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Notes: 1. This is an English transiation from the original presentation in Japanese.
2. In this presentation, “FY16” refers to the year ending March 31, 2016.

« | will explain business policy and growth strategy for consumer
electronics business.
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FY15 Actual Results
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* First, results of FY15.
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Sales (-1%) [ Former segment basis ]
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In FY15, results are as follows (manufacturing and sales consolidated
basis in the former segment).

- Sales : 2,308.6 billion yen
- Operating profit : 55.2 billion yen (OP Margin 2.4%)
- Free cash flow : 1.9 billion yen (company consolidated basis)

Sales were slightly down by 1% from last year due mainly to sales
decline in TVs and the impact of consumption tax rate increase in
Japan.

On the other hand, operating profit increased compared with the
previous year. Negative impact of yen depreciation was offset by profit
recovery in air conditioners.

Free cash flow was significantly lower from last year due mainly to the
impact of cost for customer-support activities for the heat-pump water
heater.
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FY15 Actual Results

Although sales increased in AC*, total sales decreased due to TV restructuring etc.
Operating profit increased as a result of last year’ s restructuring effect of AC etc.
*Air-conditioning

' m [Consolidation of manufacturing and sales] (yen: billions)|

2.324.9 e 2,324.9
2'3086 decrease

Price
decrease
-38.0

FY14

Operating profit

41.1
1.8%
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* This slide shows changes in sales and operating profits from the
previous year (from left hand side: by business, from right hand
side: by factor).

» Although sales increased mainly in air conditioners, overall sales
were lower from last year due mainly to the impact of consumption
tax rate increase and a sales decline in TVs as a result of
restructuring.

» Profitability declined due to the impact of consumption tax rate
increase in Japan and yen depreciation. However, overall
operating profit improved by approximately 14.0 billion yen
because of the business improvement in China and rationalization
efforts.
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FY15 Achievements and Challenges

Sales plan achieved and share increased
in Japanese market

Profitability improved both in RAC*! and CAC*?

Development, manufacturing and
sales structure of Cold Chain reformed

Achievements

Profitability deteriorated due to yen depreciation

Profitability still unstable in TV business

Challenges

Increased customer-support cost of
heat-pump water heater

*1:Room Air-conditioner %2: Commercial Air-conditioner
4 | Appliances Company Business Policy / Home Appliances Business Growth Strategy anasonic

* Achievements and challenges in FY15 are shown here.

« With regard to achievements, we attained sales targets for both
consumer electronics and BtoB solutions in Japan. We achieved
the highest market share of total consumer electronics goods in
the last 30 years.

* In air conditioning business which we struggled in FY 14, profitably
improved significantly in both room air conditioners and
commercial air conditioners.

* In cold-chain, we have outlined business growth by reorganizing
each operation in developing, manufacturing and sales.

« On the other hand, although we tried to return to profitability in TV
business, this could not be achieved.

* Furthermore, as | mentioned in previous slide, free cash flow was
significantly lower due to the impact of cost for customer-support
activities for the heat-pump water heater.
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Preparation for FY16 onward

Completed structural reform for sales and profit expansion

Establishment of
AP China/AP Asia

Integration of
Japan-region Consumer
Marketing Sector

Establishment of
Panasonic Commercial
Equipment Systems
Co., Ltd

Preparation for sale growth | Reform for securing profitability

ntegration and closure
of manufacturing bases of
TV business in North America
and China

Business assignment of
Sanyo TV business
(North America)

Consolidation of
vending machine manufacturing
site in Gunma, Japan

5 I Appliances Company Business Policy / Home Appliances Business Growth Strategy Panasonic

* In FY15, we implemented various measures in order to increase
sales and profitability in FY16 onward.

* We established the base of efficient management by enhancing
the collaboration of manufacturing and sales through
establishment of AP China/AP Asia, and integration of Japanese
region consumer marketing sectors.

* We also established a sales company for cold-chain and
commercial air conditioners for the Japanese market in order to
expand the BtoB solution business.

