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Today’s Message AJINOMOTO

® Sustainability is at the core of our ASV initiatives. Acting together
with Group companies and businesses under our Group-wide
strategy, we will advance initiatives to accelerate business growth
and to create both social and economic value.

® The Ajinomoto Group is working together with stakeholders to
solve social issues throughout the value chain while enhancing the
resilience of its business foundation.

® To further maximize ASV, we will collaborate with stakeholders in
areas beyond the value chain and create a framework for enhancing
our financial value, and aim to accelerate business growth and
expand business opportunities. | will discuss our related initiatives
and report on what we did at COP30.



Our Path Toward Achieving ASV Maximization
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By reducing negative impact and expanding positive impact through our
business, we will increase the resilience of our business foundation and create
opportunities for growth, thereby maximizing ASV. This uniquely Ajinomoto
approach draws on our strength in “AminoScience.”

The six Material Themes
being addressed by
the Ajinomoto Group
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Ajinomoto Group Initiatives Tied to Our Six Material Themes ATOSET

We are steadily advancing initiatives to reduce negative impact arising from our business and
to create positive impact on society. Today, | will explain our initiatives to create positive impact.

Six Material Themes

1. Achievement of a sustainable
global environment

2. Achievement of well-being
through food

3. Contribution to advanced
medicine and prevention

4. Contribution to the evolution of a
Smart Society

5. Respect for diverse values and
human rights

6. Reinforcement of our
management foundation

Focus Areas

Initiatives ]

Climate change

Natural capital

Circular economy

Health and nutrition

Health and nutrition

Advanced semiconductor package

Human rights

Human capital

Changes in the business environment

Mitigation and adaptation

Biodiversity conservation
Prevention of deforestation
Conservation of water resources
Sustainable procurement

Zero waste emissions
Plastic waste reduction
Food loss and waste reduction

Solving health and nutrition challenges
through food

Evolution of treatment and prevention

Advancement of semiconductors
through materials provision and
ecosystem creation

Responsible employment

Human resource investment

Strengthening resilience



Eat Well, Live Well.

041‘,

Initiatives to Create Positive Impact AJINOMOTO

B Value creation initiatives in the value chain

 Raw materials, procurement (upstream)
* Production, sales, logistics (midstream)
« Consumers (downstream)

B Further value creation initiatives in areas beyond the value chain



Eat Well, Live Well.

04]‘,

Ajinomoto Group’s Approach to the Entire Value Chain ANINONOTO

By providing solutions based on “AminoScience” and collaborating with stakeholders,
we are solving diverse social issues and creating value throughout the value chain, from
the production of raw materials upstream to the diets of consumers downstream.

Raw materials, procurement Production, sales, logistics Consumers
(upstream) (midstream) (downstream)
_ ] * Human health and nutrition
* Strengthening of * Reduction of (lifestyle-related diseases,
w farmers “|U environmental impact undernourishment, etc.)
g management in production and
& capabilities logistics
I
3,; * Sustainable and #- / : « Sustainable use of
stable d resources
production and 3 « Food safety and security
procurement

x

We are creating diverse value throughout the value chain—upstream, midstream, and downstream.
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Value Creation Initiatives in Raw Materials and Procurement (Upstream) .qnomoro

In our initiatives aimed at upstream processes, we are building capacity, providing
biostimulant* products, and agricultural technical support to address social issues, such as
the strengthening of farmers’ management capabilities and stable production of crops.

* Agricultural materials that blend amino acids and other ingredients derived from fermentation microorganisms with natural extracts and other natural
materials to promote plants’ innate immunity and growth.

Raw materials, procurement
(upstream)

Social issues

farmers’
management
capabilities

» Strengthening of U|U

* Sustainable and #//
stable

production and

procurement

We are creating diverse value throughout the value chain—upstream, midstream, and downstream.
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procurement (upstream) 4 o

Value Creation with Cassava Farmers in Thailand ATNOSETD

In Thailand, we are providing 4,000 farmers with cassava mosaic disease-free seed stalks, together with
education and training programs. Yield has increased by over 30%. This is contributing to farmers’
autonomy and economic development while increasing the resilience of our business foundation.

e . Sustainable and stable raw
Stabilization of farmers’ income and Increase the resilience of our material procurement
invigoration of local economies business foundation

