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Today’s Points

FY3/2026
Financial
Results

FY3/2027
Forecast

Mid-term

Growth

Revenue: ¥788.1 Bil. (+1.5% YoY); Core operating profit of existing businesses:
¥70.6 Bil.(-15.5% YoY). Profit exceeded the revised forecast (¥68.5 Bil.).
Domestic: At Nissin Foods, profit declined due to higher material costs while price revisions and
anniversary initiatives drove volume share gains.
Overseas: Mainly due to revenue drop in U.S. since H2 FY3/2025 with volumes & prices recovering but not enough.
Shareholder returns:
-Under the progressive dividend policy, despite profit decline, the dividend was maintained at ¥70 per share,
unchanged from FY3/2025, corresponding to a dividend payout ratio of approximately 44%.
-Together with the ¥20.0 Bil. share repurchase already executed, the total payout ratio reached 88.4%.

Middle East Conflict impact: Not incorporated into the forecast due to uncertainty;

instead, reference figures based on certain assumptions are provided.

Core operating profit of existing businesses: +4.1% ex-Middle East Conflict impact (high single-digit pre-depreciation).
Nissin Foods: Anniversary initiatives and value-added products to minimize volume declines from price revisions.

U.S. business: Gradual distribution recovery, major premium product launches, and new plant ramp-up.

Core operating profit of existing businesses bottomed in FY3/2026 and will revert to mid-single-digit growth.

ROE target reset to a realistic level and growth strategy updated to strengthen cash generation.

Overseas: Accelerate rollout of Nissin’s winning model; focus on “Japanese-style noodles” amid Asian market expansion.
Domestic: Expand rollout of successful models; selective capex to mitigate rising investment costs.
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FY 3/2026 Consolidated Financial Summary @

All profit metrics below core operating profit of existing business downward declined year on year,
but results exceeded the revised plan.

Revised plan: Core OP from existing business 68.5 Bil. yen / OP 60.5 Bil. yen / Net Profit 43.0 Bil. yen

Bil. Yen I VoY Change YoY% e I
accounting basis basis

Revenue 788.1 +11.5 +1.5% 786.7 +10.2 +1.3% 776.6
Core operating profit o .

of existing businesses 70.6 WzE) - (e 70.1 (13.4)  (16.1%) 83.5
Operating profit 62.3 (12.0) (16.2%) 61.9 (12.5) (16.8%) 74 .4
Profit attributable o 0

to owners of the parent 45.4 (9-6) (17.5%) 44.9 (10.1) (18.4%) 55.0
Core OP margin o ) o ) o
of existing businesses 9.0% (1.:8p1) 8.9% (1.8pt) 10.8%
OP margin 7.9% (1.7pt) - 7.9% (1.7pt) - 9.6%
Profit attributable 5 8%, (1.3pt) - 5.7% (1.4pt) - 7.1%

to owners of the parent margin



Analysis of Core OP of Existing Businesses

Bil. yen
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Low single-digit top-line growth resulted in a weaker cost balance

Overseas +1.3 : Price revision in Brazil etc.
Domestic +8.3 : Price revision, increase in volume, etc.

Overseas (3.5) : Increase in depreciation and general and administrative expenses in the Americas etc..

Domestic (1.8) : Increase in depreciation and general and administrative expenses etc.

+9.6 (11.8)
(5.3) (0.7) +0.5 (5.2)

Overseas (3.4) : Increase in raw material costs etc.

Domestic (8.4) : Increase in raw material costs in the Americas etc. Premier Foods +1.0 Mareven (0.7),
Thai President Foods (0.8), NURC (0.2)

FY 3/2025 Revenue CoGS ratio / Increase/decrease Gain/loss on Forex impact Others
(Including the impact Distribution of fixed expenses investments
of change in selling cost ratio accounted for using
expense ratio) the equity method

* Details are based on actual exchange rates for the previous fiscal year.
* Increase/decrease in core operating profit in the Domestic Others segment, Other reconciliations and Group expenses are included in Others.

YoY
(12.9)
(15.5%)

FY 3/2026



Analysis of Core OP of Existing Businesses (Quarterly basis) @

Q2 (JulSep) Q3 (Oct.-Dec)

Bil. yen 0.0 10.0 20.0 30.0 0.0 10.0 20.0 30. 30.0 0.0 30.0

Revenue (Including the impact
of change in selling expense +0.2 +0.5 +5.3 +3.5
ratio)
CoGS rzggt,’rg):;tribution (4.6) (0.8) (3.9) (2.5)
Increase/decrease of fixed
expenses +0.1 (1.8) (0.8) (2.8)
Gain/loss on investments
accounted for using the equity (0.3) (0.5) +0.2 (0.2)
method
Forex impact (0.3) (0.1) +0.3 +0.6
Others (1.2) (1.2) (0.4) (2.5)
YoY YoY YoY YoY
FY 3/2026 (6.0) (3.8) (7 0) (3.9)
(25.5%) (17.8%) 2.9%) (24.0%)
* Details are based on actual exchange rates for the previous fiscal year. 7

* Increase/decrease in core operating profit in the Domestic Others segment, Other reconciliations and Group expenses are included in Others.



Financial Summary by Segment @

Profit declined across all segments. Structural factors include
raw material costs for domestic instant noodles and the competitive environment in the United States.

Coatons e
. . Overseas Business
Instant Noodles Business Non-Instant Noodles Business

NISSIN FOOD and MYOJO FOODS recorded Revenue: A significant increase in sales in the About 80% of the approximately 6 bil. Yen profit
higher revenue. At NISSIN FOOD, profit declined frozen foods business, mainly pasta and ramen, decline was due to decreased revenue in the U.S.
amid higher raw material costs, but pricing drove the entire segment. t?usmess since the second half of the previous
revisions and anniversary-related initiatives for Profit: Declined mainly due to a rebound from fiscal year; although both volume and unit prices
FY3/2027 drove volume share expansion. strong growth through the previous fiscal year at show signs of recovery (details to follow), they
NISSIN YORK and the impact of potatoes at were insufficient to offset the decline. In addition,
KOIKE-YA. profit declined in equity-method affiliates.
Revenue i Core OP Revenue i Core OP Revenue i Core OP
_ (Left axis) ' (Right axis) (Left axis) | (Right axis) (Left axis) | (Right axis) .
Bil. yen : . . Bil. yen
400 Yoy | (2.8%) § Yoy | (14.1%) 40
300 +2.1% | Yoy | (0.8%) 30
! +3.3% | i
200 . 370 | (6.2%) . 20
284.2 i : 290.8  phLEd : 14.1%
100 L 13.0% 193.8 PIOEl ' : 10
. C-OPM . 14.4 13.5 :
0 : L 7.4% 6.7% ! 0
FY3/2025 FY3/2026 FY3/2025 FY3/2026 FY3/2025 FY3/2026 FY3/2025 FY3/2026 FY3/2025 FY3/2026 FY3/2025 FY3/2026



Revenue Results by Segment @

Revenue growth in the low-to-mid single digits was maintained across all segments except the Americas and Asia.
In the Americas, Mexico and Brazil achieved mid single-digit revenue growth, but this was not sufficient to offset the revenue decline in the U.S.

Bil. Yen acc'gztri]ttli‘;sgsis YoY Change  YoY % CO”Stag‘;S‘?:”e”Cy YoY Change  YoY %
NISSIN FOOD PRODUCTS 241.9 +3.2 +1.3% 241.9 +3.2 +1.3% 238.8
MYOJO FOODS 48.3 +2.9 +6.5% 48.3 +2.9 +6.5% 45.4
© Domestic Instant Noodles Business | 2002 61 21% 2902 61 +21% 2842
Chilled / Frozen foods and beverages 104.2 +2.8 +2.8% 104.2 +2.8 +2.8% 101.3
Confectionery / Snack 95.9 +3.5 +3.8% 95.9 +3.5 +3.8% 924
* Domestic Non-Instant Noodles Business | 2001 63 £33% 2001 +63  +33% 1938
Domestic Others* 9.4 +1.6 +20.6% 9.4 +1.6 +20.6% 7.8
' Domestic Business total . 4998 +40 £29% 4998  +140  +29% 4857
The Americas 163.7 (4.9) (2.9%) 163.2 (5.3) (3.2%) 168.6
China (incl. H.K.)** 74.9 +1.5 +2.0% 76.0 +2.5 +3.4% 73.5
Asia 22.6 (0.6) (2.8%) 22.4 (0.8) (3.6%) 23.3
EMEA 271 +1.6 +6.1% 254 (0.2) (0.7%) 25.5
Overseas Business total 288.4 (2.5) (0.8%) 287.0 (3.9) (1.3%) 290.8
Consolidated 788.1 +11.5 +1.5% 786.7 +10.2 +1.3% 776.6

* Domestic Others includes new businesses/ ** Results for China (Incl. H.K.) are based on the consolidation policy of NISSIN FOODS HOLDINGS.



Core OP Results by Segment @

All businesses and regions posted profit declines, except MYOJO, China and EMEA.
The Americas accounted for 40% the total profit decrease.

Bil. Yen BN o\ Change  YoY % COSIET GUTENS s operee Yoy o
accounting basis basis

NISSIN FOOD PRODUCTS 32.6 (1.3) (3.9%) 32.6 (1.3) (3.9%) 33.9
MYOJO FOODS 3.4 +0.3 +9.6% 3.4 +0.3 +9.6% 3.1
Domestic Instant Noodles Business 36.0 (1.0) (2.8%) 36.0 (1.0) (2.8%) 37.0
Chilled / Frozen foods and beverages 7.8 (0.8) (9.6%) 7.8 (0.8) (9.6%) 8.6
~ Confectionery / Snack b7 Yy (2% b7 (01  (12% 58
Domestic Non-Instant Noodles Business 13.5 (0.9) (6.2%) 13.5 (0.9) (6.2%) 14.4
~Domestic Others 09) @n - (09) en - 18
Domestic Business total 48.5 (4.6) (8.7%) 48.5 (4.6) (8.7%) 53.2
The Americas 10.5 (5.6) (34.6%) 10.5 (5.6) (34.8%) 16.1
China (incl. H.K.) 9.0 +0.6 +7.5% 9.1 +0.7 +8.9% 8.3
Asia 7.0 (1.0) (12.6%) 6.7 (1.3) (15.7%) 8.0
Overseas Business total 35.3 (5.8) (14 1%) 34.8 (6.3) (15.3%) 41 .1
Domestic and Overseas Businesses total 83.9 (10.4) (11.1%) 83.4 (10.9) (11.6%) 94.3
Other reconciliations (0.2) (0.0) - (0.2) (0.0) - (0.1)
Growpexpenses (13.0) 25 S 1<% ) N @5 - (108
Existing Businesses 70.6 (12.9) (15.5%) 70.1 (13.4) (16.1%) 83.5
New Businesses (6.9) (0.2) - (6.9) (0.2) - (6.6)
Consolidated 63.7 (13.2) (17.1%) 63.3 (13.6) (17.7%) 76.9
Other Income and Expenses (1.4) +1.1 -
IFRS Operating profit 62.3 (12.0) (16.2%) 0

** Results for China are based on Nissin Foods Holdings’ consolidation policy



FY 3/2027 Forecast
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FY 3/2027 Full-Year Earnings Forecast @

Rebounding from FY 3/2026 as the bottom year, targeting mid-single-digit growth in FY 3/2027

Excluding Middle East impact;
details to be provided later Change vs. FY 3/2026 Results (%)

Revenue 860.0 Bil.yen  +9.1%

Core operating profit of

73.5 Bilyen *4.1%

Equivalent to a high single-digit increase before depreciation

Existing businesses

— Investments in new businesses to be made at 5—10% of core operating profit of existing businesses

Operating profit 66.0 ~ 69.5 Bil.yen +5.9% ~+11.5%

Profit attributable to owners
45.5

of the parent ~ 48.0 Bil.lyen +0.3% ~+5.8%

EPS 1 59 ~ 1 67 Yen per share

Exchange rate: USD/JPY = 155yen (FY 3/2027 plan), 150.77yen (FY 3/2026 actual) 12



&

Reflects the cost reductions committed at the interim results announcement, as well as contributions from inorganic investments.
The impact of the Middle East situation is not included in the forecast and is presented separately as reference information.

