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Disclaimer

A This document is provided by Taiwan Sakura Corporation (the "Company"). Except for the numbers and
Information included in the Company's financial statements, the information contained in this document has
not been audited or reviewed by any accountant or independent expert. The Company makes no express or
Implied representations or warranties as to the fairness, accuracy, completeness, or correctness of such
Information or opinions. This document is provided as of the date herein and will not be updated to reflect any
changes hereafter. The Company, its affiliates and their representatives do not accept any responsibility or
liability for any damage caused by their negligence or any other reasons, nor do they accept responsibility or
liability for any loss or damages arising from the use of this document or the information contained herein or
anything related to this document.

A This document may contain forward -looking statements, including but not limited to all statements that
address activities, events or developments that the Company expects or anticipates to take place in the future
based on the projections of the Company toward the future, and various factors and uncertainties beyond the
Company's control. Therefore, the actual results may differ materially from those contained in the forward
looking statements.

A This document is not and cannot be construed as an offer to purchase or sell securities or other financial
products or solicitation of an offer.

A This document may not be directly or indirectly reproduced, redistributed or forwarded to any other person and
may not be published in whole or in part for any purpose.



| Unmatched Market Leadership and Data Moat In Talwan

No. 1 Market Share in Core Kitchen & No. 1 Household Penetration Rate A Decade of Steady Revenue and EPS Growth
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| Investment Thesis  Compounding Platform Built on Resilience & Expansion

Core Resilience | Wallet Expansion

Expands per-household value by 30x+
through integrated home solutions,
while high -margin filters add recurring

~70% replacement -diven revenue
backed by a large installed base,
providing stable cash flow insulated from

property market downcycles | revenue streams

Revenue Visibility ‘ Capital Discipline

B2B builder contracts secure a 3I'5 year ,’ Robust cash flow conversion and a
revenue recognition pipeline '. healthy balance sheet support long -term

growth and a sustained high -dividend
‘| policy




| Revenue Resilience: Anchored by Replacement Demand

Talwan Kitchen & Bath Appliances Demand Sakura Revenue Mix by Demand Type
Stable at 1.5M t'1.6M units p.a.

Existing -household replacements account for
(Unit: K ~70% of revenue, while new -home demand
1,784 represents the remaining ~30%

e 30%
1,666 1,659 New Housing
Demand
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15271i36I I I 1,526 I I
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| Core Moat: Nationwide Coverage X Smart Service Platform

3,500+ ..

o.}& e ° 'J
Sales Touchpomts, R o ,7/.
Nationwide Servu:g Coverage

SAKURA Care

Department Stores

Customer Traffic &
Brand Exposure

Smart
Registration

SAKURA KITCHEN

== Full Brand Experience
=W Consultative Service

Smart
Service

Smart
Community Stores / ' Dispatch

Authorized Dealers /
Premium Dealers

& Deepen Local Sales &
Service

Stores

Broad Local Market
Coverage

Physical Network + Digital Enablement
= One - Stop Smart Service Platform

Y 200
- Technical service
professionals

~ Customer service
representatives

@ Market Consumer Fast After - Sales Long - Term

Penetration Trust Response ' Partnership




| Growth Formula In a Mature Market: Expanding Household Share of Wallet

1. Replacement Pool Expansion 2. Brand & Channel Moat

30% of new -home Iinstallations
consistently transition into a
predictable future replacement

base S~ i

Leveraging /M user database and
a 3,500+ omni -channel footprint
to capture full customer and
product lifecycles

Core Growth Driver
= Replacement Pool

t Per-Household Value
t Lifecycle Engagement

4. Household Value Uplift 3. Product Premiumization

Extending beyond appliances into
consumables, services and whole -
home solutions to maximize
household lifetime value

Al Kitchen ecosystem drives

~ » Intelligent scenarios, directly
expanding premium product ASP
and margins



| Spatial Evolution Path : from Appliances to Integrated Home Solutions

HOME in O.N.E : Offering one -stop solutions from standalone products to whole -home renovations

