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Introduction @ ISEKI

O The number of one-on-one meetings with institutional investors/analysts increased
significantly in 2025.

O Today, we focus on the most frequent inquiries regarding our domestic and
overseas growth strategies, especially for European business, which is our overseas
growth strategic pillar, and domestic large-sized machinery.

B The number of 1-on-1 meet|ng8s6 /<Comments from institutional investors/analysts> N\

- If the market becomes optimistic about our earnings outlook and
stronger performance driven by the Project Z for the long term, it
is likely to push the share price higher.

40 39
2023 2024 2025

Our counterparts’ attributes

&Domestic/Overseas]
verseas 8.2% Overseas

27.9%

- If rice prices normalize, short-term investors are likely to move
away. What we should discuss with investors next are the key
@edium— to long-term drivers. /

Our growth strategic pillars of
“Europe” and “domestic large-
sized machinery” will be

Domestic |
72.1% covered today.

2024

)

Domestic
91.8%



ISEKI’s Growth Story —Project Z-

d) ISEKI

ISEKI & CO., LTD.

O Our structural reform and growth strategy launched in 2024 and growth strategy will accelerate in
2026.
O Overseas, our sales are expanding with a focus on Europe, while domestically we are improving
profitability by concentrating resources on growth areas.

2023

Consolidated operating profit
(JPY bn)

Consolidated operating margin
Actual performance and projected

2025 2026 (Forecast)

Consolidated
operating margin
5% or higher _ .
o=

KG
FY2020

>

2027 (Target)

\_

. N
Net sales ratio (projected)
- @

Overseas B Domestic

FY2030

Ratio by product
(projected)

> >

B Non-Agri products

B Agri products )

Expand growth segments based on
domestic sales and Agri products

Growth
Strategy

Structural
reform

2030 (Target)



Progress of Project Z

d) ISEKI

ISEKI & CO,,LTD.

O
O

The fundamental structural reforms have generally progressed as planned.

Based on our growth strategies, collaboration among subsidiaries in Europe were strengthened overseas and achievements in
growth areas expanded domestically.

Core Themes

Effects in 2025 and progress toward 2027

optimize - The reorganization of sites—the transfer of production base of combine harvesters and
. B Reorganization of production sites hydraulic equipment-has been implemented as planned.
prOdUCt'on - The effects of operational reforms and fixed cost reductions will appear from 2026.
- The effects of production margin improvement appeared in accordance with the 2025
. e - lan.
m P plan . . .
Optlmlze roduct margin |fn.prove.ment We intend to achieve further improvement by deploying more resources toward the
development B Development efficiency improvement 2027 plan.

- Reductions in models and types are under way as planned.

Deepen domestic
sales

B Construction of a base for growth
strategy

- ISEKI Japan was established. The effects of consolidation has appeared sequentially

from 2025.

- Inventory reduction exceeded the plan.

Transform
corporate structure
into a robust one

B Optimization of employee composition
and investment in human capital
B Cost reduction

- The number of employees and labor costs were maintained at the planned level.

HR system reforms have been implemented to evaluate challenges and achievements.

- Streamlining of operational duplication is underway amid organizational restructuring.

Concentrate
management
resources on
growth segments

Overseas
B Development of region-specific
strategies

- Reorganization of the sales system in Europe has been completed, strengthening

collaboration among three subsidiaries.

- Efforts to advance sales in the ASEAN market are underway.

Domestic
B Focus on growth areas

- The sales plan for "large-sized” and “advanced” products was achieved. The mowing

business has been fully developed.

- Large-scale tractors and combine harvesters will be launched in the market in 2026.




Growth Strategy Overview DITER

O Overseas » Develop region-specific strategies: accelerate business growth in Europe, a highly profitable region

O Domestic » Focus on growth areas: Completed the Company’s organization and its systems and moved into the
execution phase.

Develop region-specific strategies

v Expand the business in Europe

- Synergy creation through collaboration among three companies underway,
with the addition of IUK in the UK

*JUK: ISEKI UK & Ireland (Its company name has been changed from PREMIUM TURF-CARE LIMITED.)

