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Disclaimer

» The information provided in this presentation, including the forward-looking views mentioned, is
the predictive information obtained by the company based on internal and external sources and
the overall economic development. These abovementioned descriptions also include risks and
uncertainties. The actual operating results of the company may differ from the above-mentioned
predictive information. It is advisable to pay attention to possible changes and risks at any time.

» The information provided in this presentation does not express or imply any guarantee on its
correctness, completeness or reliability, nor does it represent a comprehensive statement of the
company, industry or subsequent major developments.

» The outlook for the future reflects the company's views on the future so far. For these views, if
there are any changes or adjustments in the future, Taiwan Sakura Corporation (the company)
shall not be responsible for updating or revising the contents of this presentation.

SAKURA
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Company Profile

Chairman Chang, Yung-Chieh
Paid-in Capital NTD 2.21 billion

Production Base Taiwan p Head Office/ Daya 2" div.
Shenkang/ Wufeng
Employees : 1,000
China  p Kunshan, Jiangsu (Sakura China)
Shunde,Guangdong (Sakura Shunde)
Employees : 1,500

Vietham p Binh Duong
Employees : 110

1978 1992

Founded Stock listing
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Operation Locations

Head Office
B Dish Dryer

S

» 2 production bases
Jiangsu, Zhejiang, Shanghai, Sichuan
and Guangdong are the main sales core

areas
More than 10,000 sales locations

Shenkang plant
: % NS B Range hood
« 4 production bases B Punch/Sheet metal/Painting

Taiwan - More than 3,500

sales locations

Sakura China

B Water heater ~ Range hood *
Gas stove ~ Wall-hung boiler »
Whole House Customization

Daya plant

B \Water heater - Gas stove

Sakur

B Range hood *
Electric stove ~ Grill

* 1 production base

Vietnam ¢ More than 2,000 sales

locations

Binh Duong

B Gas stove

4/

Wuri plant
B Kitchen solution SAKURA
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Investment Structure

VA= =4
== *g'ﬂ:
Taiwan Sakura
Capital : NTD 2,211mn

l100% l43.19% l100% l100% 1100%
e — . Total holding
BIEXE MREX BB FINRERR 44.39% Sakura B.V.I.
Sakura Home Puda Topax Sakura Singapore Capital: USD 17.15 mn
Capital: NTD 150 mn  Capital: NTD 296 mn  Capital: NTD 120 mn Capital: USD 4 mn |
154.99% l45% l100%
L g 1ZIEHS BicER

Mekong Trading
EAE8: VND 36.9 bn

008 NORITZ

55.61%

Sakura Cayman
Capital: USD 5.85 mn

l90%

BIEPE
Sakura China
Capital: RMB 320 mn

l100%
BEEE

Sakura Shunde
Capital: RMB 80 mn

Sakura Huanan
Capital: USD 14 mn

SAKURA
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Brand Milestones - . |

1978
1980
1987
1994
1995
1997
2008
2009
2010
2014
2017
2020

2021

“ SAKURA ” brand established

“Free oil filters with a door-to- door delivery” as the free permanent service

“Free examination of water heater” as the free permanent service

“SAKURA (China) Bath and Kitchen Co., Ltd” officially began the production and sales activities
Began to produce kitchen cabinets provided to constructors

Established the franchising chain store “Sakura Kitchen Life Store”

Got the agency of SVAGO and Electrolux, and stepped into the multi-brand era
SAKURA China began to produce kitchen appliances

Started producing and marketing the “solar water heater”

Promoting the four major upgrades, and reshaping the consumer’s experience with us
Sakura brand imposed the ideal of intelligent products

Established “SAKURA HOME” to provide whole house decoration

Set up the first “SAKURA Department Store Counter ”

The No. 1 ideal brand in consumers’ minds for 36 consecutive years

SAKURA
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Brand Awards

m Received the Taiwan Excellence m The NO. 1 ideal brand in consumers’ minds
Awards for 19 consecutive years for 36 consecutive years

