EBARA CORPORATION
EBARA IR Day 2026 Q&A
Summary of EBARA IR Day 2026 Q&A held on July 14, 2026

Session 1: The Energy Company’s Medium- to Long-term Strategy and Sustainability Market
Initiatives

Respondent:
Takanobu Miyaki Executive Officer, President of Energy Company

Questioner 1

Q: | would like to confirm two points. First, could you provide an overview of the breakdown
of orders received and revenue in the Energy business by end market? Specifically, | would
like to understand the degree of dependence on LNG, which has been identified as a growth
area, in terms of both revenue and orders. In addition, could you explain the proportions
attributable to petrochemicals, oil refining, power generation, and hydrogen, as well as the
differences in profitability among these segments?

Miyaki:
The composition of orders received, revenue, and profitability by sector fluctuates from year to year,
so | will answer in terms of ranges.

LNG generally accounts for around 30% of both total orders and revenue, although there can be
some year-to-year variation. The existing petrochemical sector also represents approximately 30%.
The remainder consists of oil refining, power generation, fertilizer-related applications, and other
areas.

As shown on page 2 of the presentation materials, in the sustainability field, primarily centered on
hydrogen, we aim to increase the share of product orders to 20% by 2028. To achieve the revenue
targets set out in E-Plan 2028, we intend to grow both the sustainability-related businesses and the
other business areas.

We have already secured several hydrogen-related projects, and the market is beginning to
expand. At present, hydrogen does not yet account for a double-digit percentage of our order mix,
but we plan to continue growing this area through our initiatives toward 2028 and beyond.

In terms of profitability, LNG and petrochemicals account for a large portion of our business and
support overall operating profit. Both our Products business and our Service & Support (S&S)
business contribute to earnings.

Q: Is it fair to understand that LNG generally offers a higher operating profit ratio or higher
profitability compared with other sectors?

Miyaki:

It depends on the specific project. Within LNG, there are compressors, cryogenic pumps, and
expanders, and profitability varies by product. Profitability also depends on the business mix relative
to other sectors in a given year. However, when combining the Products business and S&S, LNG is
a highly profitable area. Going forward, we intend to further improve profitability by capturing demand
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for products such as the main refrigerant compressors and highly competitive expanders shown on
page 4 of the materials. Even today, LNG profitability is fully competitive with petrochemicals, and by
expanding our presence in these product areas, we aim to further enhance profitability.

Q: My second question concerns the situation in the Middle East. While uncertainty has
resurfaced recently, there was some stabilization at the end of June. Based on your
discussions with customers, could you share your latest views and outlook regarding
demand?

In particular, 1 would like to hear your thoughts on reconstruction-related demand in the
second half of the year, pent-up demand including S&S demand, and the potential for medium-
to long-term energy supply chain restructuring.

Miyaki:

Regarding our latest assessment and its impact on our business, our current disclosure reflects
results through June. We will announce our outlook for this fiscal year, including the impact of
developments in the Middle East, in mid-August, so | would ask you to wait until then.

Although a ceasefire agreement had been reached, the situation remains unstable, and conditions
continue to change daily and weekly. However, based on our discussions with customers, they
remain committed to moving forward with their businesses despite these circumstances.

For our part, ensuring the safety of our employees is our top priority. At the same time, we want to
provide as much support as possible to customers who are determined to continue operating.

More generally, as has been reported in the media, several facilities have been attacked, and this
may create a need for repairs and restoration work in the future. The timing remains unclear, but we
believe there will likely be many areas where we can provide support. We intend to utilize our
resources and capabilities to assist customers in response to their needs.

Q: There has been discussion about strengthening energy supply chains outside the Middle
East, particularly in Asia and the United States. What is your view on this trend?

Miyaki:

Supply chains are affected not only by geopolitical issues in the Middle East but also by broader
geopolitical developments, including U.S.-China relations. Our primary objective is to ensure the
continuity and growth of our business. While geopolitical developments can be difficult to predict,
we are building a supply chain structure that optimizes operations globally based on current
conditions, enabling us to continue supporting customers.

At the same time, we are establishing regional supply chain capabilities so that operations can be
completed within individual regions to a certain extent. This allows our business and customer
services to continue even in the event of geopolitical disruptions.