» In addition, for securing profitability, we implemented restructuring
such as integration and closure of manufacturing bases of TV
business in North America and China in FY15 and integration of
vending machine business in Gunma, Japan.

» Taking over reform from the predecessor, we will continue to grow
business toward FY19.
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FY16 Business Policy
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* Next, business policy for FY16.
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= (+2%)
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* Management targets for FY16 are shown here (manufacturing and
sales consolidated basis in the new structure).

- Sales : 2,590.0 billion yen
- Operating profit : 73.6 billion yen (OP Margin 2.8%)
- Free cash flow : 13.0 billion yen (company consolidated basis)

* We aim for sales increase of 2% from last year. Sales decline in TVs
will be offset by sales increases in white goods mainly in overseas
strategic regions.

* We aim for operating profit increase. The negative impact of yen
depreciation will be offset by profit increase as a result of sales
expansion mainly in overseas strategic regions.

* Free cash flow is expected to increase significantly from last year
due to considerable cost decrease for customer-support activities for
the heat-pump water heater in Japan as well as profit increase .
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FY16 Management Target

Sales: decrease in TV, increase in white goods such as AC etc.
Profit: Increase due to TV restructure effect
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rategic
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* This slide shows changes from FY15 to FY16 (from left hand side:
by business, from right hand side: by factor).

» Sales in TV will decline significantly due mainly to reforms which
were carried out in North America and China in FY15. However,
we aim to offset this negative impact by sales increase in white
goods in Japan and overseas strategic areas.

* We will aim for more than 20.0 billion yen increase of operating
profit through profit improvement in TVs due to restructuring
benefit, and profitability improvement in white goods such as air
conditioners.
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Portfolio of Appliances Company

Control risk and expand business in growing area

Steadily
gl‘Owing Refrigerator m;ir:;i RAC Accelerate growth in
business
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(composition ratio)

70%

(Market CAGR*)

3.6%

business
20%
AB.1%

* This slide shows three business areas in our business portfolio.

* Asyou can see from the market growth rates towards FY19,
approximately 80% of our businesses is in the markets which will
grow steadily towards FY19.

* In the steadily growing business, mainly consist of white goods
which account for 70% of total sales, we aim for stable profit
increase by accelerating growth in premium products mainly in
China and Asia.

* With regard to cold-chain and BtoB business such as commercial
air conditioners and fuel cells, we can expect steady and long-
term profitability without seasonality influence. We will study
proactive investments, including alliances and M&A, and increase
both sales and profitability in these business significantly in the
global market.

« With regard to AV business, such as TVs which cannot expect a
big market growth, we will minimize investment and risks in order
to aim to move into the black in FY16.
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What Appliances Company aims for

Secure growth of steadily growing business in strategic regions,
accelerate highly growing business and achieve ¥3 trillion in FY19

- - - [Consolidation of manufacturing and sales] (yen: billions)
Sales/Operating profit ratio
CAGR 3,000.0
QIS (5.0%)

2,552.5
(2.0%)

Profitability
improvement|
business

Steadily
prowing regions
Japan
FY15 FY16 (f) FY19 (f)
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* In Appliances Company overall, we strive to ensure growth in
steadily growing business mainly in strategic areas as well as
accelerate highly growing business. Our targets for FY19 are 3.0
trillion yen in sales and OP margin of 5%.
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Initiative in TV business

Return to break-even through fixed cost structure appropriate to sales scale

[Consolidation of . - .
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* InTV business, we will narrow down focusing markets to Japan and Europe
where we can differentiate our products in design and basic quality and
avoid price war.

* We will also maximize profitability with best mix of products and materials by
closely monitoring balance sheet and income statement closely based on a
manufacturing/sales consolidate management.

 In FY16, we are expecting to reap a benefit from restructuring implemented
in FY15.

* Furthermore, we will utilize TV-related technologies and know-how not only
to Appliance Company but also in all group companies in the growing
businesses. R&D cost for TV business will be reduced by approximately 5.0
billion yen.

* We will improve marginal profit ratio by streamlining of panel procurement
and strengthening premium products such as 4K.