- Enter and expand in low-share or untapped markets, including Eastern Europe and approx. approx.

2 Middle East. 1.0 billion yen 3.0 billion yen

Promote product strategy

v" Aim to expand the range of Non-Agri products
v" Accelerate product rollout in the ASEAN market

*
*"Non-Agri products” mean machinery not used for agriculture (environment improvement machinery, etc.). Compa red to 2023

&In 2027 €In 2030

Expand sales in growth segments
v Accelerate expanding sales of large-sized models with the Large-scale Planning #In 2027 #in 2030
Section at the core. approx. dpprox.

*Large-scale Planning Section: Organization responsible for the growth within ISEKI Japan

Large-sized tractors, rice transplanters, and combine harvesters to be launched in 05 billion yen 07—1 O billion yen
the market in 2026.

v Accelerate domestic sales of Non-Agri products. Promotion of BtoB and BtoG
underway. *Compared to 2023




Business Positioning: Europe and Domestic Large-sized Machinery @ =5

O The European business is a "highly profitable business” that outperforms our overall overseas
operations in profit margin.

O Domestic large-sized machinery business enjoys not only high gross profit margin, compared to
medium-to-small machinery, but also strong demand for machine maintenance and inspections
after selling products, leading to higher maintenance revenue over the product lifecycle.

European business and domestic large-sized machinery business:
operating profit amount/margin (2025 result)

: ' Domestic large-sized machinery

2025 result business

Circle size: net sales

iy ! I European business
Y | |
O ! I
E_ I |
I |
o) I |
c i I
] 1 |
o I |
— 1 |
@ /I !
o [ I
O 2026 Forecast | :
|
3.3% ! !
I |
I | ’
: I R
0.0% 5.0% 10.0% 15.0% 20.0% Domestic large-sized Mai
' ' ' ' ' agricultural machinery aintenance
Operatl Nng margin (%) *operating profit and operating margin by business segment do not include corporate expenses.

*The figures for domestic large-sized machinery business are the estimates that include maintenance revenue.



Cash Allocation for Growth

d) ISEKI

ISEKI & CO., LTD.

O Operating cashflows has improved as planned due to improved profitability and reduced inventories.
O Liabilities reduction is progressing ahead of plan, and growth investments will ramp up from 2026.

W 2024-2027 (4-year cumulative total)

Cash inflows

2024-2027

Leverage liabilities

OCF

50.0 billion
yen

- Improve
profitability

- Reduce
inventories

Progress from 2024 to 2025

Cumulative total:
32.2 billion yen

- Reduce
inventories
- Other

- Profit before
income taxes

- Depreciation

Plan

Result

Cash outflows

2024-2027

Reduce
liabilities

Growth investment LRG3 from 2024 to 2025
_ Optimize Cumulative total:
production 32.2 billion yen
- Human capital
- Investment in
development
- Investment in
systems

Replacement
investment

Shareholder returns
Plan Result
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Today'’s Key Point(1) @ 'SEK]

We aim for growth in “Europe”, our top priority
market overseas, through sales expansion
combined with profit margin increase.

1. 2. 3.
Region-specific Product Non-organic
strategies strategies growth
#® Penetrate existing leee{ @ Launch electric/robotic |l (ex. M&A)
markets further products timely into : ) i
# Maximize synergies markets € Invest in electric/robotic
through collaboration @ Develop products and other growth areas
among three subsidiaries tailored to country- and ¢ D.eve.lop 1S
2 DeVEIOp new markets in region-specific needs distributors
Africa and Middle East

European business will remain
ISEKI's highly profitable growth driver for the medium-to-long term.

11



Three Core Growth Pillars @ 'SEK]

O We pursue European business growth through the pillars of product strategies,
region-specific strategies and non-organic growth.