As you pointed out, we are not only focused on the Middle East. We are currently reviewing and
strengthening our supply chains more broadly so as to minimize the impact of geopolitical risks
wherever possible.
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Questioner 2

Q: The Energy business plan for 2026 indicates decreases in both revenue and profit.
Considering that, achieving the 2028 targets would appear to require substantial revenue
expansion and a significant improvement in profitability. Given the long-cycle nature of this
business, it seems difficult to achieve the 2028 revenue target without sufficient visibility into
future orders. Could you explain again how confident you are in achieving the 2028 financial
targets?

Regarding profitability, the operating profit ratio is projected at 10.2% this fiscal year, while
the 2028 target is 14.5% or higher, which represents a fairly large improvement. Could you

also break down how much of that improvement is expected to come from revenue growth
and how much can be achieved through your own operational initiatives?

Miyaki:
Regarding your first point, as announced, the 2026 plan indicates operating profit below the 2025
level. Compared with the 2028 target, there is certainly a gap.

One major reason for the decline in operating profit in 2026 is that orders received in 2025, particularly
in the new products business, declined compared with previous years, reflecting uncertainty
surrounding the policy direction under the new U.S. administration as well as geopolitical instability.
As a result, our opening backlog and projects on hand at the start of this fiscal year are at lower levels
than in the past three years.

As for order trends this year, we expect orders to exceed last year's level. In particular, as
mentioned earlier regarding our focus areas, we have already secured orders in the upstream and
midstream gas processing products business in the Middle East. These projects tend to have
relatively high profit margins, so we believe we have gotten off to a strong start toward achieving
our 2028 targets. We also expect additional projects to emerge going forward, and our goal is to
secure multiple orders and continue expanding the scale of the business. In other words, the order
opportunities that we anticipated when formulating our 2028 plan are already beginning to
materialize steadily from 2026 onward.

Regarding your second point, a key initiative to improve the operating profit ratio is the further
advancement of global integration, which is discussed on page 10. With the establishment of the
Energy Company, we have integrated our pumps, compressors and turbines businesses, as well as
EBARA Group locations around the world. We are also advancing automation and labor-saving
initiatives at the Jeannette plant in the United States, while optimizing our global manufacturing
footprint to improve efficiency.

Speaking broadly, we estimate that the improvement required to achieve an operating profit ratio of
14.5% will come roughly half from operational initiatives and half from factors such as revenue
growth and scale expansion. Therefore, achieving this profitability target will require progress on
both fronts: operational improvement and order growth.
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Questioner 3

Q: My first question concerns market share gains. | understand that the company already
holds leading market shares in compressors for downstream markets and expanders for LNG
plants. At the 2024 IR Day, however, the company also emphasized expanding market share
further. If there is any quantitative information available, it would help us assess the progress
of these market share expansion efforts. For example, are there products where market share
has increased from around 10% to 12-13%, or areas where the company is now gaining share
in product categories where it previously did not? Any color you could provide would be
greatly appreciated.

Miyaki:

LNG represents a large portion of our business portfolio. Within the LNG market, the products we
supply include the main refrigerant compressor, as well as auxiliary equipment that supports
surrounding processes.

Historically, main refrigerant compressors in LNG plants were almost exclusively driven by gas
turbines. Since we do not manufacture gas turbines, it was extremely difficult for us to win orders in
this segment. On the other hand, we have long been successful in securing orders for the
surrounding auxiliary compressors.

Other LNG-related products include cryogenic pumps and power recovery expanders. When we
talk about expanding market share in LNG, one aspect is winning and increasing orders for main
refrigerant compressors. LNG activity remains very strong in the United States, and by leveraging
the strength of having manufacturing facilities there, increasing production capacity in the U.S., and
expanding orders close to demand centers, we believe we can increase our share of the LNG
market.

Another area is cryogenic LNG pumps and expanders. We have traditionally held a very strong
market position in LNG cryogenic pumps, and we also enjoy a very high market share in expanders.
To give you a sense of scale, our market share is approximately 40-50% for cryogenic pumps and
over 90% for expanders. As noted at the top of page 5 of the presentation materials, cryogenic
pumps are manufactured at our Jeannette plant in the United States. Through facility modernization
and automation initiatives at this plant, we are further reducing lead times. Even though we already
hold a 40-50% market share, we aim to increase that share further through these efforts.

Expanders provide significant advantages within the LNG process. By proposing these solutions to
customers, encouraging broader adoption, and increasing orders, we intend to further expand our
share of the LNG market.