* Through these initiatives, we will reduce fixed costs in line with the decline
in sales volume and aim for break-even in this business.
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Initiative in AC business

Recovered profitability in FY15, move to growth track in FY16

Operating profit (ratio) Aesiwewitl Bl Establish Air-conditioning Company
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yen: bifions AC specialized competitors
19.8 Invest cash earned by RAC to CAC

(3.8%)
Sales increase in RAC [+6.3]

Achieve OP 5% through integration of
global + local strategy

Strengthen product competitiveness
through “Comfort”
“Health” “Design” < — |
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 Next, air conditioner business.

« Sales and profitability declined significantly in FY14 due mainly to
the business in China, but sales have now recovered and OP
Margin in FY15 became 3.5%. In FY16, we will move to growth
track with profitability.

» To realize the strategy, we established a business structure
against air-conditioner specialized competitors. Profit and
resources which are generated by room air conditioners will be
allocated to commercial air conditioner operation. In order to
speed up this shift, we established the Air Conditioner Company
and Mr. Yoshida, executive vice president , will be in charge of the
Company.

« We will increase profitability of room air conditioners to over 5%
and enhance sales channels and product line-ups in commercial
air conditioners for overseas growth. This business will be a main
pillar in the Appliances.
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Home Appliances Business

Growth Strategy
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« Growth strategy of home appliances business.
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Home Appliances strategy toward FY19

Sales expansion in white goods
(steadily growing business)

Strengthen premium zone

Accelerate business growth in
China/Asia

Resources shift to growing area
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« Strategies for Home Appliances toward FY19
- Sales expansion in white goods
- Strengthen premium zone
- Accelerate business growth in China and Asia

- Resources shift to growing area
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Toward HA ¥2.3 trillion in FY19

Expand steadily growing business (white goods)
and business in Strategic regions

Sales by product categories Sales by regions

[Consolidation of manufacturing and sales] [Consolidation (of manufactt;ring and sales]
(yen: billions) yen: billions
i 2,300 2,300
Steadily
growing \CUEICELY  Europe
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+14

Japan mesees

=143

|
| I
1 |
| |
| I
|
2,000 0
FY16(f) FY19(f)  FY16(f) FY19 (f)
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* In order to achieve sales of 2.3 trillion yen in the consumer
electronics business in FY19, we will increase sales in steadily
growing business which consist of white goods.

* Furthermore, we aim for significant growth in overseas strategic
areas mainly in China and Asia.
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Business enhancement for the premium value

Aim for differentiation by increasing the sensitivity
value appropriate for a product/region

|nnovation

Aspire to more
To the lifestyle we all desire

Space

From single to package product
"Space” creation

Customer contact point
innovation

Customer Value (CV) = Functional Value (FV) + Emotional Value (EV)
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* The business vision for consumer electronics is ‘Aspire to more —
to the lifestyle we all desire’. We will develop ‘premier products’
which create aspiration and innovate the ‘space’ which enhance
the comfort value of the housing environment.

* There are four aspects.

» First, design. We will increase our brand value by integrating
dignified design and/or Panasonic’s unigueness as a Japanese
company into local consumers’ perspective.

e« Second, innovation as an electronics manufacturer.

» Third, the creation of ‘space’ by combining single products to
package products. We need to shift from single product sales to
package proposal and we believe that this consumer electronics
‘space’ connected by the internet will be realistic in the future.

* Last, innovation in customer contact points. It is urgently
necessary to develop various sales channels in order to deliver
these values to customers.
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Approach for Strengthening Business
Propose the lifestyle we all desire by best approach by 4 concept
f'm N m
Core dewces developmen Japan Design

al-‘ Material production ’ i E G
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* Four examples are shown here.

» Panasonic’s home electronics products with Japanese taste are
highly appreciated in China and Asia as ‘Made in Japan’ products
of high quality.

* From the aspect of innovation, these are some examples; the
lightest vacuum cleaners in the industry which was launched last
year, and high efficient compressors with nanocrystalline alloy
which can reduce energy significantly.

