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Presentation

Inoue: Ladies and gentlemen, thank you for your patience. We will now begin DUNLOP, Sumitomo Rubber
Industries, Ltd.'s financial results briefing for the six months ended June 30, 2026.

I am Inoue of Investor Relations, and | will serve as moderator today. Thank you very much.

First, | would like to introduce today's attendees. Yasuaki Kuniyasu, Representative Director, President and
CEO.

Kuniyasu: | am Kuniyasu. Thank you very much.

Inoue: Hitoshi Hino, Director and Senior Executive Officer.

Hino: | am Hino. Thank you very much.

Inoue: Masahiro Tsuzaki, Director and Senior Executive Officer.

Tsuzaki: | am Tsuzaki. Thank you.

Inoue: Shinji Araki, Executive Officer and General Manager of the Finance and Accounting Headquarters.
Araki: I'm Araki. Thank you.

Inoue: Today's presentation will follow the materials posted on our website. For those attending at the venue,
we have distributed three materials: the summary of consolidated financial results, the financial report, and
the Long-Term Management Strategy R.1.S.E. 2035 Progress Report.

Today, President Kuniyasu will first provide an overview of the financial results, followed by Senior Executive
Officer Hino, who will provide details of the financial results. Kuniyasu will then provide an update on the
progress of the Long-term Management Strategy R.I.S.E. 2035. After the presentations, we would like to take
guestions from everyone. Kuniyasu will now begin the presentation.

Kuniyasu: | am President Kuniyasu. First, | would like to extend my heartfelt sympathies to everyone affected
by the 2026 Kumamoto Earthquake, and | sincerely pray that they will be able to return to peaceful lives as
soon as possible.

Thank you very much for taking time out of your busy schedules to attend our financial results briefing for the
six months ended June 30, 2026. | will explain the overview of our financial results for H1 and our full-year
earnings forecast.
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Highlights

Financial Results (2026 Jan.-Jun.)
Sales Revenue reached a record high (Total: increased 8% YOY to 619.8 B of yen, Tires: increased 9% YOY to 534.4 B of yen)

Tire sales volume remained flat YOY, while SYNCHRO WEATHER performed well during the summer sales season.
Favorable foreign exchange effects also contributed to earnings growth.

Business Profit exceeded the May 15 forecast (Total: increased 41% YOY to 39.8 B of yen, Tires: increased 54% YOY to 34.1 B of yen)

The reduced impact of raw material procurement premiums due to geopolitical tensions in the Middle East, the effects of internal cost
reduction measures, and profit growth in the Sports and Other segment contributed to overall earnings growth

2026 Annual Financial Results Forecast

Sales Revenue (increased 10% YOY to 1,330.0 B of yen) (10.0 B of yen higher than the May 15 forecast )
Above the May 15 forecast due to price pass-through and favorable foreign exchange effects

Business Profit (increased 6% YOY to 96.0 B of yen ) (16.0 B of yen lower than the May 15 forecast )
Below the May 15 forecast due to lower tire sales volume, mix deterioration and other factors

Annual tire sales volume increased 2% YOY (down 3 percentage points from the May 15 forecast)
Sales volume targets were revised for each market to reflect current market conditions
Maintained sales growth above industry levels in both Europe and the U.S.
Steady growth in sales of SYNCHRO WEATHER in Japan; high-inch tire sales targets revised upward
ICE Pro sales to begin in Japan in August 2026, marking the first new winter tire launch in six years
Steady progress in expanding the DUNLOP-brand tires distribution network in Europe, U.S., and Australia
WILDPEAK sales in North America remain above industry levels; flagship WPAT4W sales are expected to grow steadily

&> DUNLOP

Please refer to slide six.

In H1 of 2026, the Group's sales revenue increased 8% YoY to JPY619.8 billion, exceeding the previous year's
level both overall and in the tires business and reaching a record high. Overall tire sales volume remained flat
YoY, while SYNCHRO WEATHER performed well during the summer sales season and the weaker yen had a
positive impact. As a result, sales revenue exceeded the previous year's level.

Business profit increased 41% YoY to JPY39.8 billion, exceeding the previous year's level both overall and in
the tires business. In addition to the negative impact of higher raw material unit prices being lower than
anticipated, we steadily implemented cost improvement and expense control initiatives, resulting in business
profit also exceeding the previously announced forecast.

Operating profit increased 41% YoY to JPY38.1 billion, while profit for H1 increased 80% YoY to JPY25.9 billion.
We achieved increases in both sales and profit, and both also exceeded the previously announced forecast.

Next, | will explain the full-year earnings forecast for FY2026. We forecast full-year sales revenue of JPY1,330
billion, up 10% YoY, and business profit of JPY96 billion, up 6% YoY. Sales revenue is expected to exceed the
previous year's level due to higher volume and exceed the previously announced forecast due to the effects
of price pass-through and foreign exchange rates.

Business profit is expected to exceed the previous year's level due to higher volume on a YoY basis but fall
below the previously announced forecast due to lower volume and deterioration in the sales mix.

We have revised our annual tire sales volume forecast to reflect market conditions, but we continue to
maintain levels above the industry in both the European and North American markets.

Recognition of SYNCHRO WEATHER in the Japanese market is steadily increasing, and sales are progressing
well. Furthermore, in the Japanese market, we began sales this month of ICE Pro, a studless tire focused
entirely on ice performance. This marks the first new product launch in six years in the WINTER MAXX series
of DUNLOP studless tires, and it has attracted strong interest from the market and customers. With SYNCHRO
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WEATHER making it possible to drive on all types of road surfaces, we deliberately changed course with our
studless tires from the conventional all-around balance of performance and pursued ice performance to the
limit.

Regarding the expansion of DUNLOP-brand tire sales in Europe, the US, and Australia, expansion of the

distribution network is progressing steadily. FALKEN WILDPEAK in North America continues to perform above
industry levels, and we expect increased sales of the flagship WILDPEAK A/T4W.

2026 Consolidated Business Profit Walk (vs May 15" Forecast)

Billions of Yen

Volume(vs May 15™ Forecast)
Middle East Rep. 88%
i o
Costs Unrealized Volume North America Rep. 92%
Changes Prices  Profit/Loss  Forex SP-HB & Mix Overseas O.E. 95%
(46) 434 +1.0 (18 +15 (15.7) ° | mx
Unfavorable premium tire mix due to
sales declines in Europe and the U.S.
Sales are expected to exceed
Manufacturing Costs Sales Costs industry average in major markets
Raw Material (2.0) Freight Cost (3.2) Market
Labor Cost (2.5)  Tariffs +2.1 Volume {vs 2025) Conditions'
Energy Cost (1.4) Expense +2.0 Middle East Rep. 83% =
Fixed Cost +04 North America Rep. 98% 94%
Total (5.5)  Total +0.9 FALKEN? 101% ~
90 8 Excluding one-off factors 101%)
s vs2025 WILDPEAK | 99% -
106% Excluding one-off factors” 98%
B Europe Rep. 127% 94%
B *1: Market conditions are based on our estimates
*2: FALKEN includes WILDPEAK
2025  May 15" Aug. 6" 3] Build-up of inventory, otc. due o the resumption
2026 Forecast 2026 Forecast of operations by major customers

&> DUNLOP

Next, please turn to slide seven. First, | will provide a summary of the difference between the 2026 business
profit forecast and the previously announced forecast.

Previously, we explained that the impact of higher raw material prices due to the deterioration of the situation
in the Middle East would be JPY22 billion. We subsequently reviewed the company-wide impact through year-
end based on current conditions. As a result, the additional negative impact from cost changes relative to the
previously forecast JPY22 billion is expected to be JPY4.6 billion, which we expect to absorb through additional
price increases and other measures.

However, in addition to lower volume due to external factors, including the impact of the situation in the
Middle East and the continued weakness of market conditions in North America, the sales mix is expected to
deteriorate due to lower sales in Europe and the US. Consequently, although our sales performance remains
above the industry average, volume, mix, and other factors are expected to have a negative impact of JPY15.7
billion compared with the previously announced forecast. As a result, although business profit is expected to
increase YoY, it is forecast at JPY96 billion, JPY16 billion below the previously announced forecast of JPY112
billion.
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[Japan] Strong Sales: SYNCHRO WEATHER

With increased recognition as a summer tire, sales volume for the 1st half of FY2026 has expanded to about five times
high compared to the previous year.

It has received high appreciation especially from those who want to expand their range of activities or be free from the
stress of changing tires.

Results of the 15t Half of the Year

SYNCHRO WEATHER
Number of units sold

Sales Plan: 1 million units

v Release of 11 sizes for 18" and larger in Mar. 2026 expanded the variety to 112 sizes.
Further expansion of certified stores contributed to dominate the all-season market (The
market expanded about 2.4 times compared to the previous year*) ‘pos data aggregation results

v The sales exceeded the planned results in the high-inch category.
Sales amount and profit significantly exceeded the original plan.
Greatly contributed to the improvements of the sales structure.

3—»9-1‘19«“)&"&?“

Sales volume increased
by 5 times (YOY)

1-2Q 3Q 4Q
m2025 m2026

v Advertising to raise awareness of its function as a summer tire
3y oFe

SYNCHRO WEATHER .

L RORA-ReTIY

Next Actions for the 27 Half of the Year

v DUNLOP will continue to strengthen our initiatives in the 15t half of the year and expand
sales of SYNCHRO WEATHER during the winter season by promoting “the all-season tire
with which you can drive on ice"

Expanding the sales to Europe and the U.S. in FY2027

> DUNLOP

Please refer to slide eight. | will explain SYNCHRO WEATHER, our flagship product in Japan. As recognition of
the product as a summer tire increased, sales volume in H1 increased approximately fivefold YoY. In March,
we expanded the product lineup to 112 sizes, and sales in the high-inch category exceeded the plan,
contributing significantly to sales growth and an improvement of sales mix. Building on this successful model
in Japan, we will finally expand into the European and North American markets in FY2027.

[Japan] Product Strategy for the Winter Demand Season

With the next-generation all-season tire SYNCHRO WEATHER and ICE Pro, the brand-new product, we will
meet the variety of the customers’ needs. DUNLOP's unique product lineup broadly covers winter demand.

Sales Areas of
SYNCHRO WEATHER

The values provided by the 3 products and customer needs

spring period

v Needs to prepare for
unexpected snow
v Needs to expand the range of

activities (Potential nees for all-
season tires)

For the
customers
focusing on
summer tire

SYNCHRO

WEATHER
Purchaser

v Need to be free from the
cost of time, money, and
place

WINT;E: For the customers
Purchaser preferring the

combination of
summer and
winter tires

ICEPro
Purchaser

> DUNLOP

| VNeeds to be free from the time and
| weather

v Prioritizing the balance between

' v Higﬁ freﬁdéhcy of Vdrri'v'i'ngr '

winter period
v Needs to prepare for unexpected snow
v Needs to expand the range of activities
v Having concerns against cost and stock

place for studless tyres SYNCHRO WEATHER's .

sales is expanding in !
the snowy areas 7

efforts to change tires
v Eliminating worries during rainy

4.
performance and economic efficiency n,g.;ig F

== High Sales Volume

on icy roads
Y *Color coding is a reference to the sales volume

Please refer to slide nine. | will now explain our product strategy for the winter demand season. We have
launched ICE Pro, a new product focused on ice performance. With SYNCHRO WEATHER, chosen for its
convenience, and ICE Pro, developed in pursuit of ice performance for customers who frequently drive on icy
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roads, we will meet these distinct needs. Sales of SYNCHRO WEATHER are also expanding in snowy areas.
Through DUNLOP's unique product lineup, we will broadly cover winter demand and enhance customer
satisfaction.

[Europe] DUNLOP/FALKEN Sales Strategy

Due to difficulties of launching the offtake products, sales volume did not meet the original plan for the 1%t half of
the year. The sales for the whole year will grow up to 127% YQY as the market’s average is 94%.
Expansion of winter tire sales and price increase is planned during the 2n half to improve our profit in the area.

DUNLOP  {FALKER @DUNI:DP RILKEN
sosome ‘ Results of the 1%t Half of the Year |
s GAODYEAR « Sales achievement of the offtake products is 77% against the original plan
* d Taken over from . .
SN partially due to the challenges on lauching.
+ Meanwhile, sales channel expansion is progressing at a good rate.
Sales Volume in Europe - Over 1,000 new accounts
(Passenger car tires ‘replacement Tires) - Strategic alliances with major wholesalers in Italy and Spain
A + The new product "BLUE RESPONSE TG" got top ratings by AMS*!

* Received the German Retailer Gold Award

TOP-PARTNER
DES HANDELS

‘ Next Actions for the 2" Half of the Year i = =

; 5 _ the expansion of the
anshcHon Count + Expanding sales of winter tires through strong e
. l sales channels cultivated by FALKEN
10  2Q + Price Increase DUNLOP

. [ | % « Countermeasures for the offtake business Continuing to focus on
DUNLOP « Strengthening operations and trusts
+ Participation in the bidding business Promoting the new
3Q  4Q
*1: AMS = Germany's 3rd largest car magazine with 500,000 copies annually, + Sales of BLUE RESPONSE TG at fair priCeg

> DUNLOP

Please turn to slide 10. This slide presents our H1 results and H2 initiatives in Europe.

DUNLOP encountered difficulties in launching the offtake products. The decline in January to February was
particularly significant in H1, resulting in sales at 77% of plan. Meanwhile, sales channel expansion progressed
smoothly, with more than 1,000 new accounts and strategic alliances established with major wholesalers in
Italy and Spain.

The new product, BLUE RESPONSE TG received the highest rating in a magazine review. Furthermore, it won
Gold at the BRV Award in Germany. This award recognizes the best partner in Germany's retail industry. We
believe this is clear evidence that DUNLOP has begun to earn the trust of the local market.

Leveraging these technologies and this trust, we will focus particularly in H2 on expanding sales of the BLUE
RESPONSE TG and winter tires, as well as ensuring that price increases take hold. Including FALKEN, we plan
forannual sales toreach 127% YoY, exceeding the market average of 94% YoY, and aim to improve profitability.
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[North America] DUNLOP/FALKEN Sales Strategy

FALKEN marked the sales achievement of 94% YOY, which is 2 pts higher than the market’'s demand (92% YQOY).
DUNLOP accelerates the growth of the whole business in the North America by expandig the distribution stores
with the new products.

