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[Event Overview)

Date: Tuesday, March 10, 2026, starting at 11:00 AM

Presenter: Yusuke Ueda, Senior Vice President, Living Business (hereinafter referred to as Ueda)

[Event Overview]

Ueda: | am Yusuke Ueda, in charge of the Living Business. | would like to provide a brief overview of the

business operations of our Living Business.
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Ueda: Today, | will walk you through our presentation as follows. First, | will explain the positioning of the
Living Business. Following that, | will discuss the strategies guiding our operations, illustrated by several
specific case studies. | will then touch upon our current achievements before delving into our future
strategies for navigating the ongoing harsh business environment. Finally, | will conclude with our vision for

the medium term.
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We integrated our Kitchen, Vanity, and Interior materials businesses
and established the Living Business Division as a new pillar of growth.
After 2 years of operation, we established the Living Business in 2025.

Ueda: First, let us look at the positioning of the Living Business. This business was newly established by

integrating three segments: the kitchen and vanity businesses previously under the LIXIL Water Technology

(LWT) Japan unit, and the interior business formerly under the LIXIL Housing Technology (LHT) unit. While

we began operations two years ago, the Living Business Unit was formally established in April last year

(April 2025), and | have been leading it since then.



) Business Overview: Main Products and Scale

Kitchen Vanity Interior materials
sales 100.4 billion JPY (FYE2025) Sales 36.6 billion JPY (FYE2025) Sales 57.2 billion JPY (FYE2025)
Richelle Lumisis Lasissa
Custom vanity Interior doors, flooring and storage

Total Sales 205.5 billion JPY (Full year FY

Number of Production Sites 10 (9 domestic and 1 overseas bases)

Number of Employees 4,029

Our biggest strength is our portfolio of not only individual products but also "total coordination"
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Ueda: Next, | will describe our core products. The Living Business Unit comprises three business domains:
kitchens, vanities, and interior building materials—specifically, internal doors, flooring, and storage systems.
In the previous fiscal year, we recorded net sales of 205.5 billion JPY. We operate 10 production bases in
total, including nine domestic plants and one overseas plant in Dalian, China, which manufactures products
for the Japanese market. With approximately 4,000 employees, our strength lies in our ability to provide a

total solution for living spaces rather than just individual kitchen, vanity, or interior products.



) Background of integration: Vision of the living business “Value creation through true integration”

_ LIXILs Realization of affluent and comfortable living that everyone in the world desires
Existence value

VEEEERSEIEREIIN @ Living Space Value Integration beyond the addition of individual products
business @ Pursuit of integrated manufacturing by standardizing parts and materials, reviewing quality standards, and reviewing
\ision business processes

@ Living Space Value Integration @Pursuit of integrated manufacturing

Changes in user needs Before After
From "things" (products) to "experiences" (harmony of the whole space)

The LDK is viewed as a living space without dividing it. V= > ~

IJ-EE [1,1] Dﬁ Living
— Business
Interior

Kitchen Vanity building Unit
materials

Partial optimization (siloed) Overalt °pt';;::::i::) ABROER
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Ueda: | would like to explain the background behind the establishment of the Living Business. At LIXIL, we
are committed to our corporate purpose: "Make better homes a reality for everyone, everywhere." The
Living Business was formed to accelerate the realization of this value. There were two primary drivers for its
establishment. The first, shown on the left, relates to our marketing and promotion strategy—specifically,
how we deliver value to our customers. User needs are shifting from "products” to "experiences and
solutions”, with an increasing focus on the "harmony of the entire space". By moving away from fragmented
product categories and approaching the living space as a unified whole, we aim to provide superior lifestyle
value. The second driver, on the right, is the "pursuit of manufacturing excellence". Previously, components,
manufacturing processes, and quality standards were siloed across kitchens, vanities, and interiors. By
integrating these into a single business, we are shifting from partial optimization to a holistic approach that

generates synergies across the entire organization.



) Strategic Summary

Recognizing the Challenges

Greater than expected Earnings are difficult to secure Market conditions deteriorated
New construction starts decreased Business model price optimization