Key Factors Reflected in the Earnings Forecast Factors Not Reflected in the Forecast

Earnings Forecast Assumptions

® Approx. ¥3 bn cost savings e .
PP 9 ® |mpact of the situation in the Middle East
- Saving of G&A expenses at the holding company and tight
control of headcount growth . e . , )
e - Full-year impact difficult to determine at this stage; not
- Global initiatives to reduce cost of goods sold (COGS), etc. reflected in the committed forecast
Oraanic ® Updated Disclosure Granularity with g - Forecast will be revised as necessary once the impact is
g : to follow identified.
Expanded Information
More details
to follow
- More detailed breakdown of the Americas to be presented Esti ted i t ts at this st
(enhanced granularity). stimated impact amounts at this stage are
- “Domestic Others” to be renamed and repositioned within provided as reference information.
the presentation.
® Recurring profit/loss impact from various M&A @ Amount of gain on step acquisition arising
_ transactions from the consolidation of N-URC as a
Inorganic subsidiary (included in IFRS operating profit)
(M&A) - N-URC: Full consolidation impact on the financial - Impact amount under assessment and not yet
statements (from Q4 onward) . finalized.
- Seria Roile: Same as above (full-year impact). - To be disclosed separately once determined;

earnings forecast may be revised as necessary.
13



Changes to the Level of Disclosure in this presentation material @

To enhance disclosure, changes will be made in two areas: granularity, naming, and placement

The Americas Domestic Other

Change in Name and Relocation of Display

Details of Changes Further Breakdown "
Position
Split into*North & Central America” and Renamed as “Other Businesses” and moved from
Detail “South America” under “Domestic Non-Instant Noodles Businesses”
etalls to under “Domestic Businesses and Overseas
Businesses total.”
+ At the time of announcing the “Medium- to Long-Term Previously limited to domestic businesses such as
Growth Strategy 2030” in 2021, the business was just HD-direct operations (Cup Noodles Museum, etc.) and
over ¥80bn (comparable to the domestic confectionery asset management businesses, but overseas
segment), but has since expanded to approx. ¥180bn, operation of “Other Businesses” has begun to gain full
more than doubling over five years. momentum, including KANZEN MEAL (U.S.A.), INC.,
Rationale * The Brazil business achieved high growth (more although the scale remains relatively small.

details to follow) and became comparable in scale on a
standalone basis to other segments.

* The competitive market structure and strategic
deployment units are completely separated between
North & Central America and South America.

14



Impact of the Middle East situation:

Q1 impact that can be estimated with a reasonable level of confidence at this stage

Supply chain—related cost increases are estimated to be in the range of
approximately JPY 2.5 billion for the Group as a whole.

No major disruptions to operations or drastic changes in sales trends are expected at this time.

Supply Demand

Assumptions: Crude oil USD 100/bbl; USD/JPY 158
©

Cost increase due to .
Supply-security-focused procurement as a food manufacturer

higher market prices

Q1 only No material impact at

{ 1.7~2.0 bil. yen ] [ 0.2~0.3bil. yen [ 0.5~0.6 bil. yen ] this stage.
As of May 13, 2026,
l no evidence of stockpiling

Particularly pa_ckaging materials demand has been observed.

Procurement I|m|tS based raw materl(;r;;:lzglin?n22‘2)?\}22;5 among others) At th|S Sta961 there IS no materlal ImpaCt

Worst case: As of May 13, 2026,

procurement suspension No impact at this stage: no constraints on factory operations or

contingency measures are being prepared. Iogistics have been identified.

15



FY3/2027 Forecasts by Business Segment Excluding the impact of the Middle East situation @

FY 3/2027 FY 3/2026 YoY % FY 3/2027 FY 3/2026 YoY %

Bil. Yen Revenue Results 'O Cenge YOYTh o comenarercy Coreoperating profitl.  Results ' ° o198 YoY% comsantcureney
NISSIN FOOD PRODUCTS 249.0 241.9 +7.1 +2.9% nm 34.0 32.6 +1.4 +4.3% nm
MYOJO FOODS 50.0 48.3 +1.7 +3.5% nm 3.5 3.4 +0.2 +5.4% nm
Domestic Instant Noodles Business 299.0 290.2 +8.8 +3.0% nm 37.5 36.0 +1.6 +4.4% nm
Chilled / Frozen foods and beverages 106.0 104.2 +1.8 +1.8% nm 8.1 7.8 +0.3 +4.3% nm
Confectionery / Snack 109.0 95.9 +13.1 +13.6% nm 6.8 5.7 +1.1 +19.4% nm
Domestic Non-Instant Noodles Business 215.0 200.1 +14.9 +7.4% nm 14.9 13.5 +1.4  +10.7% nm
Domestic Business total 514.0 490.4 +23.6 +4.8% nm 52.4 494 +3.0 +6.1% nm
North and Central America 117.0 104.4 +12.6 +12.1% +9.2% 6.1 6.1 +0.0 +0.7% (2.6%)
South America 67.5 59.3 +8.2 +13.8% +11.3% 5.4 4.5 +0.9 +21.3% +16.8%
The Americas 184.5 163.7 +20.8 +12.7% +9.9% 11.5 10.5 +1.0 +9.4% +5.6%
China (incl. H.K.) 83.0 74.9 +81  +10.7%  +7.4% 9.0 9.0 +0.0  +0.5% (2.8%)
Asia 33.5 22.6 +10.9 +48.1% +43.6% 7.9 7.0 +0.9 +12.9% +11.5%
EMEA 30.5 271 +34  +12.6% +8.9% 8.2 8.9 (0.7) (7.4%) (9.7%)
Overseas Business total 331.5 288.4 +43.1  +15.0% +11.8% 36.6 35.3 +1.3 +3.6% +0.8%
Domestic and Overseas Businesses total 845.5 778.7 +66.8 +8.6% +7.4% 89.0 84.7 +4.3 +5.1% +3.9%
Other Business 14.5 94 +5.1  +54.3% nm 0.1 (0.9) +1.0 - nm
Other reconciliations & Group expenses - - - - - (15.6) (13.3) (2.4) - nm
Existing Businesses 860.0 788.1 +71.9 +9.1% +8.0% 73.5 70.6 +2.9 +4.1% +2.8%
7. 0.1
New Businesses (7.0) (6.9) (0-1) - nm
~(3.5) ~+3.4

66.5 +2.8 +4.4%
Consolidated 860.0 788.1 4719 +91%  +8.0% 63.7 ° nm

~70.0 ~+6.3 +9.9%
IFRS Operating profit 66.0 62.3 *3.7 +5.9% am

Core operating profit (Non-GAAP) — other income and expenses ~069.5 ’ ~+7.2  +11.5%

Exchange rate: USD/JPY = 155yen (FY 3/2027 plan), 150.77yen (FY 3/2026 actual) 16



Reference: Medium-Term Performance Trend by Segment Since FY 3/2022 @

Domestic Instant Noodles Domestic Non-Instant Noodles
Overseas Business
Business Business

NISSIN FOOD PRODUCTS B Chilled/Frozen Foods and Beverages ® The Americas B China (incl. H.K.)
Core OP Core OP
Scale10:1* Scale10:1*
400.0 125.0 Change in allocation basis 250.0 ch in allocation basis 122-0
JPY bn 30.6 33.9 328 34.0 JPY bn v JPY bn v ange in aflocation basis JPY bn
' 29.5 90 90
300.0 26.6 A 1000 e 2000 16.1 1000 78 81 83
hange in allocation basis ) ) '
200.0 . '
50.0 33 : 100.0 50.0
100.0 25.0 5.0 29 25.0
Revenue(Left axis) Revenue(Left axis)
0.0 0.0 0.0 0.0
Fy 21 22 23 24 25 26 21 22 23 24 25 26 Fy 21 22 23 24 25 26 21 22 23 24 25 26
Forecast Forecast
® MYOJO FOODS B Confectionery/Snack ® EMEA B Asia
125.0 125.0 125.0 ) . . Upfront investment in Turkey 125.0
JPY bn JPY bn JPY bn Change in a”‘gagm bas'vs Decline in equity-method profit JPY bn
. v
100.0 100.0 100.0 87 89 82 100.0
75.0 Change in allocation basis 75.0 58 57 6.8 75.0 B 75.0
v ) ) Decline in equity-method income
50.0 3.1 34 35 50.0 32 50.0 50.0
24 23 27 ' .
25.0 25.0 Change in allocation basis 250 0. 25.0
0.0 0.0 0.0 0.0
21 22 23 24 25 26 21 22 23 24 25 26 21 22 23 24 25 26 21 22 23 24 25 26

17

*With revenue (left axis) and profit (right axis) plotted on a 10:1 scale, the intersection of the profit line (== ) and the revenue line () indicates a core operating profit margin of 10%.



Segment-Specific Topics @

Focus on the “U.S. Business” and “NISSIN FOOD PRODUCTS)”
the two primary drivers of the profit decline in FY3/2026

‘ U.S. Business (NISSIN FOODS U.S.A.) NISSIN FOOD PRODUCTS

« Sales volume decline due to reduced shelf space at « Sharp rise in raw material costs:
_ _ _ certain major retailers including FX impact; palm oil, rice, paper, seasonings, etc.
FactgElellelRleliERcine | Margin erosion from higher distribution expansion costs * Product mix shift toward lower-priced products:
in FY'3/2026 during the recovery phase Initiatives prioritized to maximize the impact of FY3/2026
« Intensifying competition in the premium segment key strategies.
(including growing presence of Korean competitors) The resulting impact on profits has been limited*
« Distribution recovery and progress in price revision * Price revisions (from shipments on April 1, 2026)
penetration - Anniversary initiatives x value-added products:
Key factors for - Strengthened management oversight, including CUP NOODLES 55th Anniversary / DONBEI & U.F.O. 50th
profit recovery organizational reinforcement, and improved Anniversaries

competitiveness in the premium category.

- _ _ _ » Price gap with competitors in Q1 FY3/2027
» Gradual distribution recovery at certain major retailers Our price revision took effect on Apr. 1, while competitors’ revisions take
« Launch of major premium products in the premium Eﬁed on Jul- 1, Cregtl'”g"f‘th”?e'momh 9ap S
orecast assumptions segment and intensive promotional activities EOHIES r.loo =55 [PIE B[ () (N Uil Gg netiutins
In EY3/2027 - Fullesaleaersiten o fie Ereamile @kt fiscal year; anniversary initiatives and other measures
to limit volume declines
competitors have not revised prices
» Higher manufacturing fixed costs, incl. Kansai material plant

depreciation

* At the time of the FY3/2026 downward revision, product mix shift was expected to be one of the two major headwinds alongside rising raw material costs; however, effective deployment of the ASSARI series kept 18
the negative profit impact from product mix to a minimum.




Recent Performance : NISSIN FOOD PRODUCTS @

Following successful share expansion in FY 3/2026, April—the first month after the price revision—
got off to a strong start.

FY 3/2026 FY 3/2027

Consumers’ increasing , Downtrading strategy , - s , e
preference for lower-priced to maximize volume Price 'fVISlon ﬁgw\éergsdad'gtlsn;gia\éﬁseé

roducts
P /_/\ /_/W1 Competitors’ price revision (cup-type noodles only)

Apr-Sep May-Jun Jul-Mar
Successfully maintained and expanded volume share | Despite being the only company to implement a
as intended, SUpporting price revisions and price revision (creating a price gap versus competitors),
anniversary initiatives § both volume and value performed favorably.
) _ i April Performance (YoY) —
Centered on Assatri series, Maintaining and expanding volume share : Value Indexed to the regular type (=1)
Value-priced pI’OdUCtS were thrOUgh prOdUCt mix Optimization +mid-Sing|e dlglt month|y YoY volume comparison
reinforced.

| | & ' _gprice CUP NOODLE @%%@\

+mid-single digit

Both cup-type and bag-type noodles BIG | }
i 222, F:jyg " g-yp : Cup +high-single digit .
it exceeded the previous year | Bag +low-single digit CUP NOODLE ——————  “up
ﬂ.@mﬁé_ i Rice +mid-single digit Regular t+high-single d|g|ﬂ }'fg;“!

*Volume-based market share:* Source: Japan ! —
Instant Food Industry Association (Nissin
internal estimates)

ASSARI
Volume 109, | CUPNOODLE [ ]




Recent Performance: U.S. Business (U.S. Nissin)

&

Since the price revision, volumes have continued to grow at a pace exceeding the market.
The product mix has steadily shifted back toward premium offerings,

with the October price revision effects gaining traction.