®

‘ Results of the 15 Half of the Year }f >DUM Sy

+ FALKEN achieved 94% YOY, exceeding the industry average.

+ Significant expansion of stores for D> through Fanatic’s sales
channels and orders for DUNLOP

= Awarded for “Excellent” for the performance from the major retailer

Sales Volume in North America Decline in Demand (YOY)

(Passenger car tires) Excluding
*For Replacemet Tires 151 Hﬂ‘f Gne-oﬂ factﬁrs
U.S. 92% -
: DUNLOP
® : FALKEN Market
7
_/ E’Eﬂlk%'; 97%  100% Next Actions for the 2" Half of the Year I, =
» Expansion of BLUE RESPONSE A/S (from 44 sizes to 80 sizes by Aug.)
DUNLOP » Expansion of size range of WILDPEAK series (292 sizes in total)
e FALKEN  94%  97% + The second new product of DUNLOP: GRANDTREK HLX will be
ount 2.1x
g | O Growth with New Products
| WILDPEAK 91%  99% * Price Increase (from Aug.)

in FY2027
10 2Q 3Q 4Q

> DUNLOP

Please turn to slide 11. Next, | explain about North America. FALKEN maintained its earnings base and
achieved a sales level of 94% YoY, above the H1 industry demand level of 92% YoY. DUNLOP saw a significant
increase in the number of orders and received an "Excellent" rating in a performance evaluation by a major
online retailer. In H2, we will accelerate growth across our North American business through the expansion
of the BLUE RESPONSE A/S size lineup, the enhancement of the FALKEN WILDPEAK lineup, and the new
DUNLOP product GRANDTREK HLX.

The 3 elements of Project ARK

Project ARK Progress

g& ® _.__‘-‘f—[]: " @
Against the cumulative target of 30.0 billions of Yen by the end of 2027, TPs

29.5 billions of Yen has been identified as actionable measures.

Greans DX and Al “Visualization"
iy > of
‘waste
L . M e __170billons of Yen_ __ _
F|nanCIaI |HIQaCt Of Prole—ct ARK At the time of the last financial settlement
>l Already factored into prior results
2026 : .
+ Newly factored into current results
(billions of Yen) 2025 Q1 EH i
ul.-Dec. - -- Target t y
results LM 10.0 billions of Yen 23 ?u“ons
_______ n
Tires direct costs 24 +#12 #2432 T
. ) 139 15.0
Tires fixed costs +0.0 +0.0 +0.0 +0.1 c 2
billions billi
Ti 0.3 0.5 1.0 3.1 i i s
ires expenses +0.. +0. +1. +3. 95 95 billions of Yen of Yen
Sports +0.3 +0.1 +0.2 +0.4 3.0 billions of Yen billions bi!l_ions of Yen Eftact of
Industrial & Other +0.2 +0.1 +0.2 +0.4 5 - ————— of Yen of Yen additional
Total 428  +20 425  +7.2 =il A0 : )
= . . . of Yen .
+11.8 2025 2026 2027
3-year cumulative 26.2 — 29.5 ! 30.0 (billions of Yen)

Main Measures and Ideas

Consolidation and abolition across business divisions of subsidiaries Utilization of Al for tire demand prediction & shortening
and bases (offices, warehouses) development lead time through virtual prototyping

Reducing raw material costs by reducing tire weight (currently
[@) being applied to new products for replacement market)
*1 TPS: Toyota Production System

ﬁ;}jsjq Cost reduction at the Thailand plant, main plant for the U.S.

> DUNLOP

Please refer to slide 12. This slide presents the progress of Project ARK, our total cost reduction project. This
project generates benefits through a combination of three elements: cross-departmental initiatives, the
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utilization of DX and Al, and the visualization of waste through TPS. Against our cumulative target of JPY30
billion by the end of 2027, we have now identified actionable measures totaling JPY29.5 billion. Compared
with the previous announcement, we have added further JPY2.3 billion to the amount factored into the full-
year forecast, bringing the total to JPY11.8 billion. The three-year cumulative amount has therefore increased
from JPY26.2 billion to JPY29.5 billion. We will steadily translate measures such as the consolidation and
abolition of subsidiaries and bases and the shortening of development lead times through the utilization of Al
into tangible benefits.

[Forecast] Consolidated Financial Results (2026 Jan.-Dec.)

Billions of Yen

Revised

Revised May 15th 2026 Forecast
Forecast Actual Forecast 2026 Vs
2026 2025 Yo 2026 Jul-Dec. 2025
Sales Revenue | 1,330.0 | 1,207.1 110% 1,320.0 710.2 112%
Business 96.0 90.8  106% 112.0 56.2 90%
Profit (%) 7.2% 7.5% 8.5% 7.9%
Operating 89.0 82.6 408 100.0 51.0 929
Profit (%) 6.7% 6.8% 7.6% 7.2%
Profit 55.0 50.4 109% 55.0 29.3 81%
ROIC , 5.8% 6.2% 6.9%
ROE 7.4% 7.3% 7.5%
ROA 6.3% 6.5% 7.5%
DIE Ralip 9. . 06 L0 s wsican

&> DUNLOP

Please turn to slide 24.

Our full-year earnings forecast for 2026 calls for increases in both sales and profit YoY. Sales revenue is
expected to exceed the previously announced forecast, while business profit and operating profit are
expected to fall below the previously announced forecast. Meanwhile, we have left our profit forecast
unchanged from the previous announcement.

Sales revenue is forecast at JPY1,330 billion, JPY10 billion above the previously announced forecast and up
10% YoY. Business profit is forecast at JPY96 billion, JPY16 billion below the previously announced forecast
and up 6% YoY. Operating profit is forecast at JPY89 billion, JPY11 billion below the previously announced
forecast and up 8% YoY. Profit is forecast at JPY55 billion, unchanged from the previously announced forecast
and up 9% YoY. For H2 of 2026, we forecast higher sales but lower profit YoY. Sales revenue is expected to
exceed the previously announced forecast, while business profit, operating profit, and profit are all expected
to fall below the previously announced forecast.

For H2, we expect a negative impact from higher raw material prices and expenses for future growth. Although
we expect to offset these impacts through price, volume and mix, and foreign exchange effects, we will not
be able to cover all of the negative impacts. As a result, profit is forecast to decline YoY.
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Shareholder Returns

We consider the return of gains to shareholders to be a matter deserving of the utmost priority. Accordingly, our basic policy is to
ensure a long-term, stable stream of shareholder returns, targeting from 2026 a consoclidated dividend payout ratio of 40%+ and
a DOE of 3%+.

Determination of 2026 Interim Dividend Payment and Forecast of Annual Dividends :

Based on the consolidated financial results for the six months ended Jun. 30, 2026, we have decided to pay an interim dividend
of 42 yen per share (unchanged from Feb. 12, 2026 forecast). We have kept the year-end dividend of 42 yen per share, the
same as Feb. 12, 2026 forecast, and the annual dividends are expected to be 84 yen.

= = Interim Dividend Year-end Dividend 84
Feb. 12' 2026 Forecast 77

55 58 58 42
42
30 35 29
15 53
2021 2022 2023 2024 2025 2026 Forecast

I(Reference) Trends in Dividend Payout Ratio and DOE (%)

Dividend Payout Ratio 491 I 97.8 / 41.2 ! 154.6 / 40.2 40 1 %
DOE 3.0 / 1.8 / 2.6 / 2.4 / 3.0 3.1%
*DOE = Total dividends / Equity

*DOE prior to fiscal year 2025 is for reference only.

> DUNLOP

Please turn to slide 38.

The interim dividend for 2026 will be JPY42, unchanged from the previously announced forecast. The year-
end dividend will also be JPY42, unchanged from the previously announced forecast, and the annual dividend
is expected to be JPY84. We have kept the dividend forecast announced in February this year unchanged.

This concludes my presentation. Thank you very much.
Inoue: Next, Senior Executive Officer Hino will explain the details of the financial results.
Hino: | am Hino. Thank you for attending our financial results briefing today. | would also like to express my

sincere gratitude to all our stakeholders for their tremendous support. | will now explain our financial results
for H1 of 2026.
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Consolidated Financial Results (2026 Jan.-Jun.)

May 15t 2026
Forecast Billions of Yen
2026 vs 2026 vs 2026 2026 2025
Jan.-Mar. 2025  Apr.-jun. 2025 [NELISITN Jan-Jun. Jan-Jun.
SalS 3022 1% 3476 2% | g1g8 19%%[ 200 5722
Revenue ’ +14.4 Y4332 44786 g :
Business
R 6.8 119% 23.0 162% 39.8 141% 38.0 28.3
Profit (%) 56%  +2.7 72%  +838 6.4% +11.5 6.1% 4.9%

*1,3

Cpsraing 151 122% 231 157% | 38.1 141% 340 27.0

Profit (%) 50%  +2.7 7.3% +8.4 6.2% +11.1 5.5% 4.7%
*3
Profit 241% 160% 180%
L. 86 MI%o473 %) 259 | 200 144
*1. Business Profit: Sales Revenue — (COS + SGA)
*2. Profit : Profit attributable to owners of parent

*3. Accounting adjustments have been applied since 2™ quarter, 2022, as pursuant to IAS 29 “Financial Reporting in Hyperinflationary Economies”.

The above notes apply throughout this report.

> DUNLOP

Please turn to slide 13. The Group's consolidated results for H1 of 2026 are shown in the blue box.

Sales revenue was JPY619.8 billion, business profit was JPY39.8 billion, operating profit was JPY38.1 billion,
and profit for H1 was JPY25.9 billion. Sales revenue increased, and all profit measures also increased. The
business profit margin rose YoY from 4.9% to 6.4%, exceeding the previously announced forecast.
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Consolidated Sales Revenue / Business Profit by Reportable Segment (2026 Jan.-Jun.)

Billions of Yen

May 152026
Forecast
2026 vs 2026 vs 2026 2025

Jan.-Mar. 2025 Apr-Jun. 2025 Jan.-Jun. Jan.-Jun.
g) Tires 2599 106% 2745 113% | 534.4 109% 537.0 488.3
)
; Sports 32.2 99% 345 107% 66.7 103% 65.5 64.7
2 Industrial . ) .
S g Other 101 93% 8.6 103% 18.7 97% 17.5 19.2
[ =
o Total 302.2 105% 317.6 112% | 619.8 108% 620.0 572.2
g Tires 14.8 135% 19.4 172% 341 154% 33.5 22.2
(7]
g' Sports 09 53% 2.8 123% 3.8 93% 3.0 40
(7]
“ Industrial
-au & Other _ 1.1 76% 0.8 137% 1.9 9% 1.5 21
# Tl 168 119% 230 162% | 39.8 141%| 380 283

*The elimination of inter-segment transactions is included.

> DUNLOP

Please turn to slide 15. | will explain sales revenue and business profit by reportable segment. The H1 results
are shown in the blue box.

First, | will discuss the tires business. Sales revenue was JPY534.4 billion, 109% YoY, and business profit was
JPY34.1 billion, 154% YoY. Tire sales volume was broadly flat YoY. Meanwhile, lower raw material prices, the
effect of last year's price increase, a higher ratio of premium tires, and the weaker yen contributed to
increases in both sales and profit.

Next, | will discuss the sports business. Sales revenue was JPY66.7 billion, 103% YoY, and business profit was
JPY3.8 billion, 93% YoY. In the golf business, the initial rollout of XXIO 14 in South Korea and the weaker yen
contributed. In the tennis business, sales performed well, mainly in North America and Europe, resulting in
higher sales revenue. On the profit side, profit decreased YoY due to lower sales in the golf business in its
major markets of Japan and North America, but exceeded the previously announced forecast.

In the industrial & other segment, sales revenue was JPY18.7 billion, 97% YoY, and business profit was JPY1.9
billion, 94% YoY, resulting in decreases in both sales and profit. Sales revenue was affected primarily by lower
sales resulting from a decrease in large-scale projects in the construction-related materials business. Profit
decreased due to a deterioration in the product mix and higher raw material prices in the rubber glove
business against the backdrop of the situation in the Middle East but exceeded the previously announced
forecast.
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Consolidated Tire Business Profit by Region (Jan.-Jun.)

Billions of Yen

5.3
0.6
—
17.3
(3.8) 16.2
(5.3) (5.8) 14.7
2022 2023 2024 2025 2026
Europe / Middle East / Africa 2022 2023 2024 2025 2026
g 95 93 Japan*
4.9 5.2 2.0
0.1
2022 2023 2024 2025 2026
2022 2023 2024 2025 2026 Nl et
Asia / Oceania
2022 2023 2024 2025 2026
Business Profit of Tires T 9.8 34.0 222 34.1
Overseas 11 56 295 16.8 26.0
% of Overseas 14% 57% 87% 76% 76% *Direct export sales from Japan that do not go through group sales companies are aggregated in Japan.

> DUNLOP

Next, please turn to slide 18. This slide shows trends in business profit in the tires business by region.

In Europe, the Middle East, and Africa, we worked to expand sales under the DUNLOP brand amid sluggish
market conditions in Europe. We also expanded sales of all-season tires, for which demand is growing. As a
result, business profit turned positive at JPY0.6 billion.

In Asia and Oceania, sales promotion activities in China's replacement tire market contributed, and business
profit recovered to the 2024 level. In Japan, we steadily increased sales volume in the replacement tire market,
where demand remained strong. In addition, the effect of last year's price increase and an improved sales mix
from expanding sales of premium products, including SYNCHRO WEATHER, contributed, resulting in business
profit significantly exceeding the previous year's level.

