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1. LIXIL G-15 Plan

Copyright © LIXIL Group Corporation, All rights reserved. 2



Key Messages | LIXIL

Commitment to our vision...

Management Vision

We will become a leading global company in the
iIndustry of housing and living environment

BRevenue: Y3 trillion (Y2 trillion domestic, Y1 trillion overseas)

BOP Margin: 8% (10% for the domestic existing businesses)

Delivered by “ONE” LIXIL Global Team




LIXIL Transformation --- Backdrop LIXIL

Stage 1 Stage 2 Stage 3
Create Enabl Global
napile oba
One-LIXIL
ﬁ5 Compan Growth Excellence
ntegraPiongl
FY11l & FY12 FY13 & FY14 FY15 & beyond
Results of Stagel Highlights
Y bn FY11 FY12
Revenue 1291 1 436 e C-30 cost reduction on schedule
OP | 1 | e Cultural transformation: “ONE” LIXIL
8 20 e Expanded global footprint
OPM (%) 1.4% 3.5%| e Introduced new organization and
EBITDA* 60 101 people
Net income 2 21 e LIXIL brand establishment
ROE (%) 0.4% 390, ©® Navigated “disaster” impacts of
EPS (Yen) 6 73 é?g)sdnsese 3.11 Earthquake and Thai

*EBITDA = OP + Depreciation + Goodwill Amortization

Copyright © LIXIL Group Corporation, All rights reserved.



New LIXIL G-15 Plan LIXIL

Stage 1 Stage 2 Stage 3
create Enabl Global
naole OoDa
One-LIXIL
ﬁ5 Compan Growth Excellence
ntegraﬁony
FY1l & FY12 FY13 & FY14 FY15 & beyond
LIXIL G-15 Targets Tailwinds & Headwinds
Y bn| FY12 FY15
Revenue 1.436 1750/  + Positive global market outlooks
oP 50 140 + Leadmg market s:‘hare posm_ons o
y 3 50 C 8o + Remain the only “total solution provider
OPM (%) DL~ O+ Cultural transformation: “ONE” LIXIL
EBITDA*1 101 200
Net income 21 81 - Foreign exchange rate fluctuation
ROE (%)*2 3.9%|over 10% - China slowdown hurting global economy
EPS (Yen)*2 73 C 270

*1. EBITDA = OP + Depreciation + Goodwill Amortization
*2. ROE and EPS are calculated based on the assumptions that 9.64mn shares for stock options will be fully executed.

Copyright © LIXIL Group Corporation, All rights reserved.



LIXIL

2. Market and Competitive Environment
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Macro Economic Environment UX"-

Japan Global

 New housing starts decline e China’s economic growth is
after 2013 peak slowing down but remains a

« Renovation market will grow huge market
double digit towards 2020 « ASEAN is a big opportunity

e Government regulations drive e Europe’s slow recovery
“passive and smart” homes e US housing rebound underway
and buildings

* Abenomics pros and cons
- Economic growth vs. cost pressure

- Inflation & price increase vs.
competitive environment

Positioned for Growth




Specialized | Product Breadtr> Integrated

Competitive Landscape

Masco
Fortune Brands Kohler YKK
TOTO Grohe
Kitchen Permasteelisa
companies ‘
Local Globalization > Global

LIXIL

Dvnamics

* All players are trying to exploit Asian
opportunity

» Asian markets are still fragmented

* Plumbing fixtures are more global
products

 Curtain wall business is very global
but highly specialized

» Windows have opportunity for global
expansion

 LIXIL has broadest offering and

widest reach

LIXIL Assessment

Products

Brand

Market Coverage O

G

LIXIL Actions

» Use M&A for regional expansion
» Leverage Permasteelisa’s global business

* Brand establishment investment

Strong Position




LIXIL

3. LIXIL G-15 Strategic Imperatives
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LIXIL G-15 Strategic Imperatives | L IXI L

Japan Core Business Shift =) Remodeling
Grow Globally =) New Markets

Leverage Distribution Scale £=) Portfolio Breadth

Expand Core Adjacencies &) Services

Operational Excellence —) Cost Synergies

Profitable Growth Focus

10



Strategic Imperatives (1) Remix Japan Core LIXI L

Key Drivers

== Remodeling (Y bn) | Remodeling
— New homes (Y bn) OPM: ++
Y265bn Y345bn
Y248bn A
- -
/‘/
-
_| - ~— New homes
— = OPM:; 2x
Y761bn Y796bn Y790bn
FY12 FY13 FY15
Y bn, %| FY12 FY15 Growth
Revenue* 1,009 1,135| New home flat
OoP 46 113 2.5x
OPM(%) 5% 10% + 5P

