448 149] |Total liabilities and net assets 2,299 2,448 149
(hundred millions of yen, %)

FYE March FYE March
2023 2023

Equity ratio 49.2 46.2 (3.0 Interest-bearing debt 254 238 (16]
D/E ratio 0.22 0.20 (0.02]

Net interest-bearing debt 75 39 14

For interest-bearing debt and D/E ratio, a negative value indicates a reduction. 10



Consolidated Cash Flow Statements iIZ2JPRIMAHAM

(hundred millions of yen)

FYE March 2023 [ OCF C1ICF =#=FCF
H1 150 135
1. Cash flows from operating activities 50 135 +85
Income before income taxes 58 09 +11 100 50
Depreciation/amortization 53 55 +2 50
D i i d
et | G @ @ 0
Decrease (increase) in inventory assets (73) (62) +10 (50) (
:?:dr(eease (decrease) in notes and accounts payable- o5 127 +102 (100) (58)
Other (8) 22 +30
2. Cash flows from investing activities (58) (132) (74) (150) (132%
_ _ H1 of FYE March 2023 H1 FYE March 2024
Spending on property, plant and equipment (98) (73) +24
Spending on intangible assets (10) (34) (24) (hundred millions
Deposits 50 - (50) Depreciation/amortization, capital expenditures of yen)
Other (0) (24) (24) FYE March 2023
3. Cash flows from financing activities 7 (44) (51) H1
Depreciation/
: : amortization 53 SR +2 122
4. Cash and cash equivalents at end of period 161 100 (61)
Capital
) 95 83 12 230
Free cash flow (1+2) (8) 3 +11 expenditures (12)

11
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Full-Year Forecasts: Consolidated Statements of Income

1ZdJPRIMAHAM

Consolidated forecasts for H2 and full year

(hundred millions of yen, %)

' Full-year forecasts (for year ending March 2024)
. remain unchanged from forecasts announced on May 8

H1 consolidated results

(hundred millions of yen)

FYE March 2024

01 Q2 H1

Net sales 1,093 1,135 2,227
Operating income 36 32 68
Ordinary income 39 35 74
e R N

: Previous fiscal year
1 Impact of impairment loss on profit after tax was ¥2.3 bn

Operating income

Ordinary income

Net income attributable
to owners of parent

Percentage of full-year consolidated target

0%

25.0%

50.0%

Net sales

75.0%

23.2% 24.1% 47.4%
31.4% 28.0% 59.4%
32.6% 29.3% 61.9%
29.2% 21.6% 50.8%

100.0%

H1 H2 Full-year
Result in comparative = % of Resultin % of Resultin % of
period esult Coile e | comparative Forecast comparative QEeGEIETVIN Forecast  comparative

period period period period period
Net sales 2,117 2,227 105.2 2,190 2,476 113.0 4,307 4,703 109.2
Operating income 55 68 124.8 43 47 109.8 97 115 118.6
Ordinary income 58 74 127.4 47 46 97.7 105 120 114.3
Net income attributable to owners of parent 37 39 104.7 8 37 458.2 45 76 168.9

b _____ I ____

13



FYE March 2024 Performance Targets for Each Segment

1ZdJPRIMAHAM

(hundred millions of yen, %)

(hundred millions of yen, %)

H1 H2 Full-year H1 H2 Full-year
Result in % of % of % of Result in % of % of % of
(o [VETEVVA SRESUITEN COMPArative [ E1E Y MEOFECASEN COmParative [l Llei Y SEArgetas Comparative comparative Result™ " comparative [yl sEle AR Eorecast s comparative [y EIeYA N Target N icomparative
period period period period period period period period period period period period
Net sales 1,484 1,571 105.9| 1,522 1,851| 121.6| 3,007| 3,422 113.8| |Netsales 630 653| 103.7 665 622 93.4| 1,296| 1,275 98.4
Operating Operating _ _ _
Dperal 59| 63] 107.2| 43| 42/ 97.2| 102 105 102.9]| [P (2) 6 (0) 9 ()| 15
(hundred millions of yen) (hundred millions of yen)
FYE March 2024 FYE March 2024
1Q 2Q H1 1Q 2Q H1
Net sales 771 800 1,571 Net sales 320 333 653
Operating Operating
income 33 30 63 income 3 3 6
Progress in full-year target: Processed Foods segment Progress in full-year target: Fresh Meat segment
0 ?’6 250 ?’6 50.0 ?’6 75.0 ?’6 100.0 ?’6 0 % 250 % 50.0 % 750 % 100.0 %
Netsales | 22.5% | 23.4% | 45.9% Netsales  25.1% 26.1% 51.2%
Operating income 319% 28.1% 60.0% Operating income  20.0% | 21.7% | 41.7%

