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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

Vietnam p Binh Duong
Employees : 110

Head Office

1978 1992

Founded Stock listing
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BUSINESS MAP

Deepen Taiwan, Focus on mainland China, Look to Asia sesse

SAKURA



Production base

2 production bases

Jiangsu, Zhejiang, Shanghai, Sichuan
and Guangdong are the main sales core
areas

More than 10,000 sales locations

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

Taiwan » More than 3,500
sales locations

b

Sakura China

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

Daya plant
B \Water heater * Gas stove

Sakura Shun

B Range hood »
Electric stove * Grill

1 production base Q

Vietnam - More than 2,000 sales

locations

Binh Duong

B Gas stove

Wuri plant
m Kitchen solution G AKURA
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Investment Structure ST

Taiwan Sakura
Capital : NTD 2,211mn

143.19% 1100% 1100% 1100% 1100%
— — . n Total holding
NRE%E BIiExXE MEEE  FrINRIERR 44.39% Sakura B.V.I.
Puda Sakura Home Topax Sakura Singapore Capital: USD 17.15 mn
Capital: NTD 296 mn  Capital: NTD 150 mn  Capital: NTD 120 mn Capital: USD 4 mn I
l54.99% 145% 1100%
L BicHE BicEEm
Mekong Trading Sakura Cayman Sakura Huanan
EARZE: VND 36.9 bn Capital: USD 5.85 mn Capital: USD 14 mn
l90%
BIiEh =
55.61% Sakura China
m NORITZ Capital: RMB 320 mn
1100%
B EE
Sakura Shunde SAKURA

6 Capital: RMB 80 mn 7R Ak o W TE o


https://www.noritzglobal.com/en.html

Brand Milestones

. b,

1978 “ SAKURA ” brand established
1980 “Free oil filters with a door-to- door delivery” as the free permanent service
1987 “Free examination of water heater” as the free permanent service
1994 “SAKURA (China) Bath and Kitchen Co., Ltd” officially began the production and sales activities
1995 Began to produce kitchen cabinets provided to constructors
1997 Established the franchising chain store “Sakura Kitchen Life Store”
2008 Got the agency of SVAGO and Electrolux, and stepped into the multi-brand era
2009 SAKURA China began to produce kitchen appliances
2010 started producing and marketing the “solar water heater”
2014 Promoting the four major upgrades, and reshaping the consumer’s experience with us
2017 Sakura brand imposed the ideal of intelligent products
2020 Established “SAKURA HOME” to provide whole house decoration
Set up the first “SAKURA Department Store Counter ”
2021 The No. 1 ideal brand in consumers’ minds for 36 consecutive years

2022 New Vision: “The Creator of a Wonderful Home Life”
Introducing SAKURA i Care, constantly safeguarding the consumer's user experience. 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
— =3 - swasan
JO, 1 mmaans—s

127 R B 36 F 7 IR AR 52 b2 8 W T BRIES R - Bk 3 B E) By
HRE—S RARERREURNEEEATENEERM=EE-

Best Consumer Brands

L HEs ek O

=B eyl i i il

TAIWAN EXCELLENCE | :
9 15.2 Yg A3 20.0 #%p3 18.0
HEHIE 9.3% \V/ FEHIE 6.6% FEHIE 4.5%

1997 ~ 2022 RS SR
56 Excellence Awards
O Excellence Silver Award SAKURA
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Meet the needs of

Business Concept local consumers

Innovation TR AR

%u ¥ﬁ | 7,:% |
DFSS/DFEMEA
n

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

0 A

. B B |
Constant temperature and WithStandvoltégetest n n ; -y HE %&

moisture duration test

Has the most test equipment Qu al Ity ]
Z]uigiwlgtil:jsrtr:énufacturin SerVI ce 2417 service hotline
g On-duty service all year round