* Robust product pipeline
- Margin improvement
« Growing remodeling market
- Positioned for 2x market growth
- Invest in products and distribution
» Brand identity traction
- Strengthen marketing
* Enhance distribution alliance
- Direct and indirect
« Grow market share

- New products and services

*Revenue for remodeling and new
housing markets

Win in Our Biggest Market

Copyright © LIXIL Group Corporation, All rights r

eserved.
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(1)-1. Remodeling: Market Expansion Starts L IXI L

Base scenario

Market size (Y trillion)
12.0 7

11.0 A
10.0 A
9.0 A
8.0 T
7.0 A
6.0
5.0 T
4.0 1

3.0 T

2.0 A

11.3

7.5

1.2

12

1.0 A

0.0 -

2011 2015

Source: LIXIL estimates

0.6
0.9

2020

Average annual

Key Drivers

growth rate
(%)
11-15 15-20
Detached
homes 64 D 58
Collective o
homes ' b :
Rental homes | 36 | | 2.1
/Second hand | 1
houses 25 05
Repair 27_? 3.6
. 0.1

* New laws and regulations
* “Top Runner” process
» Government incentives

* New energy supply and demand
model
..."Passive” and “Smart”
...Zero-energy homes and buildings

 LIXIL technology investment
(E.g. COMMA House)

» Sales resource shift to remodeling

LIXIL...2X Market Growth

Copyright © LIXIL Group Corporation, All rights reserved.
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(1)-1. Remodeling: LIXIL GAME BOARD...Full Coverage “' XIL

Current market size of construction and materials i1s Y7.6 trillion, and Y6 trillion for non-

residential.

19)Jew [enuapisay

End user

Types of renovation work

Renewal of equipment
& interior

Large scale
renovation

Repair/
maintenance

Living in
detached homes
Living in
collective homes

Rental home
owner (individual)

Rental home
owner (corporate)

Sellers and buyers
of used houses

Non residential

Source: LIXIL estimates

Copyright © LIXIL Group Corporation, All rights reserved.

Detached: large scale Detached: small scale

renovation
Y3,600bn

renovation
Y800bn

Collective: small scale
organization

Collective: Large
scale renovation

h Repair

________________________________________ y200bn o Y/00en o ygoobn
Individual rents

Rents total Y1,000bn
Corporate rents
-~ Renovation, defect insurance, inspection of
used houses
Y400bn |
Renovation of non residential spaces trillion

(Offices, stores, factories, schools, hospitals, common
spaces of condos, hotels, transportation systems, etc.)

13



(1)-2. Segment St

rategy

LIXIL

Business Units

Financials (FY12 - FY15)

Initiatives

Sashes Revenue growth + * SAMOS: A big game changer
and * Next generation product development
DOOrS OPM growth +3P meeting “Top Runner” standards
L Market share No.1: 50%-+ | * Leverage global manufacturing
Exterior g 5@ Revenue growth +  Tile and exterior integrated products
— * Integrated "electronics"” products
and S OPM growth +3P o _— "
Tiles * New "remodeling" products

Market share No.1l: 50%+

Revenue growth ++

« Comprehensive supply chain reform
« Comprehensive value proposition for

OPM growth +1P interior remodeling
Market share No.3: ﬁ
Skeleton and Revenue growth ++ * "Super-Wall* products offering
: : ‘- better anti-earthquake and passive
Exterior Walls : i OPM growth +4P function
. » Create new added values in
Market share No.3: ﬁ “housing skeleton business”
Revenue growth ++ » Leverage Permasteelisa's success
» Generate further synergy benefits
OPM growth +3P (Y10 bn) ynersy

Market share



http://www.lixil.co.jp/lineup/construction_method/support/

(1)-2. Segment Strategy

LIXIL

Business Units

Financials (FY12 - FY15)