In the petrochemical sector, we also hold very strong market shares in compressors for ethylene
and petrochemical applications. While the figure varies from year to year, our market share exceeds
40%. In key regions such as the United States, the Middle East, and China, we intend to further
optimize our operations and improve customer satisfaction, which we believe will lead to additional
market share gains in these areas.

Q: My second question concerns the reasons behind the withdrawal from the UK S&S
operation and the transfer of the Vietnam business from the Infrastructure business. Could
you provide some insight into the regional strategy and withdrawal criteria that underpin
these decisions?
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Miyaki:

Regarding the UK, as stated on page 6 of the presentation materials, our basic strategy is to deploy
S&S operations as close as possible to where our customers conduct their business. When
customers move to new locations, we establish new S&S sites nearby. Conversely, sites that
customers move away from tend to become unprofitable and are therefore closed. That is our
fundamental approach.

Historically, petrochemical and oil refining activity was concentrated in Europe, but over time it has
shifted toward the Middle East and Asia. The UK operation was originally positioned to support
Europe, but because customer activity has moved elsewhere, we decided to close it.

As | mentioned earlier, although we have operated a service shop in Saudi Arabia, support for Gulf
countries outside Saudi Arabia has faced challenges such as customs procedures. As a result,
while we utilized the Saudi facility as much as possible, we also relied in part on our UK service
shop. Going forward, however, S&S support for these Gulf countries will be handled from Abu
Dhabi, which is much closer.

Since all activities previously conducted in the UK will be transferred to Abu Dhabi, we are
withdrawing from the UK. We describe this as optimization, but ultimately our decisions regarding
withdrawals, expansion, and new facilities are based on customer trends and requirements.

As for Vietnam, the operation there serves not only Energy-related markets but also the Building
Service & Industrial and Infrastructure businesses. As | mentioned earlier when discussing our
strengths, we possess core expertise in fluid and gas compression technologies centered on
custom-engineered rotating equipment, and we conduct both R&D and product manufacturing in
these fields.

Viewed from that perspective, the Vietham operation also has a manufacturing base for fluid
compression and transfer equipment centered on custom-engineered rotating machinery and
serves local market needs. By incorporating these capabilities into the Energy Company, where
they align closely with our core strengths, we can strengthen competitiveness and ensure greater
consistency in how we serve customers.

As a result, management concluded that placing the Vietnam operation under the Energy Company
would be more appropriate for future growth, and accordingly the business was transferred from the
Infrastructure Company in April.

END OF SESSION 1
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Session 2:
The Building Service & Industrial Company’s Vision and Medium- to Long-term Strategy

Respondent:
Shu Nagata Executive Officer, President of Building Service & Industrial Company

Questioner 1

Q: | have two questions. First, regarding your initiatives to optimize your overseas operating
structure, could you explain the expected timeline and when you anticipate the benefits
beginning to materialize?

On pages 4 and 5, you highlight organizational optimization measures in response to the
slowdown in China's building construction market, as well as the strengthening of
collaboration between the pump and HVAC & refrigeration businesses through site integration.
When did these initiatives begin, and more specifically, when during the current medium-term
management plan period do you expect to see the benefits reflected in improved profitability?

Nagata:

These initiatives began last year. Measures such as workforce reductions have already resulted in
one-time expenses associated with those actions since last year. As for realizing the benefits, we
expect them to begin contributing positively to earnings from this year onward. Regarding the
synergies and solution offerings resulting from the integration of HVAC & refrigeration and pump
business locations, the site integration itself was completed last year, and we expect the benefits to
begin appearing in results from this fiscal year and beyond.

Q: My second question concerns industrial chillers for the semiconductor market and cooling
pumps for the data center market, which are discussed on page 6. Could you provide the scale
of revenue for these businesses in FY2025, as well as the level of revenue you are targeting
for this fiscal year and for 2028, the final year of the medium-term management plan?

Nagata:

With respect to industrial chillers, there was effectively no revenue contribution last year. Beginning
this fiscal year, we expect orders and revenue to increase gradually. By the final year of the medium-
term management plan, we would like to grow the business to a revenue scale of several tens of
billions of yen.

As for cooling pumps for data centers, revenue last year was at the upper end of the single-digit
billion-yen range. From this fiscal year onward, we are working toward growing the business to a
revenue scale of several tens of billions of yen.