In North America, we were affected by the deterioration in market conditions caused by adverse weather at
the beginning of the year. In addition, low-priced products continued to gain market share, and we were
affected by the worsening pricing environment and intensifying competition.
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Consolidated Business Profit Walk (2026 Jan.-Jun.) | response to 0> brand 38)

DX (ERP etc.) (1.2)
| Adverti 1.4 illi
Natural Rubber ~ +4.7 verteing spensos (1.4) Billions of Yen
Innovation-related costs (0.7)
Pet. Related  +10.5 g
l ) Labor cost  (1.0) | Expense related to termination of a U.S. factory ~ +3.5
Raw ‘ Volur_ne Direct l l
Material Price & Mix Costs Fixed Forex Expense Industrial

+15.4 +0.8 (1.3) (33) Costs +6.4 (4 5 Sports & Other 2026
e | — =3 1 5) - - (03) (01 ) Jan. = Jun.
2025 [ T

Average exchange rate

Jan. — Jun.
Freight Cost (1.0)

North-American Anti-dumping Duties (9.5) USD 148 —. 458
Unrealized Profit/Loss +3.9 EUR 162 — 185 39 8
28 3 Other Volume & Mix +5.2
Tires +11.9
Total +11.5
2025 Industrial & 2026
Jan.-Jun.  Raw Material Price Volume & Mix Direct Costs  Fixed Costs Forex Expense Sports Other Jan.-Jun. YOy
May 15" Forecast = 28.3 +12.1 +3.1 (0.9) (2.4) (1.8) +7.4 (6.2) (1.0) (0.6) 38.0 +9.7
20242025 423 (13.8) +8.6 (0.2) (0.7) +4.5 (4.2) (6.0) (2.9) +0.7 283 (14.0)

> DUNLOP

Please turn to slide 19. This slide analyzes the factors behind the YoY change in business profit for H1.

First, | will discuss raw materials. Some raw material prices had been trending downward since H2 of last year.
In addition, our efforts to control procurement costs resulted in a positive impact of JPY15.4 billion YoY.

Regarding price, we implemented price increases in Japan and overseas. Meanwhile, we also reduced prices
in some regions in response to market conditions, resulting in a positive impact of JPY0.8 billion.

Regarding volume, mix, and other factors, the mix improved due to increased sales volume of premium tires.
However, the significant impact of tire tariffs resulted in a negative impact of JPY1.3 billion.

Direct costs had a negative impact of JPY3.3 billion due to factors including higher labor costs at our factories
in Turkey and Japan.

Foreign exchange had a positive impact of JPY6.4 billion due to the weaker yen.

Expenses had a negative impact of JPY4.5 billion, mainly due to increased expenses for expanding sales under
the DUNLOP brand in Europe.

As a result, business profit in the tires business increased by JPY11.9 billion. Including a negative impact of
JPY0.3 billion in the sports business and JPY0.1 billion in the industrial & other segment, total company-wide
business profit increased by JPY11.5 billion.
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Consolidated Statement of Profit & Loss

.. I8 C s

Billions of Yen Jan.-Jun. oY . 5

€) Business profit
Sales Revenue 572.2 619.8 +47.6 Refer to page.6 to 7 and 13 to 19 for details.
Cost of sales (406.0) (425.6) (19.6)
Selling, general and (137.9) (154.4) (16.5) @) Other income Actual vs 2025
administrative expenses Other non-operating profit 1.9 Bofyen +0.6 Bofyen
Business profit 28.3 © 398 +11.5

&

; 15 € 23 +0.8 € Other expenses
Other income L2 Other non-operating expenses 2.2) Bofyen 0.6) Bof yen
(2.2) Boty (0.6) Bofy
Other expenses (2-7) @E‘ (4-0) (1 -2) Loss on retirement or sales
of non-current assets (0.7) Bofyen +0.2 Bofyen
Operating profit 27.0 38.1 +11.1 Structual reform in North America  (0.7) B of yen (1.0) Bofyen
Financial income 11.8 @ 5.7 6.1) @ " ot
_— - &2 Financial income

Financhlexpenses (18.9) O @62 27 Gain on net monetary position 3.8 Bofyen (6.0) Bofyen
Equity in earnings of affiliates 0.1 0.1 +0.0 Interest received 1.5 Bofyen +0.0' Bofyen
Profit before tax 20.1 37.7 +17.7

© Financial expenses
Income tax expense (4-4) (10-1) (5-7) Intergst expenses (4.3) Bof yen (0.8) Bofyen
Non-controlling interests (1.3) (1.8) (©0.5) Foreign exchange loss (1.5) Bofyen +12.6 Bofyen
Profit 14.4 25.9 +11.5

> DUNLOP

Please turn to slide 20. | will explain the item below operating profit in the consolidated statement of profit
and loss. | will focus primarily on items that changed significantly YoY. First, | will discuss item four, financial
income. The primary factor was that the gain on net monetary position resulting from inflation adjustments
in Turkey decreased by JPY6 billion. Next, | will discuss item five, financial expenses. Foreign exchange losses
decreased by JPY12.6 billion as the yen remained on a weakening trend throughout H1.

Consolidated Statement of Financial Position

Aot st Yoy Main factor
Billions of Yen Dec. 31, 2025 Jun. 30, 2026 2 o

Current assets 679.3 718.1 © +38.8 © Current assets vs Dec. 31, 2025
= Inventories +51.4 Bofyen
Non-current assets 780.6 794.1 O +135 Other current assets (10.4) B ofyen
Trade and other receivables (2.0) Bofyen
Total assets 1,459.9 1,512.2 +52.2 p
’ @ Non-current assets
Current liabilities Tangible assets +11.9 Bofyen
379.9 404.8 +24.9 Intangible assets (including goodwill) +6.6 Bofyen
Non- t Deferred tax assets 7.0) Bof ye
labilies 3437 332.6 (11.1) (P s
© Total liabilities
Total liabilities 723.6 737.4 © +13.8 Bonds and loans payable +25.7 Bofyen
Total equity atiributable Other non-current liabilities +3.5 Bofyen
to owners of parent 716.1 754.2 O +382 ai?r::dt;::gigmles (1(12; 2°j o
2 of yen
Non-controlling
interest 20.2 20.5 +0.3 O Equity
g Profit +25.9 Bofyen
Total equity 736.3 774.7 +38.4 Foreign currency translation adjustment +22.8 Bofyen
TR Dividends paid (11.0) Bofyen
R R
Interest-bearing debt +26.8 Bofyen
. . 406.6—433.4
Equity ratio 49.0% 49.9% +0.9P ( !

> DUNLOP

Please turn to slide 21. This slide presents the consolidated statement of financial position. Total assets were
JPY1,512.2 billion, an overall increase of JPY52.2 billion from the end of the previous fiscal year. The primary
factor was an increase in inventories associated with the launch of sales under the DUNLOP brand in Europe
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at the beginning of the year. The equity ratio was 49.9%, up 0.9 percentage points from the end of the previous
fiscal year.

[Forecast] Consolidated Financial Results (2026 Jan.-Dec.)
Billions of Yen

Revised

Revised May 15th 2026 Forecast
Forecast Actual Forecast 2026 Vs
2026 2025 oY 02g Jul-Dec. 2025
Sales Revenue | 1,330.0 | 1,207.1 110% 1,320.0 710.2 112%
Business 96.0 90.8 108% 112.0 56.2 90%
Profit (%) 7.2% 7.5% 8.5% 7.9%
Operating 89.0 82<6 108% 100.0 51 .0 92%
Profit (%) 6.7% 6.8% 7.6% 7.2%
Profit 55.0 50.4 109% 55.0 29.3 81%
ROIC 5.8% 6.2% 6.9%
ROE 7.4% 7.3% 7.5%
ROA , 6.3% 6.5% 7.5%
DIE Rafio i . 06 S s

> DUNLOP

Please turn to slide 24. This slide presents our full-year consolidated earnings forecast.

As shown in the blue box, we forecast sales revenue of JPY1,330 billion, 110% YoY, and business profit of
JPY96 billion, 106% YoY. We forecast operating profit of JPY89 billion, 108% YoY, and profit of JPY55 billion,
109% YoY.

Compared with the previous forecast, sales revenue is expected to be higher due to price increases and the
weaker yen. Meanwhile, business profit and operating profit are expected to be lower due to factors including
the impact of soaring raw material prices. The profit forecast remains unchanged from the previous forecast.
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[Forecast] Consolidated Sales Revenue / Business Profit by Reportable Segment (2026 Annual)
Billions of Yen
May 15" Revised Forecast

T o s BB s
” Tires 1,161.0 1,043.7 111% 1,154.5 626.6 113%
§ Sports 131.0 125.6 104% 127.5 64.3 106%
f Industrial &
S Other 38.0 37.8  101% 38.0 19.3 104%
£
° Total 1,330.0 1,207.1 110% 1,320.0 710.2 112%
m  Tres 83.0 79.8 104% 100.5 48.9 85%
%’ Sports 8.5 6.8 124% 7.0 4.7 170%
% Indg;t]r:i& 45 4.1 109% 45 2.6 123%
= Total 96.0 90.8 106% 112.0 56.2 90%

*The elimination of inter-segment transactions is included.

> DUNLOP

Please turn to slide 26. This slide presents our full-year forecasts for sales revenue and business profit by
reportable segment. YoY, we forecast increases in both sales revenue and business profit across all businesses:
tires, sports, and industrial & other.

[Forecast] Consolidated Business Profit Walk (2026 Jul.-Dec.)

Natural Rubber  (8.4) P — Billions of Yen

Pet. Related (9.3) 59
D 151 — 163
%174'12 Labor cost  (1.7) | EUR 176 — 186
Raw{ Volume Direct Fixed Forex Expense
2025 Material & Mix Costs Costs +7.2 (11.6) Industrial
Jul.-Dec. (16.5) +10.3 1.2 (3.5) * : Sports & Other 2026
Price —— - - +2.0 +0.5  Jul - Dec.
— T
I Response to D> brand (3.3)

Freight Cost (2.6) DX (EBE etc.) 4.2) 56.2

North-American Anti-dumping Duties  (4.9) Sdverleingexpenacs (1.5) .

Unrealized Profit/Loss +1.9 Innoveion:r=iated GOStS_ . .}

Other Volume & Mix +15.0 Expense related to termination of a U.S. facto[y +2.1 I

Tires (8.8)
Total (6.3)
2025 Raw Industrial & 2026
Jul.-Dec. Material Price Volume & Mix__ Direct Costs __ Fixed Costs Forex Expense Sports Other Jul.-Dec. YOy
May 15% Forecast  62.5 (11.2) (1.5) +25.7 +4.1 (3.7) +7.8 (11.8) +12 +1.0 74.0 +115
Aug. 6" Forecast 625 (16.5) +4.2 +10.3 +1.2 (3.5) +7.2 (11.6) +2.0 +0.5 56.2 (6.3)
th
whay 15" B0 (53) +5.7 (15.4) (2.9) +0.2 (0.6) +0.2 +0.8 (0.5) (17.8)  (178)

Please turn to slide 27. This slide analyzes the factors behind the YoY change in business profit for H2.

First, regarding raw materials, we forecast a negative impact of JPY16.5 billion due to soaring prices resulting
from the deterioration of the situation in the Middle East.
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Regarding price, we forecast a positive impact of JPY4.2 billion due to the effects of price increases in Japan
and overseas.

Regarding volume, mix, and other factors, we expect a significant negative impact from tire tariffs. Meanwhile,
we expect increased sales volume under the DUNLOP brand in Europe and an improved sales mix from
expanding sales of premium tires. Taking these factors into account, we forecast a positive impact of JPY10.3
billion from volume, mix, and other factors.

For direct costs, we forecast a positive impact of JPY1.2 billion, reflecting the benefits of Project ARK.
For fixed costs, we forecast a negative impact of JPY3.5 billion, mainly due to higher labor costs in Turkey.

For foreign exchange, we forecast a positive impact of JPY7.2 billion, taking into account the current trend
toward a weaker yen.

Regarding expenses, we expect a positive impact from the closure of the North American factory. Meanwhile,
expenses for measures to expand sales under the DUNLOP brand in Europe, the US, and Australia, as well as
DX-related expenses, are expected to increase. Accordingly, we forecast a negative impact of JPY11.6 billion
from expenses.

As a result, business profit in the tires business is forecast to decrease by JPY8.9 billion. Including positive
impacts of JPY2 billion in the sports business and JPYO0.5 billion in the industrial & other segment, total
company-wide business profit is forecast to decrease by JPY6.3 billion.

[Forecast] Consolidated Business Profit Walk (2026 Jan.-Dec.)

Average exchange rate |

Response to D> brand

7.1)

usD 150 — 160 DX (ERP etc.) (5.4)
Natural Rubber (3.6) Labor cost ﬂ EUR 169 — 185 Advertising expenses (2.9)
Pet.Related  +1.3 o Innovation-related costs (2.5)
Others +1.3 Volume Direct T Forex Expense Expense related to termination of a U.S. factory  +5.7
i e +13.6 16.1 ) =
i;g Czoszts Costs ( ) Industrial Billions of Yen
Raw Price : (2.2) (5.1) Sports & Other
Material +5.0 - — — +1 7 +0.4 2026
2025 (1.1)
sl
Freight Cost (3.6)
North-American Anti-dumping Duties (14.4) Unit Q1 Q2 Q3 Q4 Ave.
Unrealized Profit/Loss +5.8 Natural Rubber 2026 $/kg 1.72 1.83 210 2.15 1.95
Other Volume & Mix +21.2 (TSR20) 2025 $/kg 1.94 1.95 1.72 1.70 1.83
Crude Oil 2026 $/bbl 66 70 106 79 80
(DUBAI) 2025 §/bbl 75 76 68 70 72
Tires +3.2
Total +5.2
2025 Raw Industrial & 2026
Jan.-Dec. Material Price Volume & Mix _ Direct Costs _ Fixed Costs Forex Expense Sports Other Jan.-Dec. YOy
May 15t Forecast  90.8 +0.9 +1.6 +24.8 +1.7 (5.5) +15.2 (18.0) +0.2 +0.4 112.0 +21.2
Aug. 6" Forecast 90.8 (1.1) +5.0 +9.0 (2.2) (5.1) +13.6 (16.1) +1.7 +0.4 96.0 +5,2
MMy +0.0 (2.0) +3.4 (15.8) (3.9) +0.4 (156) +2.0 +1.5 (0.0) (16.0) (16.0)

> DUNLOP

Please turn to slide 28. This slide analyzes the factors behind the full-year change in business profit. It
represents the combined results of the H1 and H2 variance analyses | explained earlier. Business profit was
JPY90.8 billion in the previous fiscal year, compared with our forecast of JPY96 billion for the current fiscal
year. As a result, we forecast a full-year increase in business profit of JPY5.2 billion.