Horizon 4
Lifetime Recurring Value

Horizon 3
Full-Home Integration

Horizon 2

Horizon 1 Scenario Value Expansion

Core Hardware Anchor

k—-U_U_J

Kitchen & bath appliances Integrated kitchen Whole -home renovation Consumables, maintenance,
establish the first solutions bundle multiple and integrated bathroom and replacement reminders
household touchpoint product categories to solutions expand create long -term household
and service gateway expand ticket size household wallet share engagement 8



| Al Kitchen : The Entry Point for Premiumization and Scenario  -Based Upsell

Attentive Intelligence Smart Scenario

Integration

Connecting standalone
appliances into smart
Kitchen scenarios

(@) Environmental

<= Sensing

f Predictive
G Intelligence

-2 Smart
“@ Adjustment '

~

N

7

Al Kitchen shifts customer demand toward premium upgrades,
supporting ASP uplift, product mix improvement and margin
expansion




|AI Kitchen Smart Connectivity: Beef Bourguignon

From searing to simmering, the gas stove and range hood work in sync with automatic airflow adjustment
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Hi gh heat for sear § nBgng® abodhgh [®atn g Simmer on medium -low heat for 1.5hrs
Range hood automatically maintained with strong smoke Range hood auto -adjusted airflow,
switches to maximum power extraction with odor removal




| Premium Mix Shift Drives ASP Uplift and Profit Growth

ASP Uplift
+90% ASP NT$m . .
( ) INLEMD) Historical Gross Profit Trend +12.2%CAGR
4,000 | |
3,900 Energy -saving, inverter, and turbo -
(+70% ASP) boost products support premium
5,000 N upgrade
2,500 | +9.2%CAGR
2,000
1,500
1,000 I I I
| 500
Baseline Upgrade Tier Premium Al 20122013201420152016201720182019202020212022202320242025
Hardware Inverter Series Kitchen Series 1
Note: Based on retaprice comparison for range hoods AlKitchen
Launched

Smart Premium Data -driven

Connectivity ’ Upgrade - Insights

Targeted

>

Upgrade Cycle 11



|Water Filtration: Expanding Installed Base and Recurring Fliter Revenue

2. Customer
Stickiness

1. Hardware
Installation

3. Service
Trigger

4. Recurring
Revenue

A Professional installation creat es high switching barriers .

A One-time hardware sales serve as the monetization gateway, while
filter replacements yield high -margin, predictable cash flows.

A Compresses brand -to -household interaction cycles from years to
months, creating more service and cross -sell opportunities.

55%

45%

35%

25%

300

200

100

m Filter Gross Margim Blended Gross Margin
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Filter Revenue (NT$mn)
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ILow Penetration, Large Gr o wborhe RBhovatiom vy

Low New -Home Renovation Strong Growth in Sakura Home Living
Penetration in Taiwan Contract Value

NT$1B

90%

CAGR-73%
NT$700M

Low
Penetration

<10% NT$199M

NT$67M

NT$37M
Talwan China Korea Japan 2020 2021 2022 2025 2026E
Note: Definitions may vary by market. This comparison is intended to highlight
Tai wanNs relatively | ow penetration
Low new -home renovation penetration and developer -led standardization open a NT$100bn+

mar ket opportunity whil e -termprojecvrevange viSibilityu r a Us mi d
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| B2B Partnerships: Securing New User Entries to Expand the Replacement Pool

i ]

I@\

Builder Access

Partnering with Taiwan's
top 20 developers with

~80% channel coverage,
ranking No.1 nationwide

()

New Acquisition

Large -scale project
Installations establish
household relationships,
lowering acquisition costs

Al

Revenue
Recognition

A predictable 3 -to-5 year
revenue conversion cycle
from signing to delivery

-

Future Pool

New installations convert
into future replacement,
cross-sell and upgrade
opportunities

