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Update on Initiatives for Global Sanitation & Hygiene...........ccccvveeenn McCusker

Panel Discussion

Q&A Session

LIXIL 3



Y Today’s Agenda

Approach to Enhance Corporate Value through Further Acceleration of Impact Seto
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> The Importance of Business Direction and Impact Strategy

Guided by the LIXIL Playbook, we develop products and solutions that address social and environmental issues. This approach is
the foundation for driving sustainable growth, enhancing corporate value, and realizing our Purpose.

LIXIL's PURPOSE

MAKE BETTER HOMES A REALITY FOR EVERYONE, EVERYWHERE
LIXIL Playbook

Strategic Initiatives

MFocus > Transform > Grow > Innovate >

Our Foundation

Impact on LIXIL

Impact Strategy Increased
corporate value
@ Global Water Conservation & Diversity
Y Sanitation Environmental & Inclusion +
& Hygiene Sustainability ]
Impact on society

Contribute to solving social
Products and solutions creating social and environmental impact and environmental issues
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) Business Strategy x Impact Strategy: Accelerating LIXIL’s Impact Creation

The integration of our environmental and business strategies has enabled the development of differentiated products that drive
new revenue and growth. Guided by our Impact Strategy, the Chief Impact Officer (CIO) will connect our business units even
further to accelerate this progress, maximizing our positive impact on both society and the company

LIXIL Playbook
Our .
Corporate To Make Better Homes a Reality For Everyone, Everywhere
Purpose
FOCUS TRANSFORM GROW INNOVATE
o —"— ------------------- SO
Stra:er ic Divest Non-core Tackle Optimize Grow ,~~~Embed Develop™~-,
ors .g Businesses and Inflation and Japanand Global '/ Robust New \‘
Initiatives Simplify Supply Chain Drive New Water \ Environment Core /'
Organization Challenges Growth Business \\ Strategy o

~ -
________
-----------

! ' !
LHT: “PremiAL”, a recycled low-carbon aluminum  “revia” a sustainable material “bathtope” a bathroom featuring a fabric bathtub

Business N *Standard progressively in October 2025

Strategy @ LIXIL

\
Impact on -
Y Society and
Impact LIXIL
Strategy
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) Effective April 1, 2026 - New CIO Position Established to Further Strengthen Impact Strategy Implementation -
B Four Reasons for Establishing the Position of Chief Impact Officer (CIO)

Strengthening the Management Framework:
Strengthening the creation of sustained impact
through business by integrating "impact"
perspectives into management decision-making

Enhancing Employee Engagement:

Boosting employee engagement by strengthening
business operations rooted in the Impact Strategy

Driving Cross-functional Transformation:
Strengthening the bridge between business and the

Impact Strategy by providing leadership as an
Executive Officer

Strengthening Messaging Effectiveness:
Promoting LIXIL’s initiatives and their resulting
impact to both internal and external stakeholders
through transparent communication

Fostering a deeper understanding of initiatives aimed at creating impact, thereby
accelerating the enhancement of corporate value and the resolution of social challenges

LIXIL



Y Today’s Agenda

Further strengthening our initiatives aimed at creating impact on social and environmental issues will drive sustainable
growth in corporate value and business.

Structure of today’s briefing Presenters
O Update on Impact Strategy McCusker Chief Impact Officer
O Update on Initiatives for Global Sanitation & , ,
. McCusker Chief Impact Officer
Hygiene
O Panel Discussion with Nishiura, Outside
Director and Ohori, Outside Director All presenters
O Q&A Session

All presenters

LIXIL



Y Today’s Agenda

UpdateonImpactStrategy.....ccociviiiiiiiieieitittteeccccnnnonssssssccns McCusker
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> Our Impact Mandate: Driving Positive Change

LIXIL's PURPOSE

MAKE BETTER HOMES A REALITY FOR EVERYONE, EVERYWHERE

@ GLOBAL SANITATION &
Y HYGIENE

Sanitation and Hygiene for All

Impact WATER CONSERVATION &
Strategy ENVIRONMENTAL
SUSTAINABILITY
Three. Zero Carbon and Circular Living
Strategic
Pillars

DIVERSITY & INCLUSION

Inclusive for All

LIXIL



8 5 Water Conservation & Environmental Sustainabilit . . .
o Zero Carbon and vl L y LIXIL Environmental Vision 2050

ZERO CARBON AND
CIRCULAR LIVING

A better home is a sustainable home.
LIXIL Environmental Vision 2050 “Zero Carbon and Circular Living” envisions
a sustainable future for people and the planet.

— THREE PRIORITY AREAS )

Mid-term targets and actions for the three priority areas
(Climate Change, Water Sustainability, Circular Economy) will drive
LIXIL’s efforts in achieving its Vision.