All figures are YoY Change source: Circana U.S. MULO+ sales data, 52 Weeks Ending 03.22.2026

Volume Volume breakdown  Product mix Retail price

1

110% Rebound from prior-year i
shelf space reduction plus !

the effects of strategic
initiatives(e.g., regional  \

expansion, new products, |

and renewals)

vs. Market

+2pt
100%

Market total

90%

A Price Revision

Nissin
80%
Q1 Q2 Q3 Q4

110%

Premium
101%

|

Rebound from
FY3/25 Q4
Promotions

Same as left (prior-year rebound);
prioritizing the recovery of
distribution at key mass retailers

100%

90%

Base A Price Revision

Q1 Q2 Q3 Q4

80%

110%

105%

100%

95%

Price revisions
penetration

A Price Revision

Q1 Q2 Q3 Q4

20



Trends and Outlook
For Medium- to Long-Term Growth Strategy KPls
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ROE - Shareholder Returns - Financial Discipline @

Promoted equity control through proactive shareholder returns and effective use of debt.
However, this was insufficient to offset earnings decline, resulting in ROE falling below 10%.

Shareholder Returns Net Debt/EBITDA

Revised 2030 target :15% 110%
------------------- Total return ratio /" ~_ gqqo Upper limit for
N ‘\EES % M&A : 3.0x
11.5% 11.7% 11 4% Dividend payout 72% /
0 ; ‘e /)
10.7% ratio /! ““\\59% ! Upper limit under
9 0% ,” A Normal condition : 2.0x
Initial long-term target \ 0 59% ’ h
8.9% 10% 9.1% 39% 44%

0, 0,
31% 0% gpg, ST 38%

5.99
0.9
Our cost of Equity 4-6% Share buybacks
Bil.yen 400 20.0 4

12.0
Dividends Bil. yen =t /ﬂ\ /
20.3 20.8 20.1 (0.2) (0.3) S
0.6)

15 115 125 134 142 0.5) (0.5)

FY 18 19 20 21 22 23 24 25 18 19 20 21 22 23 24 25 18 19 20 21 22 23 24 25

22



EBITDA - Cash Flow

&

The EBITDA margin declined by 1.6 percentage points, in line with the core operating profit margin of existing
businesses. Despite continued high capital expenditure for future growth, free cash flow turned positive.

EB |TDA Operating profit + depreciation and amortization

Bil. yen 110 1
105.7 )

99.6

53.1

14.4% 14.2%

13.1%
11.8% ° 12.6%

Fy 18 19 20 21 22 23 24 25

Cash Flow

('jl'emporary
ecreas_e n Cash flows f
Bil. yen operating  TLOL (o o tes
v
13.1 64.8 94.1 80 4 Cash flows from
: ting activities
5757 727 529 57.1 N
407 : :
> {35
(44.5) (40.4) i) (32.1)
e (61.9) B fows from
(10_1) (19'0) (76-7) . investing activities
(47.7)
(26.3) (0.6)

Cash flows from financing activities

Cash flows from investing activities

Cash flows from operating activities
——FCF

18 19 20 21 22 23 24 25
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Partial Revision of Financial KPIs @

In terms of the recent decline in returns and a business environment marked by heightened
uncertainty, we are returning to the fundamentals of the “Medium- to Long-Term Growth Strategy
2030,” originally announced in May 2021.

Creating Shared Value

Social & Environmental Value Economic Value Financial KPIs partially revised in May 2024

To achieve sustainable growth Core operating profit growth rate (existing businesses)
while solving environmental and social issues as an

Mid-single Digit (Constanteurronsy Organ
“EARTH FOOD CREATOR’ ge dh { rganic)

- Portfolio shift: Domestic Instant Noodles / Domestic Non-

constantly creating new food cultures through innovation. Instant Noodles / Overseas
Strategic #01. Strengthen Cash Generation Capabilities of existing businesses ROE 15% Progressive dividends Net Debt/
ENESY #02. EARTH FOOD CHALLENGE 2030 by FY 3/2031 Relative TSR >1x EBITDA =2x
#03. Pursue New Businesses FUTURE FOOD CREATOR Long-term:10% relative to TOPIX Foods flexibly consider up to 3x for M&A

v Partially updated specific strategies for “Strengthen
Cash Generation Capabilities of existing businesses”
(e.g., global branding)

v ROE revision: Long-term target 15%, with 10% by 2030
v Next Milestone: Achieve mid-single digit growth

Net sales: ¥1 trillion - COP of existing businesses: ¥100 billion - Market cap: ¥2 trillion

24
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&

Capital Allocation Policy

Pursuing stable and flexible shareholder returns, while comprehensively
reassessing capital expenditures

FY 3/2022—- FY 3/2026 Results } FY 3/2027- FY 3/2031 Plan }

COF(Allocation) COF(Allocation)

v' Core OP of existing businesses Mid-single Digit growth l
v" New business investment

Based on the current business

Main details: Operating CF CAPEX environment
a U'S'. Greenville Plant . -temporary profit decline, Middle East geopolitical
Operating CF CAPEX — Mexico Apaseo Plant approx. 450 St eiliEE uncerntainty , etc.
approx. 350 approx. 270* - gggé%g?glj ~500 approx. 400 ™ Thoroughly reassess CAPEX,
Kansai Plant Expansion focusing on scale and timing
(Materials Plant, etc.) _
SUCICULICEIEN  _ Koikeya Chubu Plant
Returns
Shareholder Ret Progressive dividends approx. 100
Debt approx. 100 approx. 180 Net Debt/——e Additional Funding SIENOESTEETS + s%are buybacks PP
Bil. yen EBITDA =2x — Stable and flexible returns
' M&A Flexible upto =3x  additional Funding Additional Funding
In case of M&A In case of M&A

25
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Capital Investment - Depreciation and Amortization

&

We will continue to invest in safety and reliability (including renewal of aging facilities, More details to follow)
as well as growth investments. However, in terms of the current business environment, we will
comprehensively review our investments, focusing on their scale and timing.

Bil. yen
120.0
100.0 96.8
80.0 75.0 78.1 740
CAPEX
s00 O7-6
40,0 39.7 34.0 Depreciation and amortizition/
- ' 283 32.7 425
35.9
33.2
200 — 252 o254 282 202 13
20.3
0.0
FYy 18 19 20 21 22 23 24 25 26

Plan

Capital Investment Plan for FY 3/2027

Overseas Brazil Nissin — Ponta Grossa Plant
(scheduled to commence operations in 2027)
: Strengthening existing production bases for both
Domestic ) . )
instant noodles and non-instant noodles businesses

Mid-term Outlook

After completing a cycle of large-scale investments, we
Overseas will shift to a phase focused on improving efficiency by
utilizing new factories at each location

Renewal investments in NISSIN FOODS (new
Domestic Kanto plant) and strengthening capabilities in the
non-instant noodles business

Based on the current domestic and overseas
business environment, we conduct a
comprehensive review
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II. New Initiatives for Sustainable Profit Growth

Koki Ando, Representative Director, President and CEO

Noritaka Ando, Executive Vice President & Representative Director, COO

and President & Representative Director of NISSIN FOOD PRODUCTS CO., LTD.
Kyo Nishikawa, Managing Executive Officer, CSO

27



Introduction Basic Approach to Business Management @

The Global Business Our Management Approach
Management Environment in This Environment
Historically unparalleled Fully leverage our resilient business structure,
variability, uncertainty, complexity, and ambiguity a strength of the NISSIN FOODS Group

o * Food: An evergreen essential industry
* Instant noodles: Highly adaptable in times of
crisis
9 * Ability to revise prices and absorb costs
Brand Strength « Expansion not only in Japan, but also overseas
e « Dramatically increased overseas/foreign
Portfolio currency ratio
* Independent operations; local production for

local consumption
v Weak yen ) )
v Wage increases outpacing inflation Steadily addressing pressing management issues

v" Food consumption tax... Building initiatives to drive growth.

v" Tension in the Middle East
v" Russia-Ukraine conflict
v Reciprocal tariffs...

28



Progress Toward Promises Made at the Interim Results Announcement: @

Urgent Issues —— Sustainable Growth ——
Initiatives at fg
: obal Growth Strategy
Group-Wide Cost f
Reductions Products, Marketing, Sales, :
> Foundation
Organizational Structure

Control personnel costs at the HD;  NEW CUP NOODLES, GEKI, new « Swift and agile adaptation to

compress general expenses innovative products, product line changes in the global environment
» Pursue global cost reductions review * In particular, we recognize that we
- Optimize company-wide business * Price revisions, relationships with fell short of fully leveraging

processes major retailers, RHQ-Americas, NISSIN'’s strengths

' _ _ strengthen local organizational

TOday S HIghhghtS: structure

) 4 ) 4 ) 4
FY 3/2026 Earnings came in higher than the revised figures due to
rapid implementation of response measures

FY 3/2027 A turnaround across both finances and operations;
charting the path to renewed growth and executing on it

New initiatives for profit

growth leveraging
NISSIN unique identity

AY



STES * TOKYO

NISSIN ‘ NISSIN
‘
Mi& * wnm mmmmw
BOLD TASTES of TOKYO BOLD TASTES of TOKYO

SSIN

I { BOLD TASTES of TOKYO

BOLD TASTES of TOKYO

NISSIN

®

'FLAVOR WITH OTHER NATURAL FLAIORS
BEVFEAID

BOLD TASTES of TOKYO

oy b
’ ; o
S/
» £
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Concept

Positioning

Value Proposition

BOLD TASTES of TOKYO

Experience the ever-evolving, bold “flavors” of Tokyo

Ramen Restaurant-Quality

Enjoy the taste of Tokyo ramen restaurants at home — affordably and conveniently

Delivering an authentic meal that satisfies both body and soul

31



&

Ramen restaurants are already well-established, with further growth potential ahead.
Bringing the authentic, cutting-edge quality of Tokyo ramen restaurants to homes —

Japan-U.S. Market Size Nissin researchi

Bil. yen

conveniently and affordably

Q Approx. 10-year additional growth
potential of JPY 200 Billion

Approx. 1.7x / CAGR 5% equivalent

Expansion of ramen restaurants driving
growth of Japanese instant noodle market

BOLD TASTES ® TOKYO

Last 5-year CAGR: 3%+

Daily customers: Already 2/3 of Japan
(Japan: approx. 90 prs / U.S.: approx. 60 prs)

@
Bil. yen 9
Approx. Approx. i
800 800
Approx.
500

Instant Ramen Instant Ramen

Noodles Restaurants Noodles Restaurants
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&

Going beyond the conventional positioning of instant noodles in the U.S. as a "Snack,"
cultivating new and stable demand as an "authentic meal”

Diverse arrangements unique to bag noodles: easy-to-cook, delicious recipes for Americans as a meal

33



&

Centered on collaborations with rapidly rising "Japanese pop culture content”
in the U.S. and globally, meticulously executed from launch through full retail rollout

Strong Japanese IP X

Influencer Marketing

Korea: strong E Japan: strong ® Contracted Influencers L .
; . _ Invitation event image
- N Select communities with
| Manga affinity for Japanese
Drama/Movies ramen; post recipes and
Musi content
usic ; Characters ® General Influencers
: Anime Games Invited to events; spread
\ J via tasting experiences and
content
Laulnch Jul. Aug. Sep. Oct. Nov. Dec.~
Retail @ Regular listing — Sequential shelf reset Full retail rollout complete |

Promotion Teaser phase: Sampling events, influencers, etc.