NPS applied SAKURA i Care

compresensively
9 / 2AKORA




Core Mission

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

(%) ROE. * Dividend yield (NTS$) Dividend Payout Strategy
25 - i _ mmm EPS 4.66
| 196 193 > Cash dividend per share 4.06 4.08 4.62° .
20 - 170 177 198 184 . 183 4 - -
: ROE
15 1133 123 | 3 -
9.0 |
10 -~ 2 -
6.1 6.5 11 61 67 5o 58
! Dividend yield
5 1 20168 | 1
Capital !
0 ReductlonI 0 -
2014 2015 2016 2@17 2018 2019 2020 2021 2022 2014 2015 2016 2017 2018 2019 2020 2021 2022
Annual AVG Dividend
el v 2148 19.88 2771 3641 3753 4370 4775 6420 PaoutRatio 6% 69% 91% 79% 73% 65% 78% 78%
Euture ROE Goal > 20% 2023~2026 Capltql expenditure for
new factory plantis about NT$ 1.2~2 bn
SAKURA
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Multi-brand management

b IBr &=

ez SAKURA GROUP

B Including renowned brands from both To meet the needs of different customer
domestic and international markets. segments.
Water Heater Import
1978 1989 1989 2008 2020
SAKURA [ mresenmsss [N\ iAg#ee  [(JEectolux W2 BIERE
I ED E » HE (T GE3E BTy
— ag2EENE
I
2008 LK svago
Bt
Eopox SAKURA
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Multi-category operation

B Take the family as the core of the product layout Hﬂi> One-stop shopping

Kitchen and Kitchen Solution House Deco
bathroom appliances Design

JLJM WIWH""

Kitchen Solution
ousepeco MY

Water Heater
Kitchen
Appliance

Rm— =

Bath Module &




Multi-channel operation

Taiwan Sakura |

More than 3,500 sales locations

Sakura’s channel penetration rate exceeds 80%

Distributor Brand store

Direct Dealer
Regional Branches Regional Agents
(kitchen solution ~ import department) (9)
| !
4 A\

Kitchenware factory.

§
T |

y:

v

Land developer Kitchenware Distributor * Store/Shop
or construction Sanitary P Special dealerf Brand store
. factory . Hypermarket
companies materials
(300) (700) (700) (1400) (300) (100)
End users

13/
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The creator of a better home life
— 5 =0 AR 75

Vision

MEZARE

WREA

Meet the needs of a var

iety of families

1 A
AR
Mission

14 /

Easy to afford

VERBEREREZOAIEBEREERE

One-stop service

Business Prospection

AN

URBER BRZO
Making Family the Central
Focus of Development

Create high-quality family life wholeheart £ M
3
N HE

edly with overall solutions

Brand value
enhancement

- Consumer service experience:
establishing SAKURA | care service brand,
and improve consumer service experience
Satisfaction through the optimization and
upgrading of the service system.

Strategy

Core technology
development

- Competitiveness of core technology:
control the technology of main products, build

competition barriers, focus on resource
development technology, create added value,
and ensure competitive advantage.

» One-stop foot shopping platform:

Consumer-oriented, design consumer experience
process, and develop a one-stop foot shopping

platform model. -

G A

p —*-\ mhE{EE
m
8
Z & know-howli it
o 15 & RS
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N LlimgE R KER |
Bl R ARBER | ™)
k] \_/
L4 P 0 5 it
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srez 2 \ XK=
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Group resource
integration

-Integration of marketing resources: Through the
kitchen sales business, extend the service to builders and
establish long-term strategic partnerships.

-Integration of management resources: Adjust the
organizational structure, merge subsidiaries, OBM and ODM
operations, plan overseas markets as a whole, use the group's
logistics resources to quickly establish an operating foundation,
promote international marketing, expand overseas markets, and
gradually complete the global regional layout.

-Integration of production resources: Integrate the supply
chain and production resources of Taiwan, Yingzhong and
Vietnam to enhance the competitiveness of technological
innovation and production efficiency.



Enhance brand value with
SAKURA Care

New experience with digital customer service

One-stop intelligent
service platform

Integrate and upgrade six major systems
to enhance customer service experience iCare

-

—

QRcode LINE CRM UCC Bigdata Satellite
positioning

Smart Service for

Instant Convenience
Sakura Smart Al Technology QRcode -

One-click activation of intelligent services to keep
consumers' better life forever as new

(=35 []

SAKURA
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Develop core technology to improve |
Core technology competitiveness

_ _ Maintain key component \
Main product with :

Strengthen basic research and enhance
+ patent monopoly power cost control capabilities.

Developing the main product technology path,
focusing on the direction of resource input.