Farm school participants:

Average yield: Over 30% increase . Over 8,000
Create opportunities for growth
Soil analyses performed: 8,000

We are the No. 1

consumer of tapioca | facing Thai
starch by volume in ssues facing Thai

Thailand’ farmers Decreased yields due to
. cassava mosaic disease

; Aging of farmers Insufficient knowledge Soil degradation, water
! { Lack of successors of cultivation shortages

“Thai Farmer Better Life Partner Project”

Our solutions X ecosystems

Support structure fqr Expan_S|_on of education Developmgnt and promotion Trial use of our agricultural
farmers through public- and training programs for of sustainable cassava materials
private partnership? farmers cultivation technologies

Decreased yields, Chemical fertilizer use
unstable income (production GHGs)

1 Tapioca starch is powdered cassava. Of the approximately 5 million tons of tapioca starch produced in Thailand, about 1 million tons are consumed in Thailand.

We purchase about 20% of that volume as raw material for MSG, etc.
2 Public-private partnerships with government agencies, research institutions, and universities
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Value Creation with Cassava Farmers in Vietnam ANNGROTO

In Vietham, too, we provide a proprietary cultivation package that combines technical guidance on topics
such as disease-resistant new varieties, co-product* fertilizers, and soil preparation. This has roughly
doubled cassava yield. * Co-products of amino acid production processes

Introduction of cultivation package
<« with without —»

Our liquid fertilizer
utilizing co-products

Field seminars

Demonstration project for regenerative agriculture in cassava cultivation in Vietham

The project was selected for the Global South Future-Oriented Co-Creation Project Subsidy (Small-Scale
Demonstration) program of the Ministry of Economy, Trade and Industry

Results of selection of indirect subsidy projects related to the “Global South Future-Oriented Co-Creation Project Subsidy (Small-scale Demonstration/FS Project: Secondary Public Offering)” (METI / Ministry of Economy. Trade and Industry)

Copyright © 2026 Ajinomoto Co., Inc. All rights reserved
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Raw materials,

Contributing to Brand Value through Initiatives with Farmers
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Our brand recognition rate and favorability are both nearly 90% in Thailand and Vietnam.
We think that initiatives, such as support for farmers, contribute to the enhancement of our
brand power.

Recognition rate and favorability toward our brand

Recognition rate

Thailand  EEe———eeesssssssm 859,
Vietnam  pE—— O () 0/,
Global 63%

0 20 40 60 80 100 (3

Favorability’
Thailand  — s 37 %,
Vietnam  pE—— O 50/
Global 82%
0O 20 40 60 80 100 (%)

1 Favorability: “Very favorable” and “Somewhat favorable” responses to the
question “How good a feeling do you have of the food producers/brands
below?” asked of people who recognize our brand.

Favorability

Correlation between recognition rate and

favorability? of our initiatives

2 Favorability: “My favorability increases very much” and “My favorability
increases somewhat” responses to the question “Does knowing that the
Ajinomoto Group engages in the activities below change your favorability

Average:

o 4 330/3 toward our corporate brand?”

o)
£ c Reduced salt
z ® School lunch project
e Support for project . |
83 farmers e ——— i € Overall awareness of the Company’s “farmer support”
Q g ’7”””””*“”w——wq,,,,,,,w%uw% initiatives is low.
2 E Py i ~ 1 @ Awareness is associated with a more favorable perception
° o . Average: of the Company.

o)
g/ 3 thGHGhriqL,'DC“?H N 82% # Thailand and Vietnam show higher awareness compared

et rough AjiPro ™ - with other regions.

_ Sources: Research by Ajinomoto Group (2025)

Recognition rate of our initiatives

Online survey of ordinary male and female consumers aged 20-69
(n=500 in each country)



Raw materials,
procurement (upstream)

Global Expansion of Value Creation with Farmers
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Taking advantage of our global network, we are also deploying initiatives widely that lead to increased yields
and reduced GHG emissions, and results are steadily expanding. These initiatives include regenerative
agriculture and the use of our biostimulant products for a wide-range of raw materials and crops.

