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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.
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Company Profile

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

Production Base Taiwan P Employees : 1,000

Founded
1978
1992

Stock
listing

o

China  » Employees : 1,500
Vietham P Employees : 110

2024

Conclude
alliances

Invest in
Sakura China | Sakura Shunde | Sakura Water | Vietnam Mekong
1994 1998 2019 2022
Shimizu Plant 2008 2020
Puda bath Multi-brand era Sakura Home
. GetT
Wuri plant th thc:ep:;(ency of svago - Electrolux

Sakura Kitchen

EIFEL

Head Office



Production base

2 production bases

Jiangsu, Zhejiang, Shanghai, Sichuan and
Guangdong are the main sales core areas
Operations across 11 major regions

More than 10,000 sales locations

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

Sakura Shun

B Range hood * Electric
stove * Grill,etc

1 production base Q

Vietnam - More than 2,000 sales
ST Look to Asia

Binh Duong

B Gas stove

3 Focus on mainland China \wuri plant
’:g\o Deepen Taiwan m Kitchen solution § AKURA
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Investment Structure

Taiwan Sakura

Capital : NTD 2,211mn

143,19% 1100% 1100% 1100% 1100%
Total holding
Puda Sakura TOan Sakura 44.39% Sakura B.V.I.
Home Singapore Capital: USD 17.15 mn
Capital: NTD 296 mn  Capital: NTD 250 mn  Capital: NTD 120 mn Capital: USD 4 mn
l54.99% 145% 1100%
Mekong Sakura Sakura
Trading Cayman Huanan
EARZE: VND 36.9 bn Capital: USD 5.85 mn Capital: USD 14 mn
l90%
Sarll<u ra
55.61% China
m NORITZ Capital: RMB 320 mn
1100%
Sakura
Shunde SAKURA

7 Capital: RMB 80 mn S % HE » 0 TE o 3


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

BUSlneSS Concept Meet the needs of

local consumers

Innovation

Bl

E EE More than 200 R&D personnel in the group

n n The number of patents exceeds 500

Constant temperature and Withstand voltége test  J Q
moisture duration test
Industry-leading 180 testing devices ¢

! ; Lifetime free service
NPS technology adopted for improvements SerV| ce . .
: Pre-sale, in-sale, and after-sale services
Aut ted fact ! !
Hromated manutacturing On-duty service all year round
NPS applied

_ SAKURA i Care
compresensively SAKURA
8 /
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Core Strategy

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

(NT$)
5 - mmmEPS Cash dividend 462 4.66

406 4.08
4 - 3.65
329 =
2.75 . 3.60f 3.70

197 1389 2.5 2.6 l| 2.65 2.65

4.90

w
1

3.2

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
PayoutRatio  66% 69% 91% 79% 73% 65% 78% 78% 79% 79%

Dividend

ROE 133% 123% 17.0% 17.7% 188% 196% 184% 193% 183% 182%

SAKURA
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Multi-brand management

[ 1

ez SAKURA GROUP

® 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 -on  FEINEXE#EE  SVAgo I RE

2008 LK TEKA

ﬁﬁﬁ}k KITCHENS

Eopax 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 Plan Design

— (A
D

Kitchen

Water Heater
Kitchen
Appliance

X a‘sﬁ“‘"

Bath Module & |
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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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Enhance brand value with
& The only powerful service team in the
SAKU RA LCG}'e Taiwanese culinary and sanitation industry.
Operating with "service" as the brand concept to strengthen Sakura's core identification.

From individual components to the entirety, intelligent technology consistently innovates
Sakura's service offerings.

H N2 ¥ b

Water heater QOil filter mesh Kitchen Water purifier Space health inspection
safety inspection provided delivery to your doorstep Health inspection health inspection Renovation and planning

Integrating permanent free services.

m UCC Integration and convergence of customer information.
B CRM Centered around user profiles.

SAKURA iCare

/II""‘."I——"'TE ¥ ; 1 sl

B GPS Real-time control of service progress.

BAGET KETHE B BIG data Precisely meeting service demands.

SAKURA
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SAKURA
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Business Prospection

region
z
®
VISION E . .
] g Operational
The creator of a better home life 5 |  Know-how output Continue6 create
. v . productvalue with
Making Family j and service Aquatic
the Central Focus

products
Expand the fourth ma |ne

M I S S I O N of Development W
nda service

Create high-quality family life
wholeheartedly with overall solutions

Sakura
Transcend the home Home

uemie |

space with brand/
and service

Existing products new products

products

19 /
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Sales structure

2022 Total Revenue 2023 Total Revenue

NT$8.21bn NT$8.27bn
Home Home
I t | t
0.270m 0.07bn oher 0.07bn
Export 3% 1% Export 4% 1%
0.54bn 7% 0.29bn 39

21 /

2024 1-9 Total Revenue
NT$7.18bn

Home
Import
Export o, 3%
0.42bn 3%
6%

SAKURA
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Sales structure

2023 Total Revenue
NT$8.27bn

Home
|mpoty 4% 1%

Export 3%

Water
Brand store |
Py Kitchen I;'(?ather&
25% Channel SOIUtion |tC. en
o Appliance