Product
strategies
—staying ahead of
AIKE(L NECC

Launch electric/robotic
products early

Actively supplement our products with

Achieve full coverage across Europe . A BRI ><:"' procured products
.".‘ VA Y« PP L ~ .
Maximize synergies through collaboration T4 N Enhance our consumer product lineup
e PN N Customize machinery based on
among three subsidiaries and penetrate A Y S N N cusomize ma
existing market further WA ) G \
. .‘". "“‘ \ . o e
A X Establish the three-subsidiary framework
/ .Y and enhance their operational efficiency
FERYARE. | state [N oo’ (through joint procurement and inventory
VAT 6 | o QU Pt A management)
/ A
I L
Promoting sales for green-space F . . .
management companies serving golf | ] Invest in electric/robotic
courses, s :I)Irts fie ds,dresfort areas, N I __.ss=" and other growth
etc. in Middle East and Africa " s
O potential areas

Region-specific

strategies Non-organic

—expanding to ==
surrounding/emerging markets—

growth

12



Growing Overseas Business

d) ISEKI

ISEKI & CO., LTD.

O Among our 3 core markets of Europe, North America and Asia, we position Europe

as our top priority market.
O European business is ISEKI's “highly profitable growth business.”

Overseas sales target (by 2030) Europe sales target (by 2030)

80.0 billion yen 47.0 billion yen or more

Overseas net sales ratio: 40% or more Driving our overseas business growth

*The figures for 2010 and 2015 represent results for the fiscal years ended March 31.

Ove rseas net Sa Ies trend *Operating margin in Europe is estimated without including corporate expenses.

= Europe Other regions  —e—Europe operating margin 6.9%
(Unit: JPY bn) 3.2% V
~— 56.3 60.0
18.2
17.8
333
254
'11(?; 159 194 41.8
73 95 139
2010 2015 2020 2025 2026 (Forecast)
Overseas net 12.1% 16.2% 22 4% 30.3% 33.3%
sales ratio
(EUR/JPY) 129.1 139.0 156.6 169.1 175

10.0% or more
2

80.0

33.0

47.0

2030 (Target)

40.0%

165 13



European Business: Its History and Landscaping Market & ==

O Originally starting with tillers, we now have tractors for landscaping and riding
mowers as our core products.

O Widely popular mainly among professional users, such as local governments and
subcontractors, throughout the year.

Mowing/ Cleaning/Snow-
Maintenance work

" Tractors/riding mowers

. 250,000
: Cumulative volume
. shipped:
o Over 200,000 units
............... 200,000
1967: 1988: 150,000
Tillers launched Riding mowers launched.
100,000
"Our machines speak for themselves,
so we encourage potential customers
to try them out and see the quality of 50,000

our products and services for
themselves.”

1976:
Tractors launched.

1960 1970 1980 1990 2000 2010 2020

14



European Business is ISEKI’s “Highly Profitable Growth Business” @ =5

O We gained strong market trust in the landscaping market in Europe and achieved a top-class market
share (estimated at 20-30%).

O Avoiding excessive price competition, we established a robust core business that generates high
profits.

Three-company structure NS .
el i B s e Strong sales network Customization capability

Converting ISEKI UK as a Extenhslivczgales net:c/vork ?cnld We have designed and customized
consolidated subsidiary in Januar roughly 60 years of trustru - ]
2025 we are advancin;/ / relationship with local dealers prqducts by.]gapturldng countryl and
operétional efficiencies through SURIRENS oW SUeRE) S2IES CEpaloliy g e oo ey,

ISEKI establish a solid brand recognition.

200 or more
France

ISEKI
Germany

) . o ) which has enabled us to earn strong
integration of administrative tasks. - Number of dealers trust from professional users and

150 or more

ISEKI UK 100 or more

[Distribution channel]

l> End users

The 3 subsidiaries
ISEKI France s | B
; distributors across
3 countries

Blue: Existing sales territories




d) ISEKI

ISEKI & CO., LTD.