Thailand

Cassava Sugar cane
(in trials)

(implementation phase)

e iy

Indonesia

Sugar cane
(in trials)

Japan
Paddy rice

(implementation phase)
U AT

Brazil
Coffee

(implementation phase)

Vietnam

Cassava Coffee
(implementation phase) (implementation phase)
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Initiatives for Production, Sales, and Logistics (Midstream) iy /AN

In our initiatives aimed at midstream processes, we are reducing environmental impact
through initiatives such as joint transport with other companies, and sustainable use of

resources.

Production, sales, logistics
(midstream)

Social issues

* Reduction of
environmental impact
in production and
logistics

» Sustainable use of
resources

T

We are creating diverse value throughout the value chain—upstream, midstream, and downstream.

12
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logistics (midstream) 4 o

Joint Transport and Other Initiatives AJINOMOTO

In Japan, we are reducing environmental impact, improving logistics efficiency, and addressing shortages of
transport personnel through joint transport with other companies. We are deploying such initiatives overseas,

too, to achieve both sustainable logistics and reduced costs.

B Joint transport by 6 food companies’:
F-LINE Project

B Philippines

Partnering with logistics companies to introduce EVs into

icgpanyﬂo% "l“ logistics work
m Contributing to GHG reduction, transport time
: —»> N S T
,ompanya-% block optimization, traffic mitigation, etc.
-0—0 Destination m
Joint warehouses B Brazil: Green Transport Project
B Joint transport by 6 food companies? and e Qo
< ]
F-LINE CORPORATION: Modal combination? 1% oo ]E"’T
"0—0 /A
Trial of modal combination that combines railway and truck transport in the
Hokkaido area (between Sapporo and Obihiro) . .
(also promoting use of biomethane gas
ﬁ trucks, hybrid vehicles, and electric trucks)
-0—5 ;; -0—3 Reducing traffic accidents and the risk of cargo
theft, and cut costs.

—r - f Reduce GHG emissions by 24% by 2030.
Improve logistics efficiency through joint transport y o DY (compared to FY2018)

Establish sustainable logistics systems involving other companies, and reduce costs.

1 House Foods Group Inc., Kagome Co., Ltd., Nisshin Seifun Welna Inc., Nisshin Qillio Group, Ltd., Mizkan Co., Ltd., and Ajinomoto Co., Inc.
2 A method of combining multiple means of transport, such as trucks, railways, and ships, for optimal transport
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Initiatives for Consumers (Downstream) AIINOMOTO

In our initiatives for consumers, we provide products that combine deliciousness with health
and nutrition for all, from healthy people to those dealing with lifestyle diseases,
undernourishment, and other health and nutritional issues.

Consumers
(downstream)

* Human health and nutrition
(lifestyle-related diseases,
undernourishment, etc.)

Social issues

* Food safety and security

We are creating diverse value throughout the value chain—upstream, midstream, and downstream.



Consumers
(downstream)

Issues

Health and Nutrition Domain: The Ajinomoto Group’s Value Creation

Eat Well, Live Well.
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Through wide-ranging solutions based on “AminoScience,” we contribute to solving issues in
diverse phases of health, from prevention to post-treatment.

Healthy (prevention)

Lack of exercise,
disturbance of lifestyle

rhythm

Importance of health
not readily recognized

Pre-symptomatic lliness (treatment)

Gap between test results Mental, physical, and economic

and self-reported

Non-continuation of
behavior modification

Post-treatment

Recovery of physical strength

burdens from treatment and nutritional condition
Decrease in QOL Self-care and support
Disconnection from Risk of recurrence and
dietary habits aggravation

Approaches to issues of people in every health phase

Products/Services X Partnerships = Solutions

* Foods that
support

* Dietary

everyday diet
ryaay PX

supplements, etc.

* Learn the body’s state through
amino acids

* Medical foods that supplement

nutrition for specific diseases and
nutritional conditions

* CDMO services for pharmaceutical

intermediates and APls, amino acids :

for pharmaceuticals and foods, etc.

aminoindex

3%1 {8

Altrajuce o @8

ISR 0D

FIIATIIA

lg GLYTACTIN {
]

etc.




Consumers
(downstream)

Health and Nutrition Issues: Excessive Salt, Sugar, and Fat Intake
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AJINOMOTO.

