Risk and Opportunity Management

We are reinforcing our risk and opportunity management to ensure risk mitigation and business opportunity creation under flexible and resilient ESG governance.

Risk and opportunity management at Kao

Risk management involves the Risk and Crisis Management Committee regularly monitoring the
significance of the risks. Among these, risks that would have a major impact on management
and require an enhanced response are designated as Corporate Risks, and for those, risk
themes and risk owners are decided by the Management Board. The progress is managed by
the Risk and Crisis Management Committee, and each organization addresses risks that can be
managed by individual divisions and group companies.

In terms of opportunity management, we have established a structure that comprehensively
manages ESG-related key themes for the entire Kao Group to build a system that promotes ESG
investments through priority setting, which is connected to creating and business opportunities
for strategic development.

Selection process for Kao Actions as material themes

Kao selected 19 Kao Actions in the Kao ESG Commitments and Actions through the following
four steps.

Selection process

1. Identification

of candidate

} 4. Review
themes

2. Prioritization } 3. Validation

Objectives of selecting the Kao Actions

1. Targeted action in view of changing social circumstances and issues, and the changing
expectations for Kao

2. Strategic implementation of ESG activities based on the Kao policy and changes in the
business environment and strategy

3. Efficient investment and effective use of management resources

Selection of Kao Actions implemented in 2018
1. Identification of candidate themes
1.1 Making a list of candidate themes
We used the following to help identify candidate themes, resulting in the selection of 78
candidate themes (17 environmental, 37 social and 24 governance):
* |SO 26000
¢ GRI Standards
* SDGs
e Evaluation items used by ESG assessment bodies
e Global mega-trends
® In-house workshops
e Materiality at other companies
® Third-party opinions

1.2 Top management interviews

We held interviews with eight members of top management, including representative directors,
directors, and managing executive officers, and compiled their thoughts and requests regarding
Kao’s ESG Strategy.
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1.3 Region-based workshops

Using a workshop format in the regions of Asia, the Americas, and Europe, we identified
activities that would simultaneously satisfy business needs, sustainability needs, and customer
and consumer needs from the viewpoint of our operational sites. We then identified elements in
those activities that serve the goal of becoming a company with a global presence.

2. Prioritization

Of the 78 candidate themes identified in 1.1, we asked some external stakeholders and
employees to rate their priority in growing our business and increasing our corporate value. We
then organized the results of their evaluations in the Matrix of Materiality, which maps materiality
along two axes: priority for stakeholders and priority for Kao (Chart: Matrix of Materiality). In
evaluating the level of materiality for Kao, we consider Kao’s medium- to long-term impact on
the environment and society in accordance with the principle of double materiality.

The ESG Promotion Meeting, attended by division leaders, reviewed materiality based on the
results of the evaluations and third-party opinions, and then selected the 19 Kao Actions.
Themes that were not included in the Kao Actions despite being relatively highly rated in the
evaluations will be managed and implemented under a separate structure. For instance,
“disaster preparation and reconstruction assistance” was highly rated externally and has long
been implemented under the Responsible Care Promotion Committee.

3. Validation

The ESG Committee (current ESG Managing Committee) reviewed the 19 Kao Actions selected
in the ESG Promotion Meeting, and the Board of Directors approved them. Based on this,
divisions set their own targets and action plans to conduct ESG activities.

4. Review

The 19 Kao Actions will be periodically reviewed and revised using selection steps 1 to 3. In
addition, the actions are reviewed each year at a meeting of the ESG External Advisory Board.
Our Vision and Strategy > Governance

Matrix of Materiality

Sustainable raw material

rocurement Recycle system development
Product innovation

Life cycle CO2 emissions reduction ‘
Robust management of __| Water resource conservation

product safety

Raising awareness of consumers’ _.
Ensuring transparency

sustainable consumption

‘ of information i

Improvement of workplace environment and occupational health "

and safety, and disaster prevention

a— Human capital development

Waste reduction

.— Strict compliance

Priority for stakeholders

Establishment of cleaqliness and hygiene practices
Respect for employee diversity —

Considerations for universal design —‘

.— Marketin

.— Pollution prevention

g innovation

‘— Quality of life Improvement

@ Making my everyday more beautiful
@ Making thoughtful choices for society
@ Making the world healthier & cleaner
@ Walking the right path

Evaluator attributes

Priority for Kao

e External stakeholders: 32 (21 Japanese and 11 non-Japanese)
e Employees: 71 (39 Japanese and 32 non-Japanese)

e External stakeholders who provided evaluations fall under the following groups:
e Consumers and customers

e Suppliers

e | ocal communities

e NGOs / NPOs
e Academia

e Industry groups / Peer companies
e Shareholders / Investors
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Risk Management

The Risk & Crisis Management Committee establishes risk and crisis management systems and
activity policies based on the Kao Risk and Crisis Management Policy. This is done by each
division and group company to identify and assess risks in accordance with activity policies set
by the Risk & Crisis Management Committee, and form and implement countermeasures.

Additionally, the Risk & Crisis Management Committee, together with the Management
Board, has selected the 15 main risks of particular importance that could potentially negatively
impact sustainable and profitable development, as well as our contributions to the sustainability
of the world. Among these main risks, we have defined corporate risks as those that have a
particularly large impact on management and require a stronger response.

With respect to corporate risks, the Management Board reviews the risk themes and risk
owners responsible for addressing them (Executive Officers) once a year based on its analyses of
an internal risk survey and the external environment, as well as interviews with management, and
the Risk & Crisis Management Committee manages the status of responses to each risk theme.

e Annual Securities Report |l. Business Overview 3. Business Risks and Other Risks
https://www.kao.com/global/en/investor-relations/library/securities/

¢ Risk and Crisis Management
https://www.kao.com/global/en/corporate/policies/business-risks/

Opportunity management

In 2019, each division proposed opportunity themes, from which 20 key themes were identified
and set after deliberations by the ESG Committee (current ESG Managing Committee). Based
on these themes, the divisions in charge incorporate them into their strategies and activities and
promote their initiatives. The ESG Promotion Meeting and the ESG Managing Committee
manage those key themes in an integrated manner throughout the company and verify the
progress of activities.