29%

Land developer or
Construction companies
75% A

60%

22

Topax Water Others
15% Purifier 5%

B i 1%
Dish
rand ;i

7%
Sakura
4 Water

o Heater
stove  Product =L

18%

Range Hood
21%

Property
DEVe|0per
i 7%  Distributor -
Kitchenware e

Factory )
11% M32t7€;)als

Brand Store Channel
16%
Special
Store/Shop * e
Hypermarket 20%

18% SAKURA

= R AE 0T O E



Taiwan Market _ water Heater & Kitchen Appliance

Market Size

Market Share of Sakura Group

mH mR mG mQ (1000 units) price hike
effect
energy-efficiency

subsidies K
1664 1784 1658
1527 1537 1572 1592 1584 1557 1575 1557

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

=#—S+T Total —@=Sakura =#=—Topax
48.2%49'7%

0,
13,8 4 9%46.8 %45 8%45 4%
42.2%42.5%42.1% " "42.7%

39.49,40-8%

()
36.8%36.6%36'0%37.1%36.3%37.1%38'8637-9%37.3%

0, 0,
30 5.9% 6.1% 6.6% 6.4% 6.8% 8.0% 7.9% 8.1% 8.8% 8.8%

I 2013 I 2014 I 2015 I 2016I 2017I 2018 I 2019 I 2020I 2021 2022 2023

» Stable market
Market size 1.55m units

23 /

» 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

73%

None
One

B Two

B Three

27%

8.6 million households in Taiwan

Over 6 million homes use our products

v

Household penetration
rate in Taiwan: 73%

SAKURA
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Kitchen and Bathroom Appliances

GaS Water Heater =O=Traditional Range HOOd S+T BLDC Rang Hoods Sales
S+T sales quantity e=fy=Digital mmm Amount (NT$mn) n M 42

=8— Quantity(k units)
6% 57% 57<y 29

26
sl & L2

60% 58%

(o)
2o 54% 529% 5, 5% °

o 50% omOmmOmm—mOmm=Q
220 43% 46% 8% 777 45% 44% 4394 43% 43%

12013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
Gas Stove =O=Table
H ey Built-in
S+T sales quantity ‘$@ Dual brands strategy
60% 60% 8% « Sakura : Increase profits by promoting high-
58% 58% 7% 56°/ -
. O ol 55% 530, 539% 54%°"° end models and stabilize the market share.

* Topax : Increase market share, especially by
low-priced kitchen appliances.

I2013I2014I2015I2016I2017I2018I2019I2020I2021I2022|2023I SAKURA
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Kitchen Solution

Overall Market Steady growth in Increasing benefits of
about 160,000~180,000 sets Sales of Land Developer the Brand Stores
m Overall market (1000 sets) The real estate market | M Sales of Property developer (NT$ mn) 1795 | | mmmm Sales of brand stores (NT$ mn)
is booming. —8—Brand stores

1 94 103 103 102 103

191 198
L6 169 177 175 17 177 172 177 184

988 986 10261074
5 I I I

Sales CAGR 13.7%

Sales CAGR 3.2%

20132014201520162017201820192020202120222023 20132014201520162017201820192020202120222023 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
%(—/

H ildi i ed in 2019-2022; 2020-2022 will develop 4t Geneartion Store and replace
HOUSI ng ma rket trends completions follow in 2023-2024. weak stores with new stores to enhance sales amount

Building license (1000 houses) 170 180 a3 Main Strateqies fOr future quWth :

=== Building use permit
g p 148 159 146

129 121 o 121 > Land Developer : Expand market share ;
95

91 ” Optimize product mix, increase product ASP

Ws > Retail : Transform operations, boost store performance, and
83 89 78 & ’ sustain growth.

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 > Manufactory : Increase productivity then Increase grcgsm[gm
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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.

>100 bn

Estimated

[ —

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. Build sales with an extended service model.

i - s
‘*f! i Sz == = =y g = s

V;erformance of Sakura Home ~ Core Mission Property Developer
. Create o demand Core Business process One-stop supply. One-stop service.
[ Product Human Inf tion )
" Share benefits Set Up Resources | Module ] [Resources] [ng;?:réon
: EStathh ba rriers to entry Business Models Scale operations to Property Developer
9 Y SAKURA
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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 wmom

mm Net Revenue mmNetlncome -&EPS 8213 8,272

7,569 71717

c 086 6,299 6,628
5,601 5,644 i

4.56

2014 2016 2018 2020 2022 2024/1-9

SAKURA
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SAKURA GROUP

HOME IN

ONE-STOP NUMEROUS EFFICIENT
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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

32/

Wufeng Plant schedule

B Total building area : about 21,800 square meters

m Production apacity : about 60,000 sets

Progress
Plan

2025Q1 Completion acceptance



Taiwan Cherry Blossom ESG Strategy and Plan

( Awareness Building )
and Cultural
Develg

Environmentally Friendly

Energy Conservation and Carbon Reduction
ent

Innovative Inkestments

Establishing Offering Strategic Value
Systematic Training for

Capabilities ESG Promotion Promotion
System Centered’

on TOP

Social Responsibility Transparency @and Accountability
appy Enterprises Operational Performance

[ Defining Leadership and ]
Organizational Planning

2023 2024 2025 2026 2027 2028

Implementing Adopting ISO 14064-1 Standards Taiwan Cherry Blossom Greenhouse Driving
ESG Strategic for Greenhouse Gas Accounting Gas Assurance Subsidiary
Framework — Establishing Carbon Reduction Assurance

Driving ESG Initiatives Conducting Subsidiary Assessment
— Establishing ESG Goals and Promotion



Employee Stock Ownership Trust (ESOT)

e Humber of shares (bn)

Capital Reduction 20% 4.7%

v 4.5%
3.9%

=g=—Shareholding ratio
34% 36% 349 35%

72 EN &

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

SAKURA
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TAIWAN SAKURA CORPORATION

= O

T +886-4-2566-6106 No.436, Sec. 4, Yatan Rd., Daya Dist,, E archieO7@sakura.com.tw

Taichung City 428005, Taiwan (R.O.C.)
F +886-4-2305-2986 W https://www.sakura.com.tw