Initiatives

* New SATIS a big hit

Toilets and Washstand | Revenue growth ++
g * Enhance remodeling products (Toilets)
OPM growth +5P « Launch multi-functional offerings
(washstand cabinet)
Market share No.2: 40%+
Kitchen Revenue growth ++  More differentiated functionality
Units * More customer driven functionality
OPM growth +5P
Market share No.1l: 30%+
Bathroom Revenue growth ++ * New products that self-clean for
units 7k middle to high-end segments
OPM growth +4P » Develop remodeling products with
energy-saving/ water-saving/ easier
Market share NoO.1: 35%+ installation products
Revenue growth 2% » Solar business expansion
» Development of smart homes
OPM growth +8P * Big data (HEMS*) new businesses

Market share

1)

*HEMS=Home Energy Management System

Copyright © LIXIL Group Corporation, All rights reserved.
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http://www.lixil.co.jp/lineup/toiletroom/shower/
http://sunwave.lixil.co.jp/products/kitchen/richelle/
http://www.lixil.co.jp/lineup/bathroom/unit/kireiyu/setplan/
http://www.lixil.co.jp/lineup/solar_roof_outerwall/solar/roof/solarrack/

Strategic Imperatives (2) Global Expansion

Balancing the Revenue of Gravity Center

Growth Drivers

LIXIL

1 Asia (Y bn) Permasteelisa
- o
oy e e « Solid double digit growth
g 'M&A |« Continuously improve EBITDA
3% o « LIXIL synergy
1% Y325bn | Agia
Y262bn 107 « Continue to invest in product development
Y205bn 82  Expand country coverage (e.g. India)
68 * Improve profitability in China
218
137 Ll M&A
* US and Europe
* To become No.1 in window, sanitary
FY12 FY13 FY15 ware and curtain wall businesses
Y bn, %| FY12 | FY15 | Growth -
Revenue 205 325| 1 .5x | FY11 | FY15 FY17
OP 4 17 4X Japan 96% 81% “‘70%
OPM(%) 1% 505 +4pP Overseas 4%| 19%| ~30%

Copyright © LIXIL Group Corporation, All rights reserved.
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Strategic Imperatives (2) Huge Global Market I-IXI L

PLAY BIGGER IN ASIA & NORTH AMERICA

(Unit: Y tn)

E. Europe

P

Middle East
) Caribbe
At .\1
. Central t
Middl| . Armerica
East Australia and Latin America

New Zealand
@ rui 5

Source: LIXIL estimates

Global Market: Y40 trillion (2011) to Y60 trillion (2017)

17



Strategic Imperatives (2) Country Strategy

High

>

Core Product Domain

— I *

Thailand

Vietham

3 Improve

earnings

Korea/Taiwan/HK

3 2
X 2
o=
58
©c 8 — - *
O = i : Indonesia Philippines
S = Korea  TaiWan HK China
= c
=IES
q) G') i
g ﬁ n Laos
© North America Europe India  Middle East
Cambodiz
E E Singapore -® i |
Australia  Malaysia Brazii Russia Turkey Mvanmar
New Zealand
Low
Low Market growth > High
>400 >100 Current market size
>50  g5g

Copyright © LIXIL Group Corporation, All rights reserved.

(Unit: Y bn)