Landscaping Market Size in Europe

O Target market: Landscaping machinery market in Europe
(on an estimated amount basis)

O Current coverage rate: 19%
Currently, the market we can reach through our products account for no more than

20% of the total.
"‘.“. c la - moer 1'\'_""?;“',: ‘ :

Ride-on products for professionals (compact o
- 1 19%
tractors, riding mowers)
Other (ex. hand-held type, walk-behind °
81%
mower)

I:I The remalnlng 81% IS @ massive untapped market we have yet to reach because of
our current product lineup limitations.

By strengthening our product lineup in this area,
we can expect further business growth. .



In-house vs. Externally Sourced Products: Sales Ratio @ 'T%<

O Leveraging the trust we have built among professional users, we are expanding
iInto the consumer market.

O We are expanding our customer base by offering a broader range of products.

European business net sales breakdown Reference) ISEKI France: sales breakdown (2025 result) l]
(Unit: JPY bn)

200 47.0

400 38.5

30.0
Externally sourced | In-house products
products (for semi- and other (for

20.0 professionals and professionals)

13.9 consumers
10.0 8.2
0 .
2015 2020 2025 2030
(Target)

M In-house products & other M Externally sourced




Transition in the Types of Products Handled by ISEKI France @

ISEKI

ISEKI & CO., LTD.

O The share of electric and robotic products in the total handled products is growing.

The number of models handled by ISEKI France in the last 10 yearsl]

Product by

Diesel-powered

22 models 21 models
product
Gas-powered 146 models
product

Electric product

100%

- 80%
Electric OPE 2015: 22 models — 2025: 68 models

b S
product 0%

|I:|oobv3;|rcs lawn 2015: 5 models — 2025: 19 models 405

*The abbreviation of Outdoor Power Equipment:
small outdoor power equipment for gardening, agriculture, and forestry g
(ex. brush cutters, chain saws, blowers) A

20%

—?. SEGWAY

R 0%

20 models

» 141 models % 123 models

21 models ’ 53 models ’ 129 models

=660

The share of electric products in total handled models

2015

MW Diesel

B Gas

2020

i Electric

2025

2030
(Forecast)

18



Evolving Landscaping Market and Its Needs in Europe

d) ISEKI

ISEKI & CO., LTD.

O Demand for our core products remains solid as labor shortages and environmental regulations have

brought huge structural changes.

O The market is shifting from maturity to a renewed growth phase, driven by greater sophistication

and higher environmental compliance standards.

Mitigating labor shortage through machinery

Our products enhance operator working comfort while
addressing labor-saving needs through robotization and
efficiency improvements.

EU nations facing labor shortages

Landscaping  Belgium, Bulgaria, Germany, Denmark,
and Finland, Italy, Lithuania, Slovakia
horticulture

Industry

Belgium, Bulgaria, Cyprus, Czech Republic,
Germany, Denmark, Finland, Croatia,
Hungary, Italy, Luxembourg, Latvia, Malta,
Slovenia, Slovakia

Construction

Source: Report on labour shortages and surpluses 2024 issued by EURES
(European Employment Services)

Among EU member states, wage levels are set high in Belgium, Germany,
Denmark, Finland, where both the landscaping and horticulture industry and
the construction industry are experiencing hiring difficulties.

“A structural labor shortage” is being driven by an aging workforce and the
disengagement of younger workers from the industry.

Addressing environmental regulations

A demand for environmental-regulation-compliant
products (ex. Electric products) is growing.

Greenhouse gas reduction target

o
-10%
-20%
-30% -37%
-40% -47%
-50%
-60%
-70%
-80% | 21% gap |
-90% L
-100%
1990 2024 2030 2030 2030 2040 2040

Projection  Projection Target Projection Target
based on based on
full full
completion completion
of of
additional additional
plan plan

Reference line Result

based on
current
policies

Trends and projections in Europe 2025 A report issued by EEA (European Environment Agency)

- Legally binding reduction targets (vs 1990)

2030 Target: at least 55% reduction (Fit for 55)
2040 Target: 90% reduction

- 2040 Projection

Even if all the added plans were executed, we will still fall short at 69%
(with 21 pp gap to remain against the 90% target).

