Panasonic Business Strategy

September 18, 2013

Panasonic Corporation
Kazuhiro Tsuga

Notes: 1. This is an English translation from the original presentation in Japanese.
2. In this presentation, “fiscal 2014” or “FY2014” refers to the year ending March 31, 2014.

| will talk about the following three points of Panasonic business
strategy.

1. Measures taken so far.
2. 3-year Midterm Plan.

3. Long-term vision of the growth strategy.
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Measures Taken So Far

Reorganized ‘Corporate structure’

Head Office reform, introduction of Business Divisions &
FY2013 Divisional Companies

- In the red for Unprofitable businesses

2 consecutive . Guidelines for major unprofitable businesses & reform
years Reviewed transferring businesses
: : / growth strate
- Funding risk ¢ b
P Formulated and started new mid-term plan ‘CV2015’
- No dividend

P Group-wide activity to generate cash

Escaping from financial crisis

First, measures taken so far.

In fiscal 2013, Panasonic recorded significant losses for two
consecutive years and increased financial risk. We therefore decided
not to pay a dividend. We deeply regretted that we could not meet the
expectations of our stakeholders.

| became the President at the end of June last year. Under these
circumstances, we have taken the four measures shown here.

First, reorganizing ‘corporate structure.” We reduced the function of

the head office significantly and introduced the business division
system.
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Introduce Business Division System

: o e 9 business
Each business division has responsibility for domains

88 BUs
‘v’
49 BDs

Basic
management unit

4 Divisional Companies support Business Divisions

- global R&D, production and sales

- sustainable increase in cash and profit

AP Appliances

AVC Networks

My basic idea to revitalize Panasonic is to rebuild the strength of each
Business Division (BD).

Each BD takes responsibility for global R&D, production and sales as
well as continuously increasing cash and profit. Crucially, this is an
“autonomous responsible” system that strengthens each business.

Panasonic is said to be the first company to introduce the business
division system in Japan. After this, we transformed the organizational
structure in response to the changing times. However, we restored the
BD system in order to go back to basic autonomous responsible
management.

Specifically, in April this year, 9 business domains/ 88 business units
were regrouped into 49 BDs and we established these as the “basic
management units.” All 49 BDs are equal and through “visualizing”
each business situation, they can compete as well as co-opeorate with
each other.

At the same time, we introduced the 4 Divisional Company system.

Each Divisional Company consists of multiple BDs. It handles large
scale business development that would be difficult for BDs to handle on
a stand-alone basis , creation of new businesses and strengthening key
devices etc.
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Measures Taken So Far

Reorganized ‘Corporate’ structure
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Head Office reform, introduction of Business Divisions &
FY2013 Divisional Companies

Unprofitable businesses
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years Reviewed transferring businesses

/ growth strategy
P Formulated and started new mid-term plan ‘CV2015’

- Funding risk
- No dividend

Escaping from financial crisis

b Group-wide activity to generate cash

The second measure is guidelines for unprofitable businesses.
In particular, we reviewed the direction of the major unprofitable
businesses and have been proceeding with radical reforms.

At the same time, with regard to each business, we formulated
strategies for “transferring” (changing business directions or
customers) and growth. Based on this, we started the mid-term
management plan “CV2015” in April this year.

Furthermore, group-wide generating cash activities were implemented
in order to escape from financial crises, which was a urgent issue.
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Improve Net Cash
(yen-billions) — £vrq 3 FY14 End of FY14
end of 2Q end of 1Q (target)
5778 g
-1,087.7

As a result of these measures, the financial position has been
improving steadily.

If you look at net cash, although it exceeded over minus one trillion yen
a year ago, it improved to minus 577.8 billion yen at the end of first
guarter. We will strive to improve it to less than minus 500.0 billion yen
by the end of this fiscal year.
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Dividend Restoration

(ven: billions)

iteady progres

1Q results

Sales 4.5

Improved OP 64.2 Secured
financial (%) (3.5%) dividend

structure et lcome 107.8 resource

Panasonic Corporation

—~———

Pay interim dividend

In addition to improvement of the financial structure, the financial
results are also steadily improving as shown here. We also have
efficient dividend resources.

As a result, we announced the plan of a 5 yen interim dividend
to achieve dividend restoration which is one of our big targets
for this fiscal yeatr.
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Mid-term Plan ‘CV2015’

Next, mid-term plan “CV2015” until fiscal 2016 which started this
April.
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Action Iltems in ‘CV2015°

CV2015 : Cross-Value Innovation 2015

As soon as possible Eliminate unprofitable businesses

Simultaneously Concrete plan for the future

My determination

In “CV2015”, | am determined to implement the following two points:

- Eliminate unprofitable businesses as soon as possible.
- Simultaneously, plan for the future and make concrete proposals.
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3-Year Mid-term Plan won ou
FY2014 FY2015 FY2016 4

Operating profit ) i
> 250 Operating profit

Net income attributable to = 350
Panasonic Corporation 50/0

= 50

Eliminate unprofitable businesses ' Complete
Restructuring in 2 years

ach BD: Improve profitability towards 5%

: =2 600 billion YEen (accumulating total in FY14-16)

This slide shows a road map for the 3-year plan.

In fiscal 2014, we aim for “over 250 billion yen of operating profit and
over 50 billion yen of net income attributable to Panasonic
Corporation.” Net income of 50 billion yen is the minimum level for
restoring a dividend.