Water Circular

Sustainability Economy

l. I x I L B Received SBT Net Zero approval in March 2024. 11



8 5 Water Conservation & Environmental Sustainability

\g Zero Carbon and Circular Living DriVil‘lg Our |mPaCt

Expand‘mg our \mpact

For sustainable living :
and the environment, M
today and tomorrow -

Our production sites,
offices and sales

Procurement,
packaging during transportation,
logistics, and end-user use of
our products

Creating solutions addressing
the environmental challenges of the world,
beyond the framework of our business

LIXIL 12



8 5 Water Conservation & Environmental Sustainability

\4 Zero Carbon and Circular Living Th ree Priority Areas & Ta rgelts

OUR OPERATIONS OUR VALUE CHAIN EXPANDING OUR IMPACT

s 3 co _ Reduce COz emissions Ratio of Ratio of high-performance
cope 2 emissions through the procurement of energy- and water- saving windows sold
‘- g Green Aluminum *2 faucets and toilets sold for new detached houses
Scope 1&2 €Oz, - O (ccz,:,', o,
€02 emissions - 50-4% - 30% 0 ' _: 100% = 100%
‘ﬂ) O Uapan) E (Japan)

Reduce water use
at water-scarce sites Total water savings from

Water + 20;5*1 P‘. . water-saving products Provide safer and 0
Sustainability . A “.:“ O 2 billion m3 better tasting water WY
b e ' per year —

Promote use of recycled and Enhance resource efficient
renewable materials products and solutions

it D)

\ e difficult-to-recycle
Use of recycled mi'— Build take-haok systems for waste plastics

aluminium P ! ‘product to product’ use
&P 100 ae

&

Water use efficiency

@

. | d
Circular MpTovEr,
waste recycling

Economy rates

L I x I L *1 Benchmark: Fiscal year ended 2019 (All targets are for the fiscal year ending March 2031, unless otherwise noted) *2 Including recycled aluminum 13



Oﬂ Water Conservation & Environmental Sustainability
gy Zero Carbon and Circular Living

The Latest Key Progress Highlights (as of FYE2025)

Ratio of high-performance Improved
windows sold for detached houses waste recycling rates
vy by fiscal year
NEW di NEW
——f) 100 I 9556 et
y fiscal year =
/ / ending March 2031 Doo ‘ | ,
(Japan)
Status: 97% (On track) Status: 95.3% (Achieved)
Scope 1+2 CO02 emissions Scope 3 CO:z emissions
-.‘~ o
CO:z:
% 504 Cl -30%

by fiscal year
ending March 2031

hy fiscal year
ending March 2031

(benchmark: fiscal year ended March 2019) (benchmark: fiscal year ended March 2019)

FYE2025 Status: - 46.9% (On track) FYE2025 Status: - 18.5% (On track)
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TH%T Diversity & Inclusion inclusive for All

Create an empowering
and inclusive culture
that fosters belonging
and innovation *

Metrics and Targets
By FYE2030
« Ratio of female directors and executive officers: 50%
« Ratio of female managers across LIXIL: 30%
Annual rolling target
» Maintaining gender parity in new graduate recruitment in Japan

Driving Our Impact

our Value Chalf

Deliver differentiated products and services
that create inclusive value

Focusing on:

» User-centric design
integrating specialized
features and addressing
accessibility needs

@ « Solutions for
an ageing society

« Strategic partnerships
to deliver inclusive,
premium products

Expand‘mg our mpact

Cultivate a resilient ecosystem

% Expand and strengthen
€ =< theinstaller pipeline

» Open pathways
for tradespeople of all ages,
genders and backgrounds

» Expand training and
partnerships to build
a diverse skilled workforce

* Build loyalty to LIXIL brands

Collaborate to
advance accessibility

» Promote education,
awareness and advocacy
initiatives on inclusive design
and accessibility issues
jointly with community partners

LIXIL

15



TH¥M Diversity & Inclusion Inclusive for All

O Qa
(T} M\

By 2030, embed a culture of inclusion across LIXIL and
achieve key gender equity goals.

Targets & Key Progress Highlights

By FYE2030

®) Female director

O’T‘Q and executive O
'y \ officers 5 0/0

Ol

Female
managers
across LIXIL 00/0

Maintain gender ratio

50:50

in new graduate
recruitmentin Japan

4 Annualrolling target s

/(.3\ 37050/0

& 17.4%

AR 52:48

16
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Y Today’s Agenda

Update on Initiatives for Global Sanitation & Hygiene

McCusker

LIXIL
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? Global Sanitation & Hygiene Sanitation and Hygiene for All Ta rget & Key Progress Highlights

Our target
Improve sanitation and hygiene for 100 million people by 2025.