:_ SCRIPTS
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Tire Sales Volume (Comparison %)

& 2025 Actual 2026 Jan.-Jun. Actual, Jul.-Dec. Forecast May 15" 2026 Forecast
frovessve 2 | e |
Jan.-Mar. Apr.-Jun. Jul.-Sep. Oct-Dec. Annual Jan.-Mar. @LVIENITL N Jul.-Sep. Oct.-Dec. Jan.-Mar. Apr.-Jun. Jul-Sep. Oct-Dec. Annual
DomESﬁc 0, 0, 0 0, 0, 0, 0, 0y 10, 0, 0 10 0, 0, 0,
GE 120% 104% 98% 102% 105%  107%| 99%| 107% 100%| 103%| 107% 98% 107% 100% 103%
Dﬁ;";f“ 9% 91% 98% 93%  94%  96%| 108%| 98% 99%| 100%|  96% 103% 97% 102%  99%
ng';eas 91% 92% 92% 87% 90%  97%| or%| 95% 98%| o7%| 9v% 103% 100% 107%  102%
Ovsrezeas 94% 96% 90% 92%  93%  96%| 103%| 114% 107%| 105%|  96% 109% 119% 114% 110%
ool B3% 9% B1% 87%  67%  89%| 92%| 104% 109% | 98%| B9% 7% 120% 124% 107%
O Ewope  97% 90% 108% 98% 8%  113% | 127%| 135% 135% | 127 113% 149% 137% 134%  131%
o
& Asia  104% 95% 89% 96%  96%  98%| 103%| 113% 90%| 101%|  98% 104% 110% 100% 103%
Others  94% 100% 86% 90%  92%  81%| 92%| 103% 95%| 93%| 81% 97% 111% 100%  98%
Total 97% 95% 93% 93%  94%  97%| 102%| 107% 103%| 102%| 97% 106% 110% 108%  105%

Total Tire Sales

(000 Units) 23,850 23,600 24,210 25800 97,560 23,220 24,250 25870 26,510 99,850 23,220 25,030 26,690 27,920 102,860

> DUNLOP

Please turn to slide 30. This slide shows YoY trends in tire sales volume.

First, please look at the bottom of the blue box in the center of the slide. Tire sales volume from April to June
was 24.25 million units, or 102% YoY. Looking at the breakdown by market, domestic OE sales were 99% YoY
due in part to the impact of production cuts by OE manufacturers resulting from the deterioration of the
situation in the Middle East. Sales in the domestic replacement tire market remained strong, reaching 108%
YoY and outpacing the growth in industry demand.

Overseas OE sales were 97% YoY, as sales volume in Europe, China, Thailand, and other markets struggled to
grow.

Overseas replacement sales were 103% YoY overall. By region, sales were 92% YoY in North America, 127%
YoY in Europe, 103% YoY in Asia, and 92% YoY in other regions. In North America, sales volume decreased due
to market conditions. In Europe, sales volume increased significantly due to sales under the DUNLOP brand,
which began this year. Within Asia, sales volume in China increased due to the effects of sales promotion
activities despite the currently unfavorable economic environment.

Next, | will discuss full-year sales volume. As shown at the bottom of the blue box on the right, we forecast
full-year sales volume of 99.85 million units, up 2% YoY. By market, domestic OE sales are forecast at 103%
YoY. We expect the impact of production cuts by OE manufacturers resulting from the deterioration of the
situation in the Middle East to be offset in H2. In the domestic replacement tire market, we will continue to
focus on expanding sales of highly profitable premium products, centered on SYNCHRO WEATHER. Sales
volume is forecast to be broadly flat YoY.

Overseas OE sales are forecast at 97% YoY due to factors including deteriorating market conditions in Europe
and North America and the suspension of vehicle shipments to the Middle East.

Overseas replacement sales are forecast at 105% YoY overall. By region, we forecast sales at 98% YoY in North
America, 127% YoY in Europe, 101% YoY in Asia, and 93% YoY in other regions. In H2, we will further
strengthen sales under the DUNLOP brand in North America and Europe and work to restore sales volume.
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Tire Volume by Category (Comparison %)

5 Actual 2025 Jan.-Jun. Actual 2025 Jan.-Dec.
vs Previous Year ———————————
OE. Rep. Total Compasition ratio 0E. Rep. Total Composition ratio
Passenger Tires 99% 95% 96% 88% 96% 94% 94% 88%
Advanced Tires 102% 98% 99% 45% 99% 95% 97% 47%
Truck & Bus Tires 106% 96% 97% 3% 112% 93% 95% 4%
Motorcycle, Industrial - . o o ,, o 5
& Other Tires 101% 97% 99% 9% 96% 91% 93% ) 8%
Total 100% 95% 96% 100% 97% 93% 94% 100%
5 Praviois Yaar Actual 2026 Jan.-Jun. 2026 Jan.-Dec. Forecast
Q.E. Rep. Total ition ratio O.E. Rep. Total Comp: ratio
Passenger Tires 100% 100% 100% 88% 100% 104% 103% 88%
Advanced Tires 100% 105% 103% 47% 104% 1M11% 109% 50%
Truck & Bus Tires 102% 93% 94% 3% 89% 97% 96% 3%
Motorcycle, Industrial o 3 = 2 i 5
& Other Tires 96% 95% 95% 9% 95% 100% 98% 8%
Total 100% 99% 99% 100% 100% 104% 102% 100%

Premium Tires Composition Ratio by Year

Premium Tires *Premium Tires
Differentiated products(SYNCHRO WEATHER, WILDPEAK, European all-season tires, Winter tires, etc. ),

OE Psp: L] SUVs and Passenger car tires with a size of 18 or larger
Actual 2024 56% 42% 46%
Actual 2025 57% 44% 47%
2026 Forecast 59% 46% 50%

> DUNLOP

Please turn to slide 31. This slide shows YoY tire sales volume by category. Please look at the January to June
2026 results in the blue box. Premium tires, an area of focus for us, accounted for 47% of passenger tires. This
was up 2 percentage points YoY, and we forecast the ratio to rise to 50% for the full year.

Cash Flows (Jan.-Jun.)

Billions of Yen

70.6
55.9 59.5
23.1 37.5
W
(35.2) (32.5) (36.3)

Consideration for Acquisition of the DUNLOP Trademark Rights (98.5) |

(138.0)
2022 2023 2024 2025 2026
Cash flows from operating activities = Cash flows from investing activities =@=Free cash flow

&> DUNLOP

Please turn to slide 34. This slide shows cash flow trends. Cash flows from operating activities from January
to June were positive JPY37.5 billion. Meanwhile, cash flows from investing activities were negative JPY45.1
billion due to replacement investments for larger-inch tires and investments related to the In-House New
Factory, among other factors. As a result, free cash flow was negative JPY7.5 billion.
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Tire Production Volume and Operating Ratio

Unit : 000t
88 88
84 83 82
693 79 May 15" Forecast : 563

Due to the progress of the
In-House New Factory, and

632 622 598
545 534 S;ha;f;?’;?féorecast (29)
N -
| 4Q
154
137

170 160
6 155
141 3Q
175
17 172 155 149 137 130 '@
2021 2022 2023 2024 2025 2026 Forecast
I Total Production Volume =&~ Operating Ratio (%)

% of Qverseas 63% 63% 64% 64% 64% 63%
YOy M7% 91% 98% 96% 91% 98%

*A concept of renewing part of existing production facilities with state-of-the-art production lines. This allows for the transition to competitive, advanced production equipment without halting
operations at the entire factory

@ DUNLOP

Please turn to slide 37.

This slide shows trends in tire production volume and the operating ratio. The full-year production volume
forecast for 2026, shown at the far right of the chart, is 534,000 tons. Production volume is 29,000 tons lower
than the previously announced forecast due to progress in the replacement of production equipment under
the In-House New Factory. Although production volume will decrease because some equipment must be shut
down during the replacement process, production capacity will also temporarily decrease. Therefore, there is
no change in the operating ratio from the previously announced forecast.
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Shareholder Returns

We consider the return of gains to shareholders to be a matter deserving of the utmost priority. Accordingly, our basic policy is to
ensure a long-term, stable stream of shareholder returns, targeting from 2026 a consoclidated dividend payout ratio of 40%+ and
a DOE of 3%+.

Determination of 2026 Interim Dividend Payment and Forecast of Annual Dividends :

Based on the consolidated financial results for the six months ended Jun. 30, 2026, we have decided to pay an interim dividend
of 42 yen per share (unchanged from Feb. 12, 2026 forecast). We have kept the year-end dividend of 42 yen per share, the
same as Feb. 12, 2026 forecast, and the annual dividends are expected to be 84 yen.

= = Interim Dividend Year-end Dividend 84
Feb. 12' 2026 Forecast 77

55 58 58 42
42
a0 35 29
15 53
2021 2022 2023 2024 2025 2026 Forecast

I(Reference) Trends in Dividend Payout Ratio and DOE (%)

Dividend Payout Ratio 491 I 97.8 / 41.2 ! 154.6 / 40.2 40 1 %
DOE 3.0 / 1.8 / 2.6 / 2.4 / 3.0 3.1%
*DOE = Total dividends / Equity

*DOE prior to fiscal year 2025 is for reference only.

> DUNLOP

Finally, please turn to slide 38. Our shareholder return measures are as Kuniyasu explained earlier.
This concludes my presentation. Thank you very much.

Inoue: Next, Kuniyasu will explain the progress of the Long-Term Management Strategy R.I.S.E. 2035.
Kuniyasu: Once again, | am Kuniyasu.

I will now report on the progress of the Long-Term Management Strategy R.I.S.E. 2035. We announced the
strategy in March last year, and | would like to report on whether the plans set out are progressing steadily.
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1. R.I.S.E. 2035 Roadmap
2. Measures to strengthen profitability toward 2027
3. Growth Strategy

> Tires

Sensing core x Al

Industrial and Other Products
Sports

Project ARK

¥ VvV Vv ¥

Long-term Management Strategy R.1.S.E. 2035 Progress Report

Slide two outlines the topics | will discuss today. | will proceed in accordance with this outline.

1. R..S.E. 2035 Roadmap é
Strengthening and advancing DUNLOP further over five years by 2030 deaton
2031-2035 Our Philosophy
- Achitﬁvirég a
2028-2030 ustainable Business
Achieving New Structure

2025-2027 Heights with an
Further Established Brand

Strengthening
DUNLOP

reparing for Growth Businesses

inesses
Challenges in growth pusin

P Continuous creation of
Image of NEnminanenaraaeash innovative products and
the business Enhancing profitability Establishilggga solid position services
expansion through tire premiumization

Growib Innovation Driven by Rubber
promotion Strengthening Brand Management

detuer Building a Resilient Management Foundation
2025 2027 2030 2035

Long-term Management Strategy R.L.S.E. 2035 Progress Report | 1. R.L.S.E. 2035 Roadmap

Please turn to slide three. As | have explained previously, R.I.S.E. 2035 divides the ten-year period into three
stages. In particular, the current phase from 2025 to 2027 is focused on further strengthening DUNLOP.
Building on this foundation, we are moving toward achieving new heights from 2028 onward and realizing a
sustainable business structure.
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2. Initiatives to Strengthen Profitability Toward 2027 é,)

Three key initiatives to achieve a 10% business profit margin by 2027

Main Initiatives @ Specific Actions

Expanding Global Revenue through the Growth of Premium Tires
® Launch of Active Tread tire products in Japan, Europe and the ® |n 2027, all season tires and all weather tires will be launched in
Us each region

® Expansion of DUNLOP’s retail network and product lineup ® Enhancing growth opportunities through DUNLOP retail stores
and capturing synergies between DUNLOP and FALKEN

® Increase of production capacity for premium tires (In-House New =~ ® Thailand Factory: Ready to start mass production
Factory) ® |ndonesia factory and domestic factories: project launched

Ensuring stable profitability

® Maintaining appropriate sales prices and make it well-known ® |mplemented price revisions in 2026
@ Stabilizing the offtake business in Europe

Reducing total costs and enhancing profitability through Project ARK

® Optimize global production footprint to reduce costs ® Implementing globally and harvesting the benefits generated in
® Streamline SG&A expenses through DX the overseas factories
® Accelerate Project ARK initiatives ® Driving forward SDI platform and SDI process

Long-term Management Strategy R.1.S.E. 2035 Progress Report | 2. Measures to strengthen profit

structure toward 2027

Please turn to slide four.

First, | will discuss company-wide profitability. We are advancing initiatives toward achieving a 10% business
profit margin by 2027. Going forward, we will focus on three areas. The first is expanding revenue centered
on premium tires, the second is ensuring stable profitability, and the third is reducing total costs through
Project ARK.

Under Project ARK, we expect cumulative cost reductions of JPY29.5 billion by the end of 2027. Through the
introduction of innovative equipment, we also aim to increase annual production of highly profitable tires by
250,000 units and achieve an annual contribution to earnings of several billion yen on a marginal profit basis.
All the initiatives are progressing according to the plan. | will explain them later.
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3-1. Tire Business Business Strategy S [l s G S

published on March 7, 2025)

Steadily implementing the initiatives outlined in R.1.S.E. 2035

Further Strengthening Achieving New Heights with Achieving a Sustainable
DUNLOP an Established Brand Business Structure

>15%
tire Business 7.3% >10%
Business Profit =
(%)
2024 2027 2030 2035

Strengthening DUNLOP brand Establish the DUNLOP brand within the Premium tire market

Expansion of the ACTIVE TREAD in

Strategy European and North American market ACTIVE TREAD evolution (Third and Next-Gen Switch)

Development Process Evolution Using Al-Powered SDI Processes and SDI Platforms
Details will be revealed

in following pages

Optimization of production capability Production Innovation Optimization of
within In-House New Factory global production allocation
Optimization of - s e < .
Major BrodLction SEzalcoi position Cor ion of prc outsourcing and collaboration
Investment : ion 11
Expansion of production lines for ACTIVE TREAD
Themes (Thailand and major Japanese factories) Global product expansion

Long-term Management Strategy R.1.S.E. 2035 Progress Report \ 3. Growth Strategy

Next, please turn to slide five. | will now discuss our growth strategy.