19
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						Trends and projections in Europe 2025 A report issued by EEA (European Environment Agency)

				法的拘束力のある削減目標(1990年比):

						2030年目標：少なくとも55%削減(Fit for 55)

						2040年目標：90%削減

				最新の実績(2024年推計):

						1990年比 37%削減 (2023年に前年比8%減を記録後、2024年は同2.5%減と減速傾向)

				2030年の着地予測(各国の政策効果):

						既存の政策のみ：47%削減(目標に対し8ポイント不足)

						追加計画を全て実行した場合：54%削減(目標に対し1ポイント不足)

				2040年の着地予測:

						追加計画を全て実行した場合でも 69%削減にとどまる(90%目標に対し21ポイントのギャップ)






Growth Pillar (1) Region-specific Strategies: & ISEK]
Deploying for Existing and New Markets 5= & oo o

O We will strengthen collaboration among the three subsidiaries in Europe to
enhance profitability in the existing markets and increase volume in the new markets.

» Maximize synergies through collaboration among three
subsidiaries in Europe

- Reinforce the revenue base by penetrating the existing ISEKI UK
market further T
- Enhance revenue by unifying administrative tasks and — omma 1]

.. . Europe
centralizing inventory management

» Develop new markets primarily in Africa and Middle East
- Promote sales for green-space management companies

serving golf courses, sports fields, and resort areas S

Existing
market
| New market |

Turf maintenance on a sports field (Middle East)

20



Growth Pillar (2) Product Strategies: Staying Ahead of Market Needs @ 25!

O We will launch products in demand at the earliest possible timing and keep

turning the cycle to generate cash further.

Initiatives to promote electrification

Optimizing the balance between in-house

- To validate demand and market potential for electrification,
we launched electric riding mower SXGE2 in limited
quantities.

- Based on the data obtained from the limited launch, we will
pursue electrification for products targeting professionals
and other models.

Pro /- Expanding electric products -\

User SXGE2
Private

Low @ Qutpyt s High

development and external resources
[Current state/issues]

There are issues with development speed and cost.

With limited resources, it is difficult to develop products

for a wide range of customers from professionals to

consumers solely in-house. f@

[Future approach] @4}

(1) Focus on core areas

- Concentrate the in-house development resources on

“professional-grade products.”

(2) Proactively reinforce limited internal resources with
external capabilities

- Expand procurement of products for consumers

- Accelerate the development speed through joint
development of electric/robotic products

X

21



Growth Pillar (3) Non-organic Growth

d) ISEKI

ISEKI & CO., LTD.

O We will convert the returns secured from past investments into
operating cash flow and reinvest them in next-generation growth

areas to continuously expand our business scale.

Europe net sales: breakdown
(by company)

m ISEKI non-consolidated m ISEKI France m ISEKI Germany m ISEKI UK
(Unit: JPY bn)

40.0
30.0 }

; HbEasss

2010 2013 2016 2019 2022 2025

4 The revenue
earned through the
conversion of
distributors to
subsidiaries

OCF generated
from here

Onto next

M&A

- Invest in electric/robotic and

other growth areas

- Develop distributors in new

markets



Our 2030 Vision for Europe D SEH

O We will establish ourselves as a specialist for landscaping (ex. mowers for
professionals, machinery for park/street maintenance, and snow plowing, etc.),
designing and customizing products based on market and customer needs.

O We will enhance capital efficiency and achieve sustainable growth in Europe to
truly establish our European business as highly profitable growth business.

