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“To create smiles from the kitchen”

Presentation Material:
Announcement of FY 2010 Interim Results
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I . Interim Results Outline




1. Outline of Consolidated Results for Interim Period Ended September 2010 m

(Units: millions of yen)

2010/9 2009/9 Change From 2010/9 Compared

(Actual Results) (Actual Results) Prev. Period (Initial Plan) To Revised Plan

Net Sales 50,982 48,482 5.2% 48,700 4.7 %

St L 1,874 1,362 | 37.6% 450 | 316.5%
ncome
Ordinary

| 1,760 1,278 37.7% 350 | 402.9%
ncome

Interim
Net Income 1,249 1,134 10.1% A 150 — %
e aeome | 26.66yen | 24.10yen | 10.6% ||A3.20yen == — %

* [nitial Plan: Announced May 11, 2010
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2. Consolidated Profits @) Net Sales, Gross Profit

FyFUDE REEDL(DS
\..___'_/

(Units: billions of yen) [Increased/Decreased Values (Rates)]) [Main Increase/Decrease Factors]
System Kitchens +1,960 million yen
48 .48 *CLEANLADY +260 million yen
PPt rye -RAKUERA +2,040 million yen
+ 250 bllllon yen Sectional System Kitchen +310 million yen

System Bathrooms A70 million yen

Increase Due to Increased Net Sales

+ 1,630 million yen
6 3 I ‘ Cost of Sales Decrease Due to Decreased Cost of Sales Ratio

) (l 1) +1.51 billion yen A 120 million yen

Increase in S.S., CLEANLADY Cost Ratio

: +0.9 point
Cost of Sales Ratio Increase in RAKUERA Cost Ratio ~ +0.6 point

Increase in System Bathrooms

AO 2 % Cost of Sales Ratio +0.1 point
""""" : Decrease in Cost of Raw Mat +0.2 point
Sales Route Distribution Ratio A0.2 point

Cost Decrease A1.8 point

Increase Due to Increased in Net Sales
+870 million yen

| ' illi I in Gross Profit Rati
2009/9 2010/8 +099 b|"|0n yen ncrease in Gross Profit Ratio 4120 milion ven

N | -2




2. Consolidated Profits @ SGA Expenses, Operating Income

FyFuno, REEDL35
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(Units: billions of yen) [Increased/Decreased Values (Rates)])
1 6 81 1 780 m [ Main Increase/Decrease Factors ]
------ +0.99 billion yen
Sales Expenses A160 million yen
Distribution Expenses +290 million yen

P |E "
SGA Expenses €rsonnel Expenses +580 m!ll!on yen
Administrative Expenses A230 million yen

1 3 +048 bi"ion yen (Depreciation, leasing fees, etc.)

S
( ) ( ) Sales Expenses AO0.4 points
SGA Ratio Distribution Expenses +0.3 points
AO 6 0/ Personnel Expenses +0.5 points
. 0 Administrative Expenses A1.0 points

Operating Income Increase in Gross profit +990 million yen
) > 3 Change in SGA Expenses A480 million yen

" 40.51 billion yen

2009/9 2010/9

N | I



3. Sales Composition ) By Segment (Consolidated)

o o & ol S
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Kitchen Equipment Bathtubs & Washstands Other
2010/9
(Units: millions of yen) [ ]
0
120,000 Other
103,500 Bathtubs & o
98,843 Washstands 18.8%
100,000 m - 76.8%
17,919 Kitchen Equipment
17.506
'
80,000
60,000 48’482 50,982
m% - [2009/9]
. /9,480 ' 77.185 81,124 oih
| ther
/ - - Bathtubs&
athtubs 0
36,993 39,151 Washstands 19.6%
20,000 76 3 %
/ \ Kitchen Equipment
0 | | |
2009/9 2010/9 2010/3 2011/3

(Current Interim Period)

(Term—End Forecast)




