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® Global Strategy



TAKARA
New Management Goals

Target for the 90th anniversary of founding (FY2014)

As true global player,

-Realization of a sustainable growth

-Achievement for Sales $3billion, Operating income $300million
*Achievement for international sales 50%

Medium Term Plan

Continuation of ‘Reform’ in Toy Business
@ Reinforcing and Expanding Core Business
@® Expanding Toy Business in Asia

@ Globalize Boys Category Products ACq U |S |t| O n Of RC2

Acceleration & Maximization
of global expansion
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RC2 Acquisition Effect D

’ '! q The strength of RC2 for TOMY

— The strength of TOMY for RC2

(Dstrong sales network
iIn North America

@)s0lid management
fundamentals

@Reliable product-line

(D Capability of R&D

@) Stable of
exceptionally strong brands

@ Asian distribution network

@ Sourcing and manufacturing
other than China

In addition, There is less duplication (Product-line,Sales network)

Acquistion synergy that makes1+1=3
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TAKARA

RC2 Acquisition Effect @ TOMY

A strategical and meaningful acquistion for enhancing global deployment

Access to a complementary global
distribution network centered
around North America

Access to global talent
Strengthened global brand / establishment of

development at both companies global structure

Enhanced manufacturing
/ development systems

¥ Please refer to presentation document pagel3~16 on 11" March 2011.
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RC2 Perception in abroad to the Acquisition

High expectations and appraisals to the acquistion

With this move the company is transforming itself from a local giant

into one with a decent presence in all major markets and a viable
competitor to Mattel, Spin Master and Jakks.

The integration of RC2 will give Takara Tomy a much better presence in
North America and Europe.

Whatever steps the Takara Tomy/RC2 Group takes, the national buyers at

the large retailers will be watching it closely and not with unfriendly
eyes. They think that RC2, with the backing it is now going to get, has
considerable potential and buyers, for one, do not think that this is a
bad thing at all.

ABWZEH>T. AASFE—EBXRDEANS, ETOH HITHIGTHEERE
EOREALEILZRITT, TTIL, REVRRE—, SHovI RN T4989
DB LERD,

RC2EDMBICEST., FHFFE—ITI R ERM TEYKRELREEELED,

By, The LACS mo T Boy trode mmagarine

Sl AN LRSS

o
|
_it's clear that if it does come off, the combination of the

| two companies product lines will result in a formidable range that will
|

E

-

offer TOMY great potential for expansion around the globe.

RC2's strength in the American market would certainly offer Tomy the
chance to significantly increase the reach of its brands in that

territory, whilst Tomy's inluence in Japan and other Asian markets would
be beneficial to the lines currently offered by RC2.

HLERARILITNIE. —HOBRSIVDEEHL B EBEIRESS
VTP TERY  AHATFE—H R B TIRET IRELF YR ELD
RC2DFA)HTHIBTO AL, FHSFE—HBEHTSUFDILKTD
BRFENEKRELEITEFYoRELS,

Fl=  BHSFES—MNBAXRETFCFTHIBETEOEE AL,
RC2OBREDBEARSAVITETSRIZEL,

BHFFE—ERC2TN—T DS EDEBEIC, ZED KB INFED /MY —1-bD

EERGRIFNBFEGELAZEANITINS,
RC2IFBASFEI—ENSRAEEB/-CETREGRTUIVILELDIEIC
BY, "I Y—LHHFEFTE TS,

(Source: Toy News — April 2011Edition )

(Source: Toys‘N’Playthings — April 2011Edition )
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RC2: QOutline

@ Excellent management, endorsing good business results
RC2

Consumer-Focused Strategy

To provide Parenting Solutions that help families learn & grow

Preschool,Youth & Adult (PYA) business : TV
favorite’s Chuggington, Thomas related goods, etc.

Mom,Infant & Toddler (MIT) business : baby bottles
and accessories, toddler cups and plates, child seats,
nursery toys, care and safety items.