Vertical launch phase: Collab Web videos, influencer count xfrequency UP




Appointing the top executive to concurrently serve as RHQ-Americas president,

While deploying top-tier group talent to strengthen every aspect of the value chain

Entity Function

MBS Top Management

Additional Resources

‘ Current RHQ-A President

Expected Impact

v" Closer coordination with HD
v" Increased speed in decision-

FOODS U.S.A. (Former Group CSO) makingtanid execution
e Former NISSIN FOOD v Laterally deploy expertise from
Marketing & PRODUCTS Brand Manager NISSIN FOOD PRODUCTS in
(Core brand manager) Japan
. . 4 C .
RHQ' Financial & Former HD FP&A Division v Upgrade business management
Americas

Planning & Analysis

Head of Overseas Team

v Upgrade portfolio management

Supply-chain
Management

Former Group CPO
& Senior Manager, SCM

v' Stable operations of new plant

v" Maximize site synergies

35



Toward Sustainable Global Growth @

Maintaining a commitment to investment in growths, especially in new businesses, as well as safety and security.
To achieve this, we will steadily implement new initiatives over the medium term to enhance profitability

A\

Core Operating Profit of
Existing Businesses

External Environment

Competition and Cost Pressure Mid- to
Upside driven by resilience (+) -— Long- Term
Bil. Yen Demand increased with the prolonged impact of COVID-19 [ Investments in Growth, Sustained,
90 and geopolitical incidents; ComPet‘tivﬁr:fn%ugg;rgaetj:nz;?f Safety, and Security Discontinuous Growth
pot® v
30 & eSS
@O G(O\N\“\“ S\
70 S . .
A First, balance with
60 Business Growth at steady profit growth
Cruising Speed (mid-single digit)
50 O over the medium term
New Initiatives to Raise |8
orecast Profits
40
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&

Taking action based on the Unique NISSIN Character and Strengths to aim for
growth under a new external environment

Identification of Medium-Term Management Issues

High Costs > Economic Growth
> Consumer
Purchasing Power

New Global Players Sharp Decline

Emerging at a Remarkable Rate in the Value of the Yen

 To Date: Japanese Companies + Local
Companies
Processed foods in general + European/American
global companies

* Profits earned by overseas * Fragmentation of the global supply
businesses becoming more important chain
than ever * Unusually high capital investment
* Increased cost pressure on domestic costs, particularly building
*Last Few Years: + South Korean businesses construction costs
Companies

Integrated Global : Uniqueness of the Non- Minimal Infrastructure
Strategy x High-Speed Ni\vz/; un(?;ﬁ'ig?] Eﬁgiigcy Instant Noodles Tailored to the

Deployment

Conduct management that
emphasizes independence
and decentralization;
HD-led planning and
development of key
strategies

Business

Leverage a broad and
balanced global foundation
with no bias toward any
particular region

Use uniqueness to
strengthen brand power (—
cost absorption) and increase

profitability further

Environment

Carefully select investment
scope to maximize control
of capital investment, in
addition to Group synergies

37



Overseas Business Challenges

Create a New Foreign Currency Acquisition Engine by
Executing a Consistent Global Strategy at High Speed

38



Identification of Medium-Term Management Issues @

Taking action based on the Unique NISSIN Character and Strengths to aim for
growth under a new external environment

New Global Players Sharp Decline

Emerging at a Remarkable Rate in the Value of the Yen

* To Date: Japanese Companies + Local < Profits earned by overseas

Companies businesses becoming more important

Processed foods in general + European/American than ever

global companies * Increased cost pressure on domestic
* Last Few Years: + South Korean businesses

Companies

New Foreign Currency
Acquisition Engine

Integrated Global
Strategy x High-Speed

Deployment
Conduct management that Leverage a broad and
emphasizes independence balanced global foundation
and decentralization; HD- with no bias toward any
led planning and particular region

development of key

strategies
39



A Straightforward Approach Toward Solutions

Extend winning patterns laterally, leveraging existing infrastructure.
Pursue a high win ratio through high efficiency

Core Demand in the Mass Market
Non-high-end, non-specific applications ...

Where tofplay

Bold Communication
that produces low-cost x high reach rates

Innovative Products
that redefine categories

Food Processing Technology
reproducibility, nutrition,
and delicious taste

Non-Instant

Founding Values
Happy, Creative, Unique, Global

Instant Noodles

Noodles

Domestic

Overseas

Where to practice
winning patterns now
— Utilize foundation
to expand
locations and
opportunities

Extensive and well-
balanced operational
infrastructure

Product logistics +
production sites

Tens of billions of yen in all

regions

Category assets |
encompassing food
opportunities :

¥100 billion class
market presence

40



® | Winning Patterns in Our Home Market @

Leverage innovative products and bold communication to aim at the mass market
to acquire numerous core category positions in the multi-billion-yen class

April 2014 - February 2017- May 2022 - September 2022 -

Examples FIAERT

m O b

NISSIN CUP MESHI series PRIDE POTATO series The KANZEN MEAL series MIRACLE CARE SERIES
Approx. ¥20 billion Approx. ¥/ billion Approx. ¥10 billion Approx. ¥6.5 billion

*Figures based on FY 3/2026 market prices: No. of meals shipped x Avg. unit price on Intage SRI+® (April 1, 2025 to March 31, 2026) 41



Already Expanding Laterally Overseas; Beginning to Prove Results

Financial

QOutcomes

> p—

Factors Behind Results

Innovative Products
that redefine categories

Bold Communications

that produce
low cost x high reach rates

NISSIN FOODS DO BRASIL LTDA.

EMEA

Revenue CAGR Market Share Revenue CAGR By Brand
FY2016-2025 FY2016-2025

rY201o-202 CUP NOODLES 14.2%
| .60.8> 65.1% i
13.0% "° (:r:::r: 22::76 5oL 17.5% Soba 23.6%

Parallel to the globalization of the product brand (CUP NOODLES),
we have been attempting over the last several years to

laterally roll out the methods used in Japan for winning with the NISSIN-style approach

A product design fundamentally different from CUP
NOODLES and competitors

— Black background, brush script, and an instantly recognizable
Japanese feel

— Brand name resembles Japanese food menu

Rolled out the Japanese TV commercials,
generating strong response and exceptionally
high ROI, with only limited modification.
(including web and in-store promos)
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For Lateral Development of Communications @

In 2018, after nearly two years of stable operations after transition to sole
ownership, we began to roll out an essentially copy/paste version of the bold
communications used in Japan

» YouTube views:
12.02 million

As of March 23, 2026
uploaded on September 2, 2025)

Original

It's 2N <Z LI R F %5 —
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Assessment of Lateral Rollout and Growth Results @

Highly valued by consumers and authorities, driving long-term double-digit growth

ut i0)
\ RO\\O ne(s\'\\p
Revenue Trends oL@ © (s0e O 137 2,8  Comments From

500 BE'OT (@t Ye? m" Viewers of Commercials

Launched Lateral R 0’i
Rollout of P‘G
Communications

O melhor comercial até agora %
My favorite commercial ever

A

First Year

After Sole BRLM

Ownership 722
v /

Nissin € diferente mas n&o deixa de ser 6timo Ye®
NISSIN is interesting. Best [commercials] I've ever seen.®e®

Essa musica n sai da minhacabeca & 2 & 2 &
DD De
' — — —

Can't get this song out of my head; it keeps playing in my
brain. 2 e

FY 16 17 18 19 20 21 22 23 24 25
Ja até decorei ksks amo os miojos da Nissin ®®
Already a habit; | love NISSIN MYOJO!ewe

effie AWARDS pc'q Latin America pc'q Brazil Brazil * Ame?icjg *
i isi ' : : - Latin T6 viciado nesse anuncio kkkkkkkkkkkkk
intemational adverting 3 Braci Womal eea R This 2l s <ETEIS W
Major Awards for et : -
J Agenda Magazine vagane Meta Advertising Award Milagre propaganda do miojo na TV kkkkkkkk

Advertising, Etc. fiquei surpresa.. amoooo
Mktg. DIR. Named #9 Top = First Grand Meta Award Winner | was reaIIy Surprised when | saw a commercial for

L Marketer in Latin America 7% Latin America Gold Award Winner MYOJO on TV lol. | love it




Market Impact (Brazil) &

Key Factor for Success (KFS): Driving market expansion by increasing per capita consumption and capturing

the entire incremental demand
This represents an ideal growth model that does not rely on population growth nor on competing for a limited market pie.

Market Value BRL M = Total Demand 100M Servings X Average Price BRL,Servings

CAGR CAGR Nissin CAGR
Market Competitors o 1_'3/. ,
2,732 CAGR CAGR . Nissin ./I 9,
10.5% Nissin 60.8 65.1 Share 2.0% Competitors 1.53 I 70
Nissin EelRerZ Share +7.7% A % +4.3% 0.91
CY26 CY25 CY26 CY25 CY26 CY25
Servings CAGR Total Increment capture rate
1.12x 1.3% o 283 2.86 101.1% 1.8 CAGR .,

: Cup
Per Capita 1.24 0
[ Market CAGR
13.5%

./: 108 e
1.05x
1.00x Population Bag M 0 Nissin
0.5% 102.1% Share +1.2%

CY26 CY25E Market Nissin CY26 CY25 45

Source: Population: IBGE (Brazilian Institute of Geography and Statistics) / Total Demand: WINA (World Instant Noodles Association) estimates / Market Share: Nissin research




Phase Shift: Translate Sales into Profits

&

Already launched operational reforms for SCM, which had been lower-priority.
Looking ahead to OPM in the high teens, we must first hit double-digit core OPM within 3-4 years.

Test Upfront Investment and .
Profit Turnaround
A

Fall 2015, Sole Ownership
20.0%

Began Japan NISSIN-style
rollout.

Confidence in our ability to
improve profit margins and

15.0% 9w

Demand growth during C-19; high
market expansion and growth
prioritized over profit margins
(acceleration of the Japan NISSIN-
style approach)

Local Publicly

-~

Traded Food Company
8-Company Avg. 12.3%

10.0%
e
,, core Operating Profit Margin T

5.0% trend based on real values (period averages, etc.) )
Temporary trouble in SCM,
which had been low-priority (fixed)

Revenue local currency
0.0%

FY11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 ... ... ... ... 30 ...

(

PJ System Under Direct Control of CSCO
—> Efforts Started Subsequent to Local DD

Priority on Expansion Profit Turnaround

(to Date)
[ é Continue with existing Switch to price-
g 2 suppliers, emphasizing competitive local
=3 stability and flexibility suppliers
o

S Prioritize expansion of Full-scale launch of BPR

é supply; insufficient BPR Operation of southern

£ and automation plant

@ Permit use of Fixed through inventory

= external-warehouses control

2  Low logistics efficiency in Operation of southern

- the south plant

FY25 FY26B *© |mpact of price revisions (equal to inflation)
B — — made in January '26 across periods

+0.5 ptS Reduced materials costs, noodle loss and
r ’ —l disposal, temporary suspension of external
0 0 warehousing, etc.

75 /0 80 /0 + Offsetting one-time costs to start up the

southern plant )
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Another Example of Lateral Rollout: Results in Europe @

The Japanese NISSIN-style Soba product
has already grown into a core mass-market product

KPI higher than CUP NOODLES Completely Mainstreamed, Increasing No. of Imitators Biack PKG x Soup-less Flavor
Rt - e — I

Ty

%’i FY 3/2026 Results
Dege Regular cup only
VS. Y@ (excluding multipacks, etc.)

B Graphlegend ®

2.2X
1.3x I 1.1x

Unit Price X Quantity X MI%

° >
Net Sales Value 2.9x

® >
Marginal Income 3.3x




== Related External Environment

&

Despite groundwork laid for mass marketization in Europe and the U.S.,

there are no products (no competitors) that satisfy the core demand of Japanese-style noodles x instant noodles

Reflected in the Instant Noodles
Market

Rapid Global Expansion of Korean Culture

+ Content: K-POP mainstreaming in English-speaking countries,

dramas and movies gaining cultural legitimacy x awareness
among the general public

* Food: Instant noodles Company S export sales surpass
KRW1.34 trillion YoY 65%; North America sales of instant noodles
Company N surpasses USD500 million

« Branding of K-Beauty, recovery in the number of tourists
visiting Korea

Re-Acceleration of Built-Up Japanese Culture

» Content: Global economic zone for world-standard IP manga
and blockbuster animation, including game characters

* Food: Sushi corner has become a permanent fixture in

Western supermarkets; ramen restaurants are proliferating
(no longer seen as ethnic)

* Re-acceleration in tourists visiting Japan, supported by the
weak yen

. : Asian Food has Become
The Rise of Asian Culture e

Asian food is growing well
above the market average
in food service for mass
consumption

U.S. Consumer Food Service Market
10-year CAGR, 2015-2025
EUROMONITOR, Value RSP, USD

2.5%
1.7%
0.8%
Consumer Limited- |nC|Uf1|in9
Food 2 Service =2 Asian
Service Restaurant

Japanese-style ramen has
become a popular staple (see
next page), but only Korean-style
ramen enjoying the benefit

Korean Affiliate Value Share
of the U.S. Instant Noodles Market
Circana POS

40%

30%
20%
10%

0%

16 17 18 19 20 21 22 23 24 25
48



=— Japanese-Style Noodles Are Becoming a Mass Market Product in the U.S.w

Ramen has become a popular staple dish, as more consumers seek high quality, authentic ramen

Ongoing buzz has given ramen more acceptance as a whole

The Development of Ramen Culture in the U.S.