3. Sales Composition @ By Sales Route (Non-Consolidated)

FyFyno, REEDI<(3D5
\..__/

= Direct-Sales (Condominium owners)
= Housing Constructors [FU”'Term Base]

= General Routes (Construction Contractors - Home Renovation)

[First-Half Base)

2008/9 2009/9 (Curgn(t) I‘r!tgr{ Pgeriod) 2009/3 2010/3 (Tegn-oEr.!dlo/re?atst)
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4. Consolidated Balance Sheet Summary —1/2

FUFUPS, REEDLDD
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(Units: billions of yen) [ Main Increase/Decrease Factors ]

[Increased/Decreased Values)

[Assets]
75 90 76 28 78-45 Total Assets Current Assets =+ 3,140 million yen
L iieeeeany +2.17 billion yen Fixed Assets A970 million yen
Cash and Deposits + 1,040 million yen
o Notes and Accounts Receivable
5 Notes and Accounts Receivable .
s | 3 4 +1,180 million yen
> +2.22 billion yen
3
@ Increase in Direct-Sales Inventory
3 +0.58 billion yen
2 2
— ) 3 h Increase in marketable securities (CP)
Other Current Assets +200 million yen
+0.35 billion yen
27.74 26.63 25.65
- Decrease due to Depreciation
Fixed sets Tangible Fixed Assets AS530 million yen
. . . . A0.98 billion yen Intangible Fixed Assets A230 million yen
Securities Investments A150 million yen
2009/9 2010/3 2010/9
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4. Consolidated Balance Sheet Summary —2/2
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(Units: billions of yen) [ Increased/Decreased Values ] [Primary Reasons for Increase/Decrease}

[Liabilities-Minority Interests=Assets]

75.90 76.28 78.45 Other Accounts Payable +690 million yen
. ‘ Advance Receipts +500 million yen
« Current Liabilities Accrued bonuses +90 million yen
1
17.44 17.47 +1.31 billion yen

6 I7 6.35 6'I0 ﬁ Long-term borrowing A490 million yen

' Long-Term Liabilities Retirement Benefit Reserves
o -+ 180 million yen
+005 billion yen Asset retirement obligations +340 million yen

Interim Net Income + 1,240 million yen

51.67 52.45 53.26 Total Assets Dividends A230 million yen

Unrealized Gain on Securities

+0.81 billion yen A200 million yen

2009/9 2010/3 2010/9

N | 2




5. Consolidated Cash Flow Statement Summary

FyFUDE REEDL(DS
\_-___/

(Units: billions of yen) : Cash Flow from O.perating Activities 1 Cash. Flow from Investing Activities .
r Cash Flow from Financing Activities t Interim (Year-End) Cash & Cash Equivalents Balance
2188 231
(2010/3)

Compared to Year-End Balance

18.32

3.69
‘ 2.49
' +0.32 I — 5N |
107 A 0.49A 0.75
2009/9 2010/9



6. Capital Investments (Consolidated)
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m R&D Costs m Capital Investment m Deprecation Costs
(Units: billions of yen) [FY2011 Major Capital Investment Details]

4.00

3.55 First—Half Results

@ Dies and Equipment for New Products
70 million yen

3.00 ® Showroom Renovation
410 million yen
@ Information Investment

190 million yen

200

Second-Half Plans

@ Production-Related 1,010 million yen

@ Operations-Related 590 million yen
1.00

@ Information-Related 300 million yen

@ Others 90 million yen

0.00 : : :

2009/9 2010/9 2010/3 2011/3

(Current Interim Period) (Term-End Forecast)
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7. Outline of Non-Consolidated Results for Interim Period Ended September 2010m

(Units: millions of yen)

2010/9 2009/9 Change From 2010/9 Compared
(Actual Results) (Actual Results) Prev. Period (Initial Plan) | T° Revised Plan