Excessive intake of salt, sugar, and fat is seen as a health risk factor. Under recommendations

by WHO, countries are undertaking policies to control intake.

Healthy (prevention) Pre-symptomatic lliness (treatment) Post-trfiatment
[ Salt J [ Sugar J [ Fat J

(o) Excessive intake of sodium increases risk of Sugar-sweetened beverages (SSBs)
é high blood pressure increase the risk of noncommunicable
diseases (NCDs
= Adult daily recommended salt intake: ( )
under 5 g = Requests to countries for strengthened
(average salt intake worldwide: 10.78 g) taxation for health purposes
8 » v Thailand is considering introduction v Taxation of sweetened beverages by
..E. S of a salt tax about 120 countries*
5 © « Thailand: 1—
8 g » Taxation of snack foods, instant noodles, etc., Thailand: 1-5 THBIL tax based on sugar content

based on salt content + Philippines: 12 PHP/L tax on beverages

containing high fructose corn syrup
*(as of July 2024)

Trans fats increase the risk of
cardiovascular disease, etc.

= Recommendation to reduce trans fats to
under 1% of total energy intake, plus
replacement with healthier fats

A 4

v Restriction of trans fats and high-fat
products

» UK: Restrictions on advertisement of high-fat,

-sugar, or -salt (HFSS) foods and beverages

* Mexico: Government prohibition on sale in

schools of snacks and other foods with
warning labels

Sources: Global report on the use of sugar-sweetened beverage taxes, 2025 (WHO Global report on the use of sugar-sweetened beverage taxes 2025)

Implementation of Final Phase of Sugar-Based Excise Tax under Thai Excise Law — BANGKOK GLOBAL LAW

Thailand to introduce “Salt Tax” with tiered rates, driving health food market boom (The Nation’s Editorial May 16, 2025)
https://www.who.int/news-room/fact-sheets/detail/trans-fat (WHO, 2024)
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(downstream) 1 °

Reduced Salt, Sugar, and Fat: Ajinomoto Group Solutions AJINOMOTO

In the BtoB and BtoC fields, we provide a wealth of products and solutions that address excessive intake of
salt, sugar, and fat. We are solving issues and growing our business with our initiatives and products, which
are reduced salt, sugar, and fat, while also having deliciousness, beginning with our AJI-NO-MOTO® umami

seasoning.

Taking advantage of our technological
strengths in “AminoScience,”
we provide products globally via
BtoB and BtoC businesses

We offer 56 reduced-salt products across 25 brands in 9 countries
(as of April 2025)

Solutions utilizing the strengths of “AminoScience” f

promote “delicious
salt reduction”

Umami Reduced-sugar Reduced-salt
seasonings products products
= - '_['; e ,'7 4 5.’3._'-!—;*3 " T s

K, Aloiun 50 @ 60 il
ke EH |

Reduced-fat Re\{isedf(reduced-slalt) We also engage in
products recipes for our regular iritiatives to
products

Smart Salt.

AVim

i
=
>
=
=z
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Consumers

(downstream) Eat Well, Li\f well.
The Ajinomoto Group’s Value Creation in Health and Nutrition: aqy
Achievement of Well-Being through Food SYINOMOTO

In addition to initiatives to reduce salt, sugar, and fat, we promote the appropriate intake of protein, vegetables,
and fruits to help extend the healthy life expectancy of 1 billion people, which is the outcome we herald. In FY2024,
we created touchpoints for deliciousness and health with 950 million people.

\ance
e\\,\oa a "7@6. y
Delicious \‘\ Nutrition Without ¢
Salt Reduction Compromise Taste
Delicious
Sugar and Fat Reduction
Nutrition
Without
Compromise
Protein Intake
Optimization
Nutrition Without Nutrition Without ’
Compromising Access Compromising Vegetables and Fruits
~ Delivering nutrition to everyone ~ the Local Way of Life | Intake Promotion
+ [ Protein Intake
Promotion from
[ Workforce Nutrition Improvement ] a Variety of Sources
Number of people to whom we provide Number of people to whom we provide reduced-salt
umami seasonings: + products or products that aid protein intake: — 950 million
590 million 360 million (FY2024)

From FY2025, we have been using new nutrition-related targets and KPIs through FY2030, and have revised the appropriate nutritional
assessment indicators for our products and menus. We developed ANPS-Meal as a means of scientifically assessing nutritional value of
meals. We were the first Japanese company to introduce a nutrient profiling system (NPS) for meals.