No. of Ramen Restaurants* Expansion of Ramen Restaurants by State™

Spreading nationwide across the U.S.,

with each region developing its own unique evolution g

1,500
< San Francisco > of Stores
Maturing market; new, non-traditional IOO
1,400 ramen styles gaining traction
150
1,300 < New York >
' In addition to Japanese chains, \ 10
local-owned shops are growing,
1,200 serving high-quality Ramen.
Manhattan is intensely
competitive
1,100
1,000 : .\
< Los Angeles > N__[< Texas >
900 Ra”;ecnor\‘/ci‘g g dining St"’l‘plefc, CA-based chains thriving,
post- oom accelerating, i
CRNBILIINT D with major Japanese brands gnrll?c:%c(fl ramen shops also
Q8888888 entering in succession g

*  Source: IBIS World, Ramen Restaurants in the US - Number of Businesses (2010-2030), (Apr. 2025)

Ramen Becoming More Popular

ZERDS—AT =L, 12INOREVNFP [FLX
DS—=A>] .BERDS—AUEBBIERAFT—F R
Unprecedented Ramen Boom: Inbound Tourists =733
Now Prefer “Ramen Over Sushi” e

EBATS. ZEIDT—ADT—ANSNTVS, EHABRHICEZE. FEEDS—
AEOHISRETBAERSON 7 9 0 0EHERAHA. 1 0FaID 1 - 680, Ei%E
FRTVWBOMENO—&®EZEZA /DR GIENBEAR) T A A'84E0

[EEE&] oBxiEa. tROFEHTLTVS. (QIEFRS. KEFE)

Source: Yomiuri Shimbun Online (Nov.8, 2025)

2024 survey results indicated
that ramen has surpassed
sushi in popularity among
foreign visitors to Japan

Other Meat
34% 32%

Foods Most Satisfying to Visitors to Japan
N = approx.32,000, single answer only

Source: Japan Tourism Agency
2024 Annual Report on Consumption Trends of Foreign
Visitors to Japan

Sushi
15%

49

**  Source: JETRO, Survey on Japanese Restaurant Trends in the United States (2022,2025), List Of Ramen restaurants in United States (2025)



Implications for Future Strategies @

First, attack the core of the mass market where there are no competitors, yet
through Japanese-style x instant noodles

Commonalites ——— Initial ROIILOeurE(;Z Shortest — Expanded Format

Japanese Food

Recognition and wide adoption
via inbound visitors Japanese Noodles

Instant noodles first, Expand Genres
Frozen foods, rice

products, snack foods,

Rapid expansion on Asian Japanese-style ramen, udon, etc. lactobacillus ...
shelves in Europe and the U.S.

Where toplay Core Demand in the Mass Market Communication
Non-high-end, non-specific applications ... R

Undiscovered Appeal to bold, rich, and punk image of Japan as

W opposed to the image of Japanese subtlety and
Bold Communication Aspects of Japanese . ..
that produces |OW COSt X h|gh reach rates Food mOdeSty. Leverage the u nlque N ISSI N Creat|V|ty.

Innovative Products
that redefine categories

Products

Japanese-Style,

Bold Flavors
Non-proprietary and proprietary
brands

New, Japanese
Styles

A new Japanese format

ood Processing Technolog
Reprodugibility and
the balance of nutrition,
and delicious taste

Tonkotsu, DanDan, Curry,

Teriyaki, Spicy Miso...

Express impactful Japanese foods like the California Roll

Founding Values
Happy, Creative, Unique, Global
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THEBOLDSIDE°JAPAN

‘“_

TS S

‘Bnld&:

THE BOLD SIDE of JAPAN

SIS ISHNOE 5mmm i~
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Rollout Schedule

High win rate x high efficiency x high speed:
Expand to three large markets by the end of FY 3/2027

Leverage infrastructure and reference the already successful Soba format to boost win rate

Timing From July 2026 From October 2026 From February 2027

T
. .

Region Brazil i 3 European Countries

Products &
Communication

Initial SKUs Bag-Type Noodle Pack x 3 SKUs Stand-Up Cups x 4 SKUs Stand-Up Cups x 2 SKUs

~ Expand and adjust later — DANDAN RAMEN - cT:iI/?LI/YA}g/Iw '}%ﬂ VEN — DANDAN RAMEN
— MISO (SPICY) RAMEN  OUR N — TONKOTSU (MA-YU) RAMEN
— TONKOTSU RAMEN — DANDAN UDON

Later, expand varieties of noodles,

while considering other categories that have high affinity with the BSoJ concept (snack and confectionery) 2



Further Product Additions Combination Approach With the Bold Side of Japan @

Leverage the strengths of MEITEN (famous restaurants) further, in addition to the combination of Japanese-
style noodle groundwork for wider acceptance and the NISSIN competitive advantage.

In parallel, extend the global reach of Japanese MEITEN that meet solid demand needs (begin with exports).

* Corporate brand power

Authentic . 'Ic: O?ud plrocessmg Tkl Extensive and well-
echnology
brand power W Lod @ « Marketing ability well-known W' ,‘\@ balanced
(the real thing) 5," « Extensive business overseas 5,’ global foundation
infrastructure

A

Instant noodle classics with Raise the awareness of MEITEN further

high reproducibility Build stronger relationships AFURI NAKIRYU :' |

v BI1F&E _F

4 R :‘% gﬁ i i
AFURI : ! !

. . NAKIRYU ! TO Be :

A pioneer of refined, light- A Michelin one-star Dan E . :
style ramen, best known for Dan Noodles restaurant for Xpandaea .

clear, golden broth. known for the perfect

Expanded across Japan as balance of sesame aroma,

|
. ) ,
well as into Asia, Europe richness, and spice, and !

and North America. widely visited by .
\_ _/ \_international guests. J A )

________________




Execution-Oriented Organizational Structure @

We will centralize marketing intelligence functions within HQ and integrate them
with corporate planning. This will enable the rapid execution of a consistent,
“Nissin-like” global strategy.

((( Innovative Products x Bold Communication ((( S ))) Innovative Products x Bold Communication )))
o
CORPORATE Corporate Planning Platform VALUE-CHAIN
> '
T Fnance MR <& 0 Production - &
F PF PF - Business foundation: Chief of Staff - Busmeksst strategybgrognded - M&A Strategy PF PF F
organizational structure / HRBP_ Medium- to In marketing and branding
- Business administration long-term planning Includeg'BSOJ - Orlglnatlon to
— Business support L T EXGCUtion
- Sustainability — PMI
® Management Driven by Product x Communication °
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Domestic Business Challenges

Enhance the differentiation of the Non-Instant Noodles Business
while building a minimal infrastructure tailored to the operating environment.
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ldentification of Medium-Term Management Issues (Republish) @

Taking action based on the Unique NISSIN Character and Strengths to aim for
growth under a new external environment

High Costs > Economic Growth
> Consumer
Purchasing Power

Sharp Decline

in the Value of the Yen

* Profits earned by overseas * Fragmentation of the global supply
businesses becoming more important chain
than ever * Unusually high capital investment
* Increased cost pressure on domestic costs, particularly building
businesses construction costs
Uniqueness of the Non- Minimal Infrastructure
Instant Noodles Tailored to the
Business Environment
Use uniqueness to Carefully select investment
strengthen brand power (— scope to maximize control
cost absorption) and increase of capital investment, in

profitability further addition to Group synergies
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Growth Trajectory and Challenges of Non-Instant Noodle Business @

Among domestic processed food companies, the business ranks among the top tier in terms of
growth, with each business reaching a scale of approximately ¥100 billion.

The key challenge going forward is to further enhance profitability, which has been steadily improved to date
Instant Noodle Business

Bubble size: sales of the corresponding domestic segments
o Approx. 285 g g
15.0% 4 5% 13% Unit: Bil. Yen
125% | T Y .
'e) ) 7 Company A
i Company D Chilled & Frozen food / Beverage Business (Confectionary)
3 10.0% | (Confectionery) Approx. 240
= Approx. 75 Approx. 100 4 )
Q@ Company C 7.8%,8.5% » . Confectionery Business
- .
3 7 5% (Domestic) Company E._ Company e Approx. 90 10.2%,6.3%
= Approx. 70 Approx. 110 (Frozen Dessertd) ¢ Food
= Company B Approx. 50 erzen 030105) +SERIA ROILE >100
) : PProx.
=] 5 0% (Confectionery & Foods)
= ° Company C Approx. 85
(Processed & Frozen Foods) FY2021 FY2021 0
2 5% Approx. 150 Company B Core OPM4.1% Gompany A Core OPM 4.6%
(Flour Milling & Processed Foods, incl. Overseas) (Flour Milling & Foods, incl. Overseas)
Approx. 200 Approx. 240
0.0%
0.0% 2.0% 4.0% 6.0% 8.0% 10.0% 3-Year Revenue CAGR

Source: IR filing of each company and segment data of Capital 1Q.
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Toward Further Improvement of Profitability &

Strengthening “marketing capabilities,” a key source of competitiveness
for the Group, from both organizational structure and human-capital perspectives

Expanding the application of proven "winning patterns" not only overseas but also in the domestic market

“Innovative products &P Bi5Rmmn;
x bold communication” Strengthening marketing resources & E‘*?Jirﬁen Foods
iS a key dl’iver Of h|gh prOfItablllty and across three add|t|0na| Compan|es e CISCO

SERIA ROILE

profit improvement st EUF- O

Although Nissin York is not « Oversight and support by senior marketers who

Bl yer @ Case Study: KOIKE-YA  disclosed,profiabilty mproveren 8,8 builtthe successful models at NISSIN FOOD
75 8.0% - PRODUCTS / KOIKE-YA
KoIKEYa Operating Profit Margin Talent . Transition toward marketing-driven management
(Right Axis) 6.0% « Deployment of core mid-career marketing talent
50 across group companies
Revenue 4.0% - » Centralizing and integrating marketing-related
o5 (Left Axis) intelligence functions at the holding company
2.0% *°®°® .« Embedding these functions into the corporate
Organization  |3nning platform to enable integration with
0 0.0% business strategy and agile resource
'15 '16 '17 '18 '19 20 '21 '22 23 '24 '25 management
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Challenges Related to Invested Capital

&

Sharp rise in investment unit costs
In response to core factory upgrade investment needs for instant noodles

Kanto Plant (seriously aging): Acquired a new plant site.
Design to be finalized by the end of FY 3/2027.

— The Shimonoseki Plant (accounts for a relatively small proportion of
production volume) is also aging
— No (or minor) business continuity risks at Kansai or other plants

Kanto Plant
. Other 55 vears Finished goods plant
Shiga Plants OV yean (NISSIN FOOD PRODUCTS)
in operation Finished goods plant

Shimonoseki Plant \ (MYOJO FOODS)
51 vears Ingredient and packaging plant
ol yean (under NISSIN FOOD PRODUCTS)
in operation NISSIN FOOD Kanto
Saitama
PRODUCTS .
Kansai 9

Finished Goods
Plant Production
Share

Soup Ingredients \‘

Shimonoseki 9
9 3 Kobe

Ingredients

Shizuoka Plant Shizuoka

30 years
in operation

Kansai Plant
8 years in operation

Issues Ongoing rapidly rising costs in the
construction market since 2022
— Driven in particular by facility construction costs

Sanporo (electricity and HVAC etc.)