In particular, the key to integrating ESG into business activities is to make prompt and
accurate decisions regarding investments and costs. In this regard, Kao has clarified the criteria
for ESG investment, as well as the deliberation and approval process at the ESG Managing
Committee, in order to encourage proposals from each division and enable accurate investment
decisions. Through these efforts, we are ensuring that ESG activities create opportunities and
contribute to our business.

The ESG Steering Committees take the lead in driving the swift creation and realization of
opportunities in business for decarbonization, plastic packaging, human rights and DE&I, and
chemical stewardship.

Expansion into ESG initiatives

Implementing Kao Actions in the Kirei Lifestyle Plan (KLP themes)

e The responsible divisions design the details of the respective actions, devise the mid- to
long-term targets, regularly consolidate data on divisional progress, and manage the
company-wide progress.

e The target divisions devise and implement their divisional targets and activity plan for
each action.

ESG promotion at divisions

e Each division creates its promotion structure. They devise their divisional targets and
activity plan, and implement the PDCA cycle.

e The progress of divisional activities is reported to the ESG Promotion Meeting, which then
gives the divisions feedback, including requests to revise plans.

e Global implementation by divisions is the general rule, with support for implementation by
individual Kao Group companies provided as needed.

* The members of the ESG Promotion Meeting in each division give direction and guidance
on incorporating the company-wide ESG Strategy into divisional strategy.

e The level of ESG activities is ramped up by linking them with the OKR framework.

Kao’s ESG initiatives focus on ESG as a whole and strategically emphasize KLP themes. Based
on this approach, company-wide goals and KPIs formulated for each KLP theme are deployed
to divisions and translated into concrete activities. Each division carries out daily activities
based on these goals, and the ESG Promotion Meeting regularly monitors their progress.

Each division holds management responsibility for ESG operations and implements specific
activities in accordance with the reporting lines within the organization. We ensure effectiveness
by integrating ESG into divisional policies, targets, and plans. Furthermore, ESG initiatives are
promoted within Kao’s global group companies, with each division driving activities and
managing them at the group company level as appropriate according to the content.

The ESG governance framework functions through close coordination between the ESG
Managing Committee, ESG Promotion Meeting, and ESG Steering Committees, fostering
collaboration between the divisions responsible for KLP themes and other divisions. Additionally,
we continue integrating ESG initiatives across all divisions, including their global operations.

Furthermore, we have incorporated ESG into our human resource evaluation system. Since
the introduction of the Objectives and Key Results (OKR) system in 2021, all employees,
including executive officers, set ESG targets as part of their individual objectives, and their
efforts are evaluated based on how challenging their initiatives are. This system enables all
employees to work together to achieve ESG targets, further accelerating our ESG activities.
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Realization of The Kao Way

Initiatives

Editorial Policy

The Kao Way embodies our corporate philosophy and is the foundation for our business
activities. By using this philosophy as our cornerstone, from the formulation of mid- to long-term
business plans to daily decision-making, we ensure consistency across all activities within the
Kao Group.

Kao employees do not see the Kao Way merely as a manual or set of rules; rather, they
share it as a guiding principle for re-evaluating the significance of their work and the challenges
they face.

Global operation / Involvement of senior management

The Kao Group has the Kao Way team at the Head Office to globally promote its corporate
philosophy, the Kao Way. The Kao Way team at the Head Office works in collaboration with the
Kao Way staff both within and outside Japan. In addition to providing standardized educational
programs and communication tools, the team also receives activity reports and consultations
from the local staff. By offering appropriate support, it helps to facilitate the Kao Way initiatives
in each country and region.

Each division and group company outside Japan has designated Kao Way staff who develop
programs tailored to each country/region and implement initiatives to promote the philosophy.
The Kao Way team at the Head Office actively proposes global activity policies and supports
the local staff in developing specific measures based on these policies. Through this approach,
we have established a framework that ensures initiatives at each site maintain consistency and
are adapted to the culture and business environment of individual countries and regions.

Additionally, the progress of the Kao Way implementation is regularly assessed with the
management of each group company through the Japanese version of the Sarbanes-Oxley Act
(J-SOX) questionnaire. If there is an insufficient progress based on the questionnaire results, the
Kao Way team at the Head Office directly consults with its management and conducts follow-
ups to strengthen the adoption of the philosophy.

Furthermore, for mergers and acquisitions (M&A), we implement programs at an early stage
to help employees of newly integrated companies deepen their understanding of the Kao Way.
Through this initiative, we foster a sense of unity within the Kao Group and create an
environment where business is driven under a shared philosophy.

The promotion of the Kao Way is a key priority for senior management, with the progress
regularly reported to the overseeing Executive Officer and the President and CEO. We promote
the Kao Way under the active involvement of senior management, thus fostering a corporate
culture that supports the sustainable growth of the Kao Group as a whole.

To further strengthen the adoption of the Kao Way across the entire Kao Group, we are actively
promoting a variety of initiatives. In 2024, we carried out various activities based on the Kao
Way within and outside Japan.

CEO Message

p
“Discover the Spirit” campaign (Japan)
To ensure that every employee continues to embody the value of Yoki-
Monozukuri, Kao launched the “Discover the Spirit” campaign, providing an
opportunity to reconnect with the Kao Spirit that has been passed down since
the company was founded.

As part of this internal campaign, Kao created “History Posters,” which
convey the origins of Yoki-Monozukuri, and “Employee Posters,” which showcase
how today’s employees put these values into practice. These posters were
displayed in highly visible areas, such as near employee cafeterias. Additionally,
rare exhibits usually only available at the Kao Museum were also displayed to
spark a greater interest in the corporate culture.

This initiative, carried out at 12 worksites in Japan, provided employees with
an opportunity to connect the spirit of Kao’s founding to their own work. Unlike
usual training sessions or workshops, this
unique approach to embedding the corporate
philosophy contributed to higher employee
engagement. Kao remains committed to
fostering its corporate culture, ensuring that
each employee takes pride in their work and
collaborates in building a better future.

\\

Message from Senior Vice
President of ESG

Executive Summary

Corporate Philosophy

Kao’s Vision for 2030
“K30” and the Mid-Term
Plan “K27”

Strategy

Metrics and Targets

Governance

Risk and Opportunity

Management

= ©a )



Editorial Policy

“Discover the Spirit” Campaign expands to KSA (U.S.: High Point/

Texas)

Kao has expanded the initiatives developed in Japan, centered on the value of Yoki-
Monozukuri, to its group company in the Americas as part of its efforts to enhance
employee engagement. Specifically, to make the corporate philosophy more relateable,
Kao distributed original T-shirts featuring the campaign logo, fostering a sense of unity
among employees. Additionally, banners were displayed in areas where employees could
naturally see throughout their daily routines, reinforcing the philosophy through a visual
approach.