As of December 2025

MILI.ION

We surpassed 103 million pEOple 100

REACHED

CUMULATIVE IMPACT BY APPLICATION

Application As of FYE2025 | FYE2026 Q1-Q3 Total LIXIL
Households 47,136,485 1,776,482 48,912,967 f“ﬂf':ie";‘éﬁ’e,"iﬂ“w:h’:f‘!‘"‘ f
Non-Households 30,985,216 20,606,545 51,591,761
Time-Bound, High-Use Public Facilities 8,114,000 0 8,114,000
Cumulative Impact [people reached] 86,235,701 22,383,027 108,618,728
5% Loss -4,311,785 -1,119,151 -5,430,936

VelLoss-adi I
[C;'e'::::'tr';’:ch‘;sj]ad‘"s“d Epse 81,023,916 21,263,876 103,187,792

LIXIL



> Our Journey So Far - Over a Decade of Innovation and Partnership

SATO
SATO 10 year
10 anniversary 2025 2030
SATOBrand  Counmne: O———»

is refreshed

10 million units

shipped across

59 countries and
o\ territories

R

Developed Expanded °
handwashing Make a Splash! 1 IA-AI"-VU g
station SATO Tap sphere of activity B s

2020 to six countries

Business 2018
Expanded to
India and Kenya

Launched Make a Splash!

2013 global partnership with UNICEF
2016
—O MAKE A | | LiXIL
Launched “SATO” toilets SPLASHv | unicef@

production and sales
in Bangladesh

LIXIL 19



> SATO Core Countries and Manufacturing Presence

TANZANIA
~ SENEGAL
~ NIGERIA
GUINEA UGANDA

RWANDA

L B
SAT MRY DA\'?.' .

~ KENYA

INDIA BANGLADESH

. INDONESIA

ETHIOPIA

PHILIPPINES

¥

I CORE COUNTRIES

B CORE COUNTRIES
WITH A
MANUFACTURING
SITE

EFFECTIVE DEC 31 2025

/'v’

—— \ wfi vy

MAKEEEA. SELL

\r

9 SATO
manufacturing sites

.

10 million units
shipped across

59 countries

and territories

LIXIL
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> The Power of Partnerships

From building supply chains to financing and hygiene education, our global partnerships make the 100

million milestone possible.
LIXIL . |
unicef & I % I World Vision 4

iDE peace wmds

MAKE A |
SPLASHv

tearfund

Powering

entrepreneurs
toend poverty.

. il
yaswoon QIZ @oxem

water for people

LIXIL 21



> Make a Splash! Partnership with UNICEF

LIXIL Improved sanitation and hygiene for 16.3 million people
unicef & in Ethiopia, Kenya, Tanzania, India, Indonesia, and Nigeria.

MAKE A |
SPLASHv

Five-year Impact of '"Make a Splash!'

‘ Make a Splash!

< Enabling environment £ ™", Demand creation

-, were reached
e were developed

-
e
-
-

¢ Financial support ‘o e Supply chain Sales
1 $ N
S ' in financial : _‘
weale support for households were @
2024-2025 'Make a Splash!' and businesses in supported with product R
Impact Update government budgets for demonstrations and
sanitation and hygiene training were sold

Photo: ©UNICEF/UNI768411/Ayenson

l_ I x I L (1) Impact Update 2024-2025 *UNICEF does not endorse any company, brand, product or service.



https://www.lixil.com/en/makeasplash/pdf/MaS-impact-update-2024-2025.pdf

> Ongoing Challenge: Global Sanitation Crisis

Much remains to be done to address global sanitation challenges.

Lack access to
safely managed
sanitation services

L]

2in5

of the global population :

Regularly Defecate
in the open

L]
1in 24

of the global population

Lack basic
handwashing facilities
at home

1in5

of the global population

Children under the age of
five dying from diseases
attributed to unsafe
drinking water, sanitation
and hygiene practices

LIXIL
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% Global Sanitation & Hygiene sanitation and Hygiene for All 2030 Vision and Target

We accelerate the development of sustainable sanitation and

AND SANITATION

hygiene business models and market ecosystems to support
a positive impact on local economies, health, and quality of life.

Our target

Reach a further 100 million people
Continte to Bu'ld dire.ctl)./ and indire?tly with improved
sanitation and hygiene by FYE2031.