* With regard to producing ‘space’, in order to enhance our
business, we offer products such as built-in kitchen and displays
which harmonizes the consumer electronic functions and the
‘space’.

* Itis important to enhance customer contact points so that
customers can touch and test our products and move to
purchasing. We will enhance opportunities that they can try out
our products at kitchen studios or showrooms.
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Growth strategy in China/Asia

' (1) Differentiate by integration of

i core devices and manufacturing

. technology

: (2) Establish local-/customer-
oriented management and
leverage the utilization of

i local resources

 (3) Develop “Aspiration™ Marketing |
(creating aspiration for premium life style) :

___________________________________________________________________

Leader i
model : (4) Leverage the utilization of ODM
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« With regard to the growth strategy, we will focus on China and
Asia as key regions. In particular, we will strengthen products and
sales in the premier markets.

* There are three points to strengthen in the premier zone.

« First, we will differentiate our products by integration of core
device and manufacturing technologies. Second, we will establish
local-/customer-oriented management and leverage the utilization
of local resources. Third, we will develop “Aspiration” marketing.

» We will focus our own resources on R&D of premium zone
products and marketing while utilizing ODM for high volume
segments to strengthen product line-ups.

 OnApril 1, we established AP Asia and AP China so that we can
accelerate these initiatives.
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Stable growth in premium market

<China> <Asia*>
++30 mil. households in the decade ahead ;
: s = : *Double in the decade ahead
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* In China and Asia, purchasing power has been increasing
significantly due to rises in personal income.

* The households that we are focusing on is expected to increase in
the next 10 years by 30 million in China and to double in Asia.

» Key to capture the target customers is to develop premium
products that will be appreciated by those customers.
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Differentiate by integration of core devices
and manufacturing technology

Accelerate development of differentiating products by local development and design division
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Panasonic

* Our four core technologies which we have been cultivating in
Japan support the development of premium products.

* By combining core devices which are based on these
technologies and manufacturing technology/know-how, we
develop premium products which we can differentiate from our
global competitors.

* Furthermore, the development design departments which are
based in China and Asia accelerate the development of unique
and local-oriented products that meet each local demand.
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Example of differentiated products (China)

High functional products developed locally
with core devices and manufacturing
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* Here are examples of our premium products differentiated from
our competitors in China.

« This air-conditioner has quick cooling/heating function which
controls start-up blowing temperature. This function came out of a
combination of in-house core devices such as inverter
compressors and manufacturing technology/know-how such as
quick starting control.

* The other example is a multi-door fridge with several
compartments. Only one cooling device controls the temperature
of more than three compartments.

 Thisis also a combination of in-house core devices and
manufacturing technology/know-how such as duct design. We
developed and are manufacturing this product in China for the
Chinese markets.

* Thus, we have a competitive advantage in being able to develop
differentiated local-oriented products which are inimitable by
competitors in local site.
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Establish locally-/customer-oriented management

Create best products for potential customers by countries
Promote local manufacture/consumption by utilizing existing resources

Major development/manufacturing sites Leverage utilization of local resources

Shift development/manufacturing
capability of China/Asia from

Japan
e

Hold down additional investment

]

£ China (Hangzhou)
Washing Machine

China (Wuxi)
Refrigerator

by utilizing existing resources

China (Guangzhou)
Air-conditioner

i

Thailand
Refrigerators
Washing Machine

Concentrate own development in premium products

Vietnam Complement product lineup with ODM
Refrigerator

Washing Machine

Malaysia - -
= #{; -conditioner Side-by-side  Small drum

*Highlighted boxes indicate recent target sites refrigerator washing machine
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* We already have many R&D and manufacturing sites in China
and Asia as our established infrastructure.

» These sites have capability to develop/design locally-oriented
products independently. We have recently strengthened the R&D
in Wuxi, China and Vietnam.

* As these overseas sites are functioning effectively, we now have
capability of launching the optimal products for potential
customers in each country.