First, 1 will talk about the tires business. This roadmap is quoted from the materials for the Long-Term

Management Strategy R.I.S.E. 2035 published last year. We were able to make steady progress on the
initiatives shown here both last year and this year.
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3-2. Brand x Technology x Development & Production Structure é,)

Combining brand, technology, and structure, accelerating the growth in the premium tire markets in
Europe and North America
Development and

Brand Technology .
X X Production Structure

Consolidating the DUNLOP brand Advancing Active Tread Technology  Development Process Evolution
Consolidating the brand presence in the Unique technology adapting tire Change of development process and
premium markets in EU and NA performance to environmental change enhancement of local engineering capabilities

¥ Molarsparts v Increasing development capacity

s " ncre il Vel Ci |
¥ Briish Herttage v E”thPCing sensitivity to water and temperature v Reinforce?'nent of zverseaspzechnical centers
conditions
Multi-Pathway Strategy v Achieving outstanding performance through
(Three-Brands Strategy) ré'u"iplgladﬂye t$chn;l°gi‘l=_s F— Production Innovation at In-House
. X " . . v Expanding Active Tread application from al

Delivering optimal solutions tailored to needs of season category to others New Factory
each region, customer, and usage v Accelerating differentiated technology through

Reinforcing the manufacturing foundation
Al-supported developments 9 9
v Covering all ranges and customer segments by ¥ Operation of the new manufacturing system

three-brands " "
v Tier 1 & 2 for premium value, and Tier 3 for SUN=IAN SYSTEM

supply capability and cost competitiveness
v Driving upselling through customer touchpoints
established in each country

The History of DUNLOP FALKEN's

Long-term Management Strategy R.1.S.E. 2035 Progress Report | 3. Growth Strategy

Please refer to slide six.

Within the overall picture | outlined earlier, we have three key initiatives. The first is brand, the second is
differentiation through technology, and the third is the development and production structure. Our greatest
earnings driver is growth in the premium tire markets in Europe and North America. For brand, we will
consolidate the DUNLOP brand and cover all ranges through our new three-brand strategy to contribute to
enhancing brand value.

Second, for technology, we will further advance Active Tread. Third, for the development and production
structure, we will transform the development process and advance production innovation at the In-House
New Factory without delay. By combining these initiatives, we will accelerate growth.
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3-3. Multi Pathway Strategy - Overview of the Three-Brands Strategy é,)

(1) Building optimal customer touchpoints by country, region, and purpose
(2) Driving upselling through the customer touchpoints

: @D UNLOFP Concentrating resources on
Tier 1 premium and high-value-added
offerings

ZIL ICEI G'obal expansion with

. positioning the brand as the top
Tier 2 category of Tier 2 brands

Our strength: a strong global Tier 2 brand

ENTRY BRAND

Securing supply capacity and
cost competitiveness by
utilizing external sourcing

Tier 3

Long-term Management Strategy R.1.S.E. 2035 Progress Report | 3. Growth Strategy

Please refer to slide seven.

| will now discuss the Three-Brands Strategy that lies at the core of these initiatives. We call this the Multi-
Pathway Strategy. The key is not simply to have multiple brands, but to continue providing the optimal value
proposition for each individual customer's needs and a pathway forward from there. Our approach is to build
optimal customer touchpoints by country, region, and purpose, and use those touchpoints as a starting point
for driving upselling to higher tiers while staying closely attuned to customer needs.

The foundation of this strategy is FALKEN, a strong Tier 2 brand we have built in Europe and North America.
Building on this solid foundation, we added DUNLOP to serve the premium segment and profitable offtake
products for the entry-brand segment by utilizing external resources, thereby establishing a robust structure
covering the full range from Tier 1 to Tier 3. With this structure, we intend to drive upselling and enhance
brand value.
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3'4. Mu‘ti Pathway Strategy — Overview of the Three-Brand Strategy in Europe @

Achieving to offer the optimal mix of three brands and products by capturing Europe’s diverse demand

The Need for the Three-Brand Strategy in the European Market

N\ - S 5 i
(& ) (1) Market Characteristics E (2) Dealer Preferences IH\ (3) Diversifying Customer Needs
it o Dealers welcome multi-brand offerings A growing number of customers are prioritizing
mz:lkgitffcitzIrtatcsegr(l)sflsi(i:fhv:ginbg‘flecct)):;rtlgy from the perspectives of product variety price amid inflation and rise of cost for vehicle
’ and inventory efficiency. ownership.
. Image of Market Share by Tier
Our Brand Portfolio in each Country/Region"!
100% __ Germany FR/ES/IT
Tier 1 @DUNLOP 80% | Tier 1
Optimizing the brand and i Tier 1
> Tier 1
product mix for each 60% | )
Tier 2 ZILICEDN market's structure to i Tier2
maximize the demand 40% ;
1 Tier 2
) Tier 2
Tier3 PMEUNMANT 20% Tier 3
Will be launched in Q1 2027 Tier 3 Tier 3
0% | er

*1_Prepared by SRI based on GfK data.

Long-term Management Strategy R.1.S.E. 2035 Progress Report \ 3. Growth Strategy

Please refer to slide eight.

First, | will explain about European market. There are three reasons why a multi-brand strategy is effective in
Europe. First, market characteristics vary by country. Second, dealers welcome carrying multiple brands. Third,
customer needs are diversifying, with an increasing focus on price. In line with the demand structure of each
market, we will optimize the brand and product mix of DUNLOP, FALKEN, and PNEUMANT, which will be newly
introduced, to maximize demand while also advancing premiumization.
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3-5. Multi Pathway Strategy - Three-Brands Strategy in North America é,)

Accelerating growth in North America by piling up DUNLOP’s premium on FALKEN's firm foundation

Tier 1
@DUNLOP Prepare the lineup of all-season
Pursuing premium and high-value-added and ultra-high-performance sports
products by concentrating resources on it tires by 2030

| Developing and launching the new product
lineup featuring ACTIVE TREAD

- Sales channel expansion: Significant increase in retail outlets

Tier 2 ~ZILIKEN

p |
. i v - / a Approximately 2.1 times of deals (vs. Q1)
Establish a distinctive position / / + Capacity expansion and new equipmet for large-diameter tires
as a leading Tier 2 brand /4 + Reinforcing the Technical Center in NA

Until 2025

Foundation: FALKEN's business platform & relationships with car makers

Tier 3 © SUMITOMO TIRES

Long-term Management Strategy R.1.S.E. 2035 Progress Report | 3. Growth Strategy

Please refer to slide nine. Next, | will talk about North American market.

The key to our North American strategy is to build DUNLOP's premium position on the firm business
foundation established through FALKEN. With WILDPEAK in its product lineup, FALKEN has established a
distinctive position as a leading Tier 2 brand. Its strong relationships with automakers are another strength.

By leveraging FALKEN's sales foundation, the number of DUNLOP transactions has approximately doubled
from the Q1 level, and the number of retail outlets carrying DUNLOP has also increased significantly. We will
invest in expanding production capacity for large-diameter tires and reinforce our Technical Center in North
America. By 2030, we will establish a lineup of new products featuring Active Tread, ranging from all-season
and all-weather tires to ultra-high-performance sports tires.
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3-6. Evolution of Active Tread Technology é,)

Active tread is a unique technology where the rubber changes its behavior depending on the road
surface and environment. The technology creates new value across diverse categories as a next-
generation platform with broad applications.

The Five Switching Expansion of Categories Provided Values Four contributing areas

Technologies

Water % | 2027 Reliable under all weather CASE
i Lv.2 i i
s4¢ Switch ¥ SYNCHRO WEATHER successor Free from Changing Tires Contributing to Mobility Transformation
—A
Temperature t - 2028 Grip and
Switch > Ultra-high-performance sports tires Fuel Efficiency Environment and
Resource Circulation
The 3rd Lyt 2028 Improvement of Safety, TRWP / Waste Tires :
Switch Lv.2 g i Electricity Comsmption, and CO: Reduction and Resource Conservation
Next-generation UHP tires Quistniess
The 4th Social Infrastructure
Switch 2028 Driving Capability on Off-Roads Fleet Efficiency
4 X 4 tires Comfort on On-Roads Cost Reduction for vehicle ownerships
. 5
. H
Next i B Experience & Health
Generation 203X Automated Driving Driving Safety
Switch Tires for automated driving Pavement Sensing Security in aging societies

Long-term Management Strategy R.1.S.E. 2035 Progress Report | 3. Growth Strategy

Please turn to slide 10. | will discuss the second key initiative out of three, technology.

Active Tread is our unique technology in which rubber itself changes its properties according to the road
surface and environment. We position it as a next-generation compounding technology platform with a broad
range of applications. We are making steady progress on our plan to further advance the water and
temperature switches, then develop third and fourth switches, and expand the technology's application from
all-season tires to ultra-high-performance sports tires and 4x4 tires.

The value provided by Active Tread also has the potential to contribute to solving social issues. We believe
this will form the core of rubber-based innovation that opens up the future. Ultimately, we intend to make a
significant contribution to an automated driving society through next-generation switches.
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3-7. The Source of the Evolution of Active Tread é.)

Creating next-generation technologies through rubber-based innovation by leveraging cutting-edge

analytical data through advanced research foundations.
Advancement of the Infrastructure for Research

Embracing the state-of-the-art analytical facilities arid Developmient with NEC (susiegic Parershic)
. A as> o .'k' 3
. Wk T Ready for 95% reduction
of designing period for

compound development

SPring-8

Utilizing Quasi-Quantum Annealing

»
i

#: Imitates the ism of quantum comp for efficiently solving complex
i on a regular

Al enables to shorten the

% “a®e #s #% searching time by 70%
for finding candidates of
N - materials with succeeded
*e .. implicit knowledge

Creating new frontiers through rationalization enables to
accelerate market entry and deliver "valuable experiences
for the future,"

Long-term Management Strategy R.1.S.E. 2035 Progress Report \ 3. Growth Strategy

Please turn to slide 11.

What is supporting this evolution is DUNLOP's unique research and development platform. Through our
advanced research and development platform, we are creating value from data obtained at cutting-edge
analytical facilities such as SPring-8 in Hyogo Prefecture and Tohoku University's NanoTerasu. Furthermore,
through Al development with NEC, we have enhanced our research and development platform to the point
where the time required to design compound recipes can be reduced by up to 95%. This will accelerate the
evolution of Active Tread and create further value in new domains.
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3-8. Transforming the Development Process é,)

Expanded development capacity by approximately 1.3 times*1 through unique Al simulation.
The simulation has been applied to the new flagship products.

Utilization of Simulation and Al Platform Design and Development

+ High-Precision Performance Prediction » Standardization of specifications and family
a“' Reducing Design Review Time development Reducing development man-hours with
& 0 o common specifications
. s @ Ee "@ Efficiently releasing diverse products
1@ &) P?ttern Plam_mg and Performance Prediction oan ..:5;-_- with the é’gmbinaﬁgn of paﬁi
o= with Generative Al xana (i)
+ Development Efficiency * Productivity improvement through reduced
material types
l@g 5 Reducing the number of prototyping and evaluation %, A Reducing the burden of material change and
e N l|| inventory management at production sites
v’ Our Uniqueness
|
— A unique platform constructed with the y ’  Improving development capabilities Striking a balance between accuracy
=
-— evaluation and simulation data for long = = and quality by connecting expertise £ and speed by the combination of
_@ years and integrated with Al s%=f~  from designing to production 1 forecasting tech and platform designing
-

Further process transformation to increase development speed and capacity by approximately 1.5 times™ (target: 2028)

*1 vs. 2024 results, *2 SDI: Sumitomo Rubber Development Innovation

Long-term Management Strategy R.1.S.E. 2035 Progress Report | 3. Growth Strategy

. All rights reserved

Please refer to slide 12. This slide shows the third key initiative, the development and production structure.
Development efficiency has also improved significantly. By utilizing our unique Al simulation, the SDI Process,
and the SDI Platform, we have expanded our development capacity to approximately 1.3 times compared to
2024 level. These have already been applied to BLUE RESPONSE TG and the new studless tire ICE Pro. We will
advance transformation in both design technology and the development process, increase development
speed 1.5-fold by 2028, and strike a balance between accuracy and speed.

3-9. Reinforcing Overseas Technical Centers E,)

The structure building proceeded as planned.
The cycle of "local development -> technical proposals to car makers -> order from car maker" is

beginning to work in each region
e . Reinforcing
- China [ Development ]

North Develo i
b E pment phase Full-operation
—— America has begun Europe working
Gratitialiv expsndin Full-operation is working with the !Es'g!':alish:d_ a new technical sales base
develo: rﬁentpca ab!i;Iities development capacity increased ey anghal
A P by 50%

P : Takin g U Quick-delivery development for car
Bevsiop geglrmg fo :ta_ﬂ tlhz !ocml{;PE R develoments for premium car DI nakers in China
ot evelopments including RS makers ment

for SUV and Pick-Up vehicles —RFQ 3X (Yo¥) —RFQ 1.5x (YoY)

m Global Technology Hub

. Dvelopment of Active Tread technology
bl Platform design development, DX implementation
Japan Tech and Process Development to support global
developments

Long-term Management Strategy R.1.S.E. 2035 Progress Report | 3. Growth Strategy

. All rights reserved

Next, please turn to slide 13. The reinforcement of our overseas Technical Centers, which are responsible for
local developments, is progressing according to the plan. The number of RFQs, or requests for quotation,

= SCRIPTS

—
-— Asia’s Meetings, Globally

31



received from premium OE manufacturers has approximately tripled in Europe and increased approximately
1.5-fold in China. We have also been able to begin development in both areas. We will steadily translate this

progress into gaining entry with premium OE manufacturers.

3-10. “In-House New Factory”

&

Innovative manufacturing systems have been introduced to factories in Japan, Thailand and

Direct contribution to earnings
with increase of high-profit output

Indonesia. Expanding premium tire supply capacity as planned.

SUN-TITAN SYSTEM in operation (Thailand)

COMPACTIVE-TBM'
(Japan & Indonesia)

BootprinffoffStandard

35% space-saving

Roeflpiiit of GOMPACTIVE TEY

Equipment for ultra-high-performance sports
tires (mass production from 2027)

WILDPEAK A/T4W

Quality improvements and weight reduction
confirmed in prototypes

(1) Quality improvement and
weight reduction

Better roundness and Approx. 1
kg lighter/tire = Reduction of
material cost and variable cost

(2) Better size mix
Conversion of PC tire line to
'WILDPEAK production

(3) Volume
+250,000 units/yr
Highly profitable tires

—~

several billion yen/yr

Potential for contribution to profit

(marginal profit)

Project ARK

Putting resources for launching (supports from Japan)
Mass production has moved forward from the original plan (Q4 2026)

*1 Compact Adaptive Tire Building Machine. This compact next-generation molding machine can be installed in existing factories, enabling
high-performance tires to be produced with high precision and efficiency.