Questioner 2

Q: Regarding the expansion of growth businesses shown in the lower right section of page 4,
my first question relates to the evolution of the service business. | believe the Service &
Support (S&S) revenue ratio is currently in the low 20% range. What level do you envision this
ratio reaching by 20287 In addition, how much of a profitability difference is there between
S&S and products?
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Nagata:
Looking ahead, the S&S revenue ratio currently stands at 23%, but over the medium to long term,
we would like to increase this to around 30%.

In addition, S&S is more profitable than product sales. Compared with EBARA’s other business
segments, however, the profitability gap is relatively modest and can vary depending on the individual
project.

Q: Over the three years through 2028, approximately how much do you expect the Service &
Support revenue ratio to increase?

Nagata:
Our expectation is to increase it by several percentage points each year.

Q: My second question concerns the acquisition of the three-phase motor business from
Mitsubishi Electric. What is the current status of the transaction, and when do you expect
consolidation to occur?

Nagata:
We are working toward completing the transaction within this fiscal year. To a certain extent, the
expected impact has already been incorporated into our plan for the current fiscal year.

Questioner 3

Q: Regarding industrial chillers for semiconductor applications, you mentioned that revenue
contributions will begin this fiscal year. Earlier, however, you referred to a figure of more than
¥100 billion. Was that referring to the market size?

Nagata:
Yes. The ¥100 billion figure refers to the size of the market.

Q: For your industrial chiller business, what types of customers, applications, and regions
are you targeting?

Nagata:

The primary application is etching processes. These chillers are used in both 3D NAND and logic
semiconductor manufacturing. We intend to supply these products both to semiconductor equipment
manufacturers and semiconductor device manufacturers.

Q: Who are your competitors?

Nagata:
Competitors include ATS in the United States and SMC in Japan.

Questioner 4

Q: | have two questions. First, both industrial chillers for semiconductors and cooling pumps
for data centers represent areas where the company is entering the market as a relatively late
participant. What are the key factors that will allow EBARA to gain market share? For industrial
chillers used in semiconductor applications, competitors often bundle these products with
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other offerings. Does EBARA plan to leverage products from Precision Machinery to provide
integrated solutions or bundled offerings as part of its market-share expansion strategy?

In addition, for cooling pumps used in data centers, selling a standalone pump appears to
present a relatively high hurdle. Could you elaborate on why you believe you can successfully
gain market share in this area?

Nagata:

One advantage we have is our ability to leverage customer relationships that have been cultivated
through the Precision Machinery Company. We also believe that our products offer meaningful
differentiation. For industrial chillers, the industry is facing new requirements for lower operating
temperatures. Our solution combines our HVAC & refrigeration technology and pump technology. In
other words, it integrates cooling technology with the fluid-handling technology required to circulate
the cooled liquid.

We are a manufacturer that produces both products, and by combining them, we can develop
solutions with significantly lower power consumption. In fact, power savings of approximately 30% to
50% have been achieved. Based on these technical differentiators, we are seeing strong interest
from a wide range of equipment manufacturers and semiconductor manufacturers.

As for pumps for data center applications, the end customer is typically a manufacturer of a Coolant
Distribution Unit (CDU), which is the equipment used to circulate cooling liquid, and the pump is
incorporated into that system. CDU manufacturers place a particularly strong emphasis on compact
size and leak-free operation. Our products meet both requirements, and we believe they offer superior
functionality compared with competing products. By leveraging these technological differentiators, we
intend to expand our market share.

Q: My second question concerns M&A. Compared with EBARA’s other businesses, Building
Service & Industrial has been one of the more active areas for acquisitions. Looking ahead,
as you pursue further growth, where do you believe the missing pieces still lie? At the same
time, are you currently realizing synergy benefits from the Hayward Gordon acquisition? |
would appreciate an update on both your M&A strategy and the progress of synergy creation
related to Hayward Gordon.

Nagata:

Within the EBARA Group, our company has been relatively active in pursuing M&A opportunities.
Our basic M&A policy has not changed. We are continuously looking for acquisition targets that can
complement products we currently lack or help us acquire sales channels in regions where our
presence is limited. We determine the timing of acquisitions based on changes in our business
strategy and execute transactions accordingly. This approach will remain unchanged going forward.