These initiatives are not intended to present the philosophy as a mere slogan, but to
help each employee personally connect it to their work and put it into practice. In
particular, in environments where many employees work at plants, wearing T-shirts
fostered a sense of togetherness, and the visual reinforcement helped instill the
philosophy into daily awareness.

Moving forward, Kao will continue to explore new methods to promote the practice of
its corporate philosophy, striving to create an environment where employees can take
pride in their work.

Reflecting on Yoki-Monozukuri at Kao Thailand’s 60th anniversary
event

Kao Thailand celebrated its 60th anniversary with a series of events and initiatives. As
part of these efforts, Kao provided an opportunity for employees to reflect on Yoki-
Monozukuri and launched initiatives to encourage the practice of its corporate
philosophy.

One of these initiatives involved an activity where employees wrote down their
personal interpretations of Yoki-Monozukuri on sticky notes and shared them within their
workplaces. Additionally, a Short Film Contest was held, in which each department
created a short film showcasing their approach to Yoki-Monozukuri, providing a creative
way to share this value.

By incorporating elements of the Kao Way into this major anniversary event, Kao
Thailand was able to naturally strengthen employee engagement and promote the
adoption of its philosophy more effectively than through standalone events. As a result,
this initiative became an important opportunity for employees to consider how they can
embody Yoki-Monozukuri through their work and further encourage the practice of Kao’s
corporate philosophy.
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Editorial Policy

The Kao Way workshops for the R&D Division (Japan)

To embrace the Kao Way, the Research and Development Division held workshops
aimed at promoting its practice. Conducted across multiple research laboratories, these
workshops encouraged participants to explore how the Kao Way could be applied to
their work and deepen their understanding through dialogue.

Each research laboratory designed its own program, allowing participants to openly
exchange ideas. This not only strengthened their connection to the Kao Way but also
provided fresh perspectives on their daily work. Engaging discussions took place on
topics such as how their research contributes to Kao’s future growth and what can be
done to generate even greater value through their work.

The Kao Way session for Kao Group employees in their second or third

year (Japan)

We newly introduced the Kao Way session as part of a training program for employees in
their second or third year at the Kao Group. This session aims to deepen participants’
understanding of the Kao Way through dialogue with peers and encourage its application
in daily work.

During the training, participants reflected on their strengths and challenges from the
perspective of the Kao Way, and also recognized each other’s achievements. This
approach went beyond simply learning about the philosophy, helping employees
experience personal growth and increasing their motivation to put it into practice.

By conducting this session at the two- to three-year mark, when employees have
gained a certain amount of experience, it also serves as an opportunity to strengthen
their sense of belonging and engagement with the company.

The Kao Way workshops for the Supply Chain Management leader
candidates (Japan)

Since 1989, Kao has conducted Techno School, a division-level training program aimed
at developing Genba leaders who possess both technical expertise and strong
leadership qualities. This program is designed for the Supply Chain Management leader
candidates within and outside Japan. In 2024, to deepen their understanding of the
corporate philosophy, participants took part in a “Workshop on Kao’s History and the
Kao Way.” Through dialogue in group work and a visit to the Kao Museum, this workshop
provided future Kao employees with an opportunity to personalize the Kao Way and
strengthen their commitment to its practice.
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Employees’
opinions

N

Discover the Spirit:

Dialogue and Exhibits to

Spread and Promote the Kao

Spirit for the Future Hiromi Fujiwara

Corporate Branding,
Strategic Public Relations
Kao Corporation

In 2024, | had the opportunity to have dialogues with employees at seven
worksites about the concept of Yoki-Monozukuri.

It was a valuable experience to listen directly to the passionate opinions of
each employee about Yoki-Monozukuri as they carry out their daily tasks. When
speaking with people at different locations and occupations, | could sense the
Kao Spirit passed down from our predecessors, and felt that our people were
linked together by a shared set of values. Their opinions were incorporated into
exhibits at 12 worksites, gaining reach to more employees. Moreover, we were
able to share this initiative with people outside of Japan, and we took a step
forward in spreading Yoki-Monozukuri on a global level. Going forward, | would
like to expand this initiative throughout the entire Kao Group and pursue Yoki-
Monozukuri together with more employees.

Employees’
opinions

A\

Discover the Spirit:

Kao Thailand celebrates its 60th
anniversary with a commitment

to Yoki-Monozukuri Paveena Sopon

Director, HR & Admin Services
Kao Industrial (Thailand)

Kao Thailand proudly celebrated its 60th anniversary in 2024. On this occasion,
we aim to inspire our employees to take pride in our company and reflect on
their contributions toward ensuring Kao’s continued success for the next
hundred years. We invited them to rethink Yoki-Monozukuri—what it means to
them—and express their thoughts on sticky notes.

We received many responses from all worksites, demonstrating a deep
understanding of how Yoki-Monozukuri has shaped our corporate culture and
will continue to influence our future endeavors. Following this, we organized a
Short Film Contest to showcase how each department implements Yoki-
Monozukuri in their daily operations. This initiative not only fosters enjoyment
but also encourages employees to delve deeper into the concept of Yoki-
Monozukuri, considering how each individual can strengthen Kao Thailand
through their everyday contributions.

Looking ahead, we plan to create more opportunities for employees to
share specific examples of how they embody the Kao Way in their daily lives
and promote dialogue among themselves.
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Discover the Spirit:
A Journey to Creatively Share
the Splrlt of “Yoki-Monozukuri” Executive Summary

Gwendolyn Glover

Manager, Human Capital
Development
Kao Specialties Americas

Corporate Philosophy

We have welcomed and embraced the Discover the Spirit campaign by

purposefully connecting our members to a global organization while celebrating Kao's Vision for 2030
the spirit of “excellence in everything we do.” “K30” and the Mid-Term
Plan “K27”

To spark excitement, engagement, and a sense of connection to Kao’s rich
history, we have displayed custom flags/posters around the site, shared Kao’s
history in a shadow box display, included the campaign slogan on our
anniversary cards, and even distributed “Discover the Spirit” designed cookies Strategy
and T-shirts.

