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INNHOUSE R&D AND
CLUB MANUFACTURING

R&D personneland skilled craftsmen
operatingout of of manufacturing
basein Sakata,Japan

1 Advanced and sophisticated design and
manufacturingapacityhousedunderoneroof

GOLF BRAND FOUNDED IN 1959, JAPAN

OF DEDICATIONS TOWARIZS
GOLE COMPANY IN THE WORLD

THE

COMPREHENSIVE CLUB AND
NONCLUB PRODUCT PORTFOLIO

1 Diversified range of products

1 Clubportfolio focusingon and
consumesegments

1 of nonclub products
iIncludingpalls,apparelsandaccessories

AND

EXTENSIVE DTC +
DISTRIBUTION NETWORK

1 Presence in countries

1 Unigueomni channel,20 selfoperatedstores
overlayeavith thirdpartyPOS

T Fast growing in China,

JapanandtheUS
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In FY2023, thgroupfaced multiple challenges including sharp devaluation in Japanese Yen, an unexpected COVID outbreak and weak
consumption sentiment in China. Nevertheless, HONMA relentlessly fueled growths in markets outside China whibslsns®@isinegits

KEY FINANCIALS

Net Sales

Gross Profit Margin

EBITDA
- EBITDA Margin

Net Profit
- Net Profit Margin

Reported Earnings Per Share

Net Operating Cash Flow

Net Cash Position

Proposed Dividend

Note (1)Exchange rate: 1 USD34.83IPY

(2) Exchange rate: 1 USR3I3IPY

Change
FullYear Endedl3Mar2023 vs Full Year Ended 31 Mar 2022

nominah1.8%

4
JPY29495MM / USR18.8MM comparable2.5%

50.8% -3.30p
JPY5,974MM / US24.3MM -35.9%
20.3 % 11.9p

JPY 3,256MM / USR4.1MM A7 B
11.0% -10.3pp

JPY5.38/ HKDO.31 A7 B
JPY3,676MM / USR7.3MM -37.%%
JPY6,795MM / USB1.1MM +0.6%

Proposed Final: JPY 1.50 /share
Declared Interim: JPY 1.50 /share -14.3%
(Full Year Dividend Payout Ratio: 55.8%)

(3) Exchange rate: 1 HKI28IPY

NMA
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PERFORMANGE OVERVIEW

FY23 NET SALES: JPY 29,495 MM / USD 218.8 MM, +1.87% YOY [ COMPARABLE -2.5%]

A Amongthe F g n tmaifmarkets Japan Koreaandthe USrecordedsolid salesgrowthof 15.6% 3.8% and 3.2% respectivelyopn the backof a strongreboundof
consumedemandpotentproductandmarketingtrategiesandsuccessfulctivationof variousHONMAroducts

A Chinaonthe otherhandshoweda lowerthanexpectedyrowthof 2.0%as the marketexperiencewidespreadisruptionsn both 1H and2H of the year resultingfrom
pandemidockdownn multiplecitiesduring 1H FY23, followedby a nationwideCOVIButbreakn 2HFY23.

%
3.5 15

11.3
33.3

24.0

26.4

Japan

China(Including Hong Kong and Macau)
Korea

Other Regions

North America

Europe

%

-68.24d-72.9%)
EUROPE 0,9%):. IAPAN #1.1.1%

SALES: JPY 9,822 MM
SALES: JPY 443 MM CHINA NORTH AMERICA

(INCLHK&MACAU SALES: JPY 1,024 MM
SALES: JPY 7.795 MM

SOUTH KOREA
SALES: JPY 7,089 MM

OTHER REGIONS
SALES: JPY 3,323 MM

Note(1) Ona constantcurrencybasis netsalesfromChinadroppedy 6.9% dueto extende@ndcontinued

homeshelteimposedn variouspartsof the countryin Q1, andanunexpectedOVIDutbreakn (B which
resultedn nationwideetaildisruptiorandweakenedonsumesentiment

Note(2) Europeecorded provisionasalesdeclineof 68.2% reflectinghe F g n tdexifarto changanto
anindirectdistributioomodelin theregion

HQ
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PERFORMANGE OVERVIEW
FY23 NET SALES: JPY 29,495 MM / USD 218.8 MM, +1.8% YOY { COMPARABLE -2.5%)