Copyright © 2026 Ajinomoto Co., Inc. All rights reserved 18



Consumers
(downstream)
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Partnership Initiatives: 04]'}
Initiatives for Free Nutritious Meal Program in Indonesia

1JINOMOTO

Under Indonesia’s Free Nutritious Meal Program, a government-led initiative to provide free meals*, we provide
support meal planning and nutrition education that balance nutrition with cost, using our products. We are
also leveraging our local sales network to solve social issues and grow our business.

Support for Indonesia’s Free Nutritious Meal Program
> .
School meal centers > L) Schools in
(=) ) Indonesia

Support for meal planning using
our products

Telur Saus

PT Ajinomoto
Indonesia

Eat Well, Live Well.

Ay

AJINOMOTO

* Plans to invest about 335 trillion rupiah (about 3.1 trillion yen), about 10% of the national budget, in FY2026
under the Makan Bergizi Gratis (Free Nutritious Meal Program).

Menus using our
SAORI®

Highlighting of health and nutritional value through
health providers (salespersons) and the strengthening
of cooperation with school meal centers

Leveraging our local sales
network to solve on-site issues
and expand opportunities to
promote our products

Nutrition education for school meal cooks, parents, and children

Copyright © 2026 Ajinomoto Co., Inc. All rights reserved



Consumers
(downstream)

Partnership Initiatives:

Fusion of Medicine and Foods—Creation of a Food Environment for Healthy Diets

Eat Well, Live Well.
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In the medical field, we are offering Al-based recipe and meal-planning support services attuned to the issues
of both patients and healthcare professionals. By creating a platform that connects to the provision of our
products and services, and through unique integrated solutions that combine medicine and foods, we will

contribute to solving issues while expanding business opportunities.

The Ajinomoto Group’s solutions

ReTabell service

Recipe search based on eating
problems, such as lack of appetite or
difficulty chewing

Nutrition and Partnering on

dietary guidance portal with DX
2. ]
ﬁ | —— e

Nutrition and
dietary guidance

for patients @ (44
000

Selection of
suitable foods

Combinations suited to recipe (meal planning)

- wa 2 ) [
— - 4 e ) ) g
= s ~ — N Pha »
&Y D g :
i — JM
um B R
i e,
& X - >
B
p 4 - v
vevert — -
CTUNBRENIIR=NF *BUTSAT74=2%2F RO ORKD I 45
-X73v%a PR AR urma
Xy F¥F=ZONLES ~MELYIEINR

Exp

Referrals

Meal plan proposals that allow patients
and family members to eat together

anded access to Assistance with menu
food plan proposals and
0o nutrition management

® ReTabéll
EC sites

-

Retailers

Proposing nutritionally balanced meals
for the medical field

Patients experiencing
eating problems professionals
O Dietary

— ;;5}\ Q\ - consultation @
R TN XN
K/ /\_\/B\) e |:> Y f,dt I.'ll

Elderly people

Healthcare

=

People with a cold or other
iliness, or have declining health

Physicians

Dietary
guidance

-

Post-surgery

Chemotherapy

patients patients Registered
dietician
Families
f\-’;—
. 6& (
Lo
L ):.Q\/
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Initiatives to Create Positive Impact AJINOMOTO

B Further value creation initiatives in areas beyond the value chain



Eat Well, Live Well.

GHG Emissions Reduction and Business Opportunities dj;
in Agrifood Systems AJINOMOTO

Over 20% of global GHG emissions originate in agrifood systems. The transformation of agrifood systems is
gaining momentum with the holding of COP30, the 2025 United Nations Climate Change Conference, in the
major agricultural country of Brazil. Our company, which has solutions in the agrifood domain, will capture
business opportunities that contribute to reducing GHG emissions beyond our own value chain and that
contribute to support for adaptating to climate change.

Global GHG emissions

—— Some of our solutions ——

GHG emissions from
Agriculture, agrifood systems
forestry, and account for over 20%
other land use

Total GHG
emissions

approx.
59B t-CO,

Others Increased demand for
solutions to reduce
GHG emissions

Biostimulants

Compiled by our company based on
“IPCC Sixth Assessment Report (2022)"

= Incorporate the ecosystem into solutions to create a positive impact on reduction of

GHG emissions, and expand growth opportunities.