14



| Scaled Delivery Capabilities Capture High

Business scope

““
e

ﬁo | ¥ l\ Integrated Kitchen

aly e ,1] Modular kitchen solutions
; 1 ,’ : A:/‘A

combining design, appliances and
Installation

N\

-4 Whole -House Renovation

:
% /] Expanding from kitchen spaces into
y j broader home living upgrades

A |
3 ulllm“""“ 4

Integrated Bathroom

| Standardized bathroom solutions

B

»/ fully compliant with advanced
building codes

SAKURA

House
Integration

-Value Renovation Demand

Competitive Advantages

One - Stop Shopping

—@ Leveraging a multi -brand portfolio
to offer seamless, design -to-supply
solutions

Unrivaled Turnkey Delivery

— @ Delivering 40K modular kitchens
annually to seamlessly support
large - scale real estate handovers

™

Lifetime Service

—® Direct post -handover service to
homeowners, extending long -term
relationships and LTV




| Brand x Platforms: From Supplier to Strategic Partner for Developers

Brand x Delivery x Service

Enhancing Project Value and Resident Experience .

il

Delivery Service

‘ Sales Platform ' Delivery Platform ' Service Platform

—\ Strengthens project value and Large-scale project delivery Comprehensive post -handover

n'nl sales appeal capability service via iCare

@ Owned + agencies brands across @ KAC-enabled project Higher resident satisfaction and
price segments management brand loyalty

N © N Ve NI S o 58% Multi -trade, multi -building Long -term strategic partnership

T : installation management with developers

“ 7l SAKURAiCare
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| 2B Revenue Visibility with Renovation Upside

A 2022 Building -Permit Peak, projects move into

completion and delivery from 2026 onward

A Completed but unsold new homes create an
additional entry point amid housing market
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Contract -first, revenue -

at-handover model
supports revenue

-term growth headroom

2026E~
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|Va|ue Multiplier Expanding Per -Household Value by 30x+

3. Full-Home Renovations

HOME in O.N.E,
one - stop offering

2. Integrated kitchen

Modular kitchen
solutions, increasing
ticket size

30X+

Shifting from standalone
hardware to spatial solutions,
unlocking up to 30x value
potential per household

1. Single Appliances
Kitchen & bath hardware

> o
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| Premiumization and Scale Efficiency Drive Profitabilit Expansion

__L | l_illllllll_l.l SESSISE

LiLL
s (\‘} @ (i
- ASP uplift Margin i) Revenue per Lizl Smart i
Improvement Household Manufacturing
Uplift Scale
|
Premium portfolio & Growing installed Integrated home Manufacturing ] \
Al Kitchen shatter | base drives high - ~ solutions increase upgrades and process ||
traditional hardware ¢ margin filter .. ticket size and Integration improve
pricing cellings = replacement revenue . amortize fixed cost control, delivery ‘ f

efficiency and
operating leverage

acquisition and
service costs

\ ! \ [ \ ! A l

Bottom -line growth outpac Ing Top-lie
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|SakuraUs Di fferentiation: from Har dwar ¢

[Traditional Appliance Manufacturer Sakura: Household LTV Platform
- - Hardware PP Integrated home
Vision é . T T) ey .
manufacturing & sales = = living solutions
TE )Y )=~}
Revenue %> Infrequent , one-time - Replacement, cross -sell
Model <,‘i@ purchases Qj@@ & recurring filter revenue

Growth | New housing starts {})ﬂ Penetration gains, ASP
. 9 1} uplift and cross-category
Drivers L | ¢ and property cycles /4 H_WH

sales

. /M+ customer profiles
Customer A ' é\_@ Limited post -sale %mm arabln roactFi)ve
Asset /1N customer relationship h@ . JP
lifecycle engagement
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| Consistent Growth and Shareholder Returns Underpin Investment Value

(NTS$bn) mm Consolidated Revenue—EPS (RHS) (NTS)
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| Healthy Capital Structure and Strong Cash Conversion

Net Debt/Equity Net cash position with a healthy leverage profile Debt Ratio Low balance -sheet risk with manageable liabilities
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 40%
0%
35%
-10%
30%
-20%
25%
-30%
20%
_40% 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
FCF/Net Income Robust cash conversion supports growth & returns Current Ratio Healthy short -term liquidity & repayment capacity