M&A of
established

companies
North America/
Europe/ Australia/
New Zealand

LIXIL

Expand

product lineup

Vietnam/Thailand

Organic
growth
+ M&A
China/Indonesia/
Philippines

4 New market

entry

India/Middle East/
Brazil/others

18


http://www.google.co.jp/imgres?imgurl=http://upload.wikimedia.org/wikipedia/commons/thumb/7/72/Flag_of_the_Republic_of_China.svg/260px-Flag_of_the_Republic_of_China.svg.png&imgrefurl=http://ja.wikipedia.org/wiki/%E4%B8%AD%E8%8F%AF%E6%B0%91%E5%9B%BD%E3%81%AE%E5%9B%BD%E6%97%97&h=173&w=260&sz=4&tbnid=XDp-bgavnuC7GM:&tbnh=85&tbnw=127&prev=/search?q=%E5%8F%B0%E6%B9%BE+%E6%97%97&tbm=isch&tbo=u&zoom=1&q=%E5%8F%B0%E6%B9%BE+%E6%97%97&usg=__e4UxvUSMhiJqwokQ2So-aPgfscs=&hl=ja&sa=X&ei=_qhfUNfrBbCfmQWMiYDwDA&ved=0CBsQ9QEwAA
http://www.google.co.jp/imgres?imgurl=http://freesozai.jp/sozai/nation_flag/img/ntf_151/1.png&imgrefurl=http://freesozai.jp/sozai/nation_flag/ntf_151.html&h=267&w=400&sz=15&tbnid=oaRpdELlQorJvM:&tbnh=63&tbnw=94&prev=/search?q=%E9%A6%99%E6%B8%AF+%E6%97%97&tbm=isch&tbo=u&zoom=1&q=%E9%A6%99%E6%B8%AF+%E6%97%97&usg=__ie3G37fhlt-RvYpPriRNo7NoKMg=&hl=ja&sa=X&ei=J6lfUO34I4PLmAWd1oHwAw&ved=0CCcQ9QEwAQ
http://www.google.co.jp/imgres?imgurl=http://www.e-flag.jp/shop/goods_image/A4043_I1.jpg&imgrefurl=http://www.e-flag.jp/shop/152_4043.html&h=167&w=250&sz=8&tbnid=xVhKADQLKNySjM:&tbnh=77&tbnw=116&prev=/search?q=EU+%E6%97%97&tbm=isch&tbo=u&zoom=1&q=EU+%E6%97%97&usg=__5k3g-BkK4MqRavY2UTL2Lp1CC2Q=&hl=ja&sa=X&ei=N6VfUJxDisuaBd27gPgM&ved=0CCkQ9QEwAg

Strategic Imperatives (3) Distribution

LIXIL
= y 4
v

Home Centers (B2C)

* New stores (Super Viva Home)
29 stores (FY12) -39 stores (FY15)
* Improve profitability through private
brand products
PB ratio 25% (FY12) - 31% (FY15)

Ken Depot
(B2B/ Convenience store model)

* New stores
62 stores (FY12) -102 stores (FY15)
* Introduce franchise model
LIXIL supporting financing
» Break even in FY13 and grow profitability

[ Ken Depot]

1 Revenue of Distribution Business (Y bn)
OPM (%)
9%
3%
1%
236
175 194
FY12 FY13 FY15
[ Home Centers]
Y bn, %| FY12 | FY15 | Growth
Revenue 155 180| 15%-+
OP / 10| ~1.5x
OPM(%) 5% 6% +1P

Copyright © LIXIL Group Corporation, All rights reserved.

Y bn, %| FY12 | FY15 Growth
Revenue 21 6| 2.5X
OP 5 2| ++
OPM(%) | -23% 4% ++

19



Strategic Imperatives (4) Expand Core Adjacencies: Services & ! XIL

[ Revenu of Service Business (Y bn)

(Units: Y bn, %)

Business Units Financial Targets Initiatives
OPM (%) for FY15
9% Home building Revenue 36 | * Support 5,000 new
franchise homes
3% OPM(%) 8%
Japan Home Revenue 12 | * Ground inspection
Shield (JHS): technology (New
Ground inspection OPM (%) 10% homes/ remodeling)
67 business
59 63 JIO: Defect Revenue 11 |  Evaluation,
insurance OPM (%) 504 performance warranty
* New homes/
remodeling
Real Estate Revenue 6 | * Leverage remodeling
FY12 FY13 FY15 -
Management OPM (%) _ business
Senior homes Revenue 3 | ¢ Leverage remodeling
Y bn, %| FY12 | FY15 | Growth OPM (%) | 100 | PUSness

Revenue 59 67| ~15%

OP 5 6| 20%+

OPM(%) 8% 9%| +1P Expand to white space:

Copyright © LIXIL Group Corporation, All rights reserved.

~Y100bn opportunities
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Strategic Imperatives (4) Expand Core Adjacencies L le L

LIXIL does not limit its business within construction materials, equipments, construction and installation of
those products but will also include providing solutions for stock houses with unique services as one of its

cores Flow Market Stock Market
(For new construction) (For renovation) Ordinary

77 \ renovation
=  Homes Non-residential)| |+ Home field defined
] « Plumbing Fixtures electronics by remodeling
2 « Metal Building Materials * Daily specialists
Qo e Exteriors necessities

« Other Equipment Business * Others
* Replacement Parts (e.g. Water
'®) filter cartridge)
% Construction LIXIL’s definition
= & of stock housing
%. Installation market
= \_ W,
* Warranty against housing defect » Warranty against housing defect
0w | ::r}fll;ﬁ‘égon’ BT TS * Inspection, maintenance « Real-estate
g (e.g. renovation mortgage) ° F|na':]ce (eg F novation mortgage) brokerage
= « Retail( VIVA, Ken Depot) * Retail(VIVA, K n D6p0t)
o)) « Life support service  Life support se
+ Others \_e Others
Completion \ Serwces that secure originality of LIXIL
of construction Services that contribute to maintenance and better
and handover function of buildings

Differentiate by providing unique LIXIL services

Copyright © LIXIL Group Corporation, All rights reserved.