Living Vision: Creating Attractive Customer Value

@ Pursuit of lifestyle x design

Pursuit of integrated Pursuit of Social Expanding into
from the customer's @ _g ® AT @Exp -
. manufacturing Sustainability Growth Areas
perspective
=Strengthening cooperation among
:::elt::cl:::’t';:‘:nufacturmg, *Design with Consideration for
*Pursuing design that enriches P People and the Environment *Reform Shift and Growth
living spaces and people's lives it X s A
HiEquattyhighietclency *Reduced Construction and Delivery «Developing New Categories
. - . production Establishment of a
*Enhance Quality of Life Pursuit of system
Function y *Incorporating Advanced Internal *Expanding Global B
+Through'digital technology and External Technologies
Process innovation
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Ueda: Now, let me provide a summary of our strategy. To be frank, new housing starts have declined more
sharply than we initially anticipated. Furthermore, as indicated in the upper right, raw material prices have
risen at a pace exceeding our projections. While we are working to recover profitability by passing these
costs on to market prices, the reality is that profits have stagnated or declined over the past few years.
Additionally, our current business model faces challenges in ensuring profitability due to the presence of
strong specialized manufacturers in the kitchen, vanity, and interior sectors. To overcome these hurdles, we
have launched four major strategies:

First, the section on the far left in orange is "Pursuing Lifestyles and Space Design from a Customer
Perspective”. To put it more simply, this means continuously launching new products that meet customer
needs. In launching new products, we develop them based on a policy of pursuing functionality that
enhances the living space, lifestyle, design, and the quality of life itself.

The second point is the section in gray, "Pursuing Integrated Manufacturing". Previously, manufacturing
focused on the partial optimization of kitchens, vanities, and interiors individually. However, since the
establishment of the Living Business, we have naturally worked toward merging these three areas while also
further strengthening the coordination among development, manufacturing, and procurement. In terms of
manufacturing at our plants, we are making various investments to create a high-quality, high-efficiency
production system. Furthermore, digital innovation has become very important in manufacturing, which |
plan to touch upon slightly later.

The third point is "Pursuing Social Sustainability”. While it is a matter of course for us to continue designing,
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developing, and manufacturing products with consideration for people and the environment as we have in
the past, we are also addressing social issues that have become challenges in recent years. We are working
on approaches to such social issues as the shortage of drivers and skilled craftsmen.

Finally, the fourth point is "Challenging Growth Areas". As new construction—our traditional mainstay—
decreases, we are shifting domestic demand significantly toward renovation. We are also exploring new
categories that we have not previously addressed. While the Living Business is often perceived as a
domestic business within Japan, we are actually expanding our business overseas little by little, and | would

like to introduce those aspects as well today.
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Ueda: Based on these four strategic scenarios, | would like to introduce the achievements we have made
over the past year or two. The first is "Pursuing Lifestyles and Design from a Customer Perspective." This is
driven by new products.

In the upper left, we have the "Custom Vanity" launched last April. Sales have more than doubled our initial
projections. Customer needs are shifting from standard vanities to Handmade Vanity styles, and this
product successfully captures that trend.

In the upper right is our kitchen segment, led by our flagship high-end series, "RICHELLE." Produced at our
Fukaya Plant, "RICHELLE" has been ranked No. 1 for seven consecutive years as the high-end product pros
most want to use for renovations.

At the bottom are our interior building materials. While the right side shows a standard interior door, | want
to highlight the product on the left. Launched about two years ago in Japan, this door utilizes aluminum
and glass. This product, "Raffis," caters to the growing trend of high-end condominium renovations where
developers seek differentiation through sophisticated materials. Given its popularity, we plan to further

strengthen the lineup this year.



(2) Pursuit of integrated manufacturing

) Current Achievements (2)

Transforming risks (aging of facilities and production termination sites) into new growth possibilities.
Introduced SAP from the Interior Business to standardize core systems. Aim for company-wide standardization.

I Turning the risk of aging facilities into growth I Evolution from Ending Production to an Optimal Base I First step toward mainstay system standardization
opportunities
Maximize investment efficiency and productivity Creating New Value from Kitchen Production SAPi_MFDdu_(Ed as a mainstay {ysmrfj standardization in the
Renovation of the Artificial Marble Worktop Line - March 2026 #lan Functional Transformation at the Kani Plant December 25 Interior Business (first domestic business) February 2024

g
Kitchen I I
Production <In-house production &
of Vanity components >

|
[jfﬁ < Consolidation of after parts >

C y ted aging eq tof main products (44%of - Achieved hundreds of millions of JPY in cost savings +  Reorganized 894 systems. Achieved partial migration of
production) at about 650 million JPY. while reducing the risk of overseas procurement through core systems in February 2024.
Reduced investment by thoroughly optimizing specifications domestic manufacturing of toiletry materials.

‘ o o "Fit to Standard" completely eliminates personalization
lmrodu.cuon of automatic plcl.«ng and QIgltaI linkage Maximized logistics efficiency by establishing an after of operations. Acquire global standards of governance
dramatically reduced production lead time from 1.5daysto . parts center taking advantage of its favorable location in and management speed,

3 hours. Chubu.