Long-Term Management Strategy R.1.S.E. 2035 Progress Report

Please turn to slide 14.

Next, | will explain about the production structure. The introduction of new manufacturing systems at our
facilities in Japan, Thailand, and Indonesia is progressing according to the plan. In particular, we are working
to bring forward the start of operations of the SUN-TITAN SYSTEM, innovative equipment at our Thailand
factory. The first WILDPEAK prototype produced using the mass-production equipment is on display today at
the back of the venue. We will steadily translate increased production of highly profitable products into
earnings and strengthen our supply capacity for premium products as planned.
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3-11. Premium Tire Product Plan R e
November 2025

To promote premiumization, we are launching new products, developing technology, and introducing

equipment as planned.
Tire Categories ~2025 2026 2027 2028 2029 2030

All Season \ @ For North America ‘ﬁ I Global Expansion
Ultm_ngh ® el 5 | All season A p—
Performance Sports ;{’ﬂcﬂmo WEATHER '25/12 BLUE RESPONSE A/S by < ﬁ@ Supply to premium automakers
i I ializati .
Pickups & SUVs Sl L e LD Expand large overall diameter off-road Tyres
Other - .
Profitable Premiums ) Expanding Active Tread Technology
'26/4 BLUE RESPONSE TG '26/8 WINTER MAXX ICE Pro to Other Categories
The B water switch Evolutiof) B )
et || B (s oy )
Active Arnye | T — X . :
Tread Technology | | RE4° €© 3rcsuicn B
Introduction NEO-T01
of innovative In-House

ISUN-TITAN SYSTEM *'\. (Thailand) /S = TTTs
*2

equipment New Factory ~ (Japan) (Indonesia)

Promoting premiumization with active tread technology

Premium ‘ | | — | —
i 47% 5% || 54% 56% s8% | 60% |
_| Other Products
[] Premium Products 2025 Actual 2026 2027 2028 2029 2030

*1 An evolved version of our eriginal manufacturing method "Taiye". It is possible to achieve high design, high roundness, and weight reduction of large outer diameter Tyres at a high level.
*2 Compact Adaptive Tyre Building Machine. It is a compact next-generation molding machine that can be installed in existing plants, and can produce high-performance Tyres with high precision and efficiency.

Long-term Management Strategy R.1.S.E. 2035 Progress Report \ 3. Growth Strategy

Please turn to slide 15. We will steadily translate these technologies and our development and production
structure into products and bring them to market. We were able to launch new products such as BLUE
RESPONSE TG and ICE Pro according to the plan. Their performance has also improved significantly. Going
forward, we will use Active Tread technology as a key strength to increase the premium ratio from 47% in
2025 to 60% in 2030. This premiumization is steadily progressing.

3-12. Expansion of Premium Product Sales: 2025 resuits -> 2030 sales Pian é,)
Steadily expanding premium product sales in Europe and the US toward the target in 2030 by
releasing optimal products to regional features.

a 4.3x \ . 4.5x .
> )

All-season /
All-weather tires —
6.6x 2.3x

|

UHP tires L™ ™
1.4x
SUV and pickup tires —
2025 Sales Volume Il 2030 Sales Volume Plan Bubble sizes are illustrative; multiples compare the 2030 plan

with 2025 results

Long-Term Management Strategy R.LS.E. 2035 Progress Report

Please turn toslide 16. This slide shows our plan to expand sales of premium products. The chart shows growth
in sales volume based on 2025 results. Toward 2030, we will increase sales of SUV and pickup tires in North
America to 1.4 times the 2025 level and sales of all-season tires in Europe to 4.5 times the 2025 level. We are
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steadily advancing our plan to expand premium product sales in Europe and North America by launching
products optimized for the demand characteristics of each region.

3-13. Initiatives to Enhance Brand Value for ONE DUNLOP é,)

Focusing on Europe and the United States, driving the growth of premium products by the
enhancement of brand value to expand customer touchpoints.

> DUNLOP
"A Global Premium Brand Symbolising Challenge"

fl MoTORSPORTS — &=
&. || Racing Activities

QUALITY Ao ATP

Ensuring stable play for players

o m No.1 Ball on the ATP Tour

Australian Open/ATP Finals European Masters Official Ball

s hi

(Presented by DUNLOP)
Performance demonstrated at Ntrburgring 24H/ Super GT

EMOTION
Moving experiences created by the
athletes' performances
C with professi: sports players.
Yui Kamiji, Jack Draper
Hideki Matsuyama, Miyu Yamashita, and others

& Creating new experiential value

Contribution to the Next-Generation
Motorsports
Gran Turismo Sponsorship

Long-term Management Strategy R.1.S.E. 2035 Progress Report \ 3. Growth Strategy

Please refer to slide 17.

Enhancing brand value will provide strong support for this expansion of premium products. We are working
to strengthen the brand, focusing on Europe and North America. Through motorsports, tennis, golf, and the
excitement generated by leading players in each field, we will expand customer touchpoints as a global
premium brand that symbolises challenge. Through this virtuous cycle, we will further solidify business growth.
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3-14. Sensing Core é.)

With the gaining value of sensing core, expanding adoption of sensing core with its safety function

as the point of origin. Validating Performance in Motorsports

Early detection of slippery road surfaces contributes to safer operation
and reduced accident risk.

ca "

Raoad
Changs

Technolog
. Toward future in-vehicle adoption,
Services advancing Real-World Validation
LR
2 Market Size™ Standard installation to Isuzu ERGA (from July 2026~)
= 48 million units Early detection of abnormalities for enhanced safety
s Tyre
s ) Market Size™!

Wheel Drop Warning Detection
+2 models scheduled
for adoption within 2026

Provided by: Isuzu Motors Co., Ltd

World's first standard installation for commercial

2026 2028 2030 Market % EV of an overseas car maker’

ExDansu’n Contributing to reduction of drivers’ stress and stable transportation
of shipments by stabilizing handling feeling under load changes

*1 Market size: indirect TPMS market + commercial and passenger vehicle production in each region (company estimate). Coverage: Asia and Europe from 2028, North America from 2030.
*2 Based on our tire load detection installations to date.

Long-term Management Strategy R.1.S.E. 2035 Progress Report \ 3. Growth Strategy

Please refer to slide 18. | will now discuss growth areas outside the tires business.

First is Sensing Core. The value provided by this technology, which captures tire conditions through data, is
gaining recognition, and its adoption is steadily expanding. Following its installation as standard equipment in
Isuzu Motors' GIGA last year, wheel drop warning detection was also installed as standard equipment in Isuzu
Motors' ERGA starting in July this year. The technology has also been selected for two additional models to
be launched by the end of this year.

In addition, tire load detection was installed in a commercial EV from an overseas automaker for the first time
in the world. We are also conducting demonstration testing of road surface condition detection in
motorsports. While building a track record in safety functions, we will simultaneously expand functionality
and adoption.
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3-15. Fleet Management é,)

Japan: building a revenue base via “Eco Smart Plan”, a fleet management
North America: advancing demonstrations with Viaduct Al

@ EcoSmartPlan: Building a continuous revenue base in three stages

Exploring solutions utilizing Viaduct Al
Technology e Leveraging vehicle data for fault prediction and countermeasures;

Services S from monitoring to predictive maintenance

ESP1.0 ESP2.0 ESP3.0
Failure) Action CMMS7) Market Size™! Tire installment Full maintenance w2l
BredictionProposal| 1415 million inits management
.~ > Expanded to commercial 20,000 units contracted in total
Failure) Action o hicl
BT Cnmsasy,
1 clrent 8.5 million units =
e | Status - Trailer Deployment ——— [Falure | Adtion ‘
Praeen)  Market Side’t === g e
\ - . = : %
S """"’",{"“"s Viaduct Al: currently under validation
+ Large jruck Discussions progressing toward contracts with multiple fleet,

2026 2028 2030 rental, and logistics companies
Expanding eligible rolling stock
and parts coverage

*1 Market size: Estimated from the number of vehicles equipped with fleet management services (FMS) in the North American market (our assumption)

Long-term Management Strategy R.1.S.E. 2035 Progress Report \ 3. Growth Strategy

Please turn to slide 19. Next is fleet management.

We are advancing this business based on an approach of establishing a solid foundation through proven
results and broadening its scope with Al. We have enhanced Eco Smart Plan, our domestic fleet management
service, and established a revenue base with contracts covering a cumulative total of 20,000 vehicles. While
expanding this business, we plan to combine vehicle data with Viaduct Al and expand our services from
monitoring to predictive maintenance. In North America, we are conducting demonstration testing of a
service using Viaduct Al that goes beyond failure prediction to recommend countermeasures. We are
currently negotiating contracts with several companies, including logistics and rental car companies.
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3-16. Industrial Products Business é’)

Contributing to solve social issues globally with good foundation of technology which got Japan's
top-market share. Steady progress with four consecutive years of profit growth.

Expansion of Overseas Business New Launch of 'Empathy Products™?2

Business Profits 2030
X Cumulative Number of
Overseas 2 mistieNoriers 15+ Products
Items Area Growth rate Overseas business profits

Products launching in 2025
Europe and i

Medical rubber Arerica 220 150 <0
Seismic damper
prafiteoni Southeast Asia 300% 100
Fender Asia 300% 2

H turf for sports

Backless work gloves Arti
Rubber for . u " "Hibrid- "
OAEquipment  CNina e 2025 2027 2030 i reaiss -eigl Hibrid- Turf REX” i
Products launching in 2026 sequentially from
¥ Reinforcing sales of high-quality/high value-added products in Asia, Europe, b et 26
and the US

v Leading expansion by DUNLOP and the technology supported by the top
share in Japan

Portable ramp

Progress Foam Fenders for wheelchairs Residential Seismic Damper
. . o i i "MIRAIE §"
- Preparations for overseas sales of fender materials are progressing in DUNLOP Slope §
good pace *1 An index based on 2025 results at 100, *2 Products that respond to diverse social needs

« Other products are flexibly adapted to market conditions *3 Announcement to home builders is scheduled at the beginning of summer 2026, product
shipments from winter 2026

Long-term Management Strategy R.1.S.E. 2035 Progress Report | 3. Growth Strategy

Please turn to slide 20. This is the industrial and other products business. Based on technologies that have
secured top market shares in Japan, we will expand sales of high-value-added products in Asia, Europe, and
North America. We plan to double overseas business profit by 2030. With four consecutive years of profit
growth expected, we will steadily advance R.I.S.E. 2035.

3-17. Sports Business E,)

With professionally proven performance, driving enhancement of DUNLOP's brand value and
expansion of its fan

o_0
! Top (Pro) Parformance .&. Amateur m For beginners
Player usage Certification upper class affect

Golf Tennis
v Steadily enhancing our presence in NA to become a global top 3 v Frontrunner in enhancing brand value
- Increased professional use and their victories in Europe and the - Aiming to achieve No.1 sales share by 2030, left a good
US have led to the strong iron club sales. footprint becoming No.1 in ATP usage rate
- Developing differentiated golf ball in accordance with the new rule - Modeled after the strong performance in Europe, our ball was
- Strengthening the foundation for growth to aim for the global top 3 also nominated as an official ball on the US Tour

- Expanding business toward becoming No.1 in ball market share

SRIXON sales History of Iron Club
290

Yui Kamiji
Achieved Lifetime Golden Slam

218

“Padel” the popular game in Europe
Actively expanding the sales for it

100
=1
Expected to be 290% - R
N : : eSports
Ryan Fox
21 22 23 24 25 26 The Open Championship Winner

v Strengthening initiatives as the third pillar of the business
- Signed with the top team and contributed to appealing to younger

v Implementing SRIXON rebranding to expand the target customers D> fans

PRESENTATION TITLE GOES HERE ‘ 01 SECTION TITLE GOES HERE

Please refer to slide 21. This is the sports business. Starting with performance proven by professionals, we will
enhance brand value and expand our fan base. In golf, increased use and victories by professional golfers in
Europe and North America have provided momentum, resulted in strong iron sales. SRIXON iron sales are
expected to reach 290% of the 2021 level, and we are making steady progress toward becoming one of the
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world's top three manufacturers. In tennis, based on our achievement of the number one ball usage rate on
the ATP Tour, we aim to achieve the number one market share in ball sales by 2030. In addition, we will pursue
eSports as a third pillar.

3-18. Project ARK Expansion Plan é,)

Targeting to add ¥30 billion in profit from 2028 onward

2028-2030
Targeting to add cumulative profit

improvement of ¥30 billion
*image

2028 2029 2030

Key Initiatives

= (Ongoing) Reduction of tire manufacturing costs: reducing raw material expenses
= (Ongoing) Reduction of tire manufacturing costs: shortening tire development lead times

* Reduction of tire manufacturing costs: Harvesting In-House New Factory results + Starting from 2027

* Reduction of tire manufacturing costs: The new ERP system: utilizing costs by size « Starting from 2027
and process (Cost Planning and Cost Improvement)

* DUNLOP Tire sales: Quantification of value gains from brand enhancement and new « Starting from 2028

technologies

Long-term Management Strategy R.1.S.E. 2035 Progress Report | 3. Growth Strategy

© Sumitomo Rubt

Please refer to slide 22. It’s about Project ARK.

From 2028 onward, we will once again take on the challenge of delivering a profit contribution of JPY30 billion.
We aim to build up this new cumulative contribution from 2028 to 2030. In addition to continuing initiatives
to reduce raw material costs and shorten tire development lead times, we will harvest the results of the In-
House New Factory, improve costs by utilizing our newly introduced ERP system, and quantify the value gains
from brand enhancement. We intend to support our next phase of growth through these multifaceted
initiatives.
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3-19. Al Fault Prediction and Cause Investigation Solutions é,)

As part of the total cost reduction activities, operational efficiency improvements at our own
factories was demonstrated. Exploring the potential to sale externally.