1 Salesromgolf clubs,apparelsindgolf ballsshowednoderategrowthY OYin
the face of challengingbusinessand retail environmentsn Chinaand
continuedallrawmateriashortage

T Grossmarginof golf clubs remainedat 59.4% whichis well aheadof the
Industryaveragethanksto G N M L g@&ngbrandequity effectiveretailprice
managemerdndmanufacturingostoptimization

T Grossmarginof appareldroppedo 26.7% mainlydueto tightenedinventory
provisiorpolicy Grossmarginof golf ballsdroppedo 29.3% primarilydueto
rawmaterialpriceincreaseandsharpdevaluatiom Yen

% 6.9
(0 Golf Clubs
100 Apparels
72.9 Golf Balls

Accessories & Other Related

GOLF CLUBS

NET SALES TO
(COMPARABLE3%)

GROSS MARGIN TO

APPARELS

NET SALES TO
(COMPARABLE3%)
GROSS MARGIA.4PPTO

GOLF BALLS

NET SALES.1%TO
(COMPARABLE2%)

GROSS MARGIN.2PPFTO

ACCESSORIES

NET SALES.3%TO
(COMPARABLEL.0%)
GROSS MARGIN PPTO

NMA
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PERFORMANGE OVERVIEW

NMA

&
FY23 NET SALES: JPY 29,495 MM / USD 218.8 MM, +1.87% YOY [ COMPARABLE -2.5%] L

DIREGTOCONSUMER CHANNEL

0
& NET SALES!0.29TO (COMPARABLE +33.5%)

GROSS MARGHINSPFTO

34.6 1 new locations, mainly located on the prominent golf
courses in China

SELFOPERATED STORE§$ Sales from Mainland China. 7% sales from Japan

1 Continuedoptimizationof store design, visual display and
consumeexperience

1 Operating in China, Japan and the US

Distributors ECOMMERCE 1 Total net sales (comparable +16.0%)
DTC Channels

3RPPARTY RETAILERS AND WHOLSALERS

NET SALESL.6TO (COMPARABLH.6%)
GROSS MARGINIPFTO

T -A27POSmainlyin Europeamidstthe transitiontowards

Indirectdistributionrmodel

3"PPARTY POS 1 Sales in Japan

09
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HONMA GROWTH STRATEGY: "SINGLE BRAND, MULTI-CATEGORIES, ASIA-FOCUSED”

Strategicallythe Groupfocuseson the developmenbf its homemarketsin Asiawith productstradingunderthe HONMArand Thegroupwill continueto seeknew

possibilitiedy exploringanddevelopingewproductcategorieso meetb n mr t dvalvogheaeds

THE THREE PILLARS OF THE HONMA GROWTH STRATEGY

GOLF CLUBS

1 Combinesop-notched
withworldstandard

1 Strengthenedfocus on and
consumesegments

1 Enriched premium performance products
targeting

1 Uniqueproduct offerings designedfor social
mediasavvy

NON-CLUB PRODUGTS

1 Steady advancementof
businessef premiunctonsumesegments

1 Nurturing businesdan the fast growing
homemarketsaimingbothgolfers, aswellasa
wider spectrumof active and outdootinspired
populations

1 Continuouslupgradings N ML @Rilr
with primerlocations,newretail visualidentity,
design concept and consumer experience
elements

1 Further penetrationinto premiurperformance
segmenbyadding

1 Continueinvestinginto the a q * miigitRl ¢
following
fundamentathangein consumerbehaviorand
businesenvironmenpostCOVIEL9

HQNMA

1 RedefiningHONMArandasa

brandamongyoungerand internet
savvygolfers

Offering

across all consumertouch points, pursuing
golfers in superpremium and premium
performanceegments

Rejuvenated with youngerand
uprising athletes, coachesand influencersto
createa uniguecommunityculture

Enhanced to better understand
consumerandnurtureloyalty

Strengthened acrossall markets
featuredby during
Tokyo Olympics showcasing GNML @R
dedicationtowardspremiumclub-makingfor 6
decades
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<A>CLUB PRODUCTS THAT BEST REPRESENT JAPANESE GRAFTSMANSHIP AND INNOVATIVE TECHNOLOGY
A PRODUCT PORTFOLIO FOCUSING ON SUPER PREMIUM AND PREMIUM PERFORMANCE GONSUMERS SEGMENTS