Eat Well, Live Well.

Ajinomoto Group’s Agrifood Decarbonization Solutions: 041';
Reduction of Costs and GHG Emissions in Livestock Production AJINOMOTO

AjiPro™-L reduces both feed costs for farmers and GHG emissions by enhancing feed efficiency in raising
cattle. At COP30, we were invited to events by the Development Bank and the former Brazilian Minister of

Agriculture. We are strengthening cooperation with partners while also engaging in new discussions to
conclude an agreement with a major Brazilian livestock producer.

AjiPro™-L

Effective supplementation of lysine, an amino acid often lacking
in cattle, to reduce feed costs and GHG emissions

Progress at COP30

Discussions aimed at
agreements with a major
livestock producer

AjiPro™-L Eat Well, Live Well.

” ﬁ
Effect of AjiPro™-L* ' @
. AJINOMOTO
< (\3 Livestock :
- ‘ producer

Greater producer Reduced feed cost: Reduced GHG emissions:
revenue through cattle approx. $100/year/head approx. 1t CO,/year/head
weight gain of cattle of cattle

*Amount of reduction may vary with feed specs, etc.



Eat Well, Live Well.

Ajinomoto Group’s Agrifood Decarbonization Solutions: 04:";
Recovery of Degraded Pastures and Enhancement of Productivity AJINOMOTO

Biostimulants that use “AminoScience” enhance the efficiency of the use of nutrients and resistance to stress
by activating innate physiological functions in plants. At COP30, trial results of the Model Demonstration
Project on Degraded Pasture Restoration in Brazil* were announced. We intend to expand this project globally

as a solution to address climate change. *The Ajinomoto Group joined the project in March 2025

Progress at COP30

Model Demonstration Project on Degraded Pasture Restoration in Brazil

Announced project results of using our liquid fertilizers for foliar application, etc.
at degraded pastures in Brazil

On stage at COP30

Results from the degraded pasture Reference: Degraded pasture in Brazil
restoration project

COP30
JAPAN

Comparison of growth states
(left: no spraying with our products;

Naoko Yamamoto right: spraying with our products)

Executive Officer, General Manager for Latin

America Division of Ajinomoto Co., Inc. Liquid fertilizers for foliar application:
President of Ajinomoto do Brasil AJIFOL® and AMINO Arginine.

Source: Ajinomoto Co., Inc. press release (March 27, 2025), Ajinomoto Group to Participate in the “Recovery of Degraded Pasture Verification Study” Project in Cooperation with
Japanese Government Assistance Program for Brazil”

Copyright © 2026 Ajinomoto Co., Inc. All rights reserved
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https://news.ajinomoto.co.jp/2025/03/20250327.html
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Building an Ecosystem for Solution Deployment ARNOSETO

To scale up problem-solving through our solutions, building an ecosystem is essential. By working together
with farmers as the primary producers, as well as financial institutions, governments, academia, and other
solution providers, we aim to achieve scale through the use of carbon credit systems and financial schemes.

Value creation systems based on AjiPro™-L (example)

Ajinomoto Group Producers
Economic value % Social value
. . Revenue from
Expansion of solutions* products and services
=]
- Sales of products __________________
*Extension beyBl and services . | Arfourt: of
\jiPro Amou:1t past GHG
emissions
of GHG _____ .
Revenue related to reduction
sales of credits Amount of
——— Compensation for emjssigns
e reductions
j]
= ‘©
5 52
o] u(];) (@]
o 0
(4] o
s )

Development of a
Financial Schemes

” Establishment of
Carbon Credit System
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Trends in the Carbon Credit Market
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Between 2030 and 2050, the carbon credit market is expected to grow significantly amid regulatory progress
and rising corporate demand. Although the agrifood market remains limited today, we seek to expand
economic value through public—private capital mobilization and monetization of our products and services.