Regarding Hayward Gordon, its flagship products are mixers rather than pumps, making it a product
category that was not previously a major part of our existing business portfolio. We are now leveraging
Ebara's global sales network to expand sales of these mixer products. For example, in mining markets
where we previously sold only pumps, we can now offer mixers as well. The expansion of our product
portfolio has created synergy opportunities across multiple regions. Specifically, synergy effects are
already beginning to emerge in markets such as Brazil, India, and Australia.

END OF SESSION 2
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Session 3:
The Precision Machinery Company’s Medium- to Long-Term Strategy and the Technological
Capabilities Supporting the Evolution of Semiconductors

Respondent:
Isao Nambu Executive Officer, President of Precision Machinery Company

Questioner 1

Q: My first question is about your current view of market growth and the positioning of CMP
systems. In last year's IR Day materials, you presented an expected growth outlook for the
CMP market through 2030. Based on your current assessment, could you share your
expectations for market growth for WFE, CMP, and dry vacuum pumps, respectively?

Nambu:

At last year's IR Day, we indicated that the CMP market would grow at a CAGR of more than 9%
from 2025 to 2030. However, that forecast did not account for the increase in hyperscaler investments
that has become evident this year.

It is very difficult to determine exactly what percentage growth the market will ultimately achieve. We
view 2026 and 2027 as likely to be very active years for the market, but visibility beyond that remains
limited. My sense is that growth is likely to exceed 9%, but | would prefer not to provide a specific
figure at this point.

Under our current assumptions, the E-Plan 2028 for Precision Machinery targets a revenue CAGR of
15%. However, if market conditions continue to evolve, we believe it may be necessary to revise the
CAGR assumptions in the E-Plan as well.

Q: Is it fair to say that CMP is expected to grow faster than the overall WFE market through
20307

Nambu:
Yes. Our understanding is that the market growth rate for CMP will be higher than the CAGR for WFE.

Q: My second question concerns your approach to CMP pricing as a means of improving
profitability. On page 2, you mention expanding gross profit margin. Recently, other
semiconductor equipment manufacturers have discussed price increases. Given the current
business environment, one possible approach would be to continue raising prices more
aggressively than before in order to improve margins. Could you elaborate on your thinking
and your level of confidence in this regard?

Nambu:

With respect to pricing and price increases, we are operating in an environment where various costs
are rising. We therefore believe it is important to appropriately pass those costs on, and like our peers,
we are actively negotiating with customers regarding cost pass-through.

From the standpoint of improving profitability, however, our basic approach is to ensure that
customers recognize the value we provide and then charge an appropriate price for that value. As
indicated in the presentation, we view higher added value and improved profitability as inseparable.
As we explained today, there are various challenges and needs within the CMP market. Our goal is
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to provide solutions that address those challenges. By increasing the value we deliver, we believe
we can command higher prices for our products, which in turn will improve profit margins.

In addition to products, there is still significant room to expand our S&S business, and growth in S&S
will also contribute to improving overall profitability.

Q: Is there a pricing gap between your products and those of your competitors?

Nambu:

I would prefer not to comment specifically on pricing differences relative to competitors. Rather than
focusing solely on price, customers evaluate total cost of ownership, including performance and cost
efficiency on a per-wafer basis. We believe we have a very strong advantage in terms of total cost of
ownership and are continuing to strengthen our competitive position. While maintaining that
competitiveness, we also intend to increase added value and improve profitability, as | mentioned
earlier.

Questioner 2

Q: My first question concerns production capacity. Given the recent surge in orders, capacity
appears to be an area of concern. Once Building K3 is fully operational, how much future
demand can existing capacity accommodate before another expansion becomes necessary?

Nambu:
Last year, we completed Building K3 at our Kumamoto facility, which increased our production
capacity. For the time being, we believe capacity through K3 will be sufficient to meet demand.

That said, hyperscaler investment has accelerated since the end of last year, and market growth in
2026 and 2027 is tracking above our original assumptions. As a result, we have begun discussions
regarding the timing of our next capacity expansion investment. Once our plans become clearer, we
will communicate them promptly.

Q: Understood. My second question concerns BS-PDN and Hybrid Cu Bonding, which are
discussed on page 8. In NAND, there has been increasing discussion around stacking cells
on top of cells and further stacking peripheral circuitry on top. Considering the wafer
processing requirements involved, this appears to have the potential to become a very large
market. What is your outlook?