HQONMA

SUPER PREMIUM SEGMENT PREMIUM PERFORMANCE SEGMENT OTHER CLUB PROBUGTS

PUTTERS, COUNTRY SPECIFIC MODELS,

SERES T// WORLD SPECIAL EDITIONS

BeresAizu
Launched in Dec 2021

TW757 65" Anniversary I 2y *

Launched in Mar 2022 Sakura Dance

Launched in May 20288

FOR YOUNGER
FEMALE GOLFERS
IN CHINA

FOR SERIOUS GOLFERS
HANDICARQ

BeredNX
Launched in Nov 2022/ .

XPR2
Launched iBep 2022

Lady Go
Launched in Nov 2022

FOR GAME IMPROVEMENT
GOLFERS
HANDICAR8

FOR YOUNGER
FEMALE GOLFERS
IN JAPAN

12



<A>CGLUB PRODUCTS THAT BEST REPRESENT JAPANESE CRAFTSMANSHIP AND INNOVATIVE TECHNOLOGY

NMA

&
A PRODUGT PORTFOLIO FOGUSING ON AND CONSUMERS SEGMENTS L
A GOLELUBALEROSBY TO (COMPARABLE3Y)
A DECENTLUBSALESGROWTHN JAPAN , KOREA ANDCHINAINCLUDINBK) RECONFIRMINEESTRONRESILIENGE-FTHEBUSINESS

UNDER CHALLENGINMACRE@NVIRONMENT

A CLUBALEFROMEUROPEG. 9% DUEOTHESTRATEGIISTRIBUTIOMNDECHANGETOANINDIRECDNE
A GROSSIARGIN TO , THANKS OCONTINUERRETAIPRICEMANAGEMENMANUFACTURINGSDPTIMIZATIGMNNDSTRONBRANEQUITY
BERES TOUR OTHERS »
WORLD
1 BeresAizu was launchedin Dec 1 2-proned product approach 1 Mainly Country Specific Models and
2021 Wlth a hlghly differentiable appea”ng both Sing|e and double putters
sophisticatedlesign handicappers T Special editions
[ Beres\Xwaslaunchedn Nov2022 1 TWXP2waslaunchedn Sep2022 T pPK cx FnR v r k> tmbgdc hn
1 of club sales 1 of club sales 1 of club sales
1 FY23 sales).2% (comparable5.3%) 1 FY23 sale).6%comparablel3.7%) 1 FY23 sales (comparable +14.9%)
1 Alkime favorite to consumerswho

are looking for extinguished and
exquisitecosmetics
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<B>ENHANGED PRODUGT RECOGNITION FOR GOLF BALLS
ALBEIT UPSTREAM SUPPLY GHAIN GONSTRAINTS

A GOLF BALL SALES DECLINED SLIGHTLY% BYTO (COMPARABEE2%:) GROSS MARGIN.2PFTO
A SALES AND GROSS MARGIN UNDER PRESSURBNIDEE/FDUATION AND SUPPLY CHAIN CONSTRAINT

A JAPAN GOLF BALL SALESI9TO RANKS4IN TERMS OF GOLF BALL SELL THROUGH VOLUME IN JAPANASIGSIBNOANTING
ADVANCEMENT IN GOLF BALL MARKET SHARE AND CONSUMERNREAFAGNITION |

Premium
WRITEAITE

6-layer ball

o

»

TSI NTAN A
A e e

N
S
>

Mass Market

2-layer ball |
D1, ZAYER BALL TWX , A AYER BALL BERES 5 STARAYER BALL
JPY MM JPY MM 2,434
2 659 2974 2,942 a7 810 1.926
2,211
1,805 1,209
1,148 787
736 370

FY17 FY18 FY19 FY20 FEY21 FY22  FY23 FYiro FYls o BYA9 o RY20 o Bvel o Rvez o FY2s

NMA
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<G> CONTINUE NURTURING APPAREL BUSINESS TO BUILD A LEADING "GOLF LIFESTYLE BRAND

APPAREL SALES TO
(COMPARABIE3%)