14




Processed Foods: Key Actions in H2 1Z2PRIMAHAM

Sales strategy O Maintain efforts to increase share O Develop differentiated
O Grow sales of Koukun sausage, raise brand awareness products: year-end gifts
O Improve branding and brand recognition of roast ham and bacon products

Launch of new brand: Smile Up! something for all the family

Wicister

BUL U Cut plastic use by 20% by reducing plastic packaging for roast ham

®BOUBDEEAnTLS,
e Authentic fresh meat developed by an
szp-' employee who is a certified Meister

Frozen products

O Enlarge our audience through promotio

* S

nal campaigns and social media ( X/Twitter).
-\OD1—> tu‘im' ==

R

iz;,;;

| 2w .
Gift items for Chinese cooking ||

) prepared under the direction |
Buffet at Hotel New Otani of a famous chef

Private theater show:
Takarazuka Revue’s Star troupe

Price hikes O October 2023: Fourth round of price hikes => 200 items
(first was in February 2022, second in September 2022. third in April 2023)
National and private brands and commercial-use products. Persuade clients to accept price hikes

Production O Improve cost competitiveness and boost production capacity to accommodate market share growth to ensure supply
continuity
* Boost production capacity with new plant in Kagoshima , be eco-friendly, use Al testing

Vendors O Continue developing new products customers want and actively bring them to market

Adapting to 2024

Legistics Problem O Adapt to 2024 Problem




Fresh Meat: Key Actions in H2

1ZdJPRIMAHAM

Purchasing,
sales

O Purchasing and sales teams to keep margins in mind
» Shift to market-linked sales
* Acquire a wide range of clients (locals, packers)

O Expand sales of original brands
Pork:  Kurobuta pork, pork linked with Canadian brand

Poultry: Rice-fed chicken

O Strengthen online fresh meat business The Meat Guy (online meat store)

H23DB%E ATHEBIC,

Beef:  Delicious Grape finished beef T

TATTVRY, N7 > ®
- KEY
'.'“I.',l.f-aqgrk,“m ]

A TRUE
AUSSIE

KOMEDORI

2AR-RBARTI F AR

* Expand lineup g

The Meat Guy

— 1N CE V0T —

O Forge new sales routes (B2B)

Domestic hog
farming
business

O Increase pig shipments: 600 thousand in FYE March 2031

O New farm in Miyagi made first shipment in summer of 2023 = Anti-biotic free
Feed contains local rice

O Improve productivity and quality on existing farms, upgrade their fixed assets

O Improve animal welfare
* New farm in Miyagi: Use open crates
* Apply in-house animal welfare standards in line with WOAH standards

Breeding site (Watari)

16



Sustainability at the Prima Meat Packers Group 12PRIMAHAM

Sep 2023: Released Prima Meat Packers Group Human Rights Policy and Prima Meat Packers
Group Procurement Policy

TIRNLD =T AHET 8t

REBTVRNLIN=TIE, THONLESEBHT, BXCERRICHM ELVDBEIED
BE BT -TORBHENBRERZEACT,. RRIECHRORRICAMLET.

MESE. BSOBRENDICHNTREEZROIDIINTOARDAENBEESNZOINIRS
BLCEZEERL, ZORBERICTBHELT, BEARERRTRRSINE EIRE
AHICBIT SE8RA ICBO< MTURNATIL—-TA#EGE) (U, K580 ZCCIC
ED. AHBEORDEHZEHELTENDET.

TV =N TN— TR #

BELT VAN —TR (B LELEHT, AL/ R) % THETE) LT,
BELBHENHZRELRITHET TR BRFAELHROERICARTIEAD, 4754
Fz— BT 3BREIR L OREMETMEL, XFEAFELERCER - B>, RED
HECARR LR, B, S20MBICEY), RMEHIMEFHLERTI L XEMLILT
AHE#EMELET.