Net Sales 49,112 46,803 4.9 % 47,000 4.5 %

Olperat'”g 1,462 1,016 | 43.99% 300 | 387.6%
ncome

e 1,580 1,165 | 35.6% 400 | 295.29%
ncome
Interim

et i 1,141 1,109 | 29% | A100| — %

nterim NetIncome|| 24 36yen | 23.57yen 3.49% ||A2.13yen | — %

* [nitial Plan: Announced May 11, 2010
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8. Non-Consolidated Sales Composition By Segment
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Kitchen Equipment Bathrooms Washstands Industrial Kitchen Equipment Other

[2010/9])
o Oth
(Units: millions of yen) Industrial Kitchen er
120,000 Equipment
100.000 Washstands
95402 . : Kitchen
100,000 — 5,885 6.9% 14.7% - Equipment
7.183 1,583 €D Bathrooms 73 5%
}398 D (T8 -
80,000 | 1y e
’ 13,027
8,027 gy [ 13.1%
oo 46,803 49112 [2009/9]
2,786 | [
2,202 (613 2405 TEXIZD Industrial Kitchen Other
40,000 7,279 69.126 3,613

Equipment
/» - ] o Washstands
20,000 33.814 36,094

Kitchen
e D - Equipment
/7 ‘\ Bathrooms 79 3%
0 2009/9 2010/9 2010/3 2011/3 -

(Current Interim Period)

(Term-End Forecast)

Hi! 12



9. Sales Results For Major Products and Cleanup Market Share - 1/4
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Complete System Kitchen Sales Results ) Demand Trends and Market Share )
(Units: billions of yen) s Monetary Value (Thousands of Sets) (Thousands of Sets) = Demand Volume (%)
100.0 ~——\olume 300 1,400 —&—Cleanup Share 300
1,2471 9908
83.4 1,1861,181 '
82.7 82.1 )50 1,200 1,138 1 250
80.0
1,000 975

1 20.0

60.0 _ |o — —
17.4 175 1o B o
: : 1 15.

| 5.2 15.2

40.0 479

1 10.0
20.0

i 4 5.0
00 | | | | | | 00

05/3 06/3 07/3 08/3 09/3 10/3 11/3 05/3 06/3 07/3 08/3 09/3 10/3 10/9

(Forecast) (Current Interim Period)



9. Sales Results For Major Products and Cleanup Market Share - 2/4

FuFums, REEDL(BS
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Sectional System Kitchen Sales Results ) Demand Trends and Market Share )
(Units: billions of yen) mm Monetary Value (Thousands of Sets) (Thousands of Sets) w= Demand Volume (%)
8.0 —&—Volume 120 600 —&—Cleanup Share 30.0
99 546
o5 515
: 6.2 4.1 41 25.0
438
6.0 1 90
>0 5 0 5.2 402 400
: 4.8 400 20.0
40 : i 1 60 15.0
I 200 1804 100
20 30
1 5.0
Current Interim Period
00 1 1 1 1 1 l" 0 0 1 1 1 00
05/3 06/3 07/3 08/3 09/3 10/3 11/3 05/3 06/3 07/3 08/3 09/3 10/3 10/9
(Forecast ) (Current Interim Period)

—ﬂi



9. Sales Results For Major Products and Cleanup Market Share - 3/4

FyFUDE REEDL(DS
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Modular System Bathroom Sales Results ) Demand Trends and Market Share )
(Units: billions of yen) mmm Monetary Value (Thousands of Sets) (Thousands of Sets) = Demand Volume (%)
200 —&—\olume 50 1,000 —&—(Cleanup Share 100

o 770
1 40 800 767 1 8.0
o | 15.1 148 14.9 14.5 718 695
667 656
- 1 6.0
10.0 ° 4.5
4.9 /o
® o e~
[ 42 a4p 42 AB [|* 347740
4.0
5.0
- 41 20
00 1 1 1 1 1 1 00
05/3 06/3 07/3 08/3 09/3 10/3 11/3 05/3 06/3 07/3 08/3 09/3 10/3 10/9
(Forecast) (Current Interim Period)