— '_‘_f T ReEERE
T, RREENE—S

12 TESRH3 6 FE 2 AR AR T R T TR T » S R RO~ RAK BR B B) B
GRE—S RARXERESBE NREEESEATEMNEBERR=HEE-

8est Censumer Brands

TAIWAN EXCELLENCE Ses s W
1997 ~ 2022 ﬁ
56 Excellence Awards
6 Excellence Silver Award SAKURA
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Meet the needs of

BUS i neSS COnce pt local consumers

Innovation

Bl

More than 200 R&D personnel in the group
The number of patents exceeds 500

o
Ignition switch test

0 A

15 - W
Constant temperature and ‘Withstand voltégetest n n E -~y HE %&

moisture duration test

Has the most test equipment Qua I Ity _

in the industry . Ser\"ce 24/7 service hotline

Automated manufacturing On-duty service all year round
NPS applied SAKURA CARE
compresensively SAKURA
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Business Prospection

.. N s MmEZINEKE CRER —E AR 7%
) ,E‘E % > §y¥,§§$;§ E,\J EH;E% HEEEE ::leeds el = *t fford One-stoI ser:ce
ii Vi;i:)n\ The creator of a better home life  [EREHEVARE IR aied s a pservi
A N ] S N
SR () EEER SRS ORI EEREEE
m Mission Create high-quality family life wholeheartedly with overall solutions
ﬁ% H§ Sustainable 2025 Target
Development 10 billi
dh ‘ Strategy . lion
New Business

Revenue

« New Plant Planning
+ Talent Development
« Group resource integration

Development
Stable Growth of

Existing Business

« Water Purifier

« Whole House
Customization

« Vietnam Market

» Water Heater &
Kitchen Appliance
« Kitchen Solution

_ Import business SAKURA

9/ « Export business S B HE » W LE IS



Core Mission

A value enterprise and the maximum of the value for consumers
and shareholders.

ROE - Dividend yield Dividend Payout Strategy

(%) , (NT$)
25 - ] m EPS
| 5 - 4.62
| Cash dividend per share
; 19.6 19.3 406 4.08
20 - 170 177 88 18.4 4
' ROE
15 133 § 3
9.0 |
10 - : 2
61 65 JLI 71 g1 67 o
! Dividend yield
5 - 2016/8 ! 1
Capital |
0 Reduction! 0
T T ] T T T T 1
2014 2015 2016 {2017 2018 2019 2020 2021 2014 2015 2016 2017 2018 2019 2020 2021
Annual AVG Dividend
Shore Price 2148 1988 2771 3641 3753 4370 47.75 64.20 Payout Ratio 66% 69% 91% 79% 73% 65% 78% 78%
Future ROE Goal > 20% 2022~2025 Caplta_l expenditure for
new factory plantis about NT$ 0.9~1 bn

SAKURA
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Multi-category operation

B Take the family as the core of the product layout

Kitchen and Kitchen Solution House Deco
bathroom appliances Plan Design

. jl* . | .;|a[;u|’”“
o oeco Y

Water Heater _

‘_ Kitchen

e sae e — Appliance

Bath Module




Multi-brand management

7] 17T S

ey SAKURA GROUP

Water Heater . . Import
Kitchen Appliance Kitchen Solution Bath Module Kitchen Appliances

1978 1989 1989 2008 2020
§AKURA Q PRI B A NABERBE E] Electrolux Y EIrERE

ZEHE>HETED

2008 Rl ;‘\Eéjo
a;, k _
ol LK

BHEEF —040

—
KITCHENS

12 %5 B HE » M TE £ IS



Sales channels

Taiwan Sakura

Direct I

More than 3,500 sales locations
Sakura’s channel penetration rate exceeds 80%

Distrib_utor Brand store

1

Dealer

L

Regional Branches
(kitchen solution * import department)

4

Regional Agents
9)

-
A

Land developer Kitchenware Distributor -

or construction Sanitary

Store/Shop

\ Kitchenware factory

L —
"‘# \

. '}
w m—|

Special dealer Brand store

COmpanies faCtory materials Hypermarket ]
(300) (700) (700) (300) (100)
g - y
End users