Strategic Imperatives (4) Expand Core Adjacencies

LIXIL

There are wide range of services regarding living environment and life

“Energy-efficient Design, construction, benchmark
labeling”

Fire insurance

Certificate of
conformance
for Flat 35s

Reconstructior}
Technological examination

for long-life housing

Specification, capability
Certificate of conformance for

low-carbon building Suppliers CO”S.U mers

| | (Builder, etc) EEE IR

WHD for Information-offering C

existing homes i

I Builder organization servicj :EE
“Green Test”

K] owner organization - Government

service
Investigation of
house-defect and buildings

<

WHD* for
renovation

Property-introduction

Policy

Housing history

WHD* for
existing homes

Renovation - — :
Investigation of rainwater

and leakage”

Flat 35s
(housing loan)

Capital, loan

New technology

24/7 support

WHD* for
new homes

Investigation, warranty

“After-sales service:
house investigation”

WHD* for
post occupancy

—  Information of the ‘-:> Planning

houses for sale

Information of the lands

“JIO Anshin Loan”
“Completion SUp[I)OII’t"
Housing his:tory
Insurance for grolunld

SDS Investigation,
PP method

Post-occupancy
examination

_ " 1INew homes

* WHD: warranty against housing defect

A Huge Opportunity

Copyright © LIXIL Group Corporation, All rights reserved.
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Strategic Imperatives (5) Operational Excellence

Key Focus

« Accountability
- Performance management
- Pay for performance/ Stock options
- 20+ P/Ls
» People Development
- Leadership trainings (ELT, SLT, JLT)
- 5% of working time for training
e | ean Structure
- Delayering
- Simplification
e Process Improvement
- IT infrastructure
- Six sigma deployment

22BB*(FY12) -230BB*(FY15) *BB=Black Belt

Y15bn+ cost impact
e Cost Reduction
- SG&A ratio below 20% target
- Drive C-30 plus projects

LIXIL

Focused Operating Mechanisms

@

@
€
@

P/L Reviews by BU
- Revenue, OP, Market Share

NPI*1/ MGPD*2
- Cost, Quality, Customer CTQ*3

Cost/ Price
- Base, Variable, Mix

Commercial excellence improvement

- Customer service
- Showroom effectiveness
- Backroom sales support

People & Culture
- POD*4, LIXIL Values, Engagement

*1 NPI=New Product Introduction/

*2 MGPD=Multi Generation Product Development
*3 CTQ=Critical-to-Quality

*4 POD=People & Organization Discussion

Aligned and Accountable

Copyright © LIXIL Group Corporation, All rights reserved.
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Strategic Imperatives (5) Operational Excellence: C30 & Beyondl-lxl L

FY1l & FV13 Potential measures
Division Major measures Target FY12 estimate for Amount
progress FY14 &FY15
Integrate sales offices and showrooms Improve
Sales & Intc_ag_rate separated sales and market_lng Y40bn 21bn Y9bn —| | efficiency of §
marketing divisions as well as front and back office 2 backroom S
operations < | support o
Q
Integrate products and decrease the g é
number (_)f products _ _ nile Develop 8
Reorganize and consolidate production < |3 new o
Develop- sites 2] % roducts >
ment & Automate factories and increase Y30bn Y25bn Yébn ||Q || = pre —
. : 3 ||’= | toimprove Q
production internally manufactured products and -
) Q || w | product
decrease outsourcing o || 2 | mix o
Expand production overseas o 3 S
Improve product quality < ||T =
| f scale by th = 9
Improve economy of scale by the @ || 5| continue =
Purchas- integration of purchasing < | to reduce @
ing & Increase purchasing from overseas Y20bn Y25bn Y6bn o . @
S : . 2 | purchasing
distribution Consolidate logistics centers and =) =
. costs S5
integrate IT systems o) c
, = 3
Other Integrate headq.uarte'r functions Y20bn Y9bn Y4bn N
Integrate administrative IT systems
Total Y110bn Y80bn Y25bn