Note) Total number of companies increased from 11 to 15 from FY2005

HH 15



9. Sales Results For Major Products and Cleanup Market Share - 4/4
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Washstands/Vanities

)

Demand Trends and Market Share

)

(Units: billions of yen)

6.0

5.0

40

3.0

20

1.0

0.0

m=m Monetary Value
—4=\/olume

5.3

(Thousands of Sets) (Thousands of Sets)

5.2 g4 5.0

150 2,000

1 120 1,600

Current Interim Period

1/

05/3 06/3 07/3 08/3 09/3

10/3

11/3

(Forecast )

== Demand Volume
—@—Cleanup Share

1,786

1,8441,834

1
&) |
=

1,750

1,637

— 55

1,494

7.1

711+

05/3 06/3 07/3 08/3 09/3 10/3 10/9

(Current Interim Period)

(%)
10.0

8.0

6.0

4.0

20

0.0

6



10. Showrooms And Visitor Numbers
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(Locations)

mm Number of Showrooms

(Thousands of groups)

240

200

160

120

314

02/3

=== Number of Visitors 600
4
456 451 444
— - - - -0
Prev. Interim Period Current Interim Period 1 400
[228 thousand groupslﬁ e tho(lj_%?g(%)gmum
joq 104 107 109 109 405 405 o, |
95
4 200
1 100
| | | | | | | | 0
03/3 04/3 05/3 06/3 07/3 08/3 09/3 10/3 11/3

(Forecast )

||n 17



11. Forecasted Consolidated Results For The Period Ending March 2011

b ol b o
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(Units: millions of yen)

2010/3 2011/3 2011/3 Change From | Compared
(Actual Results)| (Initial Plan) (Full-Term Forecast) Prev. Period to Plan
Net Sales 98,843 | 100,000 103,500 4.7 % 3.5%
SlPCEng 1,840 | 1,050 2,200 10.5% | 100.5%
Operating Margin 1.9% 1.1% 2.1% -
LT 1,679 850 2,000 1019 | 135.3%
Income ’ )

Mgy neeme 1.7% 0.9% 1.9% :
Net Income 2,104 100 1,200 A43.0% | 1100.0 %
vargmo 2.1% 0.1% 1.2% i

Hﬁ 8



12. Forecasted Non-Consolidated Results For The Period Ending March 2011

(Units: millions of yen)

2010/3 2011/3 2011/3 Change From | Compared
(Actual Results)| (Initial Plan) (Full-Term Forecast) Prev. Period to Plan
Net Sales 95,402 96,500 100,000 1.2 9% 3.6%
O,ﬂigarﬂgg 1,103 750 1,650 49.6% | 120.0%
Operating Margin 1.2% 0.8% 1.7% -
Qrdinary 1,225 750 1,650 34.7 9 120.0 96
Income : )
Margia ¥ neeme 1.3% 0.8% 1.7% .
Net Income 1,894 50 1,000 A47.2% | 1,900.0%
e 2.0% 0.1% 1.0% .

Hﬁ 19
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II . Future Strategy
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1.FY 2011 Basic Management Policy

FyFuno, REEDL35

et

[ Current Situation )

[Industry Position] [ Lineup and Business System] [ Profit Structure)
Cleanup’s reputation and Promoting the creation of high- Returned to profitability in FY
market share continue to value-added products/services 2010 and prepared a base for

grow from consumer’s point-of-view future strategic development

As the environment grows favorable, Cleanup will further
promote our policy of “operating from the

FY 2011 Basic Management Policy

~en - 1Becoming “The Kitchen Company”

Sub- Transfqrming profit structure to one .based .
Theme | on business from the consumer’s point—-of-view

l M 21




2.FY 2011 Management Environment

g fefery 7,

FuFums, REEDL(BS
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BNew housing starts