GROSS MARGIN.4PPFTO

A Retallactivitiesseverelynterruptedy

A extendedhome shelter happenedn multiple parts of
Chinan QL FY2023

A nationwideCOVIDutbreakn Chinan (B&QA FY2023

A Neverthelessexpandingproduct lines, optimized store
operationand active onlinemarketingcampaignsiroveup
salesin the remainingnonthsandledto a flattish full year
salesYOY

A Continued investment into product development,
merchandiselanninganddisplay

A Continueddriving Ecommercecapabilitieson the back of
one digital ecosystem,built aroundinternetsavvygolfers
andfashionableutdoorenthusiasts

NMA

o
=4
APPARECOLLECTIQMDNSISTIN TARGETING

AND CONSUMEFEGMENTS

HQONMA
PROFESSIONAL GOLF LIN

Tourinspiredprofessionalgolf wear
featuringhightech functionalfabrics
and3Dsynchronizedutting

7ehinnon

FASHION GOLF LINE

Fun and trendy golf wear designed
for fashionableyoung golfers who

cannotwait to standout on the golf

course

HONITIA
URBAN ATHLEISURE LINEp™

Trendy athleisure wear targeting
active and outdoor enthusiasts,
featuring fashionable and diverse
designsanddetalls

15



<[> OMNI DISTRIBUTION FOOTPRINT WITH ELEVATED RETAIL PRESENCE

SELFOWNED RETAIL CHANNELS

ACT AS BRAND EXPERIENCE HUBS ACROSS ALL MARKETS !l_

1 Sales from setfwned channels/0.2%comparable +33.5%)

1 90seltowned stores, net increasel byand newly openéd stores, mainly
located on the top golf courses in China

!

T Sales improved thanks to the premium product offering, new retail visual design and

Improved consumer experience

THIREPARTY RETAILERS AND WHOLESALERS
CONTINUED TO DRIVE PENETRATION AND GAIN MIND SHARE

1 Sales from thirgarty-11.1%comparablel4.6%)
1 Sales from Japait.0%
T Number of POS declinedtbyto 3,717

T Cosed580P0OSnN Europeastheresultsof the F g n tdeciRionfocuson a
smallerbut premieilgroupof accounts

)
i
-
\
q
A » 4

|

4

~'f

| } £ I’h { |
—— |
e

B

NMA
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<E> FURTHER INVESTING INTO THE BRAND'S DIGITAL ECO-SYSTEM
AND PRIVATE SPRERE TO DRIVE E-COMMERGE

SUPPORTED BY UP-10-DATE CONTENT MARKETING ON SOCIAL MEDIA AND CRM PLATFORMS

HQNMA

ECOMMERCE SALES GREM/93YCOMPARABLE +16.0%)
DRIVEN BACCELERATED INVESTMENT IN DIGITAL
MARKETING WITH A FCHANNEL APPROACH

H@QNMA ~ CluBS  ACCESSORES  ABOUTUS  STORELOCATOR Q

1 Ecommerceplatformsin majormarkets
T ChinaTmallJD,Wechattore DouyinandDU(é + )
. RS RES.34 7
T Japan& US selfoperatede=commerceite £ 5@RI00R50 |

35 T = AT ’
) > SNy CF)
s 551\ *

1 Activelypursuingagn Ecommercgrowthstrategy
Dedicated=commerceéeamandmarketingesources
Socialmediacampaigngeneratingdraffic to onlinestores

Livestream(”" 'H) sales campaignto attract internet
savvyconsumers China oy MR HONMA

Searctengineoptimizatiorandin storevisualupdates S e @am s
& = R R @' \" /) Q =

Full channelCRMsystemto upgraddoyaltyprogramand R >
Improveconsumeexperiences

—~ — —~ —~ —

LADIES

REHKY, B2

BERES
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CUSTOMER EVENTS
EVENTSS PARTICIPANTS;. 19YQY

1 Customeeventsareimportantcustometouchpointsfor HONMA

T Theseeventswere mainly held on with dedicated
fitters

1 Integrated brand experience and retail activities targeting
consumer and segments

T Keyto the continuecenhancemerdf G N M L I@d&dandproduct
awarenesandconsumempression

NMA
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