MILLION Sustainable Market§ jo\nd
Empower Communities L )
REACHED

LIXIL 24

2025




Global Sanitation & Hygiene

Sanitation and Hygiene for All Dri\ling our ImpaCt

We practice our values

by ensuring safe sanitation and
hygiene for all LIXIL employees
across our production sites,
distribution centers, and offices

‘1 jlion peop e \mpac
geach aF - Expa{rect imeect
: 0“\":'\[3‘“9 c\a‘:‘\ & Indirect reach
" pirect mpa : through ecosystem development:
Direct reach

to improve sanitation and hygiene through:

« Innovative

products & services
« Collaborations for _
local growth 4 * Policy reform & advocacy
« Empowering « Skilled labor
sanitation market development programs
stakeholders 4 » Awareness campaigns &

education initiatives
» Financial access & mechanisms

* Market creation & growth

- Number of people

directly reached with LIXIL products,
services, and programs, or via targeted
collaboration with partners Number of people indirectly reached
as a result of our efforts to strengthen the ecosystem

LIXIL
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> LIXIL Touches the Lives of 1 Billion People Every Day

Smart
// Windows home
systems

Bathroom
and showers

Solar energy Construction
systems methods

/ / \\{"‘ N\
:,
: Entrance Toilets Kitchens
Housing doors
exteriors
—

Zrorzan INAX  TOSTEM  SATO

LIXI L B Asof March 2026 26
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Panel Discussion

LIXIL
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Y Panel Discussion with Outside Directors

Kinya Seto Yuji Nishiura

Outside Director, Chairperson of the
Board of Directors and Chairperson
of Governance Committee

Director, Representative Executive
Officer, President, and Chief Executive
Officer

Erin McCusker Ryusuke Ohori

Outside Director, Chairperson of pp
Audit Committee and Member of 3

. ) . -
Nomination Committee /,‘

Executive Officer, Executive Vice President,
Chief Impact Officer, Communications,
External Affairs, and Impact Strategy

Erin McCusker (Key Career Highlights) Ryusuke Ohori (Key Career Highlights))
2016 | Senior Program Officer, Global Growth & Opportunity (GGO), 1987 | Joined Nomura Securities Co., Ltd. (currently, Nomura
Bill & Melinda Gates Foundation (USA) Holdings, Inc.)
2018 | Chief Strategy Officer (CSO), SATO of the company 2009 | Head of JPM Investment Department and Chief Investment
2022 | Senior Vice President, Leader, SATO and LIXIL Public Partners of Officer for Japanese Equities, JP Morgan Asset Management
the company (Japan) Limited.
2026 | Current position since April 2024 | Director (Outside Director) of the Company

LIXIL 28
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Q&A Session

LIXIL
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¥ External recognition

Through strategic engagement and transparent information disclosure, we enhance stakeholder trust and sustainably grow our

corporate value.

Selected for all six ESG indices adopted
by Japan’s Government Pension
Investment Fund (GPIF)

7N

FTSE JPX Blossom
Japan Sector
Relative Index

FTSE JPX Blossom
Japan Index

. S&P/JPX
MORINESIR GenDi =
Japan ex-REIT Gender Diversity Efficient
Tilt Index Index
BEONSTITUENT 2025 ] /

2025 CONSTITUENT MSCI JAPAN
EMPOWERING WOMEN INDEX (WIN)

2025 CONSTITUENT MSCI NIHONKABU
ESG SELECT LEADERS INDEX

(continuously selected as of the end of March 2026)™

External
Recognition
® NADE
Nine consecutive years Nadeshiko Brand 2026 @0 SHIZ 3
Dow Jones Best-in-Class World Index (Mar2026) 000 KO:z?%

Dow Jones Best-in-Class Asia Pacific Index

Nine consecutive years

FTSE4Good Index Series

NIKKEI

NIKKEI Sustainable Management Survey SDGS

4.5 stars in the SDGs Edition and
Environmental Value Award
(Nov 2025) NIKKEI

CcbpP

Climate A-, Water Security A-

(Jan 2026)

Supplier Engagement Leader uCDP
(Jul 2025) Disclaser

FTSE4Good

DX Platinum Company 2025-2027 | ,g )
(Apr2025)

DX Platinum Companies
2025-2027
Digital Transformation
“ 2026

ESG Finance Awards Japan q ENASNCGE
Circular Economy Award — ¢ SAPAN
Environmentally Sustainable
Company 3 EzgsG
(Feb 2026) |> FINANCE

AWARDS

L I x I L (1) Disclaimers are shown on LIXIL’s corporate site: External Evaluations & Awards https://www.lixil.com/en/about/evaluation.html



https://www.lixil.com/en/about/evaluation.html

LIXIL

Cautionary Statements with Respect to Forward-Looking Statements
Statements made in these materials with respect to plans, strategies and future performance that are not
historical facts are forward-looking statements. LIXIL Corporation cautions that a number of factors could
cause actual results to differ materially from those discussed in the forward-looking statements.

MAKE BETTER HOMES A REALITY FOR EVERYONE, EVERYWHERE
SR P O LPES. ENTRIBRFEEVDRIR