Signs of a housing construction industry

Unies) recovery have emerged during the current FY,
542 New housing starts (units) but overall the economic outlook remains
. % .
>~ YOY comparison (%) clouded by a strong sense of uncertainty.
100,000 97,18
1 400
84277 o 195
80,000 |
70,688 71972\
66,628 66,198 68,268 65074 67.120 68,198 69,298 6051 65,005 66568 68,688 68,785 20'-5\20.0
62,303 62,805 61,181
59,749 1. 59,911
60,000 | 56,527
4.3
a6 /— 0.0
40,000 [ -
4 (20.0)
20,000 |
0 (40.0)
Sept. Oct. Nov. Deec. Jan. Feb. Mar Apr May June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar.  Apr. May June July Aug.
2008 2009 2010

* Ministry of Land, Infrastructure, Transport and Tourism Monthly Economic Construction Statistics, Building Starts

1999: Housing Quality Assurance Act and deflation

2007: Amended Building Standard Law

Unprecedented
storm of
industry

2008: Lehman Brothers bankruptcy

reorganization

V VN

2

2



3. Pushing Ahead to Become “The Kitchen Company”

JJJJJJJJJJJJJJ

Actualize Cleanup’s “strengths” in the industry through
unprecedented difficult economic times

Manufacturing as a specialized

producer (technological capabilities PrOdU Ct \
appeal
Relationship of trust with CSR Brand
logistics OmOtI Communications
s —————————— 1 ———
Sales /— Brand
capabilities - . power

Realization of “The Kitchen Company”




4. Measures to Enhance Product Appeal (1) New Products

FyFupo, REED2<35

et

Last year we celebrated the 60th anniversary of Cleanup’ s founding,
and to demonstrate our appreciation to our customers

we simultaneously launched 4 new products on June 1

System kitchens
New model “S.S. Light Package”

Popular model system kitchens

New model “RAKUERA”

Shower-equipped washstands

" D , System bathrooms
New “BTG" series

New model “hairo”

\Twmcts can be fully coordinated!

l ” 24




4, Measures to Enhance Product Appeal (2) Product Lineup

FuFums, REEDL(BS
\\____/

991id MO

A full product lineup as “The Kitchen Company”

seesersssssessseseseneeeeeeeens - High-Value—-Added Products Our standard brand as “The
. Kitchen Company”
{Renewal results for H1 ] A model allowing consumers to
: experience the beauty of stainless at
. “S S nght Package” a reasonablé price.

@ “RAKUERA”
“S.S. Light Package”

Mid/High-Quality System Kitchen
- “CLEANLADY”

Products aimed at customers who
wa}nt both financial savings and added
value.

Luxury System Kitchen
“S S L4/

A package aIIowin? consumers to access
Cleanlady at an affordable price.

“CLEANLADY
‘Light Package”

99lid YBIH

Popular System Kitchen

“RAKUERA”

A branded product allowing
Company System Kitchen consumers to experience

Cleanup’s high-quality.
“COLTY”
\JHighly functional, stylish, product

designed for urban life with limited
space.

Widespread Products

2
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5. Measures to Enhance Sales Capabilities

FuFums, REEDL(BS
\\___—/

- Strengthen renovation strategy

@Expand “Water Section Workshops”™ member stores to 2,000 store system
@ Continue sponsoring renovation seminars and renovation fairs

@ Strengthen collaboration with major renovation channels

«Condominium renovations
-Home/energy/volume appliance/DIY-retailers, etc.

- Strengthen logistics cooperation

HUFvToUIx—L4

In cooperation with strong local firms,
implement “plant tours to create ‘buzz’”

before holding reform seminars

\/

Convert “sub-customers”
(mainly local contractors and reform shops)
into Cleanup fans

\/

Attract and keep end users ‘

@Implemented during Sept.-Oct. 2010
@About 800 participants in total

l IH 26




6. Measures to Enhance Brand Power (1) “Food and Living” Cultural Communications

FuFums, REEDL(BS
\\____/

-Expansion of party space

Open fourth “party space” in Nagoya showroom, to join
those in Tokyo, Kobe and Fukuoka

