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1. Forecast for Fiscal 2009
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1. Forecast for Fiscal 2009

Overseas Total
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(unit: billions of yen)
|:| Fiscal 2008 Actual
US$=114.13

- Fiscal 2009 For ecast
US$=100.00

Figuresin square brackets indicate increases or
decreases, and percentage changes, excluding
the effects of translation difference
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1. Forecast for Fiscal 2009 Kikkoman®

Japan Total (unit: billions of yen)
Fiscal 2008 Actual
US$=114.13

3%
313.2

- Fiscal 2009 For ecast
US$=100.00

(5%)
10.8 103

Fiscal 2008  Fiscal 2009 Fiscal 2008 Fiscal 2009
Actual Forecast Actual Forecast
Net Sales Operating Income 6
2. Key Themesin Fiscal 2009 ——
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Key Themes of Kikkoman Group




2-1) Cultivate Existing Markets and
Develop New Markets overseas

(1) Expand Soy Sauce Business  North America
[Continuing Stable Growth }

Home Use Market
Expand sales of high value added soy sauce products,
Takumi (premium types of teriyaki), etc.

Food Service and I ndustrial Use Market
Srengthen initiatives in high-growth sales channels
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2-1) Cultivate Existing Markets and
Develop New Markets over seas

(1) Expand Soy Sauce Business  Europe
[Continuing Double Digit Growth ]

Existing Market (UK, Germany, Scandinavian Countries)

Home Use Market

Cultivate soy sauce market and expand sales of high value added
products

Food Service Use Market
Develop new markets by creating new recipes and menus
Industrial Use Market

Boost product development through effective use of European
R&D base

Growing Market (Central and Eastern Europe and Rus&ia)
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Home-Use Market ‘

Increase reach into home-use market with in-store E £1
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food sample campaigns and recipe devel opment




2-1) Cultivate Existing Markets and
Develop New Markets overseas

(1) Expand Soy Sauce Business Asia & Oceania
[Increase Reach and Promote Growth in ASEAN Market }

Home-Use Market
Promote naturally brewed soy sauce in the ASEAN market

Food Service and I ndustrial-Use Market
Promote development of products matched to customer needs

[Expand Into Key New Markets }

Penetrate Product Development Targeting Chinese
and Indian Consumers

Continue to Expand Our Sales Channels -
in China el
. j

2-1) Cultivate Existing Markets and
Develop New Markets over seas

(2) Expand Foods— Wholesale Business
[Expand Businesses on a Global Scale ]

Expand Our Network

JFC (UK) (expand warehouses)

JFC France (expand warehouses)
JFC International (relocated head
: office, built new mega-warehouse)
A
JFC Beijing (newly established) A
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2-2) Increase Earningsin

Domestic Businesses kikkoman

Strategy for Increasing Earnings

Soy Sauce:

Promote High Value Added Products
Soy Sauce Derivative Products:

Expand Sales of Tsuyu (Soy Sauce Soup Base),

Tare (Dipping and Marinade Sauces)

and Uchi-no-Gohan Series (Japanese-style Seasoning Mixes)
Del Monte

Expand Sales of “ Health-conscious Vegetable Drinks’
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2-3) Reform Business Structures Kilkhoman.

(1) Plansfor Kibun Food Chemifa Co., Ltd.

Accelerate synergies with beverages and other areas




2-3) Reform Business Structures kikkoman
e T ——|

(2) Plansfor the Coca-Cola Business

3) Global Vision 2020 and

: (i
New COTpOFate Brand Kikkoman

(1) Global Vision 2020

(i) Make Kikkoman soy sauce a truly global seasonings

(if) Become a company that supports healthy lifestyle
through food

(iii) Become a company whose existence is meaningful to
global society




3) Global Vision 2020 and b

(2) New Corporate Brand
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seasoning your life
Brand L ogos and Slogans
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