Acceleration of cause Reduction of downtime Streamlining of
investigation = maintenance

7T\ G

(&) (- LA 4

Demonstrated Case: Miyazaki Factory Future Developments

@ Solutions for Manufacturing [

Three Values Provided by Viaduct Al

~Core Manufacturing~ mma| ) o
Make it effective in-house
Target: Streamlining maintenance and analysis Expand the method horizontally to other in-house sites, then
. contributing to the reduction of total costs across the entire
Key achievements: group

P Maintenance time: approx. 45% reduction
(81 min—43 min) Exploring the potential for external offerings
P Analysis time: approx. 80% reduction
(545 min—120 min)
Integrating scattered data of equipment and maintenance,
Al suggests the appropriate repair method

Receiving inquiries from manufacturing companies facing
similar on-site challenges, discussions with them for PoCs
ongoing.

Long-term Management Strategy R.1.S.E. 2035 Progress Report | 3. Growth Strategy

Please refer to slide 23. As one example, | would like to introduce our Al fault prediction and cause
investigation solution using Viaduct Al.

This initiative began as an in-house cost reduction activity. Demonstration testing at our Miyazaki Factory
confirmed that utilizing Viaduct Al reduced maintenance time by approximately 45% and the time required
to analyze the causes of equipment failures and other issues by approximately 80%. We will deploy this
solution throughout our group and pursue further cost reductions. In addition, identifying the causes of
equipment failures and other issues is a common challenge in the manufacturing industry, so we intend to
explore opportunities for external sales.

Today, | have explained the progress of R.I.S.E. 2035 by business areas. | feel that each individual challenge in
new growth areas and project work is beginning to produce tangible results. We will continue moving forward
without losing momentum and steadily advance R.I.S.E. 2035.

Thank you very much for your attention.
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Question & Answer

Inoue [M]: We will now take questions from the audience. We will alternate between questions from
attendees here at the venue and those participating online. We will start with a question from the floor. Please
state your company name and your name before asking your question. Due to time constraints, please limit
your questions to two per person. The person in the middle of the front row, please go ahead.

Sakamaki [Q]: Sakamaki from Bank of America. Thank you for today.

My first question concerns this fiscal year, and | am looking at page 29 of the materials. Compared with the
previous forecast, volume and mix appear to be the largest factor behind the downward revision. On the
following page, North American sales volume appears to have been revised downward the most. Could you
explain again what has been happening recently?

From an external perspective, Tier 2 and Tier 3 manufacturers appear to have continued lowering prices since
the war in the Middle East. It also appears that your company may have lowered FALKEN brand prices slightly
since the beginning of July. Meanwhile, Tier 1 manufacturers appear to be steadily raising prices, so the
market also seems to be becoming polarized. Could you explain what is happening in the market and what
led to this revision? You still plan to increase sales volume in H2, so | would also like to confirm how confident
you are that this is achievable.

Kuniyasu [A]: Thank you for your question. | will provide a brief explanation.

In North America, sales were sluggish in January and February due to a cold wave. From late February, sales
weakened significantly because gasoline prices rose due to the situation in the Middle East. We recognize that
an increasing number of customers in the North American market are shifting from Tier 1 products to Tier 2
and Tier 3 products.

Under these circumstances, we unfortunately adjusted FALKEN prices in April. Although sales volume declined
as a result, we have managed to limit the decline to less than the market downturn. Regarding pricing, our
understanding is that even Tier 1 manufacturers have found it difficult to raise prices amid these weak market
conditions. Higher raw material costs are negatively affecting all manufacturers, not only us, but
manufacturers have been unable to raise prices sufficiently to offset them. However, manufacturers have
begun moving to raise prices in H2 this year, and we will also proceed with price increases. Therefore,
regarding the concern that our prices may be pulled down by Tier 3 and Tier 4 pricing, we believe we have
managed to hold the line to some extent.

We are closely monitoring the situation in the Middle East, but we do not expect these market conditions to
persist throughout H2. We therefore expect some recovery. We will also launch our new DUNLOP product,
GRANDTREK HLX, and expand the WILDPEAK size range. Accordingly, we do not expect sales volume to decline
as much as it did inH1.

Tsuzaki, please add anything further if necessary.

Tsuzaki [A]: Market conditions were quite weak in H1, particularly from January to March, due to the impact
of snowfall and the situation in the Middle East. However, the market finally posted YoY growth in June, and
we believe inventory adjustments have also begun to ease somewhat.

For our part, we will expand the WILDPEAK size lineup and deliveries to OE customers, and finally begin
increasing production of large WILDPEAK tires, by expanding capacity. We will also nearly double the size
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lineup of BLUE RESPONSE A/S, the new DUNLOP product launched this spring, and introduce another new
product by the end of this year. We will roll out these measures one after another. The number of transactions
has also increased significantly, and we believe we can build on that increase with these measures and new
products.

There were some irregular factors in H2 last year. These will have a positive YoY impact equivalent to more
than 100,000 tires this year, and these factors form the basis of our H2 plan. The YoY assumption is somewhat
ambitious, but we believe the figure is fully achievable. That is all.

Sakamaki [Q]: Understood. Thank you very much.

My second question concerns the business results and the risks and opportunities associated with the newly
revised forecast. | wonder whether prices, which declined in Q2, can really recover by Q4. Raw material prices
have risen slightly recently, among other factors, but there also appears to be some buffer in expenses. What
risks and opportunities should we consider? If we take this forecast as the baseline, how much visibility do
you currently have regarding next fiscal year?

Based on what you have explained, you are successfully securing dealers in Europe, Project ARK is progressing
ahead of schedule, and the SUN-TITAN SYSTEM in Thailand will also begin contributing. At a briefing about a
year ago, | believe you set a target of achieving a profit margin of 10% or more in 2027. In light of the current
circumstances, how has the outlook for next fiscal year changed compared with your previous expectations?
Are you now in a position where further upside can be expected? Please provide any additional comments
you may have.

Kuniyasu [A]: Thank you for your question. | will first discuss our aspirations for the next fiscal year, and Hino
will then explain the details.

Under R.I.S.E. 2035, we established a plan to achieve a business profit margin of 10% in 2027. That plan was
announced in March 2025. Since then, tariffs have been imposed, and this year we have faced the situation
in the Middle East. We have therefore continued to encounter extremely strong headwinds. However, looking
toward 2027, we expect the market impact of the situation in the Middle East to subside. We have also taken
firm measures to offset the impact of tariffs. Although we have not yet fully offset that impact, we will ensure
that the remaining portion is covered by harvesting the benefits of measures such as the accelerated
implementation of Project ARK. We have not yet formulated our plan for next fiscal year, but we intend to
move forward without changing the targets under R.I.S.E. 2035.

Hino will explain the details.

Hino [A]: First, regarding opportunities for this year, when we last provided an explanation, we had
incorporated only the negative impact of raw material prices and initially left the H2 forecast unchanged. We
subsequently conducted a thorough internal review of the budget based on current conditions. The outcome
is the H2 forecast we are presenting this time, particularly as shown on page 27.

As a result, raw materials are expected to have a greater negative impact than initially anticipated. In addition,
the volume and mix of sizes that | mentioned earlier remains challenging and will have a significant negative
impact. We are working to cover these factors through other items. We are currently implementing price
increases in each region, primarily in Japan. We have incorporated a positive contribution from these
increases into the current forecast based on our expectation that they will offset the negative impact to some
extent, as shown below the relevant column.

We have also reviewed and incorporated other expenses. However, in the end, we did not instruct the
organization to revise the plan by scaling back the initiatives it intended to undertake. Naturally, as the year
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progresses, decisions are made on whether to proceed with activities included at the beginning of the year.
Overall expenses are therefore likely to be somewhat lower. However, please understand that we prepared
the budget by building up the items currently expected in H2.

To supplement the discussion regarding next fiscal year, please turn to page seven. As shown here, we had to
lower the forecast by JPY16 billion from the previous forecast. A major factor is the volume shown above. We
are also currently raising prices in certain areas in response to higher raw material prices, and we expect the
impact of these increases to be felt on a full-year basis in FY2027.

As mentioned earlier, SYNCHRO WEATHER is currently performing extremely well, with sales increasing. We
will begin full-scale sales of this product in both Europe and the US, which will provide an additional
contribution. The decline in volume was also partly attributable to market conditions. If the market recovers
and we achieve the benefits of the current price increases and the recovery in volume, we should be able to
reach our original forecast of around JPY112 billion. The next question is how we can add approximately JPY30
billion from that level. This will come from the further buildup of measures toward 2027. In addition, Project
ARK is already expected to contribute JPY7 billion in 2027, and there will also be the benefit of higher volume.
At this point, we believe that achieving JPY140 billion remains possible. We will therefore continue working
toward that target through our initiatives in H2 2026 and our target for 2027.

Sakamaki [M]: Thank you very much.

Inoue [M]: Thank you, Mr. Sakamaki. Next, Mr. Maki from SMBC Nikko Securities, who is participating online,
please go ahead.

Maki [Q]: Thank you. This is Maki from SMBC Nikko Securities. | also have two questions.

My first question concerns sales trends for DUNLOP in Europe on page 10 of the financial results briefing
materials. The slide states that sales struggled in H1. My understanding was that conditions improved toward
March in Q1 and sales were gaining traction. However, looking at this chart, sales appear to have declined
slightly in Q2. Could you please confirm whether the trend you explained in Q1, namely that sales were
steadily gaining traction, remains unchanged?

Kuniyasu [M]: Thank you for your question. Tsuzaki will answer this question.

Tsuzaki [A]: Thank you for your question. In Q1, our logistics operations were disrupted, resulting in a difficult
start, but we subsequently recovered in March. From April to June, however, certain issues emerged.
Specifically, distribution inventory levels were higher than anticipated. In addition, customers built up
inventory ahead of the imposition of anti-dumping duties on products from China. As a result, distribution
inventory levels were quite high across Europe, and market conditions were difficult throughout Europe,
particularly in Germany, where we have a strong presence.

In addition, some DUNLOP-brand products had been pushed into the distribution channel at the end of last
year, resulting in slightly lower prices for certain customers. This required us to take some measures in
response to those prices. Including these factors, sales from April to June were down.

Looking ahead, the winter tire business will begin. First, winter tires are an area in which we are particularly
strong, even within the offtake product lineup, so we will focus on selling them firmly.

Second, the expansion of our transaction count is progressing smoothly. We will therefore continue working
to expand our sales channels and build relationships of trust with customers. Furthermore, we were unable
to participate in the so-called bidding business last year, so we believe such business can also make a positive
contribution. Including these factors, we intend to stabilize the offtake business.
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In addition, the new DUNLOP product BLUE RESPONSE TG continues to be well received. As explained
previously, we also continue to sell it at prices 15% above those of Goodyear's DUNLOP products. That is all.

Maki [Q]: In that case, | believe tariffs on imported products from China increased from around July. Is it
correct to understand that the rush demand ahead of the increase had an adverse impact, but that this effect
will dissipate in Q3 under the current outlook, meaning that the trend will normalize?

Tsuzaki [A]: That is correct. The impact may persist somewhat into Q3, but we intend to cover it through
growth in the number of transactions and increased sales of winter tires.

Maki [Q]: Understood. Thank you very much.

My second question concerns the update to the medium-term management plan provided in the President's
presentation. The update gave me a very good understanding of the progress made. However, regarding the
tire business strategy on page five, for example, you aim to raise the profit margin to 15%, but it seemed that
your long-term plan for sales had not yet been finalized.

| had expected that you might discuss this today. For example, once the outlook for DUNLOP becomes clearer,
will you be able to increase sales volume quite aggressively, as you explained at the previous DUNLOP
briefing? Even a qualitative response would be sufficient, but could you explain your current outlook for sales
toward 20307

Another issue, ultimately, is what you intend to do with the offtake products. Once DUNLOP sales are on track,
you may decide to bring production in-house ahead of schedule to some extent. Could you also explain your
thinking on this point? My question concerns sales and profit. Thank you.

Kuniyasu [A]: Thank you for your question. First, please refer to page 16 of the R.I.S.E. 2035 progress report.
We are considering various specific figures internally, but we have first presented how we intend to grow
premium products. The primary target is to increase sales volume of all-season tires in Europe to 4.5 times
the 2025 level. Although we cannot provide specific figures at this time, we have communicated an indicative
target of a 15% business profit margin in 2030, and we intend to work toward that target.

Another highly profitable category is SUV and pickup tires in North America. WILDPEAK, which already has a
very substantial sales volume, has been well received. Our plan to increase its sales volume to 1.4 times the
2025 level includes expanding our production capacity. With COMPACTIVE-TBM and the SUN-TITAN SYSTEM,
the 1.4 times target is now achievable. Although we cannot disclose specific figures for profit or sales revenue,
| would like you to understand that we are prepared to steadily advance this plan.

Maki [Q]: What about the offtake products?

Kuniyasu [A]: Under the plan, we will receive supplies of these products for five years, and we are proceeding
with efforts to sell them firmly. However, as sales of our premium products increase, there will be capacity
constraints on the sales side. We will therefore consider selling the offtake products not only in Europe but
also in other regions. Alternatively, we expect to consider and decide how to handle sales themselves in
around two years. That concludes my response.

Maki [Q]: Understood. Is the timeline essentially to proceed according to plan, wait for 2 to 3 years, and then
make a decision at that point?

Kuniyasu [A]: Yes, that is our understanding.

Maki [M]: Understood. Thank you very much. That is all.
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Inoue [M]: Thank you, Mr. Maki. Next, the person in the front row, please go ahead.
Sakaguchi [Q]: This is Sakaguchi from Mizuho Securities. | have two questions.

My first question concerns sales trends for SYNCHRO WEATHER in Japan. Sales have been strong, with solid
performance in Q2 following Q1, and both sales and profit exceeded the plan. | therefore believe performance
has been extremely favorable. According to the materials, you expect sales to increase significantly YoY in
both Q3 and Q4. How confident are you about achieving this? SYNCHRO WEATHER had already gained
considerable recognition heading into winter over the past two years, and sales were solid. Given that you
intend to achieve even further growth, | would like to hear how confident you are about H2 based on the Q1
and Q2 results. | would also like to know what growth trajectory you envision from next year onward once
you achieve sales of 1 million tires.