[ Main uses]
@Enables customers to confirm actual benefits prior to
purchase
@Also used as a space for various food events such as
parties centered on cooking classes and cuisine
(Rented for sponsored events and local resident use)

- Seitoku University hold complimentary course again during the current FY

A complimentary “Cooking Academy to Create Smiles
from the Kitchen” will be held at Seitoku University’ s
Open Academy again this fiscal year

[ Overview)
@® Term: Oct. 8, 2010-Mar. 4, 2011
(once a month for 6 months)
@ Location: Seitoku Open Academy Kitchen Studio

l ” 27
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6. Measures to Enhance Brand Power (2) strengthen Local Communications

Communications based on showrooms nationwide to greatly increase participation by
customers in each region

Expand “kitchen cleaning classroom”

[FY 2010] [FY 2011]
Hold twice in all showrooms nationwide

Held once in each showroom E;l‘pp%”pdufaised\
nationwide demand /
(Nov.-Dec.) July-Sept. || Nov.-Dec.

" @Held for a broad range of
participants and not limited to
customers of Cleanup
products

P @No participation fee

@Participants receive a gift
Such as Pika-pika Reader, our original
booklet summarizing Cleanup’ s kitchen
care and cleanup knowhow




6. Measures to Enhance Brand Power (3) Web Communications 1
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Special contents to introduce the benefits of stainless steel kitchen fixtures

“When you think ‘kitchen,” think stainless”

emHT |/ EDMHT

ER< b :

G ~
2 _
o
-
a £
S

http://cleanup.jp/stainless/

ci’<
+.

e

i gz

cs556EAEADBLUENTT !

~AT VU AFvFrHRVDBEAVERE~

& 556 MBENRKYITY .
~OURGEDHEBDEFERAT L AHE~ B & EHEEHEUP!
Because we want to once more @ 558 XKVBDESNERDET,
let our customers firmly know that SHZAs sk New!
stainless steel, with its characteristics
of cleanliness and strength, is the £556E D THNEDDDFHT,
best and most appropriate SRR TR
kitchen material

l ” 29



6. Measures to Enhance Brand Power (3) web Communications 2
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The twitter community on the ideal bath and bath dissatisfaction

“Bath tweets”

HESICOVTOERECTE 2APEIZazTr

SREDDAPE

VhAOBRSTI WD
EMVEp o]

a

7L

HEARICDOVWT
DAPVTLEEW,

RTI Rtwitter~ OB OV 17 A BETY,

Ewitterd

cOH1 bOTHIRAAE

YA4MIEMT S

P b, AT ILAD
K BEREI DA T IR
oo, BEMNLEV
ZE,hEwT &, BE
ABRAZED =< EARA
Fo>TWELLH, O
Yy il —iEhiE S
PoaTREROH. &
EHsECaTY.

20y T OERE?

AlSwE Luaizy divo [

Hofehr-BALh- 21—
I BRELE?

By developing a community using Twitter
we can monitor bath needs and utilize
the information for product development

We can also use the same site to provide
information on Cleanup’ s product concept
and highlight the appeal of our products

\ 3
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7. CSR Promotion Measures

FuFums, REEDL(BS
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Obtain the “Kurumin Mark”

certification mark based on the Next Generation Education and Support Promotion Act

Features of Cleanup's (DExtended child-care leave
youth education support system @Provide paid child-care leave in some
) instances
Reflect ln-hlouse survey @Shortened working hours child care leave
Create systems that surpass system through third grade
legal standards @Nursing leave through third grade

Key results

from
introduction

Upgraded PC servers at all 129 branches to

environmentally friendly model

@®Reduce annual CO, emissions by 181 tons (equivalent to 12,928 cedar trees)
(1/3 of past volume)
@®Projected annual cost savings of about 7.0 million yen from significantly reduced energy
consumption
@®Achieved an improved work environment through use of low—-noise design

| 3



8. Cleanup Product Market Share (1) Al products

FUFUPS, REEDLDD
\\_____/

Improved market share for all divisions

Change in industry market share for each division

(%)