Shower specialist Chinese culinary specialist ~ Kitchen air quality expert ~ Water purification expert

Level 1 energy efficiency Intelligent risk control
Smart control patented cyclone suction

All-in-One Cold and Hot
Beverage Solution

Level 1 energy efficiency -

Smart thermostat - Patented turbocharging

Lll "'_‘};‘4-1
$ . .
Chlorine removal and >
scale inhibition U
- I r
2 o - J , ] B2 ABERESBAIR 12 %5/ IBR %51
A Eé;ﬁ%ﬁﬁ A%}%;‘Kiﬁ?ﬂﬂ(%ﬁ A%ﬁg%*z\ %gu AE&TE;;;;&@
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Integration group resource

Marketing Resource integrate

@J Project nexus platform

sy i

Qne- Strop
service

i 'i. ® i =

Provide one-stop service for
builders and become a long-term
strategic partner of builders

Brand
trust

project
business Service
capability Guarantee

Product
diversity

Channel projects

M

Explore the future channel
business model



Integration group resource
Integration production resource

¥ Integrate supply chain strategy
/ Enhance procurement ability

Combining the production resources
between three places to enhance
Integrate the procurement of cabinets technologic and speed competitivenessQ
and kitchen appliances and strengthen e ' .
supplier relationship <

Py
.t

18

SAKURA
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Smart Factory

Phasel— Establish Wufeng Plant

Support Kitchen Solution future growth

Phase2-Expanding Wuri Plant

Enhancing Al production and efficient
productivity for Water Heater &
Kitchen Appliance

19 /

Wufeng Plant schedule

B Total building area : about 21,800 square meters
B Production apacity : about 60,000 sets

Progress Land acquisition
Plan 20192021 .\ transfer

Apply for land
adjoining

2021 Q3

2022H2 | Applyfor
building license

2023 Q1 Start construction

(On March 12th)

Completion
2024 Q3 acceptance



2022 Revenue Breakdown

Total Revenue : NT$ 8.21 bn

(YoY+8.5%)
Import
0.27 billion ___
Export i Tasal
0.54 billion® 3% W Ny

7% i N,
M \
1 \\
1 \
: \
1
1
1
I

Kitchen Solution

2.14 billion /) Kitchen Appliance|
/ 4.95 billion |

26% 60% /

i /
’ /
S /
i /s’
Vi ’/

-
————————

20

Water Heater & r-------

Revenue of Water Heater /Kitchen Appliance

Topax
15%

Brand
Sakura

85%

. Others
Water Purlfler7% 4%

Dish Dryerso,

Gas Stove
Product
18%
Range Hood
21%

NT$4.95bn
(YoY+4.5%)

Property
Developer

Kitchenware 6%
Factory

Distributor -
Sanitary
12% Materials
28%
Brand Store

11%  Channel

21% 21%

Store/Shop « = Special Dealer
Hypermarket

Water Heater

44%

SAKURA
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2022 Revenue Breakdown

Revenue of Kitchen Solution : NT$ 2.14 bn
(YoY+15.1%)

Total Revenue : NT$ 8.21 bn
(YoY+8.5%)

Import

Export 0-27 billion

0.54 billion 3%

P 7%
K % Brand store
28%
Channel

4 N,
Land developer or
Construction companies

2.14 billion ;/  Kitchen appliance
4 4.95 billion

\
\ /s o,
\
o 4 60%
\ o
\ A
% y
\ ,
N ,’
\\ V;
o S5 R E » M TE B
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Talwan Market water Heater & Kitchen Appliance

Taiwan overall market

Market share in Taiwan

price hike
effect

1,784
1,656

(1000 units) energy-efficiency

subsidies

ot

1,661
1,5921,584
1,572 1,557 1525

1,5271,537

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

=@—S+T =—@=Sakura =—#=—Topax

48.2%
46.8% 458% 45 49, ©

42.2% 42.5% 42.1% 3-8% 42.7% 439% g _a

9 39.4%
36.8% 36.6% 36,09 37-1% 36,39 37.1% 007 37.9% 37.39%

6% 80% 79% 81% 88%

539% 59% 61% 66% 64%

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

27%

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

» Stable market
Market size 1.55m units

22 /

» 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
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Gas Water Heater

1000 unit
ono s &) Overall market RF+FE Total
) 297 16 408 504 490 g 509 508 516 -
CHE
’ 467, ,5 463
- (69%)
343 339

322 320 (59%)
293 288 292

284 (56%)
265

278

232
9y 201 2V 215 209 219 207

178 176 184 (41%) (44%)

230

Ll 154

(31%)

FE (Digital) , , , , , , , , , , , ,
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

® The market of Water Heater is about 450,000~500,000 units per year.