. . . . Build IT infrastructure resilient to change by linking SAP
Eliminate personal injury risk by automating heavy work. + and low-code. Balance standardization with business
Simultaneously improve safety, quality, and profitability. responsiveness.
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Ueda: Next, | will discuss Manufacturing. Over long periods of manufacturing, risks such as aging equipment
and the need to reorganize plants due to declining production are inevitable. On the left is our large-scale
renewal investment at the Fukaya Plant, which was completed this month. This plant produces artificial
marble kitchen counter tops. The production line for these tops had been in operation for approximately 30
years, posing a high risk of failure. We invested approximately 650 million JPY over two and a half years to
renew this process. This has not only mitigated supply risks but also allowed us to utilize automation and
line integration to reduce manufacturing lead time from 1.5 days to just 3 hours. Furthermore, while the
market for artificial marble tops is gradually shrinking, we have consolidated production by transferring
operations from the Kani Plant in Gifu to Fukaya, achieving both consolidation and efficiency. This
investment has also maximized safety and quality, notably by significantly reducing the points of contact
between personnel and heavy equipment.

Moving to the center, | will explain "Base Optimization." The Kani Plant in Gifu previously handled artificial
marble top production and final kitchen assembly. Due to declining volumes, we ceased kitchen production
there last October. However, instead of closing the plant, we internalized the production of wooden
components for vanities, which were previously imported. This has resulted in annual cost savings of several
hundred million JPY. Leveraging its central location in Japan, we have also consolidated after-sales parts
(repair parts) from various plants into Kani, transforming it into an "After-parts Center" to further enhance
efficiency.

Finally, on the right, is the "Renewal of Core Systems." Since LIXIL's inception in 2011, we had various
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fragmented systems from our legacy companies. Previous attempts to integrate them were largely
unsuccessful. However, coinciding with the aging of these systems, we launched a project to migrate to a
unified SAP platform. Our interior business led the way, completing the switch in February 2024. It has been
running for about two years without major issues. Our new approach prioritized standardizing our business
processes to fit the global SAP system rather than customizing the system to fit old workflows. We are

currently in the middle of a major three-year project to migrate our primary kitchen business to SAP.



@) Pursuit of Social Sustainability

) Current Achievements (3)

Delivery and installation (UL Kitchen), installation (Uwaba RE Floor), and manufacturing environment (Tornemo)
Achieving high efficiency, solving social issues, and reducing environmental impact.

Solving social issues and simplifying the customer l The New Standard for Floor Renovation I Solving scattering of wood chips
experience
UL KITCHEN, an optimal and minimal design that fits Uwaba-RE Floors are simply layered on top of existing floors. "Tornemo' innovative dust collection joint realized

social issues and minimal style More familiar with LIXIL's "non-destructive renovation" with on-site knowledge and digital technology

Compact packaging design that reduces packaging materials -  Alayering method that does not remove the existing floor. +  After two years of prototyping with a 3D printer, the company
and improves transportation efficiency. Achieves a short and low-cost renovation put its original vortex technology (patent pending) into
practical use.
One price by carefully selecting standard items. Approximately 80% less in volume (approximately half the
Free from complicated estimates. *  weight) than standard flooring (12 mm thick). Solves social  *  This technology reduces pressure loss, preventing a decline
issues by improving delivery efficiency. in dust suction and contributing to environmental
Fits the space like furniture with both floating and chunky preservation at factories.
feeling. Thin and highly durable. Minimizes interference with
fittings. * Weare considering commercialization as a tool to solve
common problems in the industry.
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Ueda: The third strategy is Pursuing Social Sustainability. To address social issues like labor shortages, we
are launching new products. On the far left is the "UL Kitchen," launched last April. Traditional kitchens are
pre-assembled into cabinets before being shipped to the site. The "UL Kitchen," however, is shipped flat-
packed and assembled on-site. This maintains installation efficiency while reducing packing size by
approximately 30%, contributing to a lower environmental footprint and reduced CO; emissions.

In the center is our "Uwaba RE Floor" for interior renovations, launched last June. This product reduces the
construction burden by allowing installers to lay new flooring directly over existing floors. By optimizing
thickness and materials, we have addressed common pain points in the market, resulting in sales that are
double to triple our original plan.