200

18.0

16.0

140

120

==¢=—_Complete System Kitchen

—&— Sectional System Kitchen

19.5
218 1]
1& 17.
15.2 1
15.1
14.7 14.9
14.5 :
2007/3 2008/3 2009/3 2010/3 2010/9

(Current Interim Period)

(%)

80

6.0

40

20

0.0

== |odular System Bathroom

=== \Washstands/Vanities

7.1
6.1
5. 5.2
V 49
= L
42 4.3
42 40
2007/3 2008/3 2009/3 2010/3 2010/9

(Current Interim Period)

| 32




8. Cleanup Product Market Share (2) systemkitchen

FUFUPS, REEDLDD
\\____/

Steadily expanded share in core system kitchen market

Changes in System Kitchen Market Share |

(%) ——Luxury
280
== Mid-Level
/ 25 4 =—Entry-Level
240
20.6
200
16.9 16.5 .
60 B 155

16.8 W /
//

12.0
\17 ‘—‘//
8.0 Other shares (special orders)
FY 2008 27.3%
FY 2009 27.7%
i . . . . FY 2010 33.6%

/ FY 2011 Current Interim Period 32.1%
2007/3 2008/3 2009/3 2010/3 2011/3

(Current Interim Period)

l m 33




9. Medium-term Strategy (1) Product Development from the Customer's Point of View

FuFums, REEDL(BS
\\____/

Aiming to create “products you can trust”...

Cleanup will continue to provide high—quality products, regardless of the
times, and always with an emphasis on the consumer’s point of view.

: : Cleanup’s N
Compliance with Laws/Systems Product Creation

@Housing Function Display System “Products You Can Trust”
s
N

®Reduce
(Reduce creation of waste products)

(Quality Assurance Law)
@Effective Resource Use Promotion Law
@®Long-Term Quality Housing Promulgation CSR
and Promotion Law, etc. Environmental Recycle (Reuse as raw materials)

Compliance /

Reuse (Reuse waste products)

.‘\

[ The Foundation of Product Creation ]
CPS (Cleanup Production System), based on Cleanup’s unique quality management beliefs
v

!M34




10. Medium-term Strategy (2) Pursuit of “New Management Philosophy”

Establishing a “New Corporate

Philosophy” for our 60th ~Founding Spinit
] ) - Affectionate Spirit

anniversary and Cha”engmg Founder's - A Creative Spirit

ourselves to achieve innovation Philosophy - -ATechnological Spirit
in our “2nd Founding”... (Five Concepts) - A Spirit of Accomplishment

Corporate Philosophy
(creating cheerful smiles Philosophy

in the family) (Permanent)

Active Philosophy

1. We will create a ‘soulful’ culture of
lifestyle and cuisine.
2. We will always conduct fair and honest
corporate activities.
3. We will create a company our families can take pride in. |

a

New Brand Statement

To create smiles from the kitchen Policy
For our business to be the ‘Top leader in kitchens.’ (Short and
To establish a reputation among our customers ‘synonymous with kitchens.’ medium term)
Action Policy l

||H35
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For any questions concerning investor relations,
please contact:

JUFr v B et
Cleanup Corporation

Corporate Planning Department,
Public Relations Section

Tel 03-3810-8241
Fax 03-3800-2261

URL http:/ /cleanup.ip/
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i

Disclaimer

This material is intended to provide information regarding FY2011
Interim Results (April 2010 ~September 2010) and does not constitute
a solicitation to invest in Cleanup Corporation-issued securities.

Furthermore, this material was created based upon data current as of
November 15, 2010. Opinions and forecasts contained within this material
were the subjective judgments of Cleanup Corporation at the time of
creation. No guarantee or promise is made as to the accuracy or
completeness of this information. Additionally, this information is subject to
change without prior notice.
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