— Examples of factory construction starts with unit
construction costs in the 3 million yen per tsubo
range (information from outside experts)

150 Construction Cost Index Trend

Source: Japan Construction Cost Research Association
Building Construction Cost Index (2015 base year)
2026 figures are the average for Jan.—Mar.
Building type = Factory

125 Index type = Construction cost

100 sa e -
A

(Reference)

Kansai Plant Construction Start

75
n O M~omo o AN oM < n W
N = = = =N NN NN NN
O 0O 0O 0 00 0000 0o
N N NN NN NN NN N

59



Minimization Suited to the Business Environment

&

Policy to mitigate or offset the impact of the steep rise in investment unit price as
much as possible through careful selection of renovations

Downward
Pressure

Response
Program

*Refers to
production-
side only

invested Capita

NON)

Internal and
External
Business

Large Renovation Investment
Needs

Rapidly Rising
Investment Unit Price

Significant Long-term Decline
in Total Population

Looking at a 60-year plant life span, slightly less than
30% decrease in year 30 and around 50% in year 60

Cost 1 > Consumer Purchasing
Power

Expansion of Low-Unit-Price
Market

Environment

Initiatives to Date:
Deeper Than Ever

Additional
Response:

Scope of Upgrade (Current Kanto Plant Overall) Narrowed

Minimized Scope of
Upgrade

Invested Capital (Fixed Costs)

Minimized Investment

Achievable Sales 1 per
production cost through
efficiencies

From Original Plan

Focus on Large-Lot
Maximize Production Volume

per Fixed Cost by Adopting a
High-Speed Line

Labor cost ratio | through
automation
Raw materials costs | due to
yield improvement

7

>
Focus on High-Margin 0
Products
Maximize Earned Potential
Profit per Unit of Production

Volume
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New Business Initiatives
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KANZEN MESHI

© NER2AYYU-RRE/
Becomlng

>030QYZ2EEE 2 10 billion yen

brand

) i WS [y3/2023 Act.: 3 billion yen
YN ® FY3/2024 Act. : 5 billion yen

FY3/2025 Act. : 7 billion yen

e [EY 32026 Act. 1 10 billion yen
. 33&’%‘3@%%?&:bb\béwmémwzzm_‘kbibt

Brand recognition rate 2 ()
: 52%

Y Based on market prices
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€5 KANZEN MESHI Groceries
Expanded beverages in addition to cup noodles and cup rice

Cup-type noodles Cup-type rice

*Online-Exclusive

@m=n, O

MESHI MESHI MESHI
3 RAPID SHOT 8 RAPID SHOT 3/ RAPID SHOT
e e | e |

ol | 2mecal | 23%m1
| | |

S 28 X/0ATEuTx5 |

Launch:
Feb.2026
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€5 Frozen KANZEN MESHI
Expanded lineup covering rice, noodles, soups and more

Online-Exclusive Frozen KANZEN MESHI DELI

/ b » M
Okonomiyaki L Rice Balls

*k Images show a selection of products.
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€5 KANZEN MESHI Expanded New Categories

Following Rice and Noodles, Full-Scale Entry into Bread
— the Last of the Three Major Staple Categories

Launched on March 23, 2026 via mass retailers in the Kanto—Koshinetsu region and online store

KANZEN MESHI BREAD Chocolate Cream KANZEN MESHI BREAD Curry

KReuLLEn
RRULNS A%
ARLELE

RBResVLED
RRLND 28
ARLELE
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: : . BULLL.D EDEN,
This gelato is amazing. NISSIN

HARS

A perfectly balanced gelato,
created with both nutrition
and deliciousness in mind.

A balance of per piece

33 nutrients,
including
vitamins and

minerals

Chocolate

Matcha

Chocolate Lemon

W Launched on March 24, 2026 - =
B i Wil




€5 KANZEN MESHI Supermarket Deli Bento
KANZEN MESHI, Now Iin Your Everyday Deli Selection

KANZEN MESHI-designed bento meals, now : : :
) ] ] ) Expanding Retail Partnership!
rolling out in supermarket deli sections!
FY3/2026 act. 22 companies / approx. 1 ,000 stores

FY3/2027 plan 37 companies/approx. 1 ,500 stores

Soup-less
Dan Dan Noodles

Meat Sauce Pasta Neapolitan
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€) KANZEN MESHI Cafeteria
KANZEN MESHI is now part of your everyday employee cafeteria meals

KANZEN MESHI Cafeteria features FY2025 Rollout status

KANZEN MESHI menu now available at Supporting company health manaaement
your everyday employee cafeteria! and employee well-being

Adopted by approx. 200 companies!!

K= ,’,’,‘,‘E;;{‘ Rakuten

* RUSUTSU
.2 Japanet RESORT
MIZWHO
— SoftBank {'r TIS
HTFIFERTT TIS INTEC Group
No changes (o) . EELLER. S4nEREE
e o . Zero equipment . -
#ON FOOD SUPPLY
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€5 KANZEN MESHI Stand
Easy Access to KANZEN MESHI Anytime at the Workplace

KANZEN MESHI Stand Features FY2025 Rollout Status

Enjoy Frozen KANZEN MESHI DELI Over 300 companies adopted
- ithi I
conveniently at your workplace within 2 years of launch!!
® med a5k Corporate Health Enhanced Workplace Reducing Disparities
;».: 0 .- i Management Food Options Across Locations
Yo Yo SoftBank 3¢ M # % ki
= e
:a‘ 55 g»SoQkatffgg (Cegrr?sultinga Hakuhodo TBS ng)’ FLEXIR
_Tom- T /4BSEIH BLEAGUE (O KINTETSURAILWAY & HERTMSSER
?‘—:- G @
%521 & Suzuyo € & Ksky 3lffesa gaiwmzisz
|| o =4 0 hubu Shy Support NIUyY TP-TiRR R
[ u: g
| 2F®E  Hhd- @ Busmne  OSpeee
- e ; SAIS®N 7
. ) o R Stord)' TECHNOLOGY \*‘y b beacapp e Z DB
Refrigerator Display case Vending machine N /
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%KANZEN MESHI B2B Partnerships
Partnerships now expanding beyond manufacturers to restaurant chains!

Intercompany partnerships Restaurant partnerships

== wm =

gon<
BNSIE5

Eiﬁﬁﬁti":ffb"&?&%x*/ ﬂﬁ}::—b‘?ﬁﬁ% !

-

Py - 2 R 4 o '

X W HayLWRNRTs uplAnather lang day?
U Just try ‘el yummy - ity KARAMUCHO, and say il 0
-~ -

W #5/X/Ir XL~ B

Launch:
Mar 2026

Launch:

Jan 2026
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€5 KANZEN MESHI continues to expand
Cross-industry initiatives

New Service Launch with Meiji Yasuda

BEZ.LVLDLLICETED,
= BRI
T ?};?
’fsszufur! ’

I
L

EE [=
&Y BigEm X
Commenced discussions on developing new services to enhance Quality of Life (QOL).
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' Also provided via food trucks during the
2024 Noto Peninsula Earthquake

KANZEN MESHI - Also Contributing to Society

Instant foods as disaster relief

Water, bread, rice balls

¥

Cup Noodles and other
"hot" instant ramen
$
KANZEN MESHI designed for prolonged
evacuation periods




KANZEN MEAL

P ]
R

--------

COMFORT FOOD FOR

ovsr| WELL BEING

*YOU KNOW,
THE PERFECT
BLEND OF
FLAVOR AND
NUTRITION!

COMFORT FOOD FOR

WELL BEING

= |3 | comFoRT Foob For & |
e | WELL BEING || zmsams

Launched: June 2025
Distribution:

5,200 stores in FY3/2027

S - ’ 74



Ay 4

Pilot launch with
independent retailers

launched with
3SKUs, expanded to
5SKUs following
strong adoption

Expanded to
3,000 stores

Expansion into

national chains

driven by strong
performance

Target: 5,200 stores

Target: 13,500 stores

Achieve annual
profitability



KAN
ZEN
MEAL

KANZEN MEAL
(Curry Rice Type)
in Germany I8 /U K. EI=

 e— |
[mmans————| ACVEL
(N

100% 5o |

Komgien i,

Schont G ]

Nabrhe |

|

|

zEN 1
|

|

|

|

|

MEAL

JAPANESE

Launched in October 2025

— Initial monthly sales reached
four times those of Cup Noodles,
demonstrating a strong start

Planned expansion to 3,100 stores
in Germany and the U.K. in FY3/2027

Ausgewogene ——)
Komplett-Mahlzeit Dl 85 ]

NEXT-LEVEL

R CuRky:
." '-', 1? ?{" 5

] '
'S 7
SN\« ,

S—
-~

Sy

= \\‘_

V.5
'éAN iy
N i/




Pilot launch in
39 stores in Germany

Despite premium
pricing, weekly sales
reached 1.9 X those
of soba and 4 X those
of Cup Noodles.

Expanded to
400 stores

Distribution
expanded on strong
early performance

Target:
3,100 stores

Target:
12,000 stores

Achieve annual
profitability
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Profitability Roadmap by Business Segment

FY

Sales
based on the market price

Overseas

Business

*Figures exclude other domestic businesses not mentioned above and R&D expenses..

Turning profitable
in domestic New Business
3/2025 3/2026 3/2027 3/2028 3/2029 3/2030 3/2031
7 bil.yen 10 bil.yen 16 bil.yen —

FY 3/2029
Turning Profitable

FY 3/2028
Turning Profitable

FY 3/2027
Turning Profitable

FY 3/203
Turning Profitable

FY 3/2029

Turning Profitable




Beyond Food Project

Staple Foods Snacks, Sweets & Beverages

V&N MESHI
,‘J B S o : RAPID SHOT 4
3 A ) = q v a8 |
k= ¢ et 5 i ey
' Fign s IR et 1 s2tet

i j"' N ‘W W

Overseas

=F GWF
or .| WELLBEING

.




Optimized Nutri-Dense Technologies as a Solution for Social Challenges

Measures for a Initiatives for
Super-Aging Women’s
Society Undernutrition

Preventive
Healthcare

Meal Support for
Young Carers and Support for People Disaster Relief
Single-Parent with Disabilities Support
Families

We believe wider adoption of
nutritionally optimized foods can
create a healthier, happier world.
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The Junkiest!
Yet the Healthiest!

¢

We want to create a
world where people can
eat what they love,
when they want,

as much as they want.
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Fundamental Research for Optimized Nutri-Dense Meals

82



Fundamental Research on

Optimized Nutri-Dense Meals (1)

Replace 40 of 84 meals with Optimized Nutri-Dense Meals for 4 weeks

% of people who % of people who % of people who
lost weight -1 lowered BMI -2 lowered blood pressure *3

o [y /S

% of people who
reduced visceral fat area *4

% of people who

% of people who
increased frequency of defecation *6

improved performance at work *5

/1. 88%

Journal of Functional Foods 2022, 92, 105050. announcement

%1 Weight: Out of 102 male participants, 86 experienced a decrease in weight.

%2 BMI (Body Mass Index): Out of 58 male participants with a BMI of 25 kg/m? or higher, 47 experienced a decrease in BMI.

23 Blood Pressure: Out of 46 participants with both systolic blood pressure of 130 mmHg or higher and/or diastolic blood pressure of 80 mmHg or higher, 34 experienced a decrease in systolic blood pressure.

%4 Visceral Fat Area: Out of 79 participants with a visceral fat area of 100 cm? or higher, 68 experienced a decrease in visceral fat area.

%5 Work Performance: Evaluated based on presenteeism scores. Presenteeism is quantified using the overall performance score of the WLQ-J test, where a score of 0 indicates attending work but being unable to perform any tasks (0% performance), 8 3
and a score of 100 indicates full performance (100%). In this trial, out of 64 participants with a WLQ-J score below 94, 46 experienced an increase in their score.

%6 Defecation Frequency: Out of 27 participants with a defecation frequency of 6 times or less per week, 24 experienced an increase in defecation frequency .




Fundamental Research on
Optimized Nutri-Dense Meals (2)

Clinical Trial: One Serving of Optimized
Nutrition Per Day Over Four Weeks

v

Confirmed improvements in stress,

fatigue, and sleep quality
Applicable to enhancing overall well-being

Presented at the 71st Annual Meeting of the Japanese Society
for Food Science and Technology
August 31, 2024

Subjects: Adults experiencing stress, fatigue, and sleep-related issues
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Fundamental Research on
Optimized Nutri-Dense Meals (3)

Development of Optimized Nutri-Dense Meals

for diabetes and hypertension patients
(Improvement of quality of life in dietary restrictions)

In the model for the sick, we saw blood glucose and blood pressure
reductions in clinical trials with Optimized Nutri-Dense Meals with a low-
sodium and carbohydrate (one meal replacement per day for three
months). Further development is expected.