Nambu:

If adoption progresses in the manner you describe, it could drive very significant growth in the CMP
market. At the same time, cost remains a consideration, and it is still difficult for us to determine
whether adoption will ultimately expand to that extent.

However, further increases in chip density will require a move toward more three-dimensional
architectures. Even in NAND, where 3D structures have already become widespread, additional
stacking will ultimately require wafer-to-wafer bonding technology. Moreover, we believe wafer
bonding will be adopted not only in NAND but also in DRAM going forward. As a result, we see
substantial long-term growth potential in this area.
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Q: BS-PDN demand in leading-edge logic is said to be around 30,000 to 50,000 wafers per year.
If memory and NAND upgrade demand were to emerge all at once, the scale of demand would
be on an entirely different level. Is that understanding correct?

Nambu:
If NAND adoption advances, then from a capacity standpoint it is fair to say that Hybrid Cu Bonding
could become a much larger market than BS-PDN.

Questioner 3

Q: My question concerns advanced packaging on page 8. My understanding is that
competitors established a lead in this area, while your company is now working to gain share.
Could you provide a sense of your current market share in Hybrid Cu Bonding and BS-PDN?
In addition, what is your approximate share in the advanced packaging market overall?

Nambu:

With respect to Hybrid Cu Bonding, our understanding is that the technology has not yet reached
mass-production deployment. Even in NAND applications, full-scale mass production has not yet
begun, so it is difficult to discuss market share at this stage.

That said, Hybrid Cu Bonding technology was originally adopted in image sensors. We have a strong
market position in Hybrid Cu Bonding applications for image sensors, and we intend to leverage that
expertise to secure a high market share once mass production expands into memory applications.

As for BS-PDN, it has only recently entered the mass-production stage, so it is difficult to discuss
specific market share figures. Nevertheless, our view is that our share is already high, and this is a
market in which we have significant expectations.

For advanced packaging overall, while the market is still relatively small, we believe our market share
has been increasing. Our sense is that we have secured at least around half of the market.

Q: I would also like to ask about your vacuum exhaust systems for EUV lithography
equipment. My understanding is that EUV lithography tool capacity has become a
bottleneck. There is now a view that shipments could exceed 90 units next year. Is demand
for your exhaust systems linked to that trend? Could you provide some basic information
regarding your current market share, demand trends, and revenue scale?

Nambu:

Every EUV lithography tool requires a vacuum exhaust system of this type. We sell directly to device
manufacturers. Device manufacturers purchase EUV lithography tools from the equipment
manufacturer and separately source the associated vacuum exhaust system, either from us or a
competitor. We compete directly for these orders and market share.

At present, our competitor maintains a leading position. However, we are steadily catching up, and
our goal is to surpass them in market share from next year onward.

Q: Who are your competitors?

Nambu:
Competitors include ATS in the United States and SMC in Japan.
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Questioner 4

Q: On the right-hand side of page 2, you once again present a scenario in which WFE grows
by 8% while your revenue grows by more than 15%. At the same time, there are now forecasts
suggesting that the WFE market itself may sustain growth of around 30% for some period.
Should we interpret your message as targeting at least seven percentage points of
outperformance versus the market, or are you envisioning revenue growth accelerating
proportionately as market growth accelerates?

Given that factors such as CMP market share changes and growth in newer areas like
advanced packaging also contribute to your performance, | would appreciate some
explanation.

Nambu:
Fundamentally, the figures are based on the assumption that we will grow faster than the market. A
significant portion of that outperformance is expected to come from market share gains.

As you pointed out, the 8% market CAGR assumption reflected the outlook we had when the plan
was formulated. It remains unclear where the actual market growth rate will ultimately settle. However,
our plan is to grow at a rate that exceeds the actual market growth rate, whatever that rate turns out
to be.

Given that the market is currently growing well above our original assumptions, we intend to position
ourselves to outperform that stronger market as well.

Q: My second question relates to product pricing and price increases. From your earlier
comments, my interpretation is that you intend to implement price increases to reflect
inflationary costs, but that profitability improvement will not primarily come from broad price
hikes. Could you clarify your thinking on pricing once again?

Nambu:

With respect to inflation-related costs, we will continue to negotiate with customers and appropriately
pass through those costs. As for margin improvement, when we provide value and functionality that
solve customer challenges, such as those associated with higher semiconductor integration density,
we believe it is appropriate to receive compensation that reflects the value we deliver.