® Thedigitals has surpassed the traditional ones in 2019.
® The market share of the digitals will be 70% in the future.

23

Market share (S+T)

FY2013 FY2022
Others
Others S+T 13 3% S+T
o, c (o)
46.9% 53.1% 56.7%

S+T Sales quantity wo=Traditional == Digital

D
54% 52% 509, 55% 2% 5/

-— A

60% 58% 579%

U
A

42% 43%

g9, 50%

46% 4 45% 44% 43% 43%

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022



Gas Stove

Overall market

(1000 units)
600 - Market : 450,000~500,000 units per year
510 508
500 - 454 as1 468 457 453 455 LS
423 425
402 378

400 1 S N _ -

S_” ~ - P -
300 - Used house transfer ~ = ~ P
200 Building license ~—___. -
100 - ._...._....._....—.._.’..'.-.-...::.‘.o’o‘o.'o_ot.-.._.f.-.rtooic....oOOc.ooc.o-o

Building use permit

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Built-in hobs

Table gas stoves :
g Inside2013 FAUZ)

/ — 2 \ Outside:2022

Stable increase
Up to 70% in the future

Market share (S+T)

FY2013 FY2022
S+T S+T
Others 39.5% Ezhze(;s 44.8%
60.5% e

S+T sales quantity =~ =O=Table =#=Built-in

60% 5895 58% 00%

57%
O O 53% 53% 54%

J ( N

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022



Rang Hood

Overall market

(1000 units)
Market : 350,000~400,000 units per year
394 437 412
~ 352 370 369 373 373 366
~ /33_7

312 3l 30Z -

— ~ - Ve ~
= ~ - - - <
S~ Used house transfer

Building license . =.=""" -

. C - .-
. N - L]
e —........-0.-0-00"-.-oo.-.,“.'.'..--ooo...o..oo-'00°"°
eoo® = -

Building use permit

-
bececcoe

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

BLDC / European Style

—e

Inside:2013
Outside:2022

Traditional Style

J—

Stable increase
Up to 40% in the future

R = = )

25/

Market share (S+T)

FY2013 FY2022
S+T
36.4% Others S+*T
Others 52.5% 47.6%

S+T BLDC Rang Hoods Sales

mmm Amount (NT$mn)
=8— Quantity (units) 41,776

31,00032
2590022200

245 28729332

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

21,900

7,900
199




Kitchen Solution

Overall Market Steady growth in Increasing benefits of
 about160,000~180,000sets | Salesof Land Developer the Brand Stores
m Overall market (1000 sets)

m Sales of Property developer (NT$ mn) = Sales of brand stores (NT$ mn)
190 191

=@=Brand stores

4 103 103 102 103

177 178
L6z 169 177 175 167 172

1,184
983 9s6 10261074

Sales CAGR 13%

775

ﬁ

Sales CAGR 3.5%

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022
\ ]
Housing market trends

====Building license (1000 houses)

—s—Building use permit 15g 170 180 % Main strategies for future growth :
148

. . Y
2020-2022 will develop 4t Geneartion Store and replace
weak stores with new stores to enhance sales amount

129 177 121 » Land Developer : Expand market share (target 30%) ;
104 95 o Optimize product mix, increase product ASP
111 il - th i
g 9 P 98 o, 97 104 : Retail : Develop 4t Geneartion Store, enhance sales amount

Manufactory : Increase productivity then Increase gross margin
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

SAKURA
26 /
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https://www.google.com/url?sa=i&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjW2LDyo4TbAhXIfrwKHVY8CI8QjRx6BAgBEAU&url=http://globaltoynews.typepad.com/.a/6a0133ec87bd6d970b01bb07cf4aad970d-popup&psig=AOvVaw2duna21sOiMB1i2cakQtAV&ust=1526354450107499

Development Plan_whole House Customization

¥ Taiwan Home Decor Market Size V¥ Operational Model Development

Focusing on builder customers and establishing strong part
nerships to become their best strategic partner.