Presentation at the 2023 Annual Meeting of the Japan Society for Bioscience, Biotechnology, and Agrochemistry
(March 14, 2023)




Fundamental Research on
Optimized Nutri-Dense Meals (4)

New clinical trial results with seniors

Optimized Nutri-Dense Meals for seniors:
Fortified with protein, n-3 fatty acids, etc.

v

Improvements observed in gait speed,
cognitive function, and sense of well-being

Nutrients, Volume 15, 2023, 4317

Clinical trials for pre-frail and frail individuals

Eating two meals a day for a total of 168 Optimized Nutri-Dense
Meals over 12 weeks

Combined with resistance exercises (light strength training)
Snacking, drinking, smoking allowed
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Fundamental Research on
Optimized Nutri-Dense Meals (5)

New clinical trial findings related to women'’s health

Optimized Nutri-Dense Meals for women:
fortified with folic acid and other nutrients

N g

Reduced discomfort before and during
menstruation

Presented at the 2025 Annual Meeting of the Japanese Society for Bioscience,

Biotechnology, and Agrochemistry (March 8, 2025)

Clinical trials targeted healthy women with premenstrual
syndrome (PMS*) symptoms

Participants consumed Optimized Nutri-Dense Meals twice a day
for 12 weeks (168 meals total)

Snacking, drinking, smoking allowed

*Physical and psychological symptoms experienced before menstruation

94.5% of women who menstruate report experiencing PMS symptoms g7



Fundamental Research on
Optimized Nutri-Dense Meals (6)

Anti-aging effects confirmed for
Optimized Nutri-Dense Meals

Clinical trial conducted through a joint research program at Keio
University shows eating Optimized Nutri-Dense Meals

reversed DNA methylation age* by approximately two years*

*Biological age. Measured the degree of DNA methylation progression
associated with aging

Biological age (compared to chronological age) is linked to risk of
disease and mortality

Presented at the 2025 Annual Meeting of the Japan Society for Bioscience,

Found that Optimized Nutri-

Dense Meals may increase
healthy life expectancy

Biotechnology, and Agrochemistry (March 8, 2025)

Clinical trial targeted individuals with BMI 2 23

A: Optimized Nutri-Dense Meals 100
B: Optimized Low-Carb Nutri-Dense Meals 100
C: Meals with the same calorie and PFC balance as A,

but lacking in overall nutritional adequacy 100

Participants consumed four meals per day (breakfast, lunch, dinner, and a snack) over a four-week
period, totaling 112 meals
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Environmental Strategy — EFC2080,88 £ EARTH FOOD = |
P 5 g [ od® CHALLENGE | »
STy 2030
Earth Source Sustainably Conserve Natural Create a World without
Material Resources Waste
Sustainable palm oil Overall water use Domesltic results Iare covered
Sl procurement et ,-

CLEEDAD
Actual D2.3%
Our Challenge to 100%

- .. Target
Utilize Finite Resources 9

Actual 89m3 . + 99.8% Target 99.5%
&

3 Waste from sales and
Target 12.3m distribution processes

- 65.4% Target 50% reduction

Effectively - )
100% achieved in the domestic
instant noodle business
Green Manufacture with Develop with Complete with
Green Electricity Green Ingredients Green Packaging

Food ; SCOPE1+2 SCOPE3 % ”
Chall -20.6% 6.0% AN,

anen g € ) 2020 @ ' |

(vs. 2020) (vs. ) Q
Target 42% reduction Target 25% reduction g
Our Challenge to 2025: 367,000t-CO2/ 2020: 462,000t-CO2 2025: 3,226,000t-CO2/ 2020: 3,432,000t-CO2 3

Address Climate Change

TR TR - . LY e S




EARTH FOOD CHALLENGE 2030: Progress Highlights

&

B CO, emissions are being reduced through renewable energy initiatives at our own plants and across the
value chain

B Steady progress is also being made across other initiatives, including sustainable palm oil procurement

CO2 Reduction Progress

SCOPE1,2  .scopet =scopez
(1'00(:6802) 462 459 a0
e 388 381 367 Reduction rate
0 -20.6%
200 (vs. 2020)
100
0

2020 2021 2022 2023 2024 2025

SCOPE3

(1,000t-CO2)

4,000
3,000
2,000

1,000

3,432 3,246 3236 3,353 3,262 3,226 .
Reduction rate

-6.0%

(vs. 2020)

2020 2021 2022 2023 2024 2025

Sustainability Initiatives

---------- Decarbonization at Own Plants

Energy Efficiency &
Lower-Emission Fuel Transition

e DY

Introduced environmentally ) Reducec!
friendly equipment using the ~ €nvironmental impact
internal carbon pricing through fuel
system conversion

Expansion of Renewable Energy

Solar poyver Utility Nissin Group
generation

"B

Execution of corporate offsite

Power Purchase Agreements (PPAs)

Value Chain-Wide Initiatives s

Sustainable Palm Oil Procurement

Expanding use of Smallholder
RSPO-certified farmer support

palm oil (pilot program)
Comprehensive Value Chain Engagement

Ll LTTTTTTTTTTI
Nt ] o e o

Logistics initiative Supplier
(joint transport, round-trip engagement

delivery, etc.)
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New Medium-Term Human Capital Strategy to Drive Business Strategy @

Our Vision

Business
Challenges

Key Human

Capital Strategic
Themes

To achieve sustainable growth while solving environmental and social issues

as an “‘EARTH FOOD CREATOR?,
constantly creating new food cultures through innovation.

g .

EARTH
FOOD
CREATOR

Strategy Formulation and Decision-Making Functions That Support Business Growth

Further Expansion of Global Accelerate Growth of New Reinforce Foundation of
Business Businesses Domestic Earnings

Business strategy and human capital strategy are
Sides of § two sides of the same coin

theC%?nme Clarify cause and effect of measures, track
evolution

Two

Management Structure Development
Strengthen foundation of human capital in conjunction with growth strategies and formulate mechanisms to
systematically develop next-generation human resources

Building Global One Nissin Strengthen Our Domestic Business Organization and
Upgrade our human capital management system to Human Capital Further

it alobal " Build a flexible and muscular organization and human
Support giobal managemen capital, while keeping an eye on environmental changes

Improve Organizational Capability
Pass on NISSIN-ism to employees and create a rewarding organization through well-being
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Examples of Initiatives Under the New Medium-Term Human Capital Strategy &5

Management Structure Development
Establish key group posts and create a more sophisticated mechanism for the successor development cycle

Building Global One Nissin

+ Strengthen global HQ human resources to achieve Global One Nissin

» Establish a common framework for evaluation, compensation, and human
capital development, and pursue flexible personnel management tailored
to each region

Global HR Meeting

Hold Global HR meetings regularly to support
overseas operations, strengthen cooperation,
and foster a shared understanding

Strengthen Our Domestic Business Organization and
Human Resources Further
Create a flexible, strong organization through human capital development

and greater sophistication in human capital management to strengthen the
competitiveness of our domestic businesses

Human Capital Development Centered on the NISSIN ACADEMY

- Encourage autonomous learning among
iﬁﬁ;w :] 3 mygﬂiﬂi employees through the NISSIN ACADEMY

/ ve Learning Site (learning portal) and the
DIGITAL ACADEMY (for improving digital
literacy)

Instill Buy-In of Mission-Vision-Value
— Messages from top management, training on
corporate philosophy

— Team-based discussions on corporate philosophy, candidates

— NISSIN CREATORS AWARD to recognize employee
creativity

Diversity, Equity, and Inclusion
— Sponsorship program where executives provide - Issued the NISSIN FOODS Group Declaration of Health and
individualized development support to female managers

hands-on sales activities (selling CHICKEN RAMEN) - Roundtable discussions with outside directors and auditors,
leadership development programs for women

— Awareness initiatives to encourage male employees to take
paternity leave

Improve Organizational Capability
Create an organization where diverse employees respect each other, share MVV, and feel fulfilled in their work through well-being

Health and Productivity Management

Productivity Management in 2018 and began engaging
management-led pursuit of the well-being and strong
performance of each employee.

— Working on health measurement, joint research, health literacy
improvement, female health support, strengthening occupational
health, etc., toward improved and habitual lifestyle habits

AR

Selected for the first time as a
2026 KENKO Investment for
Health

'|||| fie B e 56 4R 2026
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Domestic Instant Noodles Business @

* Revenue increased in both businesses, supported by their respective key brands.
« At Nissin Foods, profit declined due to higher raw material costs, while volume share expanded.

|
Bil. Yen FY 3/2026 Increase/decrease factors
FY 3/2026 | FY 3/2027

Revenue
NISSIN FOOD 113.0 128.9 241.9 249.0 Cuptype ASSARI OISHII CUP NOODLE series and CUP NOODLE BIG (renewed in Sep.
PRODUCTS 2025), among other CUP NOODLE products, performed steadily and contributed to

YoY +1.7% +1.0% +1.3% +2.9% sales.

Bag type CHIKEN RAMEN, DEMAE ITCHO and NISSIN YAKISOBA continued to perform
steadily.

MYOJO FOODS 23.2 251 48.3 50.0 Cup type In addition to strong sales of IPPEICHAN YOMISE NO YAKISOBA series, BUBUKA

YoY +4.2% +8.6% +6.5% +3.5% ABURA SOBA also saw significant growth.

Bag type CHARMERA series performed well.

Domestic Instant 136.2 154.1 290.2 299.0
Noodles Business

YoY +2.1% +2.2% +2.1% +3.0%
Core Operating Profit
NISSIN FOOD 16.6 16.0 32.6 34.0 +) Increased in profit due to price revisions for instant cup rice products and increased sales.
PRODUCTS -) Increased raw material costs and distribution costs etc.

YoY (3.6%) (4.2%) (3.9%) +4.3%

C-OPM 14.7% 12.4% 13.5% 13.7%

MYOJO FOODS 1.8 1.6 3.4 3.5 +) Increased in profit due to increased sales.

YoY +3.9% +17.2% +9.6% +5.4%  -) Increased raw material costs and distribution costs etc.

C-OPM 7.8% 6.2% 7.0% 7.0%

Domestic Instant 18.4 17.5 36.0 37.5
Noodles Business

YoY (2.9%) (2.6%) (2.8%) +4.4%

C-OPM 13.5% 11.4% 12.4% 12.5% o3



Domestic Non-Instant Noodles Business — Chilled/Frozen foods & beverages @

» Although frozen pasta and ramen as well as chilled ramen performed well, leading to revenue growth, the
overall business recorded a decline in profits due to rising material costs and lower revenue at York.

|
Bil. Yen
- FY 3/2026 | FY 3/2027

Revenue

Chilled / Frozen
foods and
beverages

YoY

Core Operating Profit

Chilled / Frozen
foods and
beverages

YoY

C-OPM

52.3

+2.6%

5.2

+0.7%

10.0%

51.9

+3.0%

2.5

(25.4%)

4.9%

104.2

+2.8%

7.8

(9.6%)

7.5%

106.0

+1.8%

8.1

+4.3%

7.6%

Breakdown of increases and decreases in FY3/2026

Chilled Foods +3% Strong ramen sales—led by TSUKEMEN NO TATSUJIN and MAZEMEN

NO TATSUJIN, along with expanded MEN NO TATSUJIN and SOUP NO
TATSUJIN—plus CVS-ready noodle sales contributed.

Frozen Foods +7% Frozen NISSIN SPAOH KISSATEN and Frozen NISSIN CHUKA

YORK

Chilled Foods
Frozen Foods
YORK

performed well, with CVS frozen ramen growth and price revisions driving
revenue growth.

(6%) Sales declined due to weak CVS performance, lower volume of the

PILKURU MIRACLE CARE series following peak out of the sleep boom,
and limited impact from new fall products PILKURU IMMUNE STYLE and
PILKURU AGING LIFE, as well as the TOKACHI YOGURT DRINK
renewal.

Increased due to strong sales despite higher COGS ratio.

Increased due to strong sales despite higher COGS ratio.

Decreased due to lower sales and increased depreciation and marketing
expenses.
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Domestic Non-Instant Noodles Business — Confectionery / Snack @

* Revenue increased driven by Koike-ya and Cisco, but profits declined due to rising material costs.

Bil. Yen Breakdown of increases and decreases in FY3/2026
Y 372026 | v 312027

Revenue
Confectionery / 47.2 48.7 95.9 109.0 CISCO +5%  Revenue increased driven by strong performance of the GOROGURA
Snack and Coconut Sable series and the impact of price revisions.
YoY +3.8% +3.7% +3.8% +13.6%  BonChi (0%) Revenue was flat YoY, supported by price and spec changes.
KOIKE-YA +3%  Revamped PURE POTATO and well-marketed corn brands performed
strongly, driving revenue growth.
SERIA ROILE _ Consolidated as a subsidiary from February 27, 2026, and included in the

scope of consolidation from Q4.

Core Operating Profit

Confectionery / 3.0 2.7 5.7 6.8 CISCO Increased Increased due to increased sales etc. despite increased raw material
Snack BonChi Decreased costs, promotion costs etc.
YoY (13.4%) +16.9% (1.2%) +19.4%  KOIKE-YA Decreased Decreased due to higher rice prices and other
C-OPM 6.3% 5.6% 5.9% 6.2% SERIA ROILE - Despite increased revenue, profits declined due to higher costs driven by

reduced yields of Hokkaido potatoes and lower processing efficiency
caused by quality deterioration.

Consolidated as a subsidiary from February 27, 2026, and included in the
scope of consolidation from Q4.
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The Americas @

« Brazil performed steadily, achieving higher revenue and profit.
* Inthe U.S., higher prices were offset by lower volumes and higher rebates, leading to a revenue decline.

