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|| Profile

With the aim of being “a group of companies that contributes to human
health globally,” Ajinomoto established the Wellness Business Division in July
2009 by integrating several health-related businesses that had been dispersed
among its food products, bioscience products and fine chemicals, and
pharmaceuticals businesses. The objective of the move is speedier and more
efficient business development.

The business is made up of the four fields of sports nutrition, foods for the
elderly, fundamental foods and functional food ingredients.

|| Significance of the Wellness Business

Japan’s population is shrinking due to a low birthrate and aging, and the
domestic food products market is forecast to contract. However, people’s
interest in and aspiration for health is increasing year by year, so continued
growth can be expected in health-related fields. Rising national healthcare
costs are a social issue with a direct effect on individual lifestyles. As a result,
the concept “Prevention is better than cure” has become well known in Japan,
which may lead to the expansion of new business opportunities for securing
health through daily eating habits.

Under these circumstances, Ajinomoto’s businesses, which are composed
of food products, bioscience products and fine chemicals, and
pharmaceuticals, have a huge advantage for contributing to the promotion of
health, and we believe that the technologies and expertise cultivated through
these businesses hold the possibility of developing new solutions. Moreover,
lifestyle diseases and the health of the elderly are major global issues, and
technologies, expertise or business models developed domestically broaden
the possibility of expanding business on a global scale.

|| Overview of Each Business

@ Sports Nutrition

In 1995, Ajinomoto launched amino VITAL Pro, a supplement for athletes
that is a blend of 12 amino acids (arginine, glutamine and essential amino
acids including valine, leucine and isoleucine, which are branched-chain
amino acids), vitamins and minerals. Thereafter, a 2,200mg granule type and
jelly drink version of amino VITAL were introduced in 1999, a PET bottle
version was launched in 2000, and amino VITAL Capsi, which uses “Capsiate”
from non-pungent chili peppers, was launched in 2010.

Created through Ajinomoto’s product development capabilities, based on
and backed by the broad array of amino acid technologies and sports science
it has accumulated, amino acid supplements also support Japanese Olympic
athletes. In 2009, Ajinomoto concluded contracts to become a Japanese
Olympic Committee (JOC) Golden Partner and for naming rights to the
Ajinomoto National Training Center.

Ajinomoto Co., Inc. (the Company) will move ahead jointly with the JOC to
support Japanese athletes with its technological expertise in foods and amino
acids as it uses that knowledge to help many people lead healthy lives.
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Note: In this document, trademarks are indicated in italics and the Ajinomoto Group is
referred to as “Ajinomoto.”
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@ Foods for the Elderly

The area between pharmaceuticals and foods is a strong one for Ajinomoto,
which has a pharmaceuticals business and a food products business. In
addition to advanced food processing technologies based on scientific
knowledge and technologies accumulated through clinical pharmaceutical
development, Ajinomoto provides a lineup of medical foods that are useful,
delicious and simple.

The business centers on diets for protein-energy malnutrition such as
IMPACT," a liquid immunonutrition diet launched in 2002 by Ajinomoto Pharma
Co., Ltd. (now AJINOMOTO PHARMACEUTICALS CO., LTD.), MEDIF, PEM Vest
and DIM Vest. In 2008, AJINOMOTO NUTRITION FOODS Co., Ltd.? was
established to strengthen sales promotion.

Going forward, it is clear that the elderly are changing significantly in terms
of their proportion of the population and lifestyles. The Company will conduct
its business of diets for protein-energy malnutrition used in nursing care,
starting with its established MEDIF brand, as it branches out into new
businesses, including new channels, to promote developments in the
preventative area that maintain health for a long period.

1. Acquired exclusive sales rights in Japan from Novartis Consumer Health, S.A. of
Switzerland.

2. A sales promotion company (ownership: Ajinomoto Co., Inc. 80%;
AJINOMOTO PHARMACEUTICALS CO., LTD. 20%) established to promote nutritional care by
providing products and services to the nursing care and home care markets.

@ Fundamental Foods

The Company works to solve various health issues of people caused by
aging or lifestyles through the “power of food = natural healthy functional
ingredients” found in its physiological research. This lineup of food products
was made under a basic concept drawn from the “power of healthy living =
health fundamentals” that humans have always possessed.

The Company launched Glyna in 2005, Capsiate Natura in 2006, and later
launches including Hakko Blueberry, Safflower Polyphenol and Cystine and
Theanine through a mail-order system to customers. These products use new
health functions of amino acids and plant materials discovered over a century
of research and their safety, effectiveness and mechanisms are supported by
scientific evidence.

@ Functional Food Ingredients

This business discovers new ingredients, seeks various types of value while
confirming their safety and usefulness, and supplies them as retail products or
food ingredients. This business model originates from Ajinomoto’s
monosodium glutamate (MSG).

The Wellness Business Division applied this model with “Capsiate” and is
searching for new possibilities. Through such means as its ties through the
food ingredients business network across the world, it will continue to search
for various new developments.

Note: In this document, trademarks are indicated in italics and the Ajinomoto Group is
referred to as “Ajinomoto.”