* Inthese sites, we strengthen the Chinese and Asian markets by
transferring existing resources for products for Japan to the local
products. We will implement ‘local production for local
consumption’ while holding down new investment.

* Furthermore, we will utilize ODM proactively in order to improve
our product line-ups while focusing on in-house development for
premium products. We set up/strengthen manufacturing function
such as quality control in AP Asia/AP China for enhancing ODM
utilization.
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Expand “Aspiration” Marketing

Create aspiration through continuous/accelerative initiatives

Best mix of Made in Japan/Asia products 020 Experience Salon
Strengthen Made in Japan products Provide “aspiring” experience to customers
by promotion with renewed product dlsplavs (Offline) and lead to actual purchasing (Online)

o 4

<Vie1nam> <Singapore> <China>

Create premium value by CS enhancement Enhance customer contact point
Cooking/Beauty Tie-up with local
Secure loyal customers by product roadshow cooklng TV program

FY15:1.000— o= 19b-3
snhancing CS FY16 () :1350 FY16f) 400

Vo

<Philippines> < Singapore> <Malay3|a> <Thi|and>
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* In order to strengthen premium zone, since last year we have
been developing ‘aspiration’ marketing and increasing our brand
exposure in Asia.

* Renewed storefront display which mainly shows ‘Made in Japan’
products, creating premium value by enhancing CS, roadshows or
tie-ups with TV programs - we will continue to accelerate these
initiatives and activities to promote ‘aspirational’ products.

* Furthermore, we will expand ‘aspiration’ marketing in China. We
will open the ‘020 Experience Salon’ on June 11 in Shanghai.
Customers can actually try out our products at the salon and order
them on line.
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Sales results in Asia/China

Increase premium product sales ratio

China (refrigerator)

liE

Indirect
cooling

Refrigerator
Air
conditioner

Direct
cooling

FY15/3Q FY15/4Q FY16/1Q(f) FY14 FY15 FY16 (f)
Sales (r:;?;eusition 24% (2014 annual) 31 % |:> 23%
*Sum of sales value of TV/Air-conditioner/refrigerator/washing machine *Sales volume composition ratio of refrigerator
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» These initiatives in China and Asia are now bearing fruit and we
can see the results of our efforts.

e InAsia, sales are increasing from the 2"d half of last fiscal year
when we started ‘aspirational’ marketing. The sales proportion of
the premium products is expected to increase from 24% in FY15
to 31% in the first quarter of FY16.

» With regard to refrigerators in China, sales were down as we
intentionally reduced products in the high volume segment.
However, the sales proportion of premium products such as multi-
door refrigerators is steadily increasing. The ratio increased from
9% in FY14 to 15% in FY15. We plan to increase it to 23% in
FY16.
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Resources shift to growing business area

Strengthen company strategic function,
promote resources/business portfolio management

Resources move to frontline of strategic regions

Establish locally-self-sufficient
business structure with integration of
development, manufacturing and sales

Development/design personnel of
AC/refrigerator/washing machine LS
(cumulative) scale of hundreds

Utilization of AC resources for white goods Expand Japanese marketing know-how

Expand technology know-how and Expand leading edge marketing and
global expansion capability cultivated in sales promotion activities of Japan to
AV business to Appliances Company China/Asia

Human resources shift Toward 2018 ™ Personnel rotation between [EERCIEICIIOE]
from digital AV business LRI Japan/China, Japan/ Asia SRR Y4 )
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» Lastly, I will talk about strengthening resource shifts for growth
strategy.

* In order to establish locally-self-sufficient business structure with
integration of development, manufacturing and sales, we will
increase our R&D team by a few hundred people. Meanwhile,
R&D resources in Japan will shift to growth areas such as BtoB.

* At the same time, we will expand technology and know-how
cultivated in the digital AV business to Appliance Company and
strengthen white goods and promote globalization.

* Furthermore, we will strengthen marketing in China and Asia by
applying the cutting-edge marketing and sales methods
developed in the Japanese market.