1. AHICIIDIBEARNEER)S

TURNLI =T, FRTOARDERMARIC ONTHE UCEE MEMAERR ) 1. RORS - RLOBMN

(TERAREES] . [PRODIUBANERCHT SEMNN) . (RSN, HRNBL KU ST (REELFEH) U, RORE - ROOREL REE - L MEEHE
USEERIC Y ZEM0K. ) , HMICHH SEANERENE L SHE0EN 1LO) EFLET,

O THEBICHIZBANFASIVHAICHIT SO B5) (PRNSHEETHS RES
RORIL ) FAWBBORIL) [EROBE) MBHOSH - DATSHORE, 22 TR
ROCHWER) 0% - BEE2HET. ) CNZ, BSOHMEBMEEHMEDAEICE
IBREN, [OECD BSEMEEOLMIES) . B8 [AERBEORAICHY SENISE
1 BEOARICHOZEMGTNNG 25 UNELZT.

0w

T FAF = 2ETOHMBERBRE~OR R
HEFTELHEOERICHT [TV A A A—TRIEF#) OFBHE#HCESE,
$T 74 F=— it HEMRER, MRS, ARNEHSLERLZMETHIC
ZHET,

2. EREE

A73gtld, TURNLT =T DINTOEREXERICEALEY. FZ. TURNLY
g;gg;:\ﬁ&‘v—azcu%gagxtmmaumascﬁbrs.xﬁﬁoa?

2 ASSSENEE

. Bm3l%kEORM

BISIERIC, AFHOBEXEML TWAEE LRCERCHTTRHL.
BT 74 F =~ 2P HFRTELMBII2ZS L OMELET,

. TE=wAY AT =T ~ORE

e

Prima Meat Packers Group Human Rights Policy Prima Meat Packers Group Procurement Policy

The policy is designed to ensure we respect, and fulfil our
obligations regarding, the human rights of everyone
affected by our business activities. We take action to respect
human rights.

The policy is designed to ensure responsible procurement
activities. It emphasizes partnerships for shared
prosperity, through which we promote safety and
socioenvironmental sensitivity and build trust with
business partners across our supply chain, ultimately
contributing to a sustainable society.
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Material Issues: Progress in Metrics and Targets (disclosed in 76t annual report) "dPRIMAHAM

Material issue

FYE 2023 result (compared to FYE 2022)

Metrics and Targets by FYE 2031

Securing safe, reliable
food

Food Safety Management System operating
in 85% of major plants and farms

Food Safety Management System operating in all major plants and
farms

Reducing greenhouse gas
emissions

GHG emissions down 0.54%

GHG emissions down 24.3% from FYE 2022 level

Excluding fossil fuel-based GHG, overseas sites, and pig-origin emissions

Reducing the volume of
waste output

Plastic waste down 4.4%
Food waste down 3.1%
Recycling rate 92.5%

@ Plastic and food waste per production unit down 5% from FYE 2022
level
@ At least 98% of food waste produced during production is recycled

Respecting and promoting
a diverse workforce

61% takeup rate for paid leave

90% take-up rate for paid leave

Coverage: All employees in Prima Meat Packers

5% takeup rate for paternity leave

Counts cases where men take at least 5 days off for paternity leave
Coverage: All employees in Prima Meat Packers

100% takeup rate for paternity leave

Counts cases where men take at least 5 days off for paternity leave
Coverage: All employees in Prima Meat Packers

Women accounted for 32% of new full-
time employees

Women accounted for at least 40% of new full-time employees

Coverage: Employees in Prima Meat Packers

Employees with disabilities accounted
for 2.3% of total workforce

Employees with disabilities accounted for 2.7% of workforce

Coverage: Prima Meat Packers, including disability-friendly subsidiaries

Hiring and developing
outstanding human resources

Women occupying 3.4% of management
posts

Women occupying 10% of management posts

Coverage: Employees in Prima Meat Packers

18



Released 2023 Integrated Report 122PRIMAHAM

HOLE Lhd.

12292 U.

Good aspects of 2023 integrated report
P President’s message conveyed Prima Meat Packers Group’s mission; report

=) ‘;/» _, <+ +
W 9_ g conveyed medium and long term strategies (e.g. medium-term plan)

BwlLsLRE T,

BEXbLEHZIZHR {;;J
O s P Report shows progress in material issues in FY2022

TUINLIN—=T
HEeBER

2023 > Report included feature on new plant in Kagoshima and a farm in Miyagi

— 40, * TCFD-aligned climate
*Presented our long-term vision disclosures
o gl in two broad categories: growth
Y N g g. . -9 e . .
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[Reference] Consolidated Statements of Income

(FYE March 2021 to H1 of FYE March 2024)

1ZdJPRIMAHAM

(hundred millions of yen)