Net sales Operating margin
47.0 billion yen or more 10% or more

Enhancing efficiency by optimizing

inventory management
Enhancing capital

efficiency

Returning profits appropriately A C cle of . -
EnhanCing y Generating cash continuously

shareholder returns B L1\ profitable Increasing OCF
growth

Paving the way for the next generation

Investing in growth areas and
human capital

23
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omestic Growth
trategy:
arge-sized Machinery
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Today'’s Key Point(2) @ 'SEK]

For domestic business, we aim to transform our
revenue structure centered on “large-sized

machinery strategy,” built on stable profitability.
1. 2. 3.
Roll out model Shift revenue Leverage Non-Agri
changes of large- structure through to drive sales and
sized machinery sales expansion of revenue growth
sequentially large-sized
® Expand sales of large- machinery ¢ Mower-related equipment
sized machinery L 2 Enha!nce pl"O.dUCtS gross
@ Increase large-sized Rrofitmaigin
machinery ratio € Increase maintenance
revenue

Structurally increase OCF and operating margin
over the medium-to-long term

25



d) ISEKI

ISEKI & CO., LTD.

Domestic Market: Background

» Faming will shift from family-run operations to larger-scale corporate management.

» Wider penetration of large-sized/advanced agricultural machinery is an inevitable shift to address

labor shortage and enhance productivity. _ ] ]
Share of operating cultivated land size

Number of agricultural management entities by operation size
(Unit: thousand) and

operating cultivated land size per management entity
(Unit: ha)

i Land size per entity  =e=Number of entities
2,009

0% 20% 40% 60% 80% 100%

1.9

2005 2010 2015 2020 2025

Source: Census of Agriculture and Forestry by Ministry of Agriculture, Forestry and W less than Tha M 1-5ha ®5-20ha = 20ha or more
Fisheries 26



Domestic Net Sales Trend @ ISEKI

O Net sales of agricultural machinery have been declining or remaining flat, mainly for rice
farming and small machinery.

O As the share of large-sized machinery grows, maintenance revenue has shown
year-on-year increases in both amount and ratio.

UPY bn) Maintenance revenue (for spare parts/repair) B Agri machinery Other Agri machinery demand (9 principal machinery)
300.0
250.0 E>
200.0
131.3 132.0
1159 129.4 120.0 120.0
47.3
49.2 458 53.1 48.7
18.1 19.3 215 25.2 25.3 30.0
_ 2010 2015 2020 2025 2026 (Forecast) 2030 (Target)
Maintenance o o o o o o
13.8% 14.7% 18.6% 19.5% 21.1% 25.0% or more

revenue ratio

*The figures for 2010 and 2015 represent results for the fiscal years ended March 31.
*9 principal machinery: tractors, combine harvesters, rice transplanters, tillers, drying machines, rice huskers, binders, harvesters, treatment

Source: Estimated by ISEKI from statistics provided by the Japan Agricultural Machinery Manufacturers Association

27



Our Direction toward Growth @D 'SEK]

O Shift resources to large-sized, advanced, dry field and environmentally friendly areas, contributing
to sustainable agriculture.

O Focus especially on large-sized and advanced machinery that covers agricultural labor shortage.

Market trends Direction of the business we aim for
(Target share of large-
® Aging and shrinking farmer population in Japan Large-scale farming; the business for contractors f:‘zaec‘i'ﬁ':“:r‘;',er';it"sggs‘: s
=>Shift toward large-scale and large-sized % by 2030)
farming s

® |Insufficient agricultural workforce

=>Cover with advanced technology

Reorganization

Rice farming Dry field and

Product dairy farming
® Importance of food security development
® Low food self-sufficiency
=>Promote dry field crops and feed production
® Climate change mitigation and adaptation o )
® Protect ecosystems and sustain future agricultural Small-scale, individual, and part-time farmers
production Transforming to a revenue structure centered on

=>PRRmmEIs Gl el 2|y u e L egrenli “large-sized machinery,” built on stable profitability

28



d) ISEKI

ISEKI & CO., LTD.

Our Strengths in the Domestic Business

O The high direct-sales ratio combined with enhanced execution capability
resulting from the integration allows the centralized commanding section to

implement a well aligned growth strategy nationwide.

Sales ratio by sales is ISEK] Japan "La?rgtle’-scale .Planning
channel Section” functions as the

central command and
implement the growth

ALimEs ¥ —

T strategy across the
Founded on January 1, nation.