Bil Y Breakdown of 44  EV3/2026
Il. Yen FY 3/2026 FY 3/2027 reakaown or increases an ecreases in

Revenue
North and Central - - 104.4 1170 U.S* (8%) Although the prior-year H2 impact has subsided, revenue declined overall
America due to higher rebates and lower first-half volumes.

YoY - - - +12.1% (Forex impact -1.0 Bil. Yen)

Mexico +2% Revenue rose, offsetting lower volumes with price increases.
(Forex impact +0.4 Bil. yen)

South America - - 59.3 67.5 Brazil +5% Volumes declined due to inventory adjustments, but revenue increased

YoY - - - +13.8% thanks to price revisions. (Forex impact +1.1 Bil. yen)
The Americas 74.4 89.3 163.7 184.5

YoY (11.9%) 6.2% (2.9%) +12.7%

Core Operating Profit

North and Central - - 6.1 6.1 U.S.** Decreased Profitdeclined due to lower volumes and higher rebates.
America (Forex impact -0.1 Bil. yen)
YoY - - - +0.7%  Mexico Decreased Profit declined due to lower volumes and higher raw material costs.
C-OPM - B} 5.8% 520 (Forex impact +0.0 Bil. Yen)
South America - - 4.5 5.4 Brazil Increased Profitincreased as price revisions offset higher costs, including labor
YoY _ . - +21.3% expenses (Forex impact +0.1 Bil. yen)
C-OPM - - 7.5% 8.0%
The Americas 4.5 6.0 10.5 11.5
YoY (51.5%) (11.0%) (34.6%) +9.4%
C-OPM 6.1% 6.7% 6.4% 6.2% *Combined total of Nissin USA and Myojo USA

** Total of Nissin USA, Myojo USA & RHQ-Americas 96



China (incl. H.K.) @

« Revenue and profit increased, driven by distribution expansion and higher inorganic sales.

Bil. Y Results Plan Breakd fi dd in FY3/2026
il. Yen FY 3/2026 FY 3/2027 reakdown of increases and decreases in
Revenue

China (incl. H.K.) 35.9 39.1 74.9 83.0 H.K. & others®* Increased Supported by increased inbound tourism, sales of core domestic brands
YoY +1.2% +2.8% +2.0% +10.7% performed well, and higher inorganic sales in other regions also
contributed. (Forex impact -0.4 Bil. yen)

Local currency basis (HKD) +4%, Volume -low-single digit%
*on a management basis, excluding non-instant noodle business

Mainland Increased With distribution expansion into inland areas progressing, sales of core
China brands such as CUP NOODLES and DEMAE ICCHO performed well.
(Forex Impact -0.6 Bil. yen)

Local currency basis (CNY) +3%, Volume +low-single digit%
*on a management basis excluding non-instant noodle business

Core Operating Profit

China (incl. H.K.) 3.7 52 9.0 9.0 H.K. &others* Increased Profitincreased, driven by higher sales of value-added products and
YoY +1.1% +12.6% +7.5% +0.5% inorganic growth. (Forex impact -0.0 Bil. yen)
C-OPM 10.4% 13.4% 11.9% 10.8%
Mainland Increased Profit increased due to higher sales volume.
China (Forex impact -0.1 Bil. yen)

*Including Vietnam, Taiwan, South Korea, and Australia
In September 2024, Gaemi Food became a consolidated subsidiary and began the snack business in South Korea.
In December 2024, ABC Pastry became a consolidated subsidiary and began the frozen foods business in Australia



Asia

Revenue and profit declined due to lower sales volumes in each country.
Profit also declined at equity-method affiliates.

|
Bil. Yen

&

Revenue

Asia 10.7
YoY (9.9%)

Core Operating Profit

Asia 3.5
YoY (17.3%)
C-OPM** 7.4%

11.9
+4.7%

3.5
(7.2%)

11.1%

22.6
(2.8%)

7.0
(12.6%)

9.4%

By descending order of revenue

33.5 Thailand Increased
+48.1%  India Decreased
Singapore  Decreased

Indonesia* Decreased

7.9 Thailand Increased
+12.9%  India Increased
- Singapore Decreased
Indonesia* Decreased

Gain (loss) on investments accounted for using the equity method :
Thai president Foods 3.3 Bil. yen YoY -0.6 Bil. yen (Forex impact +0.2 Bil. yen)
1.6 Bil. yen YoY -0.2 Bil. yen (Forex impact -0.0 Bil. yen)

N-URC

* Including business in Malaysia

(Forex impact +0.5 Bil. yen)
(Forex impact -0.4 Bil. yen)
(Forex impact +0.1Bil. yen)
(Forex impact -0.0 Bil. yen)

(Forex impact +0.1 Bil. yen)
(Forex impact -0.0 Bil. yen)
(Forex impact +0.0 Bil. yen)
(Forex impact +0.0 Bil. yen)

** Core operating profit margin excluding equity method income

Breakdown of increases and decreases in FY3/2026
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EMEA @

* Q4 promotions proved effective, with volumes recovering to nearly flat year-on-year levels.
* Revenue increased due in part to foreign exchange effects, and profit also rose with contributions from
equity-method affiliates.

Bil. Yen Breakdown of increases and decreases in FY3/2026
FY 3/2026 | FY 3/2027

Revenue

EMEA* 12.3 14.8 271 30.5 NISSIN FOODS Europe +6% Revenue grew on the back of volume recovery and foreign
YoY (2.8%) +14.8% +6.1% +12.6% exchange effects, while declining slightly on a local currency
basis. (Forex impact +1.7Bil. Yen)

Core Operating Profit

EMEA* 2.7 6.1 8.9 8.2 NISSIN FOODS Europe Decreased (Forex impact +0.0 Bil. yen)
YoY (24.4%) +19.5% +1.4% (7.4%)
C-OPM** 1.7% 3.9% 2.9% -

Gain (loss) on investments accounted for using the equity method :
Mareven 1.4 Bil. yen  YoY -0.5 Bil. yen (Forex impact +0.1 Bil. yen)
Premier Foods 6.7 Bil. yen  YoY +1.1 Bil. yen (Forex impact +0.1 Bil. yen)

* Including Turkish business
In November 2025, NISSIN FOODS TURKEY GIDA ANONIM SIRKETI (Nissin Turkey)
was established, and the instant noodle business was launched in Turkey

** Core operating profit margin excluding equity method income 99



Revenue and Volume in the Americas and Overseas

Unit: YoY % change. Upper row: Local-currency revenue. Lower row: Volume

FY 3/2025 FY 3/2026 FY 3/2027
Q4 (Jan.-Mar.) Full-Year Q1 (Apr.-dun.) Q2 (Jul.-Sep.) Q3 (Oct.-Dec.) Q4 (Jan.-Mar.) Full-Year Full-Year Plan
4% 2% -24% 8% +5% 4% 8% +high single-
i digit %
” -mid single- -low single- A0 -low single- +high single- -high single- -mid single-
digit % digit % 20% range digit % digit % digit % digit % Flat
+7% +0% +13% -6% -5% -1% +0% +10 % range
Mexico
+low single- -mid single- +low single- -high single- -high single- -mid single- -mid single- +mid single-
digit % digit % digit % digit % digit % digit % digit % digit %
+38% +20% +4% +8% +5% -6% +3% +11%
srazl id singl I ingl high singl I ingl id singl
o o -mid single- +low single- -high single- -low single- +mid single-
+30% range +10% range digit % Flat digit % digit % digit % digit %
+9% -5% -5% -1% +1% -1% -1% +15%
Overseas
Total +high single- +mid single- -high single- -low single- +low single- -mid single- -low single- +low single-
digit % digit % digit % digit % digit % digit % digit % digit %
Volumes presented on a management accounting basis
Revenue increase/decrease in the U.S. represents the sum of NISSIN FOOD (U.S.A.) and MYOJO U.S.A. 100



Major Price Revisions (Domestic)

As of May 13, 2026, only publicly disclosed items are listed

FY 3/2020-22 FY 3/2023 FY 3/2024 FY 3/2025 FY 3/2026 FY 3/2027
[ [ ] [ ] [ ]

[ )
Jun. 19
4~8%

Jun.
5~12%

[ )
Jun.
6~12%

&

8 NISSIN FOODS
§ PRODUCTS

Z

g

< MYOJO FOODS
[
2

© CHILLED FOODS
o

(@]

O O
bl o))

C @©

@ 5 FROZEN FOODS
o >
= &
o
@
= YORK
O

S CISCO

®

[

@

>

o BonChi

S

3

@

[

8  KOIKE-YA

Price & content change

[ ]
Jun.-Jul. "19

7~9%

Price & content change

([ ]
Apr.

Price & content change

([
Feb. '21~Nov
Price & content change

Price change& content change  Content changeContent change Price &

Jun.
10~13%
[ ]
Jun.
9~12%
[ ]
Mar.
7~17%
[ ] [ ] [ ]
Mar. Sep. Sep.
6~20% 5~20% 5%
o
End of Jun.
6~25%
@ o °
Sep.  Nov. Sep. Price change
Content change
e )
~ Aug.-Sep. Aug.-Sep.
Price & content change
o> [ [
Mar.-Apr. Jul. Price change Oct. Price change
3~10% & content change & content change

Apr. Apr.
Cup Rice 11% 5~11%
[ J
Jun.
6~10%
{
Mar.
5~12%
Mar. Sep. Mar.
4~8% 5~10% 4~5%
[ ] o
Jun. Jul.
4~25% 3~8%
[ ] o o [ ]
Mar. Sep. Nov. Mar.

Price & content change ~approx. 8% & content change

( ]
Feb.
3~11%

Content change
content change

[ ] [ [ ]
Jun. Sep. Price change Mar. Price change
& content change

([ J [ ] [ ] [
Jul. Oct. Feb. Jul.
Content change3~7% 4~11% 3~8%
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Major Price Revisions (Overseas)

As of May 13, 2026, only publicly disclosed items are listed

The Americas

[ J
Jun.
Bag & Cup

([ J [ J
Jul. Feb.
Bag Bag & Cup
o> [ J
Sep.~Oct. May.

Some channels

&

([ ]
Oct.
Bag & Cup

[ J
Jan.
Bag & Cup

[ )
Oct.
Some channels

Other Overseas Regions

[ J [ (] [ J
u.s Apr. 19 May. '21  Jan. '22 Aug. avg. 36%
T Bag & Cup Bag & Cup Bag & Cup  Bag & Cup
> (]
. ; ; May.

Phased implementation
Brazil imp ' Bag & Cup
Mexico ————— > 0> °
* Implemented for each ~_ Phased May. Mar. Oct.
channel implementation ~Jun.

[ J [ J [ J [ J

China (IncI. H.K.) H.K. Mainland H.K. H.K.

Jul. "19 Mar.'22  Apr. Sep.

Asia

EMEA

Cup Bag & Cup Bag & Cup Bag

v

v

» »

»
>
Implemented
In each regions

Implemented
In some regions

( = 2 Y
Phased J ~A
implementation an.~Apr. Oct.-
Bag&Cup Bag & Cup

v

Implemented
In some regions

Implemented
In some regions

Implemented
In some regions

Implemented
In some regions
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Y

Company plans, business forecasts, strategies, and other information contained in this document are based on management judgments derived from
information available at the time of this publication. Be aware that these are only future projections, and actual results may differ due to various risks and
uncertainties. These risks and uncertainties include intensifying price competition in the market, changes in economic trends surrounding the business
environment, exchange rate fluctuations, and significant market fluctuations in the capital markets.

The purpose of this document is only to provide information for reference in making investment decisions and is not a solicitation for investment. Use your
own judgment when selecting stocks and making final investment decisions.

These presentation materials are available in PDF format at our official website, under Financial Statements & Presentation Materials
https://www.nissin.com/en_jp/ir/library/materials/

Figures in this document are calculated to the thousands of yen, rounded to the nearest hundred million yen. Therefore, detailed calculations and total
amounts may not agree

As a general rule, fiscal years in this document run from April 1, 20YY through March 31, 20YY, and may be written as FY 3/20YY

Results from China (Incl. H.K.) are based on the consolidation policy of NISSIN FOODS HOLDINGS. Disclosure may differ from that of NISSIN FOODS

CO., LTD. (Located in H.K.) China (Incl. H.K.) strategy and related targets, financial results forecasts are established independently by NISSIN FOODS
HOLDINGS

NISSIN FOODS HOLDINGS CO., LTD.


https://www.nissin.com/en_jp/ir/library/materials/
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