Property Developer
[

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 Core Mission Property Developer
%/ SAKURA HOME (NTD mn) | ’ S
Operating since 2020 H2 4:74 Core Business process \ One-stop supply. One-stop service. ]
67 199. ..... * [ Product Human Information )
Contract MZ 300 Set Up Resources | Module Resources System
40 . (
Revenue 7 Business Models Scale operations to Property Developer
2020 2021 2022  2023goals . S AKU)RA
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%) SAKURA HOME Whole House Customization

" = K _ %:

~ Children's
Room

Bedroom

2+1 Room
with Nordic style

SAKURA
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Overseas market

Integration of Group
Management Resources

I D
Look.to' Asia - epartment
Focus on mainland China

Deepen Taiwan '

International

Business 9 9

Overseas
subsidiaries

Department

Primary Regional gtrategy

[International Business Dept] Stable revenue and'profit creation.

[Vietnam] Brand management enhances brand awareness and reputation,
establishing operational management systems.

[China] Directly operate to seize market share. *‘Expand distribution
network through agency. Optimize channel structure. Increase revenue scale.
Create distinctive products and product line extensions to increase the unit

price and gross profit. SAKURA
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Financial Highlights

B Net Revenue mm Net Income (NTD mn)

-&—EPS (NTD) S 569 8,213

5986 2299 ooz
5,601 5,644 !

1.00

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023Q1

SAKURA
30/ FEEEE» HELEDE



Financial Highlights

(NTD mn)

Net Revenue

COGS

Gross Profit

Margin

Operating

Expenses

Operating
_ Profit

Non-operation
Income

Profit Before
Tax

Tax
Net Profit

EPS (NTD)

_) EBITDA

Profit (loss)
from Sakura
China

31/

2023%Q1

4,852 100.0%

3,391

69.9%

5,149100.0% 5,601 100.0%

3,531

1,461 301% 1,617 314% 1,825

960
501
136

637

98
539
1.97
596

55

19.8%

10.3%

2.8%

13.1%

2.0%

11.1%

12.3%

1.1%

1,012
606
25

631
114
517
1.89
698

(33)

68.6% 3,775
19.7% 1,124
11.8% 701
05% 148
123% 849
22% 148
100% 701
2.75

136% 804
-07% 91

67.4%

32.6%

20.1%

12.5%

2.6%

15.2%

2.6%

12.5%

14.3%

1.6%

5,644 100.0%

3,736
1,908
1,152
756
107

864
143
720
3.29
853

67

66.2%

33.8%

20.4%

13.4%

1.9%

15.3%

2.5%

12.8%

15.1%

1.2%

5,986 100.0% 6,299100.0% 6,628 100.0%

3,949
2,037
1,208
830
163

993
193
800
3.65
933

85

66.0% 4,055
340% 2,244

202% 1,287

139% 958

27% 102

16.6% 1,060
171
889

4.06

1,070

3.2%

13.4%

15.6%

1.4% 21

64.4% 4,186
356% 2,442

204% 1,377

152% 1,065

1.6% 60

16.8% 1,125
232
893
4.08

17.0% 1,200

2.7%

14.1%

0.3% 1

63.2% 4,881

36.8% 2,689

20.7% 1,529

161% 1,160

0.9% 90

17.0% 1,251
243
13.5% 1,008

4.62
181% 1,313

3.5%

0.0% 65

7,569100.0%

64.5% 5,475

355% 2,737

202% 1,626

153% 1,112

12% 162

16.5% 1,274
264
133% 1,009

4.66
173% 1,285

3.2%

0.9% 70

8,213100.0%

66.7%

33.3%

19.8%

13.5%

2.0%

15.5%

3.2%

12.3%

15.6%

0.9%

1,943 100.0%

1,266
677
418
259

21

280

63
217
1.00
307

16

65.1%

34.9%

21.5%

13.3%

1.0%

14.4%

3.2%

11.2%

15.8%

0.8%
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One Together,
The creator of a better home life