Direct sales

ratio x 2025 -
70 /o or 6 sales companies over a wide area,
more Mig ISEKI Sales and 1SEKi Business L le PI .
Division were integrated. arge-scale rianning
| Section was
B iz~ °
established at the
" Direct sales R headquarters of ISEKI
® via JA Group
Japan.

via authorized dealer

29



d) ISEKI

ISEKI & CO., LTD.

Approach to Large-scale Farmers

O Conduct training for sales talent development.

O Strengthen proposals to large-scale customers through practical agri media
Amoni.

IEhcEEBTHRoK
FiRltsaEe

BERETE - MRS T AT
CHBAVWEREHET
HFREMEREST - EET 3 52ES8E
BRINSETT.

1. Training for large account representative I-E=-@

(Group training for regional representatives)
Day 1: Dry direct seeding/imported machinery
Day 2: Onion/potato production mechanization system for large-
scale customers

Day 3: Link agri-note with agricultural machinery/riding mower SXG

2. Web-based ti'ning (for respective districts’

sales personnel)
Web-based training is distributed nationwide across the Group
before the spring season.

- Contents includes advanced technologies of rice transplanters,

Aigamo-Robo (automatic weeding robot), direct seeding
cultivation techniques.

Introducing latest machinery and
agricultural production technologies
recommended for professional
farmers!

Ameni REE EEEEFE  KMEETE  Amonii-hF—  AAh BEWSDE
¢l
¢ 1b3I% e :
L T qy7T-sum MENL % 40 2 % RS H
‘ AR

LEEBEHSOFE | ¥V ITT—FEEHOT FAHEOREBALKBEERHEE~ 38

ZHEAB B TR IR HEABLFSR(C HE fmtm -~
# FTEEEAE » Bl # AV—HER #PAHEOR * HRRE « PR
New Content
hamE
BOEBEREInZEMhR 2026/3/24
38248 () -258 (K) (CISEKI Japandt@EN ) (——Z=HIrheE 2R

CTEORREEEELELL.
sEER #5309 s

ISEKI Japan JLBEN >/ (——

= ¥
BHEETH KBEETH
ZED ZED

TOTOAN >

BiERIED
ILFICER

=it - BRE - EFREIUFIL—FES
EJacy
#+3<H

[P—hn-JaiskEs] P ATORERRAE

ERE

AROF—7—F

1 #b399 3 O



Large-sized Machinery Model Change D I2ES

O In 2026, we will conduct a model change of large-sized machinery that accounts
for the minimum of 40% of the net sales of our agricultural machinery.

O We expect to achieve the 2030 target of the minimum 50% large-sized machinery
ratio ahead of schedule.

Large-sized machinery will undergo a full model change.

Share of large-sized models in
Rice transplanter eCombine harvester

agricultural machinery net sales
(Domestic, tractors/rice transplanters/combine harvesters)

ractor BJ series

B Large-sized PJ serie;, HJ series
100%
80% 2030
50%
60% 40% OfRre : £
B » 65-105 horsepower » 8 planting rows » 6—7 row model
40% —
Scheduled model changes
20%
June 2026 Tractor BJ series December 2026
Rice transplanter Combine harvester
0% PJ series HJ series

2023 2024 2025 2027 2030

(Target) (Target)
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Product Portfolio

d) ISEKI

ISEKI & CO,,LTD.

O Highly profitable large-sized machinery with strong growth will go through a model
change in 2026.
O For small-sized machinery, the volume will be secured primarily through OEM supply.

O Aiming to enhance the gross profit margin by increasing large-sized machinery share
and reducing variable costs.

Ex.) Tractors product portfolio (Domestic: 2025 result/ vs 2023)
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Net sales growth rate (%)
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-20%
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2025 result

Circle size: net sales

OEM supply to
start in April 2026
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* Small-size
(Below 20PS)

BJ series e
to be launched . 0. T
to market in Large-size
June 2026 . (50PS or higher)
Tractor average
Middle-size (20-50PS)
10% 20% 30% 40%

Gross profit margin (%)

@ Reference) Details of Tractor BJ serie}

Tractor
BJ105/90/74/65

To be released in
June 2026 ‘i
7 can

- Equipped with new
in-house clean engine

- New continuously
variable transmission :

- A new-feel, main gear-shift operation that
Is best matched to continuously variable

transmission.