FYE March 2021

FYE March 2022

FYE March 2023

Segment H1 H2 Full-year H1 H2 Full-year H1 H2 Full-year
Net sales Processed Foods Business 1,375 1,423 2,798 1,422 1,434 2,856 1,484 1,522 3,007 1,571
Fresh Meat Business 669 709 1,378 677 669 1,347 630 665 1,296 653
Other business 2 3 5 2 2 3) 3 3 5 3
Total 2,046 2,135 4,181 2,102 2,106 4,207 2,117 2,190 4,307 2,227
Cost of sales 1,760 1,842 3,602 1,827 1,853 3,680 1,871 1,959 3,830 1,968
Gross profit 286 293 580 275 252 527 246 232 478 259
SG&A expenses 175 190 365 191 180 371 191 189 380 191
Operating income 111 103 215 84 56 140 55 43 97 68
Non-operating income (loss) 3 6 9 4 4 8 4 4 8 6
Ordinary income 115 110 224 89 60 149 58 47 105 74
Extraordinary income (loss) (3) (2) (5) 1 1 2 (1) (45) (46) (5)
Income before income taxes 111 108 219 89 62 151 58 1 59 69
Net income attributable to owners of parent 70 72 142 53 44 97 37 8 45 39

Notes: 1. The new revenue recognition standard has been applied since the year ended March 31, 2022, and is retroactively applied to the year ended March 2021.
2. The new presentation method applied from the start of the year ended March 31, 2022, has been applied retroactively to revenue and expenses associated with the compound feed price stabilization system.
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[Reference] Net Sales by Product Category

(FYE March 2021 to H1 of FYE March 2024) 1JPRIMAHAM
(hundred millions of yen)
FYE March 2021 FYE March 2022 FYE March 2023
Segment H1 H2 Full-year H1l H2 Full-year H1 H2 Full-year
Net sales Ham/Sausage 481 493 974 491 488 979 510 529 1,039 559
Other processed foods 315 350 665 336 338 674 364 368 731 387
oo sctsiciom 487 510 997 514 508 1,021 506 510, 1,016 535
Fresh meat 745 760 1,505 746 752 1,498 722 759 1,481 728
Other 18 22 40 15 19 34 16 25 41 18
Total 2,046 2,135 4,181 2,102 2,106 4,207 2,117 2,190 4,307 2,227
[Reference] Vendor subsidiary (1 company) (hundred millions of yen)
FYE March 2021 FYE March 2022 FYE March 2023
H1l H2 Full-year H1 H2 Full-year H1 H2 Full-year
Net sales 487 510 997 514 508 1,021 506 510 1,016 535
Operating income 20 17 36 16 5 21 6 7 13 24
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[Reference] Consolidated Balance Sheets

(FYE March 2021 to H1 of FYE March 2024)

1ZdJPRIMAHAM

(hundred millions of yen)

FYE March 2021 FYE March 2022 FYE March 2023
H1 Year-end H1 Year-end H1 Year-end
Current assets 934 987 961 958 989 953 1,052
Noncurrent assets 1,129 1,158 1,213 1,259 1,308 1,346 1,395
Total assets 2,063 2,145 2,173 2,217 2,296 2,299 2,448
Current liabilities 710 720 744 717 743 749 872
Noncurrent liabilities 288 278 260 275 306 318 308
Total liabilities 998 998 1,004 992 1,049 1,067 1,179
Shareholders' equity 910 972 992 1,028 1,042 1,040 1,056
ﬁ(égl:nrr;ulated other comprehensive 51 65 60 91 97 91 105
Non-controlling interests 104 111 118 107 109 100 107
Total net assets 1,064 1,148 1,170 1,226 1,248 1,232 1,268
Total liabilities and net assets 2,063 2,145 2,173 2,217 2,296 2,299 2,448
Equity capital 960 1,036 1,051 1,119 1,139 1,132 1,161
Equity capital ratio (%) 46.6% 48.3% 48.4% 50.5% 49.6% 49.2% 46.2%

23



1ZdJPRIMAHAM

Disclaimer

This document includes forecasts and other forward-looking statements. Such statements
represent assumptions and suppositions based on information available at the time. They are
subject to risk and uncertainties and do NOT represent guarantees of future performance.

Actual performance and other future eventualities may therefore diverse significantly from what

the forward-looking statements suggest.

T 140-8529
Shinagawa Seaside West Tower, 4-12-2, Higashi-Shinagawa, Shinagawa-ku, Tokyo

General Affairs/Public Relations Department, Prima Meat Packers
TEL: 03-6386-1800

You can contact us by email from our corporate website:
https://www.primaham.co.jp/ir/stock/inquiry/
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