Importantly, this is an ongoing campaign, a journey we are all on to
creatively share the spirit of Yoki-Monozukuri.
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Employee engagement

ESG employee engagement framework

Kao conducts its business activities with the goal of
realizing a “Kirei Life for All” the mission of its corporate
philosophy, the Kao Way. Achieving the targets set in Kao’s
mid-term corporate strategy (K27) and the ESG Strategy
(KLP) requires all employees of the Kao Group to resonate
with the vision of Kirei Lifestyle and take action as Kirei
Ambassadors* in driving the realization of the KLP.

To this end, Kao strategically and systematically
promotes employee engagement initiatives through the
ESG-driven Yoki-Monozukuri College platform. This initiative
provides employees with continuous information and
inspiration, enhancing motivation and empowering them to
take action.

The ESG-driven Yoki-Monozukuri College consists of
learning programs and engagement content tailored to
different levels, and these programs are implemented not
only in Japan but also various locations across Asia and
AEMEA (the Americas, Europe, the Middle East, and Africa).
Each region adapts the programs taking into account

regional needs to ensure relevance and effectiveness.

* Kirei Ambassadors: Employees who have the fundamental knowledge and
mindset needed to promote the KLP, act with passion, and have an impact
on others.

Leaders

Managers

2nd year-

Learning Programs

Kao offers dedicated learning programs in order to provide
all employees with the knowledge necessary to advance the
KLP.

As part of onboarding training for new employees and
mid-career hires, we provide an annual training video in
which the Senior Vice President of ESG explains why Kao is
committed to ESG. For employees in their second year and

: Engagement Communication
Learning Programs Opportunities Ad-hoc events

¢ ESG Leadership Dialogue

<Advanced>

Kirei Master Development

(1) ESG Engagement Master
Course

(2) LCA Master Course

<Basic>
Understand The What
Kirei Lifestyle Plan Lecture

<Mandatory>
Understand The Why
Video for new hires

ESG-driven Yoki-Monozukuri College

¢ ESG Coffee Chat

e ESG Town Hall Meeting

® ESG Trends Newsletter

¢ ESG Communications Tools
e Learn & Act ESG

Global Trends in ESG, Kao’s
Initiatives

e Lectures by external
experts on specific key
themes

Live event for ESG leaders and
video archive distribution for
others
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beyond, Kao offers an e-learning program called the Kirei Lifestyle Plan Lecture, which allows a
deeper understanding of Kao’s ESG initiatives. Through this course, employees gain insights
into the background and knowledge of Kao Actions, global perspectives and standards, and
Kao’s specific initiatives, equipping them with the knowledge and skills needed to drive the KLP
forward.

These learning programs, provided in both English and Japanese, are translated into local
languages across Kao’s Asian subsidiaries and deployed through each company’s platform to
further enhance employees’ understanding. In AEMEA, where sustainability initiatives are more
advanced, Kao offers specialized programs such as the “Sustainability 101 Training Course” to
address evolving regulatory developments.

One challenge in these initiatives is the difficulty of measuring their impact—specifically,
assessing whether they are truly influencing employees’ actions. Acknowledging this challenge,
Kao remains committed to refining and designing effective programs to maximize their impact.

Engagement Opportunities

To provide inspiration for exploring business solutions from an ESG perspective, Kao holds ESG
Coffee Chats, an informal dialogue session between the Senior Vice President of ESG and
Genba managers. In 2024, Kao Japan conducted 12 sessions for leaders from business
divisions, R&D, Supply Chain Management, and ESG promotion leaders from Kao’s Asian
subsidiaries, with a total of 77 participants. The

sessions received highly positive feedback, with

participants commenting that it provided an

opportunity to re-evaluate their own work and

incorporate ESG elements into their roles. These

insights are expected to have a ripple effect on

their teams, further embedding ESG into business

operations.

Kao holds ESG Town Hall sessions to deepen the understanding of the relationship between
business strategy and the KLP, as well as specific initiatives, and to encourage participants to
apply these insights to their own work. In 2024, Kao Japan held its first session, reaching a total
of 524 participants, including both in-person attendance and archived video views. In AEMEA,
where the initiative has been ongoing since 2023, over 600 participants attended, with the total
reach—including video views—amounting to 855.

As an opportunity for engagement with Kao’s Asian subsidiaries, a three-day in-person
meeting was held for the first time in June, bringing together ESG leaders from across Asia at
the Japan headquarters. Through workshops focused on key ESG topics and discussions with
relevant departments at the headquarters, participants gained a deeper understanding of the
Kao Group’s policies. Moving forward, these leaders are expected to take on an even greater

leadership role in implementing ESG initiatives at their respective Genba sites.
Kao will continue to actively promote initiatives that deepen the understanding of the
importance of integrating ESG into daily operations and drive concrete actions.

Communication Contents
Kao creates and publishes communication content to help each employee worldwide gain
insights into promoting ESG-driven Yoki-Monozukuri.

The ESG Trends Newsletter, distributed monthly to all employees of the Kao Group, provides
the latest updates on global ESG trends and ESG initiatives across the Kao Group. Additionally,
each issue features special topics that are relevant at the time of publication.

To communicate the significance of earning the CDP Triple A* designation for four
consecutive years, Kao distributed a video message from the President and CEO to employees.
Additionally, a report on Sustainable Brands 2024, a conference where many Kao employees
took the stage, was shared internally. Furthermore, after publishing the Sustainability Report,
Kao launched a series featuring the Executive Summary, highlighting outstanding initiatives
alongside insights from the employees responsible for them.

As a result of these initiatives, the ESG Trends Newsletter has maintained a high average
open rate of 47%, contributing to increased employee awareness of ESG-related information
and a deeper understanding of ESG initiatives.

Additionally, internal and external ESG-related information and communication tools for the
KLP have been made available on the company intranet, creating an environment where
employees can actively share Kao’s ESG initiatives.

* CDP Triple A: This designation is awarded to companies that receive an “A” rating in all three categories evaluated by CDP:
Climate Change, Water Security, and Forests.

ESG Trends Newsletter Average Open Rate

Average

Average

Average 46% 470/0

419%

Average

25%
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Ad-hoc events

To deepen understanding of key ESG
themes, various companies within the Kao
Group hold ad-hoc lectures and events
featuring external experts, targeting
different levels of employees.