J
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d) ISEKI

ISEKI & CO., LTD.

Transform Revenue Structure by Raising Large-sized Machinery Share

O The annual maintenance revenue from large-scale customers is roughly two to three times that
from general customers.

O Large-sized machinery, which generates higher maintenance revenue because they operate for

longer hours, will drive the transformation of revenue structure.
Annual maintenance revenue from large-scale

customers, compared to that from the general Reference) Domestic sales companies’ gross
customers (2025 result) profit trend
134%
. 3.2 times
3.0 times

[ ]
2.2 times I
Tractors Rice transplanters Combine harvesters I I I I

ISEKI products Maintenance revenue

w2015 m2020 =2025

B General customers M Large-scale customers

*Large-scale customers: those operating equities in Hokkaido with 30ha or more
and those operating in Honshu with 20ha or more
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Enhancing Profitability Further (Expand sales channels for Non-Agri markets) @ 128K

O Landscape maintenance machinery for Europe will be fully launched in Japan.

O Aiming to expand sales channels for Non-Agri markets in Japan to create a new
revenue source.

Full-scale launch in Japan

o
[Sales deployment of BtoB and ;)
BtoG]

Local governments
. | ® Parks and other green spaces
Maintenance work at ® Construction and civil works- Mowing at Shiroyama Park of
Windsor Castle (UK) related fields Matsuyama Castle

® Golf courses
® Farmers

= We aim to achieve 10 billion yen in net sales of mower-related
equipment in Japan by 2030 (2.5 times the level in 2024).
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Expanding Market Reach of Mower-related Equipment in Japan @ 1255

O We exhibited at Manufacturing World 2026 Nagoya (April 8-10) for BtoB sales development
purpose.

O Maintenance work for corporate green spaces, parks, etc. were proposed. We aim to expand sales
further through on-site demonstration of the machine going forward.

[Scheduled event exhibitions going forward]
June 23-25 AGTS Agricultural Exhibition in Aichi (Aichi Sky
Expo Aichi International Convention & Exhibition Center)

July 1-3 Manufacturing World Tokyo (Tokyo Big Sight)
October 7-9 GARDEX (NTERNATIONAL GARDEN & OUTDOOR ExPO) (Makuhari Messe)
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Our Domestic Vision for 2030 D ISEKI

O For domestic business, we aim to transform our revenue structure centered on “large-sized
machinery strategy,” built on stable profitability.

O Expand large-sized machinery sales => Enhance products’ gross profit margin and increase
maintenance revenue.

Large-sized machinery . . Mower-related
ratio Maintenance revenue ratio equipment net sales
50% or more 25% or more 10 billion yen or more

Raising maintenance revenue

ratio
Enhancing capital
efficienc

— , A cycle of ,
Returning profits a.pproprlately . . Gene:?:lng clash
AfEreing highly profitable ContRionl

growth

Investing in large-sized
machinery/Non-Agri

shareholder returns Increasing OCF

Investing in growth
areas and human capital
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d) ISEKI

ISEKI & CO., LTD.

Notes on the Future Forecast

« The objective of this presentation document is to provide information and never intends to induce any action.

« The document was created by ISEKI with currently available information, and it involves potential risks and
uncertainties. The forecast may not be consistent with actual results depending on fluctuation of the economic
situation and market trends.

« In using this information, investors are expected to depend on their own judgment. ISEKI is not liable for any
losses incurred by investment decision made utilizing the business forecast or targets given in this document.

« These documents have been translated for reference purposes only. In the event of any discrepancy between

these translated documents and their Japanese originals, the originals shall prevail.
/\/\/\ EhrS5EHEFEERS
_ _ FOOD
Solution Provider SHIFT

for Agriculture & Landscape
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