Copyright © LIXIL Group Corporation, All rights reserved.
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Strategic Imperatives (5) Operational Excellence: SG&A Efficienc;l- I xl L

SG&A ratio
30% -

20%

10%

FY11l FY12 FY13 FY15 FY17
C-30 project } Post C-30 project }

Reduce SG&A ratio by 1P per annum

25



Target Financials FY12 - FY15 UX' L

FY12 (results) FYL5 Vs. FY12
Y bn| Revenue OP OPM (%)| Revenue OP OPM (%)| OP OPM (%)
New housing starts 761 46 5 790 113 10 + 67 +5p
Remodeling 248 345

Distribution 175 2 1 236 12 5 +10 + 4P

Services 59 5 8 67 6 9 +1 +1P

Global 205 4 2 325 17 5 +13 + 3P

Adjustment and goodwill -12 -7 - -13 -8 - -1 -

Total 1,436 51 4] 1,750 140 8 + 90 + 4P

EBITDA *1 105 200 + 95

Net income 21 81 + 60

EPS (Yen) 2 73 270 +197

ROE (%) "2 3.9% over 10% over 6P
CAPEX 743 years accumulated total: Y150 bn

*1. EBITDA = OP + Depreciation + Goodwill amortization
*2. EPS and ROE are calculated based on the assumptions that 9.64mn shares for stock options will be fully executed.

Profitable Growth

Copyright © LIXIL Group Corporation, All rights reserved.



LIXIL

4. Shareholder Return

27



Driving Shareholder Return

Generating Cash...
- Achieve 8% OPM
- Accelerate growth to
3 trillion yen sales
- Optimize tax structure
- Portfolio management
(Disposition/ Acquisition)

With...
- Clear strategic imperatives
- One team aligned to win
- Operational excellence

Dividend

Minimum 30% payout ratio

Re-lnvestment

B/S Improvement

Share buyback

28



LIXIL
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Wrap Up LIXIL

e Remain focused and committed to
Y3T revenue/ 8% OPM

 Performance management/ Accountability
e Significant Global Opportunities exist

e Strategic Imperatives clear and focused
 “ONE” LIXIL... Solidifying

Exciting Future!




LIXIL

Appendix
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HR Management: From Traditional Japanese to Global Architecture LI xl L

We have implemented series of transformational measures in the last two years. In the next three years, we

will deepen and broaden the transformation into the whole organization.

» Achievements in Stage 1 (FY11&FY12)
1.
2.

. Promoted Diversity: Aggressive promotion of non-Japanese & female talents

. Launch of Leadership Development Programs:

Integrated HR systems: Integrated five different HR systems into one unified one
Recruited External Resources:

- Executive talents hired from outside:
Executive Officer 5(FY11)->6(FY12), Officer 8(FY11)>11(FY12)

- Local staff by replacing Japanese expatriates
- Female managers increased in Japan: 22->47
- Established “LIXIL Women'’s Network”

- Launched: ELT (Executive), SLT (Senior), JLT (Junior) programs for three generations
- New Global Executive Program: Tie up with IMD (Swiss Business school) with global participation
- MBA Sponsorship: 10 high potentials selected and sent annually

. Implemented Stretch & Meritocracy: Promotion of young high-potentials, rejuvenation of management, new compensation

scheme reflecting company and individual performance

. Organizational changes: Sales organization change and SBU establishment to realize totality of LIXIL and product expertise,

two layer cut-down In sales organization

. Improved Engagement: “LIXIL Yokushiru (better understanding of LIXIL)” Meeting, LIXIL Sunrise Survey, Look’n Talk, LIXIL

Value Session

. Fundamentally Changed HR Philosophy from Traditional Japanese to Global Architecture:

- HR Ownership by line management from “HR by HRM” : Launch of POD (People & Organization Discussion)
- Global HRM from Japan based HRM
- HR Management through energy and energize from managing and controlling people

»HR Initiatives in Stage 2 and 3 (FY13 to FY15 & beyond)