At Kao Japan, a lecture on Business
and Human Rights was held for employees
at all levels, featuring an external expert.
236 employees participated in this open-
registration event. Including archived video
views, the total reach was 524. More than
30 questions, including those pre-
submitted, were raised, contributing to a
heightened awareness of human rights
issues.

In Asia, Taiwan and Thailand, events
were held to commemorate their 60th
anniversaries. In Taiwan, initiatives included
the production of a video to promote a
broader understanding of Kirei Lifestyle and
the launch of a special website, as well as
internal events and a special exhibition for
external audiences.

In AEMEA, an Earth Month virtual event
on conservation was held in the Americas
to promote understanding of environmental
conservation. In addition, more than 20
workshops and learning sessions were
conducted on social topics like DE&,
culture, allyship, empowerment, and human
rights awareness, fostering these values in
our workplaces and through our business
activities.

Employees’
opinions

N

Kao Taiwan Co-Creates Kirei Life with Community

while Celebrating 60th Anniversary

In the wave of ESG, companies are challenged to convey ESG
concepts to all stakeholders, further expanding their influence
and driving participation. Kao (Taiwan), in celebration of its 60th
anniversary, adopted the theme of co-creating the Kirei lifestyle
with Kao, integrating internal and external forces to maximize
the positive impact of ESG.

For the first stage, to enhance people’s understanding of
the Kirei lifestyle, we created a video that aggregates and
communicates the idea of Kirei moments in various lives. We
also held events to express gratitude to the Kao employees
who have worked together and the Taiwan consumers,
suppliers, and partners who have long supported Kao (Taiwan).

For internal communication, an event called the Kirei Party
was held to express gratitude to Kao employees. We invited all
employees to the internal celebration party, which featured a
team-building activity to foster the ONE TEAM spirit from
everyone involved in the collaboration. Participants had the
opportunity to create a handprint artwork, symbolizing our
co-creation for Kao company.

In order to communicate Kao’s efforts regarding ESG and
brand innovations to Taiwan consumers, we integrated all

Lily Shih
CP business Division-PR
Kao (Taiwan) Corporation

internal corporate information, adapted it to the concept of Kirei
lifestyle, and developed the 60th anniversary exhibition. Before
opening it to the public, we invited our employees to participate
in the 60th anniversary exhibition as VIPs, in which the
achievements of our employees' daily work in connection with
ESG were displayed, so that our employees could feel proud of
their work. This will further enhance the sense of identity and
centripetal force of our employees, and they will realize the Kirei
spirit in their daily work.

In the future, we will continue to promote the ESG values of
Kao Group, adopt them into local activities, while inviting
employees and the public to take action and practice the Kirei
lifestyle in their daily lives.

Risk and Opportunity
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Message from the ESG External Advisory Board

Go Beyond Response in Disclosure and
Mitigating Adverse Impact, and Aim for
a Problem-Solving Perspective

Rika Sueyoshi
CEO, Ethical Association

| 'am now in my fifth year serving on the ESG External Advisory Board.

In the past five years, Kao has always possessed foresight and has taken an
enterprising and bold stance in ESG initiatives without fearing change. The landscape
has been facing incredibly harsh conditions in recent years, with the need to respond to
issues in a plethora of areas, including climate change, human rights and biodiversity. In
the face of these circumstances, Kao has begun carrying out many measures besides its
flagship efforts toward sustainable palm oil procurement. In this way, the company has
accomplished a vital process of evolution.

To give just one example, the fact that Kao carried out financial impact analysis and
disclosure in 2024 based on the TNFD framework unquestionably demonstrates its
status as an advanced corporate group within Japan at the very least, if not across a
broader geographical scope. | would like Kao to go beyond response regarding TNFD
(namely, disclosure) and mitigating adverse impact, and to expand its perspective to
include problem-solving as well. The TNFD calls for analyzing the impact of business for
disclosure, and so it is crucial to make efforts to quantify this impact. However, a
company cannot be said to have sufficiently fulfilled the social responsibility expected of
it by simply describing the extent to which its business may or may not create an impact.
Because Kao is a forward-thinking company, | hope that it will drive further discussion on
the scope of its responsibility in biodiversity (in terms of geography and sectors), as well
as the measures that can be taken to reduce adverse impact and recover natural capital.

Kao has made a highly commendable step in terms of sustainability measures by
integrating data to bolster the foundations for enhancing circularity. This initiative is
related to the creation of DPPs for Japan (specifically, the creation of a plastic CE
platform) that the Japanese government has been considering. Going forward, | hope
that Kao will participate in rulemaking around the world. Knowledge on the visualization
of supply and demand regarding recycled materials will gain even more value in the
future as an intellectual asset, as will knowledge on ensuring data reliability for
traceability. One possible avenue for initiatives to resolve social issues would be for Kao
to use the practical knowledge it has accumulated in circularity efforts to give input in

ongoing discussions about product circularity data at ISO and other international
standards organizations.

One of the fundamental values in the Kao Way, Kao’s corporate philosophy, is
“Walking the right path,” which comes from the company’s founder, Tomiro Nagase. This
philosophy serves as the foundation for commitment to ESG, and | would like to express
my respect that Kao has demonstrated a venerable approach. For Kao to make a solid
effort toward achieving its purpose of “To realize a Kirei World in which all life lives in
harmony,” it should not stop at simply expressing its resolve toward compliance as a
company with respect to “Walking the right path.” Perhaps Kao should take time to think
further about how it can impact society and bring change in the world by embodying the
philosophy of “Walking the right path,” and to consider the results of efforts to solve
social issues, including those that may not be overcome by Kao alone. | believe that Kao
can gain further support and trust from a wide range of stakeholders, including
consumers if each and every member of the management team and all employees take
an earnest look at results with respect to “Walking the right path.”

Message from Kao about the comments

The 2025 message expressed expectations for Kao to advance discussions as a
leading company, not only on reducing negative impacts but also on problem-
solving approaches. Citing the Taskforce on Nature-related Financial Disclosures
(TNFD) disclosure efforts as an example, the message highlighted the need to
explore Kao’s scope of responsibility in biodiversity, as well as potential measures
for reducing negative impacts and restoring natural capital.