13/




Global Market Network

ODM/OEM

YNNI

OBM

RSN NENEN

14 /

Hong Kong
Australia
USA

Brazil
Dominican Republic

Hong Kong ¥* Myanmar

Macau v" Philippine
USA v" Mexico
Canada ¥ Peru
Vietnam

SAKURA
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2021 Revenue Breakdown

Total Revenue : NT$ 7.57 bn

(YoY+14.2%)
Import
0.25 billion __
Export TTsa L
0.57 billion 3% ™
8% M

\
\
\
\

Kitchen Solution

psSSS i
’

185billion ./ kitchen Appliance]
25% ol 474 billion |
1
63%  /
,I
/’
/’l

e ————

15

Water Heater & --------

Revenue of Water Heater /Kitchen Appliance

Topax
15%

Brand

Sakura
85%

Others

Water Purifier 5o, 4%

Dish Dryer 7%

Gas Stove
18% Product

Range Hood
21%

NT$4.74 bn
(YoY+11.5%)

Property
Developer
Kitchenware  goz
Factory
11%

Distributor -
Sanitary

Materials
Brand Store 30%

11%  Channel

21% 21%
Store/Shop *  Special Dealer
Hypermarket

Water Heater
45%

SAKURA
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2021 Revenue Breakdown

Revenue of Kitchen Solution : NT$ 1.85 bn
(YoY+12.3%)

Total Revenue : NT$ 7.57 bn

(YoY+14.2%)
Import
Export 0.25 billion
0.57 biIIion 3%
W 8%
/£ \\
,/ S Brand store
lll \\\\ 29%
N
I N > Channel
i Kitchen Solution \‘, Water heater_. & Land developer or
1 1.85 billion ,~/ Kitchen appliance Construction companies
3 o s 4.74 billion 71%
‘\ 25 /0 /’ o
\ S 63%
4
\\\\ ,,,l
S

SAKURA
SR MIELES
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Taiwan Market _water Heater & Kitchen Appliance

Taiwan overall market

Market share in Taiwan

1,592 1,584

1,527 1,537

2013 2014 2015 2016 2017 2018 2019 2020 2021

53% 59% 6.1% 66% 64% 6.8%

(1000 units) _ prgﬁetitke —@—S+T =—@=—Sakura =—#—Topax
energy-efficiency
subsidies 1261 1,784 46.8% 45.8% 45 49

42.2% 42.5% 42.1% 43-8% 42.7% 43-9% ey

36.8% 36.6% 36 09 37-1% 36.3% 37.1% S0 37.9% 37.3%

80% 7.9% 8.1%

2013 2014 2015 2016 2017 2018 2019 2020 2021

27%

8.6 million households in Taiwan
Over 6 million homes use our products

» Stable market
Market size 1.55m units

17/

» Dual brands strategy

« Sakura : Increase profits by promoting
high-end models and stabilize the market

share.

» Topax : Increase market share, especially

by low-priced kitchen appliances.

» Household penetration
rate in Taiwan: 73%

SAKURA

= EHE > WTE LS



Product Innovation

i \
. joL N EE <. 4 e
‘| RF Water Heater Intelligent Turbo Boost MRS ek
m_o NTD 7,800 Water Heater NTD 23,900 AL o TnfgEres
= e mal
eI Seetlim B8

Intelligent Built-in Hob
with Double Vertex
Flames

.\ Gas Stove

NTD 18,600
T .. Slope-side Range 3D Ring Suction DC “4“}/:\
s ~  Hood motor Range Hood [R&S  SER

HaeEZE FEAIRE

SAKURA
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Gas Water Heater

1000 unit
(1000 units) 2 Overall market
RF+FE Total
) 516 516
« ] 49 498 504 490 48 °09 508 .
a4y 463
- (69%)
! 343 339
.._.\332__3:0\ (59%) (55%)
RF (Traditional) 293 288 292 .9 284
i % '
| 230 232
219
- To7 201 217 215 209 (45%)
178 176 5
= (41%)
R 154
(31%)
FE (Digital) :

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

® The market of Water Heater is about 450,000~500,000 units per year.
® The digitals has surpassed the traditional ones in 2019.
® The market share of the digitals will be 70% in the future.