On the right, we have internal technology contributing to workplace environment improvements. This
example is from the Sukagawa Plant in Fukushima. The plant processes interior building materials, which
generates significant amounts of wood dust. We have substantially improved the dust collection system. By
refining the shape of the joint parts (for which we have filed a patent), we improved dust suction capacity
without any performance drop, preventing dust from scattering. This technology has been highly praised by

European companies, and our engineers are currently providing technical guidance in Europe.
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@ Expanding into Growth Areas

) Current Achievements (4)

Focused on the needs of “Handmade Vanity” and entered the high-growth market after selling individual bowls.
Fused Japanese technologies and products with overseas designs and functions to rapidly expand to the global market.

ITurn changing market needs into a winning factor l Global Expansion from Defensive to Proactive
“Custom Vanity, ” a simple way to create the desired handmade vanity Realization of a sustainable high-profit growth model by fusing existing assets with innovative
technologies.
Combining superior Jap. technologies with overseas designs and functions

Expanding into global markets in an asset-light and speedy manner

O

Japanese technologies
and products

Overseas designs and
functions

We entered the rapidly growing home furnishing market.

Our lineup meets the needs for attractive Vanities installed in the LDK and d We have started to develop the global market with the Chinese market first (we have contracted

eotrances, with more than 60 local distributors in China), and we are winning delivery to luxury apartments
i ‘men _— in Shanghai and Beijing.

Created a new category of home equipment by modularizing Handmade Vanities

that depend on craftsmen for high quality and quick delivery. + Plans to enter new markets with high growth potential such as Vietnam, Mongolia and Turkey.

K s ” Proposed to local distributors.
By introducing value-added items and combining them, we can increase sales and

increase volume,
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Ueda: Finally, the fourth strategy: Challenging Growth Areas. As | noted earlier, the market for standard
vanities is declining as Handmade Vanity become more popular. However, Handmade Vanity is often
difficult for builders and craftsmen to coordinate. By providing custom-style wash modules, LIXIL solves
these issues. We plan to expand the "Custom Vanity" lineup next April. Due to strong demand, we have
moved orders forward by a month and expect sales to double our projections.

On the right is our global expansion. We are exporting Living Business products, particularly kitchens, to
international markets. In China, we have contracts with local dealers who sell our "RICHELLE" series. We have
recently secured several orders for high-end condominiums in Shanghai and Beijing. We are also planning

to enter emerging markets with high growth potential, such as Vietnam, Mongolia, and Turkey.
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) Strategic approach to solving issues

Recognizing the Challenges

. ef Market conditions deteriorated
Greater than expected Earnings are difficult to secure Bassneon e el e oront
New construction starts decreased Business model g %’npargins P

v v v

' ' @ strengthen profitability

© cChallenge growth areas Expand ® Business model transformation

Accelerate synergies and rationalize
and accelerate growth cce ynergle @ !
resources
>Expanding sales in the renovation market >Development of total living solutions >Accelerating parts and design synergies

RhaiabiE SRl ) >Restructuring domestic production bases

>Utilizing LIXIL global solutions >Value chain integration
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Ueda: While we are implementing these initiatives, | must admit that profitability has not yet reached our
planned levels. On the following pages, | will explain how we intend to transform our business model in

response to declining housing starts and fierce competition, and how we will improve profitability despite

rising material costs.
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@ Challenging growth areas

) Accelerating Growth | Utilizing LIXIL Global Solutions

Utilizing resources within the LIXIL Group. Adopting advanced European designs for domestic products.
We are also differentiating ourselves by reflecting Japanese designs in global markets.

. Developing European Design in Japan l Overseas expansion of Japanese design
Collaborates with the Group's European Design Team and European Through the C2W (China to World) strategy, which fuses Japanese
Technology Research Office to discover trends in overseas markets aesthetics with Chinese vitality, we propose to the world a
and devices. comfortable and rich living space that blends simple modernity with
Improves added value of products by utilizing product design, a Japanese touch.

Grohe brand, and procuring high-design, high-function devices from
overseas brand manufacturers.

Interior bailding materials: Interior doors GS and
Raffis

DANDAN Storage
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Ueda: Regarding our first challenge, Challenging Growth Areas, we are leveraging our global resources.
LIXIL possesses vast resources across Europe and the Americas. In Europe, we have dedicated design and
procurement teams. By collaborating with them, we are working to bring global trends and superior
technologies to the Japanese market more rapidly. As a preview, we are currently developing a high-end
kitchen aimed at luxury properties—a segment we haven't reached with "RICHELLE." We plan to launch this
next fiscal year. Rather than a mass-market catalog product, it will be released in limited channels, starting
in the Tokyo area. This will be a "total living space" lineup, including storage and doors.