In response, Kao has deepened its efforts through Essential Research on social
issues. One example is the development of Bio I0S, a sustainable detergent base
derived from oleo chemicals, which are extracted from the fruit of oil palm trees after
edible oil is obtained. This initiative addresses concerns related to deforestation and
raw material shortages. Kao is working to expand its applications beyond laundry
detergent and actively promoting the adoption of this technology by other
companies. Additionally, Kao continues to develop alternative technologies for palm
(kernel) oil substitutes, utilizing natural, inedible sources of fats and oils. Moving
forward, Kao will incorporate insights gained from TNFD reports and analyses from
research on nature-positive initiatives. Beyond merely reducing negative impacts,
Kao aims to deepen discussions from a problem-solving and value-creation
perspective, pursuing activities that contribute to both nature-positive societies and
economic growth, such as advancing initiatives related to agrochemicals.
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Message from the ESG External Advisory Board

Leading ESG to the Next Level

Ruma Bose
CEO, Amura Group

In my third year on the advisory board, | remain hugely impressed that Kao has
maintained its deep commitment to implementing leading-edge ESG policies, to advance
the company’s “Sustainability is the Only Path” strategy. Kao has done this despite
growing counter-veiling pressures at home and abroad, including direct attacks on and
the deliberate political weaponization of ESG, especially in the United States and,
increasingly, in Europe and the rest of the world.

Companies seem to be responding to these pressures in one of two ways. Many are
choosing to downgrade or even abandon their ESG commitments. Others are
responding by doubling down on ESG, embedding it more deeply in all that the company
does. The second group is mostly of companies, such as Kao, that understand that ESG
should not be seen as essentially an exercise in optics but rather that, done right, it can
be a driver of superior core business performance.

Kao urgently needs to get its K80 ESG strategy back on track, after being hit by
rising raw material costs, a slower economy and the associated hit to productivity.
Having long been in the vanguard of ESG implementation, Kao now has an opportunity
to once again be a world leader in taking ESG to the next level. In so doing it can help to
disprove the critics and educate the so-called “ESG washers” in how to execute ESG
strategies that genuinely create value for all the company’s stakeholders.

For many years, Kao has been a leader in reporting on and reducing its carbon
footprint, achieving its scope 1 and 2 emissions target two years ahead of schedule.
Now it needs to show similar progress on its admittedly harder scope 3 emissions. On
biodiversity, too, having shown boldness by adopting a target of being “nature positive”
by 2030, Kao must back this up with quick progress to show it can deliver on this
promise.

Similarly, Kao should build quickly on the success of its early pilots in developing
innovations that drive sustainability, such as low waste packaging, recycling and the
development of lower cost alternatives to raw materials with fast-rising prices, such as
palm oil. This innovation-led ESG strategy should be deployed throughout the company’s
activities.

Kao has recognized the importance of work force transformation to deliver its ESG
goals, with the new Global Sharp Tops initiative. Quick progress in implementing this will
send a strong positive message both internally and outside the company.

Kao could go further in implementing its DEI policies in ways that clearly demonstrate
the connection between greater workforce diversity and business performance. The
company has made steady progress on improving gender equity within its workforce,
but | believe it is time for Kao to accelerate significantly the rise in the percentage of
women in senior management roles, in particular.

Kao has long been an outstanding global leader in ESG. At this pivotal moment, it is
again well placed to lead in taking ESG to even higher levels of significance and impact. |
look forward to seeing them fulfill this world changing potential.

Message from Kao about the comments

The 2025 message expressed expectations for Kao to take the lead in integrating
ESG more deeply into its business activities to enhance corporate value and serve
as a role model for other companies and all stakeholders. These expectations come
amid growing pushback against ESG, particularly in AEMEA, with a strong focus on
the Americas.

In response, we believe that by steadily implementing the KLP and developing
ESG-integrated proposals unique to Kao, we can further strengthen our Global
Sharp Top strategy and also increase customer loyalty. For example, the refillable
container for CuCute dishwashing detergent, which reduces plastic consumption by
approximately 40% and is designed for easier disposal, has been well received by
consumers for its reduced environmental impact, leading to an increase in market
share. Additionally, the My Kao digital platform, which facilitates two-way
engagement with consumers, features a unique Al-driven skin analysis service that
recommends personalized products based on individual results. This contributes to
improving consumers’ quality of life and increasing repeat purchases. Moving
forward, Kao will continue to pursue its goal of becoming a leading ESG company
globally by proposing new ESG-driven value offerings and fostering deeper
engagement with consumers.
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Message from the ESG External Advisory Board

Implementing the Kirei Lifestyle Plan
- Next steps in the Journey

Mike Jefferson
Director, Verde Research and Consulting Ltd.

During my first year on the Kao ESG External Advisory Board, what quickly became clear
to me was the strong vision senior management had developed for the company. Also,
that there is a genuine commitment from the management in Kao to put sustainability at
the heart of the business. During 2024, there was an increased focus on communicating
the vision internally and breaking down objectives at the level of the business unit.
Engaging and getting the active involvement of everyone working in the company is a
significant undertaking due to the size of Kao. However, this will be essential to
successfully integrate the ESG vision into the business culture and day to day activities.
A good start was made in 2024 and | am sure that a continued focus on these
communication and engagement activities will reap rewards in the years to come. Key
will be ensuring that there are mechanisms for individual managers and employees to
come forward with ideas about how progress against the ESG strategy can be achieved.
We know that objectives in areas such as decarbonization and zero waste will require
many hundreds of individual actions and these will need to be identified and supported.

Kao has developed comprehensive quantitative targets to monitor progress and
should be commended on the transparency they are providing to stakeholders. During
2024 the business accelerated work on data and IT systems to ensure that information
can be captured to report against key performance indicators. A continued focus on
breaking down these targets at a business, and even individual, level will ensure resilient
and sustained advances are made towards goals in the coming years.

Meaningful progress continues to be made towards objectives. This is particularly in
areas where Kao has the control and the ability to make the necessary changes. An
example here is that 100% of energy purchased in Japan is from renewable sources.
More challenging for the business, will be to drive change where action at a country level
or in other parts of the value chain may be required. For example, the collection, sorting,
and recycling of post consumer plastic packaging waste in Japan and other key markets
for Kao in Asia where the infrastructure is still developing. This said, Kao have pushed for
change and useful trials and pilots have taken place. Strategic leadership and
engagement with likeminded businesses will be required to fully implement the ESG

strategy in areas such as these.