19 /

Market share (S+T)
FY2013 FY2021
Others  S+T Others .t
46.9% 53.1% 46.7% 5339

S+T Sales quantity womTraditional =s=Digital

60% 9
LJ (o) A A

45% 44% 439

2013 2014 2015 2016 2017 2018 2019 2020 2021



Gas Stove

(1000 units)
600

5004
400 -
-~ ~ - _ - -~ ~
300 - Used house transfer ~ = =~
200 + Building license
100 __.‘. - '.T.‘.._ .- LS -,
Building use

451

Overall market

510 508
468 457 453 455

Market : 450,000~500,000 units per year

L
td
- -,
-
S o -
-

R

permit

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

Table gas stoves
/_ =
-0 - @ =

20 /

Inside:2013
Outside:2021

Built-in hobs

Stable increase

Up to 70% in the future

Market share (S+T)

FY2013 FY2021
S+T S+T
Others 39.5% Others ., oo,
57.2%

60.5%

S+T sales quantity

=0=Table =fA=Built-in

60%

47% 47% 46%

2013 2014 2015 2016 2017 2018 2019 2020 2021



Rang Hood

Overall market

Market : 350,000~400,000 units per year 438
394

(1000 units)
500

370 369 373 373 366

400

337 352
300

-
=< Used house transfer
200 -
Building license -

* em T -
- .
- -, .-
100 . - - = -..;.......oOoool'0“""\.'.00.,-_...’...000....;...00

00000000

Building use permit

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

BLDC / European Style

—e

Inside:2013
Outside:2020

Traditional Style

—

Stable increase

- = A
Up to 40% in the future

21/

Market share (S+T)
FY2013 FY2021
S+T
S+T
Oth 36.4% Others o
ers cago 454%

63.6%

S+T BLDC Rang Hoods Sales

mmm Amount (NT$mn) 41,776
=8— Quantity (units) 36,370
29,20031,00032809
25,900 "

2013 2014 2015 2016 2017 2018 2019 2020 2021




Kitchen Solution

Overall Market

Steady growth in

about 160,000~180,000 sets
H Overall market (1000 sets)

Loz 169 177 175 167 177 172 178

2013 2014 2015 2016 2017 2018 2019 2020 2021

Sales of Land Developer
m Sales of Property developer (NT$ mn)

1,184
988 986 10261074
775

Sales CAGR 13%

646

2013 2014 2015 2016 2017 2018 2019 2020 2021

Increasing benefits of
the Brand Stores

mm Sales of brand stores (NT$ mn)
== Brand stores

90 91 94 103 103 102 103 94 92

Sales CAGR 2.5%

Housing market trends

====Building license (1000 houses)
=@ Building use permit
129 121 121

104 95 o1

g3 89 97 98

2 97
75 87 9

20132014 2015 2016 2017 2018 2019 2020 2021

A
2020-2022 will develop 4th Geneartion Store and replace

weak stores with new stores to enhance sales amount

% Main strategies for future growth :

2013 2014 2015 2016 2017 2018 2019 2020 2021

» Land Developer : Expand market share (target 30%) ;
ol Optimize product mix, increase product ASP
104 > Retail : Develop 4t Geneartion Store, enhance sales amount
>

22/

Manufactory : Increase productivity then Increase gross margin

SAKURA
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Development Plan_water Purifier