B Thorough implementation of stretch and meritocracy

B Early development of next generation leaders: finding, developing and promoting young high potential talents
B  Global integration of HR framework: Grading, C&B, Talent Management

B Development of global management: Fulfilment of global diversity

Copyright © LIXIL Group Corporation, All rights reserved.
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Environmental Changes During the Two Years and Measures Implemented l- I x I l-

Changes in Environment

 Mar. 2011 | The Great East Japan Earthquake and electricity power shortage

e Oct. 2011 The Thai Floods

* Dec. 2012 | Sharp depreciation of the yen

Major Measures Implemented by LIXIL

e Apr. 2011 Integrated 5 major companies and new LIXIL Corporation established

* Jun. 2011 | Transition of the holding company to a company with Committees governance model

* Aug. 2011 | Yoshiaki Fujimori became the new president

* Dec. 2011 | The employees came to Japan to backup the suspended factory operation in Thailand

e Dec. 2011 | Permasteelisa joined the group

e Apr. 2012 Newly established LIXIL Asia.

« May 2012 | Factory production completely normalized in Thailand

e Jul. 2012 Changed trade name of the holding company from JS GROUP CORPORATION to
LIXIL Group Corporation

* Aug. 2012 | Opened new flagship showroom in the Tokyo metropolitan area

* Aug. 2012 | Introduction of composite logo and issuance of LIXIL group CSR policy

e Jan. 2013 | Announced LIXIL Diversity Declaration.

e Feb. 2013 | Launched numerous new LIXIL products.

Copyright © LIXIL Group Corporation, All rights reserved.
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Improved Efficiency of Domestic Existing Businesses:

Integration of 5 comganies

c Holding Company: JS Group Corporation
—t
— | | | I I | |
Z g D - ™ - n a N\ N\ ™
5 0 5 . 5
o) —
= - = 2 3 =g(]1 38 |]8&
w o = S = = P v 23| 3
= ) D O = = = g I
b — zZ m E — N eeoe ST 3 =
D) < = Q = g5
N 3 = X Q > = T c < o
(@) 3 < wn n =z 3
[ @, ® = =1 o)) D
= E‘f Q
- w " w " w " w
Holding company: LIXIL Group Corporation from July 1, 2012
I r—\ﬂ
' —
2 LIXIL Corporation - -
(@] Pad X
3 LIXIL Japan LIXIL Products LIXIL Global Head- — —
> Company Company Company quarters T E ®
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LIXIL

Objectives of the
integration

* Eliminate
overlapping
functions and
Increase efficiency
by consolidating
sales offices,
showrooms,
factories, and
administrative
divisions

*Enjoy economy of
scale by integrating
purchasing and
others

» Speed up decision
making

* Provide
comprehensive
housing solution
that exceeds the
realm of former
companies and

difference of
products
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Trend of New Housing Starts and Future Prospects L le L

M Logic behind FY12 to FY17 Housing Starts Estimate

(Ten thousand units)
120 1

‘08 Lehman Crisis

@—

100 - _8%
%3 8%
89
: 84 84
‘07 Confusion 82 82
after introduction 78

of new building
standards law

80 1

—0— Results
—&— Estimate

60

07 08 09 10 11 12 13 14 15

FY
Source: LIXIL estimates
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Basic Act for Housing (Took effect from June 8, 2006)

This law enacts measures, basic policies, responsibility of the government, establishment of “Basic Program for Housing”
and other fundamental components to ensure security and enhancement of housing and living environment in pursuit of
an affluent housing and living environment for Japanese nationals.

Major shift of focus in housing environment: 1. Quantity to quality 2. New houses to stock houses

Major target figures in “Basic Program for Housing” Revised in March 2011

secure their houses

Target Target assessment indicators Current ratio Target for 2020
To realize high quality stock houses that | Ratio of houses that meet new earthquake resistant 79% (Year 2008)
: : : 95%

could be inherited by the next generation | standards
Ratio of homes for elderly people 0.9% (Year 2005) 3~5%
Ratio of hpuses with energy saving measures (Ratio of 42% (Year 2008) 100%
houses with double glaze windows)
Ratlo of collective houses that introduce universal design 16% (Year 2008) 28%
in common areas

Appropriate management and rebuilding | Ratio of renovated homes against total number of housing 3.5% 6%

of houses stock (Average from year

2004 to 2008)