On the right, we have products for the Chinese market. We are re-designing technologies and designs
cultivated in Japan to fit local needs, producing and selling them locally. These are designed and

manufactured at our Dalian Plant.
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@ Business model transformation

) Developing total living solutions

From proposing "things" (individual products) to proposing "experiences" (harmony of the entire space).
Accelerating proposals for seamless integration of Kitchens, Vanities, and Interiors

*Responding to changes in customer needs from "products" to "services" (harmony of the
entire space).

*Providing space for growth markets (apartment renovations and detached house
renovations).

«Kitchens, vanities, Interior materials, wall materials, lighting, etc. are sold as spaces.

*Introducing high-precision rendering that conveys the value of "things" instantly.
(Alimage generation and 3D estimation system)

e || 25 | (e —
E Business
Kitchen || oty :’:E:Mi':. Unit

I Partial optimization (siloed) { Qintah °”",';‘::‘,:::',""""“""’
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Ueda: Next is the Business Model Transformation. Specialized manufacturers are very strong in the kitchen,
vanity, and interior sectors, which often leads to price wars. To counter this, we are shifting from selling
individual products to proposing entire "spaces”. By seamlessly integrating these categories, we aim to
deliver greater value. As housing prices rise, more customers are choosing to renovate existing homes. We
are challenging ourselves to sell "spaces" that include not only kitchens and interiors but also wall materials,
lighting, and ceilings. To support this, in February, we introduced a solution using an Al image generation
system capable of high-precision rendering. We will use this to drive space-based sales starting next fiscal

year.
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® profitability enhancement

) Accelerating living synergies and rationalizing resources

The foundation for total solution proposals will be solidified through synergies in parts and design of the three Living products,
asset lighting of production sites, and integration of the value chain.

lAccelerate component and design synergies ' Reorganize domestic production sites l Integration of the value chain
Creating Synergies with Components of Kitchens, Redefine the roles of each site and transform into an Integration of business systems
Vanities, and Interiors asset-light production system Redefining the optimal value chain

1

.0 Z
& prapos: O e Detivery
— -

i

&

|Propesal > Orders

Rationalize component supply chain and specifications Reorganized and consolidated domestic plants by function in Rationalize the value chain siloed by three businesses.
Utilize the strengths of each product in other products. response to a decline in production due to market shrinkage. Crea.!e.a one-stop SVS(QW from proposal to shipment and
Reduce SKUs in total business. Maximized capacity utilization by consolidating facilities and maximize the effects of site reorganization.

integrating functions.

LIXIL
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Ueda: Finally, | will discuss how we will ensure profitability. On the left, we are advancing the standardization
of parts. Previously, wood, rails, and hinges were procured separately for each category. We are now
unifying these quality standards and design philosophies to drive cost efficiencies.

Moving to the center, we are reorganizing our domestic bases. We must accept the reality of a shrinking
domestic market and align our production capacity accordingly. We will continue to review and consolidate
plant functions to ensure we maintain high utilization and profitability.

On the right, we are removing the "category labels" from our plants. Previously, plants were designated as
"Kitchen," "Vanity," or "Interior." We are abolishing these labels to manage all facilities as unified "Living

Business" plants, shifting from siloed optimization to a holistic business unit approach.
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4 billion JPY -

) Future Goals | V-Shaped Recovery and Sustainable Growth from FYE2026 2haUen 3 b""“’

~ 1.9 billion JPY
Image of manifestation of each ® '

Expansion of core earnings measure Amount Expressed

8% FYE2027 FYE2028 FYE2029

Price optimization

Improvement of
product mix
Structural Reform

5%

Structural Reform and Cost

and Cost 4

Reduction Reduction

Environment op(il;\ri'::(ian Improvement of .
product mix
FYE2026 FYE2029
Against the impact of market conditions (market conditions and foreign exchange fluctuations)
Through price optimization, structural reforms, and a shift to high-value-added products,
we will achieve profit generation
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Ueda: This brings me to the final page: our medium-term targets. Our current core earnings margin stands
at 5%. Despite the negative impacts of rising material costs and declining housing starts, we aim to reach
8% within three years through price optimization, cost reductions, structural reforms, and improving our
product mix. The table on the right illustrates the expected impact of these measures. For FYE27 and FYE28,
we anticipate improvements of 2 to 4 billion JPY for each category. In FYE29, we expect a significant jump
due to the timing of price revisions and new product launches, pushing our core earnings margin to 8%.
Although the market environment remains challenging, we are committed to generating profit by
maximizing synergies and standardizing components across the Living Business. Thank you for your

attention.
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Disclaimer

This document contains forward-looking statements regarding LIXIL Corporation's plans and forecasts.

These plans and forecasts involve risks and uncertainties, and actual results may differ materially from those

projected due to various important factors.
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