Size of Global Carbon Credit Market

=@= ow-Volume, High-Quality Scenario
519.4

e=@==High-\Volume, Low-Quality Scenario
499.2

=@==/ctive Bilateral Market Scenario

2.4
2024 2030 2050

Source : BloombergNEF “Long-Term Carbon Credit Supply Outlook 2025”

Scenario Description
Due to insufficient incentives
High-Volume, for buyers to select high-quality,
Low-Quality high-priced credits, large
Scenario volumes of low-cost, low-
quality credits are supplied.
For net-zero targets, reduction-
based credits are not
Active recognized; only removal-based
Bilateral 9 ony
Market credits are valued, leading to
Scenario increased activity in bilateral

transactions.

Low-Volume,
High-Quality
Scenario

Initiatives such as credit rating
agencies lead to concentrated
investment in high-quality,

high-priced carbon credits.




Carbon Credit

Joint Crediting Mechanism (JCM)
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JCM is a mechanism by which the amounts of GHG reduction and absorption created through cooperation
between Japan and partner countries are allocated in line with the countries’ degrees of contribution. The 11th
JCM Partner Countries’ Meeting was held at COP30. Initiatives involving the acceleration of JCM are moving
forward, such as the release of joint statements to promote cooperation among partner countries.

[Joint Crediting Mechanism (JCM)]

o Japan provides technology and financing

Japan

Provision of technology,
funds, etc.

Partner
Countries*

* Government : Policy and support scheme design

* Private companies : Provision of decarbonization solutions and know-how, as

well as investment and financing

0 GHG reduction in partner country

Amaunt of
past GHG

emi

sions

Amount of
GHG
emissions

*Japan has 31 partner countries (as of February 20, 2026).
Discussions with Brazil toward a JCM agreement are ongoing.

e Allocated between Japan and partner
countries based on their respective
contributions

* Japan’s share : Can be recorded in Japan as JCM credit
* Partner country’s share : Can be recorded as emissions
reductions by the respective country

A\ 4

Japan

Partner
Countries

\ 4

Sources: Ministry of the Environment; Ministry of Economy, Trade and Industry; Ministry of Agriculture, Forestry and Fisheries; Ministry of Foreign Affairs; JCMA, Overview and

Recent Movements of the Joint Crediting Mechanism (JCM) (February 2026)

Ministry of the Environment press release materials (March 26, 2025), Signing of Memorandum of Cooperation on Environment with Ministry of Environment and Climate
Change of the Federative Republic of Brazil



https://gec.jp/jcm/agency/%E3%80%90%E5%85%AC%E9%96%8B%E3%80%91JCM%E3%81%AE%E6%A6%82%E8%A6%81%E3%81%A8%E6%9C%80%E6%96%B0%E5%8B%95%E5%90%91(%E6%8A%9C%E7%B2%8B)_20260220.pdf
https://gec.jp/jcm/agency/%E3%80%90%E5%85%AC%E9%96%8B%E3%80%91JCM%E3%81%AE%E6%A6%82%E8%A6%81%E3%81%A8%E6%9C%80%E6%96%B0%E5%8B%95%E5%90%91(%E6%8A%9C%E7%B2%8B)_20260220.pdf
https://www.env.go.jp/en/press/press_04016.html
https://www.env.go.jp/en/press/press_04016.html
https://www.env.go.jp/en/press/press_04016.html
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Joint Statement at COP30: Toward the Expansion of Agriculture and 04].}
Livestock JCM through Public-Private Partnership AJINOMOTO

Under the “MIDORI~INFINITY” framework of the Ministry of Agriculture, Forestry and Fisheries, 32 companies,
including the Ajinomoto Group, issued a statement on the promotion of overseas deployment of agri-
decarbonization technology from Japan through public-private partnerships. The companies will advance
partnerships with the financial sector along with the use of carbon credits under the Joint Crediting
Mechanism (JCM).

About MIDORI=INFINITY

MIDORI«<INFINITY refers to
overseas development packages
for GHG emission reduction
technologies in the agricultural,
forestry, and fisheries sector.

MIDORI<INFINITY will work to
match Japanese companies with
domestic and foreign partners,
and advance the formation of
decarbonization projects
connected to the JCM.

Scene from the announcement of the statement Ono (the fifth from the right).
by the Japanese Private-Sector Alliance at COP30.