Kuniyasu [M]: Thank you for your question. Tsuzaki will answer this question.

Tsuzaki [A]: Thank you for your question. SYNCHRO WEATHER has fortunately been selling extremely well.
Our primary challenge in H1 was whether it would sell as a summer tire. However, recognition of the product
as a summer tire, including its comfort and quietness, increased considerably. As a result, we were able to
increase sales fivefold.

The number of transactions has also been increasing steadily, and sales are expanding strongly, supported in
part by word of mouth. Building on this foundation, we are also implementing various measures tailored to
different types of businesses. We are therefore confident that we can achieve further growth in Q4 by
promoting SYNCHRO WEATHER as an all-season tire that can also be driven on ice.

Looking to the next fiscal year and beyond, we believe we can continue along a growth trajectory exceeding
sales of 1 million tires. The all-season tire market in Japan remains small, so we intend to create the market
itself. We are considering various measures for next year and beyond and believe there is ample potential for
further growth.

We believe there are four factors behind the success of SYNCHRO WEATHER. The first is the product concept.
We have effectively communicated its dual-purpose performance as an all-season tire that can be driven on
ice while also delivering strong performance as a summer tire. We have also successfully embodied this
concept in the product through Active Tread technology as the second factor.

The third factor is channel development. We have established a certified store program that enables dealers
to clearly communicate the product's value to customers, while implementing measures tailored to each type
of business. These include car dealers and automotive specialty stores. Although time does not permit me to
explain the details, we are implementing highly detailed sales strategies.

The fourth factor is marketing. The impact of Shohei Ohtani, a major leaguer, and word of mouth have enabled
us to market the product effectively all the way to end users. We believe these factors have earned the
support of customers. Next fiscal year, we intend to fully leverage this expertise and expand SYNCHRO
WEATHER from Japan into Europe and the US. That is all.

Sakaguchi [Q]: Thank you. You have consistently discussed creating the market, and | understand that you are
now gaining confidence in your ability to do so. My second question concerns the revisions to your production
plan, how they will affect sales, and how this will lead into next fiscal year. On page 37 of the financial results
materials, you have lowered the production forecast due to factors including progress with the In-House New
Factory. My understanding is that the new facilities will come online earlier, resulting in lower production
because production on existing lines will be suspended. Is this affecting sales in the current fiscal year? In
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other words, is production being reduced not because demand is weak, but because you are strategically
introducing new facilities ahead of schedule? If so, is there any resulting impact on sales?

If the new facilities come online ahead of schedule, | would expect the mix to improve considerably from
around the end of this fiscal year into next fiscal year. Could you explain how the decline in production is
linked to its impact on sales? That is all.

Kuniyasu [M]: Thank you. Araki will answer this question.

Araki [A]: Thank you for your question. As Hino explained, we are deliberately reducing production capacity
based on the In-House New Factory concept. However, the capacity being reduced is for areas on which we
are not focusing. We are converting older conventional equipment for low-inch tires into equipment for high-
inch tires. Accordingly, lower capacity does not prevent us from selling the high-inch sizes on which we are
currently focusing. We therefore do not expect any impact on sales.

Under the In-House New Factory initiative, production at the Thailand factory will begin at the end of this year
and continue ramping up next year. Some projects at our factories in Japan will extend into 2028, but capacity
will increase progressively. These increases will be reflected in expanded capacity from next year onward. By
that time, we will be able to produce the tires we want to produce, which should also contribute to higher
sales volume. Does that answer your question?

Sakaguchi [Q]: Understood. Regarding the mix effect, is it correct to understand that it will materialize
somewhat faster than you initially anticipated?

Araki [A]: The SUN-TITAN SYSTEM in Thailand was initially scheduled to begin operations at the beginning of
2027. This was subsequently moved forward to the end of 2026 and has now been brought forward by another
month. The teams on site are making every possible effort. If we can shorten the planned schedule even
slightly, it should directly contribute to an improvement in the mix.

Sakaguchi [M]: Understood. Thank you very much.

Inoue [M]: Thank you, Mr. Sakaguchi. Next, Mr. Yoshida from Citigroup Global Markets, who is participating
online, please go ahead.

Yoshida [Q]: Thank you. This is Yoshida from Citigroup.

My first question concerns your outlook for the next fiscal year. | believe you said that there is ample potential
to achieve business profit of JPY140 billion. | assume that figure is based on net sales of approximately JPY1.4
trillion and a business profit margin of around 10%. However, that would represent an increase in profit of
approximately JPY44 billion from the current fiscal year, so | would appreciate a more detailed explanation of
the components of that increase.

You said that Project ARK could add JPY7 billion. | believe you had originally expected Project ARK to generate
an impact of approximately JPY17 billion [inaudible]YoY. Does this mean that the impact will increase to
approximately JPY24 billion, or that the effect of Project ARK will build up to approximately JPY37 billion?

I would also like to ask about costs. | believe various costs are increasing this fiscal year due to the launch of
DUNLOP and inflation. Although inflation-related cost increases may be unavoidable, will the costs
deliberately incurred for DUNLOP continue to increase, or will they reach a certain ceiling?
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Regarding the mix, | believe new Active Tread products will be introduced partway through 2027, so | question
whether they will really make such a full contribution in 2027. Could you provide a more detailed explanation
of how you expect to achieve the JPY44 billion increase?

Kuniyasu [M]: Thank you. Hino will take responsibility for explaining this.

Hino [A]: First, regarding Project ARK, the original plan, as shown on page 12, was to increase the impact from
JPY10 billion to JPY17 billion. Although some measures have been brought forward, | was saying that we
should be able to add approximately JPY7 billion. As for the remaining amount, although current conditions
are challenging, as | mentioned earlier, if we can recover the delayed impact of price increases and increase
volume, | personally believe that could provide a basis for reaching that level. Please understand that this was
my personal view. That is all.

Kuniyasu [A]*: Regarding expenses, we started from zero in preparing for DUNLOP sales last year and this
year. Please understand that the major investments related to DUNLOP sales will essentially be completed
this year. We will launch new products beginning next year and will continue making the necessary
investments in DUNLOP. However, please understand that there will be no further increase in costs associated
with the phase of rapidly ramping up volume.

The figure slipped out during the discussion, but we are conducting various studies based on our belief that
such an outlook may be achievable. It is not yet a finalized figure. We will strive to achieve 10% and set this
as our target. That is all.

Tsuzaki [A]: Yes. From my perspective, we are currently formulating various measures involving products,
sales channels, costs, and other areas that can add more than JPY50 billion in profit. We are now at the stage
of examining how to maximize the feasibility of these measures. This ties in with what Hino said somewhat
prematurely earlier. We will continue working to add as much profit as possible by preparing promptly while
determining how to increase the likelihood of realizing these measures. That concludes my supplementary
comments.

Yoshida [Q]: Thank you. My second question concerns the current situation in North America. | believe you
said that the market turned positive in June and that inventory adjustments were also beginning to ease.
Based on preliminary figures for June and July, is it correct to understand that conditions are improving? Tier
1 manufacturers began raising prices around June, and you will also implement price increases from August.
Although the situation in the Middle East has not yet been resolved, has the market environment settled
somewhat, and have you begun to see any changes?

Kuniyasu [M]: Tsuzaki will answer this question.

Tsuzaki [A]: Thank you for your question. Inventory levels are gradually normalizing. However, the situation
in the Middle East remains unpredictable, so we intend to continue monitoring developments closely. We
believe that market conditions allow us to raise prices, and we therefore decided to proceed with price
increases from August. That is all.

Yoshida [M]: Thank you.
Inoue [M]: Thank you, Mr. Yoshida. Next, the person in the middle, please go ahead.

Ohashi [Q]: Thank you very much. I'm Ohashi from Daiwa Securities. | have two questions.
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Regarding the price increases toward H2, | believe the magnitude of the price increases is smaller than the
actual increase in costs. Could you explain what pricing strategy you intend to pursue in Japan, Europe, and
North America?

In addition, could you explain how your targeted price increases compare with those of your competitors? |
also got the impression that you may be placing somewhat greater priority on volume, so could you explain
the direction of your price increases by region?

Kuniyasu [A]: Thank you for your question. Regarding price increases, we are making decisions in each region
while monitoring market conditions. In Europe, which may be what gave you that impression, price is
extremely important from a brand perspective, while volume is also important for offtake products. This
makes management extremely difficult, but we are responding individually, including determining what to do
in each country. Tsuzaki, please add anything further if necessary.

Tsuzaki [A]: Thank you for your question. Basically, it is as Kuniyasu explained. We recognize that, in response
to the increase in costs from H2, we have no choice but to raise prices and pass those higher costs on. Although
there are variations depending on the product and category, we are basically implementing price revisions in
all regions. The one exception is the Middle East. There, we will determine our approach while closely
assessing the situation.

Ohashi [Q]: Thank you for addressing that sensitive topic.

For my second question, | have two more detailed points. As you have revised the plan this time, | believe you
commented that the mix component within volume and mix is deteriorating. Are you now expecting further
deterioration compared with the revision made in Q17? | believe you will also be launching new products, so |
had expected the mix to improve instead. Is this being affected by sales? Could you explain your thinking
regarding the mix?

The other point concerns SENSING CORE in the R.I.S.E. progress report. Could you provide an update on the
current progress in terms of the scale of the business, including the scale of sales, the level of profit, and the
outlook going forward?

Kuniyasu [A]: Thank you for your question. First, could you refer to page seven of the financial results
materials? | understand that you are referring to the deterioration associated with the decline in Europe, the
U.S., and Australia under volume and mix. Launching new products is a factor that will improve the mix.
However, to be frank, as | mentioned earlier regarding Europe, there are some areas where we cannot fully
raise prices. We are not lowering prices, but there are areas where we cannot raise them as much as we would
like. Please understand that this is contributing to the deterioration in volume and mix. We intend to manage
this as effectively as possible and minimize the impact, but we have budgeted this figure taking the risks into
account. Hino will answer regarding SENSING CORE.

Hino [A]: First, please refer to page 18. This shows the market size and expansion of SENSING CORE, and we
are currently working to expand our technology into specific markets. We are finally beginning to see actual
examples, including implementation in motorsports. The functions are also being recognized for applications
such as buses, where safety is particularly important, and adoption is finally beginning. From here, we intend
to roll this out more broadly and expand the scale of sales.

Regarding our targets, we are currently building up figures to a certain extent for each area. However, we
would like to assess the progress of our current initiatives and ultimately incorporate those figures properly
into our business plan.

Ohashi [M]: Thank you. That is all from me.
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Inoue [M]: Thank you, Mr. Ohashi.
We have now reached the scheduled end time, so this concludes the financial results briefing.
Thank you very much for taking time out of your busy schedules to join us today.

Kuniyasu [M]: Thank you very much.

[END]

Document Notes

1. Portions of the document where the audio is unclear are marked with [inaudible].
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3. Speaker speech is classified based on whether it [Q] asks a question to the Company, [A] provides an
answer from the Company, or [M] neither asks nor answers a question.
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Disclaimer

JPX Market Innovation & Research, Inc. (“JPXI”) reserves the right to edit or modify, at its sole discretion and
at any time, the contents of this document and any related materials, and in such case JPXI shall have no
obligation to provide notification of such edits or modifications to any party. This event transcript is based on
sources JPXI believes to be reliable, but the accuracy of this transcript is not guaranteed by us and this
transcript does not purport to be a complete or error-free statement or summary of the available data.
Accordingly, JPXI does not warrant, endorse or guarantee the completeness, accuracy, integrity, or timeliness
of the information contained in this event transcript. This event transcript is published solely for information
purposes, and is not to be construed as financial or other advice or as an offer to sell or the solicitation of an
offer to buy any security in any jurisdiction where such an offer or solicitation would be illegal.

In the public meetings and conference calls upon which JPXI’s event transcripts are based, companies may
make projections or other forward-looking statements regarding a variety of matters. Such forward-looking
statements are based upon current expectations and involve risks and uncertainties. Actual results may differ
materially from those stated in any forward-looking statement based on a number of important factors and
risks, which are more specifically identified in the applicable company’s most recent public securities filings.
Although the companies may indicate and believe that the assumptions underlying the forward-looking
statements are accurate and reasonable, any of the assumptions could prove inaccurate or incorrect and,
therefore, there can be no assurance that the anticipated outcome described in any forward-looking
statements will be realized.

THE INFORMATION CONTAINED IN EVENT TRANSCRIPTS IS A TEXTUAL REPRESENTATION OF THE APPLICABLE
PUBLIC MEETING OR CONFERENCE CALL. ALTHOUGH JPXI ENDEAVORS TO PROVIDE ACCURATE
TRANSCRIPTIONS, THERE MAY BE MATERIAL ERRORS, OMISSIONS, OR INACCURACIES IN THE
TRANSCRIPTIONS. IN NO WAY DOES JPXI OR THE APPLICABLE COMPANY ASSUME ANY RESPONSIBILITY FOR
ANY INVESTMENT OR OTHER DECISIONS MADE BY ANY PARTY BASED UPON ANY EVENT TRANSCRIPT OR
OTHER CONTENT PROVIDED BY JPXI. USERS ARE ADVISED TO REVIEW THE APPLICABLE COMPANY'S PUBLIC
SECURITIES FILINGS BEFORE MAKING ANY INVESTMENT OR OTHER DECISIONS. THIS EVENT TRANSCRIPT IS
PROVIDED ON AN "AS IS" BASIS. JPXI DISCLAIMS ANY AND ALL EXPRESS OR IMPLIED WARRANTIES, INCLUDING,
BUT NOT LIMITED TO, ANY WARRANTIES OF MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE OR
USE, FREEDOM FROM BUGS, SOFTWARE ERRORS OR DEFECTS, AND ACCURACY, COMPLETENESS, AND NON-
INFRINGEMENT.

None of JPXI’s content (including event transcript content) or any part thereof may be modified, reproduced
or distributed in any form by any means, or stored in a database or retrieval system, without the prior written
permission of JPXI. JPXI’s content may not be used for any unlawful or unauthorized purposes.

The content of this document may be edited or revised by JPXI at any time without notice.

Copyright © 2026 JPX Market Innovation & Research, Inc. (“JPXI”), except where explicitly indicated otherwise.
All rights reserved.
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