»ﬂ' Water Purifier
5‘ Market

HEHF KR =

Over Hundred Brands . . — i SIS ==
Top barnd share <20% (Machine + Filter) 5? 7J< E‘g + = 7J< \/ EI éj_‘
M EE=A '”"BdIJ{I'IA 1 O
Armway BIFR® o' TP NT bn
$ - 5/ /1% SRR 240 )
- BERS TI &30 (5 P /R AEA
‘ RO EREEEL e
// Agent i -
\ . . o EEH I L B S =
AKUR specialized bl 02
‘ T .
3 OO =y &=-E FIF-H[Fd
04 2566 6106 > StOreS
- BREEBERE  HNERE
Sales Amount AL AEERBREE . RIAEREE
Nl e (Machine + Filter) - BRABEER  BLERRAR
\ 1 2019 2020 2021 2025 Goal
||L; 5 5
al 67mn—>156mn—>230mn—>NT$1bn SAKURA

23/
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Development Plan_whole House Customization

V¥ Taiwan Home Decor Market Size

& >100 bn

B The overall industry is fragmented, and there is no absolute
leading brand.

m Advantages of Sakura: Brand reputation, service capability,
and a house type library with accumulated experience in
construction projects.

V¥ Performance of Sakura Home
% SAKURA HOME (NTD mn)

Operating since 2020 H2 18
37 67 . o
Contract ‘;:: ...... 54

Revenue 7 40

2020 2021 2022 goals
24 L{},«"“’;‘T

V¥ Operational Model Development
Design service process with consumer demand as the core

Brand store

Core Mission
Core Business process
Set Up Resources

Business Models

Property Developer
F——" 2

Customer-Centricity

Overall Service Process Design

Product Human
L Module Resources

. N\
Information

] [ System

(Scale operations to}
| Property Developer

B2C Business )

Model

J

SAKURA
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%) SAKURA HOME Whole House Customization

SR - L
Mg ! 2 =
[ERIINT

Sudy Room
[ ] - —— '! f

SAKURA
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Development Plan_vietnam Market

Mekong Trading co. Ltd
becomes a subsidiary
of Taiwan Sakura from
July 2021.

7

26 j},a’” ;

Hi

L\ ‘
Gas Stove Built-in Ho Induction Hob  Rice Cooker Rang Hood
70% 15% 4% 5% 4%

m Staged Goals

« Use group resources to assist MK to quickly establish an
_ operating system and improve operating efficiency.
Short-term + Analyze product benefits and integrate product lines.
+ Adjust resources to balance channel development.

* Product expansion to develop niche products that meet the
needs of the Vietnamese market.

Medium- « Develop regional agents and operate in second-tier cities.
term « Improve brand favorability and nomination
Long-term | * Basedin Vietnam, expand the ASEAN market !I
S RA
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2022 New Product

i e

Eﬁzxﬁ

./
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Mm@ ——

(8 x WIx[REBIxXEE]HCROAKE




2022 New Product

12 1t ¥ IR B 7B & 1%
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Wufeng New Plant Planning Progress

For the future growth demand of Kitchen
Solution and Whole House Customization

® Original plan :
Integrate Shenkang plant and Daya plant to optimize the production line.

B Post-change plan :
Production base of Kitchen solution customization.

B Total building area : about 21,800 square meters
B Production apacity : about 50,000 to 70,000 sets

Progress >
Plan

2019-2021 2021Q3 2022 H2 2023 H1 2024 Q3

v v v v v
Land acquisition Apply for land Apply for Start Completion
and transfer adjoining building license  construction acceptance
SAKURA
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Financial Highlights

mm Net Revenue mm Net Income (NTD mn)
—4—EPS (NTD)

7,569

6,628
5,986 6.299 6,050

5,601 5,644
5,149

4,852

2014 2015 2016 2017 2018 2019 2020 2021  2022/1-9

SAKURA
30// 5 Bk » 0 TE o S



Financial Highlights

.
_

=FEWA 4,852 100.0% 5,149 100.0% 5,601 100.0% 5,644 100.0% 5,986 100.0% 6,299 100.0% 6,628 100.0% 7,569 100.0% 6,050 100.0%