120%
180%

90%
170%

60%
160%
30% I °
0% 150%

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025



| 1H 2026 Income Statement

SAKURA

NT$mn 1H26 1H25 YoY
Revenue 5,497 5,164 6.4%
Gross Profit 1,948 1,797 8.4%

Gross Margin 35.4% 34.8% 0.6 ppts
Operating Expenses 1088 1004 8.4%
Operating Income 860 792 8.6%

Operating Margin 15.7% 15.4% 0.3 ppts
Non -operating Income /(LosS) 26 46 -43.5%
Net Income 709 666 6.5%
Net Income to Parent 713 666 7.1%

Net Margin 13.0% 13.0% 0.07 ppts
Basic EPS (NT$) 3.26 3.04 7.2%
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| 1H 2026 Balance Sheet

SAKURA

NTSmMN 2026 -06-30 2025-06-30
Amount % Amount %

Cash and Cash Equivalents 1,417 13.4 1,400 13.9
AR & NR 1,405 13.3 1,358 13.5
Inventor ies 1,667 15.8 1,611 16.0
PP & E(incl. Right-of-use asset) 3,096 29.3 2,988 29.6
Total Assets 10,558 100.0 10,094 100.0
Current Liabilities 3,201 30.3 3,131 31.0
Long -term Interest -bearing Debt 292 2.8 305 3.0
Total Liabilities 3,922 37.2 3,887 38.5
Total Equity 6,636 62.8 6,207 61.5
Key Financial Ratios

A/R Days 50 52

Inventory Days 81 90

A/ P Days 91 92

Cash Conversion Days 40 48

Net Debt / Equity -17% -14%

Debt Ratio 37% 39%
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| 1H 2026 Cash Flow

SAKURA

NT$Smn 1H26 1H25
Beginning Cash Balance 2,157 2,409
Operating Cash Flow 586 401
Investments and Others -159 _291
Financing Cash Flow -1.168 -1.119

Effects of Exchange Rate Changes on the Balance of
Cash and Cash Equivalents Held in Foreign Currencies 1 0
Ending Cash Balance 1,417 1,400
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SAKURA

Contact

Amber Lee
Senior Manager, Spokesperson

@ 1005670@sakura.com.tw

N\ (04)25666106#529



| Company Profile

Established 1978
Paid-in Capital NT$2.22bn .
Listed July 1992 B

o
Market Cap (as of May 5, 2026) l I\LT$18 12bn

Headquarters
Chairman
President
Employees

Production Bases




| Multi -Brand Portfolio Expands Household Value Capture

Premium
A
TLK
o - 1= OSvago O 1A
O TEKA
. Premium /
Basic/ Durable ® SAKURA »  Feature -Rich
& Functional T EBEME» REEE Desi
esign
@® Eopox
jxefak
® Own Brands
O Agency / Partner Brands v
Basic

// More cross -sell and mix -

11 l upgrades opportunities

A\ Deeper household
scenario penetration

s

) <> Brand Matrix

A Own and agency brands

Demand Coverage

000
CO] A From durable basics to
premium design

Product Expansion

A Full portfolio supports
one -stop home solutions

B

Oo  Higher contribution

per
J household
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| /M+ Customer Profiles Power Product Upgrades and Household LTV

Customer
Data

Purchase, installation, usage, repair, and
replacement records

Installation and
maintenance

ICare member
linkage

Water filter
replacement records

After -sales repair
and service records

Behavior Pain Point
Insights |dentification
Understanding household usage ldentif ying product , service and
patterns and scenario preferences experience gaps
Installation
& Activation
Replacement Data
& Upgrade Collection
Targeted Pain-Point
Marketing Analysis
Product

Upgrade

Product
Upgrade

Feeding insights back into R&D,
service, and marketing

Improve upgrade
conversion

Strengthen s cross-
sell opportunities

Drives replacement
demand recapture

Builds a less cyclical
operating base
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