Questioner 5

Q: Earlier, you mentioned that CMP demand is exceeding your assumptions and that you are
considering additional capacity expansion. When you refer to demand coming in above
expectations, are you comparing it with the assumptions contained in the medium-term
management plan announced in February 20267

Nambu:
Yes. Relative to the assumptions that were in place when we formulated the medium-term
management plan, market growth now appears to be stronger. Based on that, we are evaluating
whether our existing facilities will be sufficient or whether additional capacity investment will be
required.
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Q: One factor behind this market expansion is demand from hyperscalers. At the same time,
there are frequent reports that memory manufacturers are facing memory shortages and are
raising equipment ASPs in order to secure capacity more quickly. In the OSAT (Outsourced
Semiconductor Assembly and Test) market as well, foundry demand has become so strong
that some work is being outsourced to OSAT providers. It seems possible that CMP-related
demand could also be outsourced in this manner.

Could you provide some context around demand from memory customers and OSATs, as well
as the impact on equipment pricing?

Nambu:

Against the backdrop of hyperscaler investment, logic semiconductor customers have maintained
very strong capital investment levels for some time. Since around the end of last year, memory
investment has also accelerated, and our expectation is that memory-related investment will remain
strong this fiscal year.

The majority of our orders still come from logic customers, but orders from memory customers are
clearly increasing as well.

As for OSATSs, based on what we currently see, there is no particularly significant wave of investment
taking place. In the future, however, technologies such as PLP (Panel Level Packaging), which we
discussed today, could potentially drive a period of larger-scale OSAT investment. At present, though,
we do not see any major investment plans.

Q: As memory demand increases, does that have a favorable impact on product mix or
contribute to higher equipment ASPs?

Nambu:

Memory customers tend to be highly cost-conscious, so a higher proportion of memory-related
business could have some impact on equipment ASPs. However, we do not expect the effect to be
particularly significant.

Q: Regarding the relationship between current demand and production capacity, is demand
currently exceeding your available manufacturing capacity, or are you still able to
accommodate demand with existing capacity?

Nambu:
At present, we are able to meet demand with our existing production capacity.

Questioner 6

Q: What is the single most important driver of profitability improvement? Page 12 lists several
factors, but which is the most important one to focus on? Put differently, what drove the
improvement in margins from 2023 to 2024 and into 20257 In order to achieve a 20% margin,
is the main driver higher sales volumes, or is it the expansion of S&S revenue mentioned on
the slide? Which factor is most important from a profitability standpoint?

Nambu:

S&S has a very significant impact. As our customers' utilization rates increase, this represents a blue-
ocean opportunity for us. The contribution to earnings is substantial and serves as a strong support
for profitability.
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On the product side, an equally important driver is not merely passing through inflation-related costs,
but implementing pricing based on enhanced functionality and added value.

Q: Could you discuss trends in dry vacuum pump market share and your outlook? Your
competitor appears to maintain a higher market share, but their order trends do not seem to
correlate closely with your own order intake, making it difficult to determine whether your
market share is rising or falling. Given that both companies also offer turbomolecular pumps,
could you explain your current market share trends and the challenges facing your dry
vacuum pump business?

Nambu:

It is difficult to make direct comparisons because the figures reported by competitors are not broken
out solely for semiconductor applications or for standalone dry vacuum pumps, which is the area
where we are strongest. While it is true that we also offer turbomolecular pumps, our primary focus
today is on dry vacuum pumps, which represent a different product category with different market
dynamics.

Our view is that dry vacuum pump market share does not change dramatically over short periods of
time, but our share has been increasing steadily. In particular, among the logic and memory
customers with whom we already do business, our products continue to be adopted in new
applications every year. Based on that, we believe our actual market share is increasing.

Q: Could you elaborate on why you have been able to gain market share?

Nambu:

One reason is that new semiconductor processes such as ALD (Atomic Layer Deposition) are
becoming increasingly common. These are extremely challenging processes from an exhaust
standpoint, and our dry vacuum pumps offer exceptionally high levels of robustness and reliability.

In addition, as a rotating machinery manufacturer, we possess a strong technological foundation. Our
products offer competitive advantages in energy efficiency, reduced footprint, and compact size, and
these advantages are key factors driving customer adoption.
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