» To accelerate these resource shift, we will strengthen company
strategy functions such as resource and business portfolio
management and achieve growth in the consumer electronics
business.
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Panasonic

« Thank you for continuous support.
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(Ref.) New Appliances Company

New structure started in April 1 with 11 business divisions

President Tetsuro Homma Vice Yuki Kusumi
Senior Vice Mamoru Yoshida President Joe Imai
President Yukio Nakashima
" Yoshida SVP Homma P
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Business/Sales
Platform

Employ

i 54,000 (Japan: 18,000)

74 (in Japan: 16)

As of April 1, 2015 .
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Disclaimer Regarding Forward-Looking Statements

This presentation includes forward-looking statements (that include those within the meaning of Section 27A of the U.S.
Securities Act of 1933, as amended, and Section 21E of the U.S. Securities Exchange Act of 1934), as amended about
Panasonic and its Group companies (the Panasonic Group). To the extent that statements in this presentation do not relate to
historical or current facts, they constitute forward-looking statements. These forward-looking statements are based on the
current assumptions and beliefs of the Panasonic Group in light of the information currently available to it, and involve known
and unknown risks, uncertainties and other factors. Such risks, uncertainties and other factors may cause the Panasonic
Group's actual results, performance, achievements or financial position to be materially different from any future results,
performance, achievements or financial position expressed or implied by these forward-looking statements. Panasonic
undertakes no obligation to publicly update any forward-looking statements after the date of this presentation. Investors are
advised to consult any further disclosures by Panasonic in its subsequent filings under the Financial Instrument and Exchange
Act of Japan (the FIEA) and other publicly disclosed documents.

The risks, uncertainties and other factors referred to above include, but are not limited to, economic conditions, particularly
consumer spending and corporate capital expenditures in the Americas, Europe, Japan, China and other Asian countries;
volatility in demand for electronic equipment and components from business and industrial customers, as well as consumers in
many product and geographical markets; the possibility that excessive currency rate fluctuations of the U.S. dollar, the euro,
the Chinese yuan and other currencies against the yen may adversely affect costs and prices of Panasonic’s products and
services and certain other transactions that are denominated in these foreign currencies; the possibility of the Panasonic Group
incurring additional costs of raising funds, because of changes in the fund raising environment; the possibility of the Panasonic
Group not being able to respond to rapid technological changes and changing consumer preferences with timely and cost-
effective introductions of new products in markets that are highly competitive in terms of both price and technology; the
possibility of not achieving expected results on the alliances or mergers and acquisitions; the possibility of not being able to
achieve its business objectives through joint ventures and other collaborative agreements with other companies, including due
to the pressure of price reduction exceeding that which can be achieved by its effort and decrease in demand for products from
business partners which Panasonic highly depends on in BtoB business areas; the possibility of the Panasonic Group not being
able to maintain competitive strength in many product and geographical areas, the possibility of incurring expenses resulting
from any defects in products or services of the Panasonic Group; the possibility that the Panasonic Group may face intellectual
property infringement claims by third parties; current and potential, direct and indirect restrictions imposed by other countries
over trade, manufacturing, labor and operations, fluctuations in market prices of securities and other assets in which the
Panasonic Group has holdings or changes in valuation of long-lived assets, including property, plant and equipment and
goodwill, deferred tax assets and uncertain tax positions; future changes or revisions to accounting policies or accounting rules;
as well as natural disasters including earthquakes, prevalence of infectious diseases throughout the world, disruption of supply
chain and other events that may negatively impact business activities of the Panasonic Group. The factors listed above are not
all-inclusive and further information is contained in the most recent English translated version of Panasonic’s securities reports
under the FIEA and any other documents which are disclosed on its website.

In order to be consistent with generally accepted financial reporting practices in Japan, operating profit (loss) is presented in
accordance with generally accepted accounting principles in Japan. The company believes that this is useful to investors in
comparing the company's financial results with those of other Japanese companies. Under United States generally accepted
accounting principles, expenses associated with the implementation of early retirement programs at certain domestic and
overseas companies, and impairment losses on long-lived assets are usually included as part of operating profit (loss) in the
statement of income.
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