Plastic continues to be a political priority globally and efforts remain ongoing with the
UN led work to find a global instrument to tackle plastic pollution. This follows the failure
to find agreement on the final text for a treaty in Busan, South Korea, at the end of 2024.
| would encourage a continued focus in Kao, building on the work done so far, on
plastics circularity; driven by design for recycling, increased collection for recycling, and
use of post consumer recycled content.

Message from Kao about the comments

The 2025 message expressed a need to continue focusing on plastic circularity,
including the collection, sorting, and recycling of post-consumer plastic packaging
waste. It also emphasized that fully implementing the ESG Strategy in this area
requires strategic leadership and collaboration with like-minded companies.

In response, Kao has not only driven reduce and recycling innovations within the
company but has also advanced co-creation with various stakeholders to accelerate
the early implementation of these initiatives in society.

In collaboration with Lion Corporation, Kao became the first in the world to
commercialize refill packs partially made from recycled materials using packaging-
to-packaging recycling, a horizontal material recycling process that converts used
containers bac to the same type of container. Additionally, Kao has collaborated with
various municipalities, universities, and companies across Japan, including
Kamakura and Keio University, to develop new systems for plastic resource
collection and upcycling. Looking ahead, Kao plans to actively pursue further
collaboration with other companies to propose new value-driven solutions that
address environmental issues and broader social challenges.

To carry out these global initiatives with other companies, municipalities, and
organizations, it is essential that both Kao and its partners possess complementary
strengths that enable them to lead the industry. Additionally, they must share the
same values and direction, working together with a shared commitment to solving
issues in society. While maintaining its unique identity, Kao will continue to leverage
the strengths of its many partners to develop higher-quality products and build more
profitable businesses.

Risk and Opportunity

Management

= ©s1 >



Stakeholder engagement

Kao’s key stakeholders include consumers and customers as well as suppliers, employees,

local communities, national and local governments, non-governmental and non-profit
organizations (NGOs / NPOs), academia, organizations and corporations in our industries, and

shareholders and investors.

In the Kao Way, our corporate philosophy, we define our vision as this: “By deeply knowing
and understanding our world and its people, we aim to improve people’s lives beyond their

Key Kao stakeholders

Employees

The vitality of employees who are excited to work is essential for a
company to become stronger. We are working to strengthen a
corporate culture in which each of our diverse personnel has great
aspirations and is willing to take on challenges with dedication. As a
corporate responsibility, we are committed to providing a better work
environment and opportunities to support their growth.

Communication methods and frequency
® Kao Forum: Twice a year
* Employee engagement surveys: Yearly
¢ Health and Safety Committee / Employee Welfare Committee: Monthly
e Career development / human capital development: As needed
e Diversity, Equity & Inclusion promotion activities: As needed
¢ Support for employee health: As needed
* Employee ESG engagement: As needed

Shareholders / Investors

We earn the trust and meet the expectations of shareholders and
investors by striving to enhance our corporate value, proactively
disclosing information and engaging in communication activities.

Communication methods and frequency
* General Meeting of Shareholders: Once a year
* Earnings conferences: Four times a year
¢ IR roadshow: As needed
¢ Small meetings with the President and CEO: As needed
* Business briefings and facility tours: As needed
¢ |R meetings: As needed
* Briefings for individual investors: As needed
¢ Reports to shareholders: Issued once a year
¢ Integrated Report: Issued once a year

expectations for a future where humans and nature thrive together.” Through communication
with our stakeholders, we deepen understanding and provide information useful to society and
in daily life, and use feedback we receive to improve our management, corporate activities and

services, including by reporting on feedback to the Management Board and Board of Directors

and having feedback reflected in deliberations of material matters. Specific collaboration/
engagement initiatives with stakeholders are described in each activity report.

Consumers and customers

We aim to utilize feedback in developing new products and services and improving products by listening to the concerns
and opinions of consumers and customers and engaging in close communication.

Communication methods and frequency

Consumers

* Consumer consultations: As needed

* Environmental events: As needed

e Communication events: As needed

e Communication center for Relief
adult diaper users: As needed

* Home visits to consumer monitors:
As needed

* Employee ESG engagement: As
needed

<
<

A

A

Local communities

We strive to co-exist with local communities by understand-ing
the impacts of our business activities on local communi-ties,

NGOs / NPOs

Chemical and Professional-use
Product Customers (Suppliers)
* Opinion-exchange meetings with
distributors: Twice a year
* Workshop and plant tours for new year
employees at distributors: Every
other year (odd-numbered years) needed
® Lectures on sanitation: As needed

Consumer Product Retailers
(Suppliers)
 Policy briefings: Once a year
* Business planning meetings: Once a

* New product presentations: As

® Product study meetings: As needed

Suppliers

We consider suppliers as our business partners vital to Yoki-
Monozukuri and undertake procurement activities according to the
Policies for Procurement, including fairness, compliance and ethics,
and social responsibility.

Communication methods and frequency
* Quality Improvement Meetings: Yearly
* Monitoring of compliance status with Partnership Requirements for
Suppliers: As needed
* Supplier satisfaction surveys: Every three years
® VVendor Summits: Yearly

National and local governments

Maintaining healthy and equal relationships with national governments
is defined in the Kao Business Conduct Guidelines. Based upon this,
we participate in and exchange opinions with government
organizations that are closely related to our business. We also
cooperate with local governments in efforts to resolve social issues in
communities.

Communication methods and frequency
e Committees, councils: As needed
* Opinion exchanges: As needed
* Environmental events: As needed
* Communication events: As needed
® Educational curriculum proposals: As needed

Academia

-
>

Industry groups / Peer companies

We contribute to the development of various industries by
working to address common demands from society on a shared

conducting business activities to meet the demands of local
communities and engaging in communication activities.

Communication methods and frequency
¢ Corporate citizenship activities: As needed
® Education in the classroom: As needed
¢ Activities (plant tours): As needed
* Meetings and collaborations with local residents: As needed

Through dialogue and collaboration, we gain a deeper
understanding of society’s demands, and we work together to
resolve global environmental issues and issues faced by
society through our business activities.