Sales network of 25,000 shops worldwide centered in North
America

Net sales: $427million, Operating income: $45million,
(Dec2010)

Head office: Chicago, USA
[ 720 employees

Shares previously listed on NASDAQ
: Tomy bought the shares @$27.90

500 70
437.0 421.0 427.0
66.0

400 =3 65
300 60
200 55
100 50

45

'08/12
N Net Sales

'09/12 '10/12
=8 Adjusted EBITDA

EBITDA numbers represent the Adjusted EBITDA shown on RC2’s 10-K

Sales Breakdown (Dec. 2010

By Region

Asia

By Segment

MIT

45'

Australia

PYA
54.3%

North America
74%
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RC2: Products & Brands

High quality brands covering prenatal to preschool plus

e
THOMAS
&FRIENDS /

WR" Ewg*r

SRR

Légi‘ning JJ COLE, COLLECTIONS
Curve.

Preschool
Plus

Toddler

Prenatal




Schedule of Integration

Accelerating the merger to become top global player
FY 2011 FY 2012 FY 2013 & Beyond

- Integrating HKG offices
o
% Integrating operations within domestic China
=.
S Integrating fully systems & operatio
Ro
2 Integrating production facilities within domestic China
D
) . : _ : .
'g Expanding production facilities of RC2 Thailand & Viet
<
= Integrating R&D
= Europe: Integration under
S | 3 new organizational structure
a ©
2| @
3| =
Lo USA: Integrated to RC2
= | >
D
(7] —
Q
= | > .
2|2 Asia: Integrated to TOMY
B | ®
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Product Strategy

Prioritizing high sales-synergy product categories

FY 2011 FY 2012 FY 2013 & Beyond

Chuggington

Vehicles
New deployment of Tomica & Plarail with RC2

Baby products

Expanding sales in Ja Asia and Europe

Dolls (Girls)
Deploying girls products with RC2

Alliance Character Products
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Global Strategy by Regions [“”“

North “Prompt materialization of acquisition synergy in the largest toy market”
America = Unifying operations to RC2
— = Expanding sales of existing products using RC2’s own sales network
5 = Developing new products jointly by Tomy and RC2
\ Ly, = Mexican market cultivation in 2012
Europe — “Strategic expansion through existing production base and network”

= . =& = Integrating operations under new organizational structure
= Heightening operational efficiencies by making the best use of both companies

¢+ ' = Establishing new offices as the sales volume expands

Japan & Asia “Accelerated expansion in the growing market and improved production efficiency”
— — = Swift deployment of RC2 products using TOMY'’s sales & distribution channels
| ,.,/ = Heightening efficiencies by integrating production & development structures

i / - and also by introducing BOP*

Oceania “Starting Business in New Market”
ey 3 - = Expanding sales by bringing TOMY’s products into RC2’s Australian sales

network

BOP : Best Operation Practices Page 10



® Post-Acquisition Management Goals



Post-Acquisition Management Goals@)

Includes effect of Japan earthquake and earnings forecast of RC2 (for 11 months) in FY 2011

Seek for tremendous business growth in Fiscal 2014, owing to the buy-out synergy

(¥100million)
FY 2010 FY 2011 FY 2014
(Actual) (Plan) (Goal)

Net Sales 1,594 2,000 2,500 $30Bil
International Sales 19.7% 37.6% 50.0% Operating
Ratio (%) .

Margin

GW Amortization _ 29 o 10%

(buy-out)

Operating Income . :

before GW amort / Post 103/ 139/117 250 / 226 $3Mil

Operating Margin (%) 6.5% / — 7.0% /5.9% 10.0% / 9.0%

Net Income

before GW amort / Post 89/ — 84162 1507126

( Reference)

EPS ¥ (Adjusted) ¥78 ¥93 ¥128

2012/03(Estimate) : Calculated by net income before GW amortization, reversal of the deferred tax assets and share fully diluted
2015/03(Forecast) : Calculated by net income before GW amortization and share fully diluted
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Post-Acquisition Management Goals@

FY 2014 (Goal): Net Sales $3billion, Operating income $300 million

« New Product (¥100million)
Top-i b d . . e
Net Sales developed by both companies - | Operating income Top-line Synergy
+100 7 e Existing Brand & Contents w60
+300 200 Top-line synergy

+ by mutual exploitation . Cost Synergy

+200 +15
+35

% ¢ Existing Business

\ Existing business expansion and

. Asia business expansion Lo .