SEMAK 3,391 699% 3,531 686% 3,775 674% 3,736 662% 3,949 660% 4,055 644% 4,186 632% 4,881 645% 3,999 66.1%
Z2EER 1,461 301% 1,617 314% 1,825 326% 1,908 338% 2,037 340% 2,244 356% 2,442 368% 2,689 355% 2,051 33.9%
=SXEH 960 198% 1,012 197% 1,124 201% 1,152 204% 1,208 202% 1,287 204% 1,377 207% 1,529 202% 1,255 207%
237 501 103% 606 118% 701 125% 756 134% 830 139% 958 152% 1,065 161% 1,160 153% 796 13.2%
== BRSNS 136 28% 25 o05% 148 26% 107 19% 163 27% 102 16% 60 09% 90 12% 149 25%
i FBEEA] 637 131% 631 123% 849 152% 864 153% 993 166% 1,060 168% 1,125 17.0% 1,251 165% 945 156%
i FRSIREH 98 20% 114 22% 148 26% 143 25% 193 32% 171 27% 232 35% 243 32% 190 31%
i GRS 539 111% 517 100% 701 125% 720 128% 800 134% 889 141% 893 135% 1,008 133% 754 125%
i BRAEERGT) 1.97 1.89 2.75 3.29 3.65 4.06 4.08 462 347
I
i EBITDA 596 123% 698 136% 804 143% 853 151% 933 156% 1,070 17.0% 1,200 181% 1,313 173% 920 152%
]

> BB E- P 55 11% (38) -07% 91 16% 67 12% 85 14% 21  03% 1 00% 65 09% 54 09%

SAKURA
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China Market - Water Heater & Kitchen Appliance

(RMB bn)
Water heater Market ™= Retail Sales Range hood Market ™= Retail Sales Gas Stove Market ™= Retail Sales
YoY YoY YoY
17.4% 3% 12.7% 9 8.7% 9
D 712% 1.0% | | 133% ° e _A42% | 39%  30% 419 <o 1.6%
20% _6.4% -14.7% -12.5% -7.5% -9.3% 1% -5.9%

2016 2017 2018 2019 2020 2021 2016 2017 2018 2019 2020 2021 2016 2017 2018 2019 2020 2021
Source: : BARM(AVC)

» Overall, under the control of COVID-19, retail sales of China's Kitchen and Bath Appliance market increased
by 7% in 2021 . The growth is mainly driven by emerging products, among which the Integrated stove market
increased by 41%. The retail sales of Traditional Kitchen and Bath Appliances such as water heaters, range
hoods and gas stoves increased by 1%, 4.2% and 1.6% respectively.

» Sakura China's total revenue of Kitchen and Bath Appliances increased by 2.4% in 2021. Especially the

integrated stoves increased by 36%. Main products inculde water heaters, range hoods and gas stoves totally
increased by 3.4%.

SAKURA
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Sakura China - Sales Channels

Sales Breakdown by Channel, 2021

Sakura China
I Real Estate
i ¢ 2.19
Online Offline Agent
| 15.7% Retailer
l ¢ l 33.7%
E-commerce : Headquarters EC
(TMALL - JD * Suning * PDD) FElieiEl K * Branches 25.6% Key
Account
21.6%
Regional Agents Retailers 57 SIS Renovation
Accounts  Developer .
(2000) Key Account Channels : Retailer Channels :
g J + Department stores « Sakura brand stores
Y « Hypermarket stores - Boutique stores
+ National/regional electric + Cabinet stores
End users goods chain stores

SAKURA
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Sakura China - Product structure

Water Heater/ Kitchen Appliance

o
B
= [
e

AT
o =

Sales Breakdown by Product, 2021

Others
Wall-hung boiler 6%
4%
Integrated stove
5%

Electric water
Gas water heater
30%
Whole Hous

Customizatio
8%
Gas stove

o Range hood
17% 259

SAKURA
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Sakura China - Overall Business Strategies

36

==
= nn

Product

38 %

Channel

BIE

Management

Expand product line and increase unit price through product mix.
Increase resources to invest in future growth products.

Extended regional agents.
Expand the coverage of offline retail stores.

Process optimization, improve operational efficiency.
Control fixed cost.

SAKURA
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