Communication methods and frequency
* Opinion exchanges: As needed
* Environmental events: As needed
e Communication events: As needed
* Corporate citizenship activities: As needed

We not only share knowledge and broadly engage in opinion
exchanges for mutual benefit, but also aim to make joint
contributions to society and create innovative returns.

Communication methods and frequency
* Information exchanges: As needed
 Joint research: As needed
* Conference presentations and paper submissions: As needed

industry basis.

Communication methods and frequency
e Committees, councils: As needed
* Opinion exchanges: As needed
* Provision of products and services: As needed
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Specific collaboration/engagement initiatives with stakeholders are described in each activity report. Click on the name of each activity under “Specific Activities” for more information.

Collaboration and engagement with stakeholders

Stakeholders Initiatives
* Employee ESG engagement * Transformative innovation * Respecting human rights ® Information security
® Realization of the Kao Way * Responsibly sourced raw materials * Human capital development ¢ Digital transformation (DX)
e Improved quality of life e Decarbonization ¢ Inclusive & diverse workplaces ¢ Intellectual property
¢ Habits for cleanliness, beauty & health e Zero waste * Employee wellbeing & safety * Tax strategies
Employees * Water conservation

® Universal product design

e Safer healthier products

e Sustainable lifestyle promotion
e Purpose driven brands

e Air & water pollution prevention
» Effective corporate governance
e Full transparency

* Responsible chemicals management
* Risk and crisis management

* Responsible care (RC)

® Product quality management

e Biodiversity

e Communication with consumers

® Process safety and disaster prevention
e Corporate citizenship activities

Consumers and

* Improved quality of life
e Universal product design
e Safer healthier products

* Responsibly sourced raw materials
e Decarbonization
e Zero waste

e Effective corporate governance
e Full transparency
® Respecting human rights

* Responsible care (RC)
¢ Product quality management
¢ Digital transformation (DX)

customers e Sustainable lifestyle promotion ¢ \Water conservation * Employee wellbeing & safety * Biodiversity
e Purpose driven brands e Air & water pollution prevention * Responsible chemicals management e Communication with consumers
e Sustainable lifestyle promotion * Water conservation * Responsible chemicals management * Biodiversity
s i * Responsibly sourced raw materials e Effective corporate governance ® Risk and crisis management
SRR e Decarbonization e Full transparency * Product quality management
® Zero waste ® Respecting human rights ¢ Information security
Shareholders/ e Corporate governance ¢ Investor Relations websites
Investors l;l https://www.kao.com/global/en/investor-relations/
e Habits for cleanliness, beauty & health e Decarbonization * Employee wellbeing & safety * Biodiversity
National and e Safer healthier products e Zero waste * Responsible care (RC) e Communication with consumers
local e Sustainable lifestyle promotion * \Water conservation e Information security e Corporate citizenship activities
governments ® Purpose driven brands * Air & water pollution prevention ¢ Intellectual property
* Transformative innovation ® Respecting human rights * Tax strategies
¢ Habits for cleanliness, beauty & health e Zero waste * Employee wellbeing & safety * Process safety and disaster prevention
Local e Universal product design * \Water conservation * Responsible care (RC) e Corporate citizenship activities

communities

e Purpose driven brands
e Decarbonization

e Air & water pollution prevention
® Respecting human rights

* Bjodiversity
e Communication with consumers

NGOs / NPOs

® Responsibly sourced raw materials
e Decarbonization

* Water conservation
e Full transparency

® Respecting human rights
¢ Inclusive & diverse workplaces

* Biodiversity
e Corporate citizenship activities

Academia

e Improved quality of life
¢ Transformative innovation

* Water conservation
e Full transparency

e Inclusive & diverse workplaces
* Employee wellbeing & safety

* Biodiversity
e Corporate citizenship activities

Industry groups /
Peer companies

e Improved quality of life

e Universal product design

e Safer healthier products

e Sustainable lifestyle promotion
e Air & water pollution prevention

e Full transparency

® Respecting human rights

e Human capital development

¢ Inclusive & diverse workplaces
e Employee wellbeing & safety

* Responsible chemicals management
¢ Risk and crisis management

* Product quality management

e Intellectual property

® Tax strategies

e Communication with consumers
e Corporate citizenship activities
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https://www.kao.com/global/en/investor-relations
https://www.kao.com/global/en/corporate/policies/business-risks/
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-02.pdf
https://www.kao.com/global/en/innovation/safety-quality/
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-03.pdf
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-04.pdf
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-05.pdf
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-06.pdf
https://www.kao.com/global/en/sustainability/nature/biodiversity/
https://www.kao.com/jp/support/products/consumer/#annual
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-01.pdf
https://www.kao.com/global/en/sustainability/society/
https://www.kao.com/global/en/corporate/policies/corporate-governance/
https://www.kao.com/global/en/corporate/policies/business-risks/
https://www.kao.com/global/en/innovation/safety-quality/
https://www.kao.com/global/en/corporate/policies/business-risks/
https://www.kao.com/global/en/innovation/safety-quality/
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-02.pdf
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-02.pdf
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-02.pdf
https://www.kao.com/global/en/innovation/safety-quality/
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-03.pdf
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-03.pdf
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-04.pdf
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-05.pdf
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-05.pdf
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-06.pdf
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-06.pdf
https://www.kao.com/global/en/sustainability/nature/biodiversity/
https://www.kao.com/global/en/sustainability/nature/biodiversity/
https://www.kao.com/global/en/sustainability/nature/biodiversity/
https://www.kao.com/global/en/sustainability/nature/biodiversity/
https://www.kao.com/global/en/sustainability/nature/biodiversity/
https://www.kao.com/global/en/sustainability/nature/biodiversity/
https://www.kao.com/jp/support/products/consumer/#annual
https://www.kao.com/jp/support/products/consumer/#annual
https://www.kao.com/jp/support/products/consumer/#annual
https://www.kao.com/jp/support/products/consumer/#annual
https://www.kao.com/content/dam/sites/kao/www-kao-com/global/en/sustainability/pdf/our_foudations2025-e-01.pdf
https://www.kao.com/global/en/sustainability/society/
https://www.kao.com/global/en/sustainability/society/
https://www.kao.com/global/en/sustainability/society/
https://www.kao.com/global/en/sustainability/society/
https://www.kao.com/global/en/sustainability/society/
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