To develop housing market environment | Ratio of stock houses against total number of houses sold 14%(Year 2008) 25%

that meets various living demands of . - - 5

Japanese nationals Houses with insurance for warranty a_lgalnst housing 0.2% 10%
defects purchased at time of renovation (Apr. to Dec. 2010)
Durable year of houses (Average durable years of Approx. 27 years Approx.
demolished houses) (year 2008) 40 years
Ra’qo qf new houses that introduced housing performance 19%(Year 2009) 50%
indication

To ensure stable living environment for Ratio of barrier-free houses of households with elderly

. \ ) . 37% o
those who need special attention to people (Houses that are free of barrier to a certain degree) (Year 2008) 75%

Copyright © LIXIL Group Corporation, All rights reserved.

Source: Ministry of Land, Infrastructure, Transport and Tourism
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Energy Consumption Level

Overall, Japanese energy consumption level is increasing slightly. Energy in the
industrial sector is well managed, however, not in the housing, office, and
commercial facilities areas.

[ Trend of Energy Consumption and Real Base GDP ]

1990-2008
. ) ~<._ GDP (Trillion yen
(1018J%) L GDP growth ( ven)
10 . ! - 600
1.20 times
16 + B = V(:,j\’
"R el e | 500
14 | .* | Transportation | 24%
12 H| 23% — —_—‘{H____ [
10 ‘{ " " Housing, office, and commercial 34%
27% facilities P
8
| | 200
4 L
S0 Industrial division | 43% |100
2 L
) 0

90 91 92 93 94 95 96 97 98 99 00 01 02 03 04 05 06 07 08 (FY)

* J=Joule: one measure of the volume of energy used

1MJ=0.0258x10-3 crude oil conversion
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[ Breakdown of Energy Consumption in
Housing, Office, and Commercial Facilities ]

Total energy
consumption
increase
(1990 -> 2008)
0
1.06 o 20% of the tlotal
times 6
1.08 5 | g [
times — ] 1990->2008
4l -
1.35 sl 599 | 144
_ : ) times
times 3 pfl Office and commercial  FEHSHS
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2 | _______—'_._'_.—_—'_'_.
; 1.24
. 1t Housin 41% -
0.9 times \ 0 times
0 | | | | |
%Q Q\/%"L Q"b gb‘ q‘o qbg’\ q‘b%QQQ 0’»0'1/ Q"b Qb( 0‘0 Qb 0’\ Q‘b

14% of the total

Source: “Energy Supply and Demand Report,” Annual Report on National Accounts 37



Business Environment Outlook (Assumptions) LI (l L

FY| 2012 2013 2014 2015
Vs. FY12
New housing starts (thousand) 890 930 840 820 -7.9%
Stock housing market (trillion yen) 7.6 — —_ 9.2 +21.1%
Global GDP growth rate (%)
ASEAN 5.1 6.1 6.4 6.6 +20.3%
Greater China 7.7 7.9 8.1 8.4| +26.4%
North America 2.2 1.8 2.9 3.5 +8.4%
Europe -0.3 0.0 1.3 1.8 +3.1%
Exchange rate US$1= 95 yen

Sources: Global GDP is from IMF Economy Outlook, April 2013; New housing starts and Stock
housing market are our assumptions
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Global Market Segment by Category l-IXI L

A zone has a big market size, and can show our strength. Through organic growth and M&A,
we will establish No.1 position for each category. For B zone, we aggressively challenge to

maximize our position to the limit.
................... P e, Market Size
(Trillion yen)

Bath & Tollet

: 3.3 :
W|ndOWS ; CW& PrOJect
150 aucet & - 2 g

- Comp 2.7 :: |

LIXIL'S] : i
growth s, e
...llllllIIIIIIIlllllllllllllllllllllllllll:’l‘ ...................................... peEEEEERREERREERREARRA A D

-------------------------------------------------
*

: Kitchen & Industrial
c Furniture 6.3  : 14.7

.
---------------------------------------

lllllllll

-------------------------------------------------

Strategy by categories S——————  5l0Dally common

strategies
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SReferenceZ Long-Term Vision I-IXII-

(Trillion yen)

S5 -
B G-15  —Vision . v

3 trillion yen /)1
Sales V|S|orl,(

”

1.75 trillion yen

i

FY13 FY14 FY15 FY17 FY20
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