Financial Schemes
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Creation of a New Financial System using AjiPro™-L
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We have established a strategic partnership with Banco do Brasil,* a key player in agricultural loans in
Brazil. At COP30, we concluded a memorandum of understanding (MoU) on the establishment of a new

financial system to promote GHG emissions reduction, aimed at transforming sustainable agrifood systems
through the use of AjiPro™-L.

At COP30, Ajinomoto do Brasil and Banco do Brasil* signed an MoU
concerning the establishment of a mechanism tying GHG emissions
reduction through AjiPro™-L to loans with preferential interest rates.

*A major Brazilian financial institution with both public and private
ownership. It plays a role with a highly public nature in Brazil, and is a key
player in agricultural loans in the country.

Mechanism for loans with

preferential interest rates PRI Es
Loans with preferential interest rates are provided 3 2

to farmers using AjiPro™-L i }2\
Assinatura MoU - BB e Ajinomdg ' . >

i ;S 17h30 35 18h
3

Farmers using AjiPro™-L

Working capital loans
S_alesTgf with preferential
AjiPro™-L .
interest rates
Eat Well, Live Well. A
° —
Ay 0L
AJINOMOTO = 2 £ A G S
Ajinomoto do Banco do Brasil
Brasil Conclusion of MoU with Banco do Brasil
Left: Naoko Yamamoto, Executive Officer, General Manager for Latin America Division of

. . o . Ajinomoto Co., Inc., President of Ajinomoto do Brasil
Note: Simplified depiction of actual transaction system



Mid-to Long-Term
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Financial Value Creation | ®

Financial Valuation of GHG Reduction Amounts AVINOMOTO

Monetization of GHG emissions reductions is expected to progress in a phased and non-linear manner.

* Phase (1): Leverage existing carbon credit schemes to convert emissions reductions into revenue and incentives for
farmers.

* Phase (2): Build on Phase 1 initiatives to expand across regions and schemes, scaling up implementation.

* Phase (3): Anticipate the development of entirely new systems and regulations, and pursue non-linear initiatives
under new frameworks.

. Overview
Amount of GHG reductions ;
A Financial valuation based on completely

new mechanisms. Consider new

Phase . . ,
mechanisms to address major changes in

10 mil t Phase (3) (3) laws and regulations, such as the Inflation
: Reduction Act (IRA) in the U.S.

Initiatives through entirely
new frameworks 1 . )
Non-continuous development different from (1)

AN Development of non- ;
continuous initiatives and (2) (medium and long term)
: Proceed with development of areas and
1 mil t Phase (2) s .x p
: systems for existing mechanisms, and
Expanding initiatives based on existing frameworks Phgse scale up.
‘ (2) A JCM partnership with Brazil is currently
51):5:8\51:;" and scaling-up of under discussion. Toward
| expanded
100.000 t 3 Expansion of initiatives in (1) (areas, prgduct sales
’ Phase (1) | systems, etc.)
10,000t [Use existing credit mechanisms. Use existing credit mechanisms.
Phase Monetization through the issuance of
(1) credits has already begun.

Existing mechanisms = New mechanisms |



In Closing
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We will further deploy strategic initiatives leveraging the strengths of “AminoScience,” together
with stakeholders, throughout the value chain and beyond its boundaries.

While steadily advancing reductions in negative impact, we will expand the creation of positive
impact as we continue to tackle dramatic and sustainable enhancement of our corporate value.

The six Material Themes
being addressed by
the Ajinomoto Group

.

a . . '
Achievement of a sustainable

global environment

J

Achievement of well-being

L through food

f Contribution to advanced

| _medicine and prevention

( . )
Contribution to the evolution

L of a Smart Society )

( . B
Respect for diverse values

L and human rights )

( B

Reinforcement of our
management foundation

Risks
and
opportunities

Increase
the resilience of our

business foundation BT I

Expand positive impact

Reduce negative impact

Strengthen
intangible assets

Create opportunities

ASV maximization
Economic .
=  Social value
value
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> Forward-looking statements, such as business performance forecasts, made in these
materials are based on management’s estimates, assumptions and projections at the
time of publication. A number of factors could cause actual results to differ materially
from expectations.

»  This material includes summary figures that have not been audited so the numbers may
change.

»  “AminoScience” is a trademark of Ajinomoto Co., Inc. registered in Japan.
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