» Existing Business
Expansion

FY 2011(Plan) FY 2014(Goal) FY 2011(Plan) FY 2014(Goal)
2,000 2,500 ($30bil) 139 250 ($300mil)
Types of Synergy Net Sales Operating Income
Top-line Synergy 300 60
Cost Synergy — 15
Total Expected 300 75
Synergy
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Post-Acquisition Management Goals@® ”‘

Increased overseas sales ratio to 50% by FYE March 2015

Sales by Region Breakdown Planed Sales by Region Breakdown Sales by Region Breakdown Goal
(FY 2010) (FY 2011) (FY 2014)

Australia
2%

’ NEY T
50%

Europe
15%

Europe Australia
North 204

0
America  FUTOPE ohers 10%
6% %k

¥ Other : Mainly Mexico
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® Global Management
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Board

Curtis W. Stoelting

(except Asia)
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Management Structure

3 from TOMY, 2 from RC2

| (now RC

Operating Management & Reslults

@©
=
&

TOMY Internat

T

)

wvision

Product Development & Soutcing

TOMY HKG(International D

Sales & Marketing

i
s
%
-
<
i
=
O
=

Sales & Marketing

TOMY Europe

Sales, Marketing &
Product Development

TOMY America

TOMY
Benelux

TOMY
Spain

TOMY
Deutschland

TOMY
France

TOMY UK
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Brand unification m”“

Unifying brands for promoting global strategies

chg%r:te /@m q TOMY International

2To be changed in June-end
Corporate
Brand

TOMY.
X Overseas

Family - IRT I

Brand ‘CIOJ,_ i Ec QOLNESW VRAIRIRD - EEY
bundleme B CEhC o

Product Breastitow".

INTERACTIVE
-~ RAILWAY -

JOHN DEERE
Brand N
s Learning
WIAILWAY V- Curve. etc

Xt is conferring now, it is likely to change.
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Crating system to realize unification effect TOMY

Steering Committee

Monitoring of entire integration process, Approval of the integration plan, Making decisions on practical matters regarding integration

. g .
Project Management Office (PMO)

Established in both companies, tackling with matters raised by business task force teams

T-_ g
Task Force Teams
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Summary of RC2 Acquisition and management goal I“‘

1. RC2's global platform

Access to a complementary global distribution network centered around North America
=Strengthened global brand development at both companies

Enhanced manufacturing / development systems
*Access to global talent / establishment of global structure

2. New management goal, as a true global player

-Achievement for Sales $3billion, Operating income $300million
*Achievement for international sales 50%

= EPS(Adjusted) is improving

3. Acquisition by low cost and stabilization borrowings

-Low cost and stabilization borrowings in Japan
-Exchange risk hedge by US$ borrowings

4. Accelerating establishment of global management system
*RC2: Curtis W. Stoelting (CEO, to be appointed)
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FY2011 Major Product Topics

& Movie Contents

Pokémon

Pokémon movie
related goods
under deployment

~"tarlacl inAa nrad ~
l:-ll!l[!;‘llil}l!ll![lll

OI1C ana webn.
€ Other Major Products

Treena

Revival in the current FY _ _
_ Introducing New line
Expected product sales start in July

(© TOMY (© Nintendo-Creatures-GAME FREAK-TV Tokyo-Shopro-JR Kikaku©Pokémon ©EAF177O x4k (© TOMY/syn Sophia/TLE RE/PRAGIEZE S
(© 2010 DreamWorks. LLC & Paramaunt Pictures Corporation. &reg:and. or TM& ©2011 TOMY Company. Ltd. All Righhts Reserved.
TM and © 2011,Wizards of the Coast.Shogakukan,Mitsui/kids.ShoPro.TV TOKYO © Disney/Pixar JRH H A Rt FEF
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THOMAS
& FRIENDS




Chuggington Toy Portfolio — “Train Play Plus”

Product Line / Roll-Out Plans

Launched in Europe &
Australia in 2010

e Generated sales of over
$30 mill. in 2010

Launching in U.S.

e U.S. “Sneak Peak” Die-
cast launched in 2010 Q4
at Toys R Us

e Throughout 2011
launching all product lines
at multiple U.S. retailers
including Toys R Us,
Target and Wal-mart

Launching in Japan

e “Sneak Peak” planned for
2011 holiday season

“Interactive”
Plastic

Die-Cast Classic Wood
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TAKARA

TOMY

GROUWP

This report contains forward-looking statements, targets, plans and strategies for the future.
However, these are based on current information and will not guarantee nor warrant any
financial estimates or any figures. Therefore, actual results could differ from this report.
This is translation on original text in Japanese.
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