In the next two years leading up to fiscal 2015, we will eliminate
unprofitable businesses and complete the large scale restructuring
without any delay.

At the same time, each BD aims to achieve “over 5% OP margin” and
improve profitability continuously.

Through these measures, we aim to achieve “over 350 billion yen of
operating profit and over 5% OP margin” as well as “over 600 billion
yen of 3-year accumulated free cash flow” in fiscal 2016.
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Eliminate Unprofitable Businesses

* Focus on major market, expand

TV / Panel non-TV business

» Transfer businesses, promote business

Semiconductor ; .
alliances and asset reduction

« Transfer to BtoB, improve R&D efficiency
in BtoC

Mobile phone

Eliminate all unprofitable businesses in FY16

With regard to “eliminating unprofitable businesses”, we have been
implementing measures to improve them.

In particular, as the impact of the 3 businesses shown here to the
entire Company is huge, the head office and relevant business
divisions have been working together to implement reforms.

We are determined to complete the business restructuring by fiscal
2015 and eliminate all unprofitable businesses in fiscal 2016.
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Restructure Unprofitable Business
Portable Rechargeable Battery Business

CT
Di oy ﬁ : Sales ratio*
Informatio ﬁ E + Englne " J-'-If FY20016
telecommunications Gaming % Storage >40 /0
*Lithium-ion battery

FY2014 1Q

- EV battery: increase orders and expand production in Japan Returned to black

- Storage battery: receive orders and ship for base stations in India OPM 5.8%

We have also restructured other businesses.

In portable rechargeable battery business, adding to ICT, we
will dramatically expand our business for engine and storage,
taking our advantage of high capacity, reliability and control
technology. We target the sales ratio of lithium-ion battery for
engine and storage from 20% level to more than 40% in fiscal
2016.

We are establishing our sales forces to meet increasing
demand of EV, expanding our production in Japan.

We have also started to ship the first storage systems for base
stations of mobile phones in India.

This business returned to the black in 1Q with the OP margin of
5.8%. We target operating profit more than 5% in each
business in fiscal 2016.
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Growth strategy from customers’ viewpoint

Growth strategy from customers’ viewpoint.
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Panasonic in Future
Offer ‘better life’ to customers, partnering with ‘industry’
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This chart shows our future. With our ‘DNA of consumer
electronics’, we will pursue ‘better life’ for each individual
customer in various spaces and fields, such as home, community,
business, journey and car.

MW

We will establish a strong relationship with our industrial partners
closely related to each area to further contribute customers with
our four Divisional Companies. We believe our ‘better life’
established with our industrial partners will be a driver to create
new electronics.
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Sales Breakdown

(yen: trillions)

7.3 BtoB (excl. housing, auto)

ICT device, industrial equipment

Avionics, lighting for commercial use,
cold chain equipment, business PC, ...

Housing
Consumer | 15%
electronics
25%

34

Auto

Car navigation, car AV equipment,
battery, sensor, camera, ...

BtoB (excl.
housing, auto)

46% 19 - Housing

Exterior, building materials, building
equipment, electric equipment,

FY2013 housing (PanaHome), ...

This chart shows current sales breakdown. Although | assume most of
you think Panasonic as a consumer electronic manufacturer, the sales
ratio of consumer electronics is just 25% and BtoB is 75%.

Out of our BtoB business, 1.1 trillion yen is related to housing business
with 15% of sales ratio. We have all-around business in housing-
related equipment, electric construction materials and building
equipment / materials, having top market share in Japan and Asia for
electric construction materials business. We also have a housing
maker, PanaHome as one of our subsidiaries which enables us to offer
total solutions for housing business in Japan.

1 trillion yen is related to auto business with 14% of sales ratio. We
provide our highly competitive navigation system, battery, various
types of devices to global auto-manufacturers, system suppliers
(Tierl) and device suppliers (Tier2).

The rest 3.4 trillion yen is related BtoB other than housing and auto
businesses with 46% of sales ratio, which includes devices to ICT and
industrial areas, AVC products for business use and businesses for
non-residential spaces such as commercial facilities and buildings.
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Automotive Business with
Computerized and Electric Cars

*Head-up display
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Expand business more than 10 times per car

Technology innovation which would drastically change industrial
structure has been seen in both large-scaled automotive and
housing businesses and we believe this brings us a dramatic
business expansion.

In automotive business, computerization and electric-operation of
cars enable us to provide all-round products with battery systems,
sound systems, cockpit systems, sensors and cameras.

We expect to expand our business more than 10 times, which

currently scales several tens of thousands yen per gas-powered
car.
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with ‘Smarthouse’

Solar panel ‘

)

Housing Busines

~ Exterior
P2  building material

Interior
building material

Power conditioner

Storage battery

— al Fuel cell
ﬂ Building equipment ¥
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Electric equipment = Heat insulator
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Double business per house

15

Energy innovation has been seen in housing business. We expect

to double our business which currently scales 2 to 3 million yen

per house, working with housing industrial partners and promoting

the trend of ‘smarthouse.’

We will further develop our strong products for creating, storing

and saving energy and energy management systems shown this

chart, and offer new life style, connecting them with current
business by Cloud.
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‘Smartcity’

‘Smartcity’ Shioashiya, Japan
AR i g

‘CASART ECO CORDIS’
Launched in April 2013

: : Smart HEMS
Fully equipped with
10Kw ‘HIT’ Control energy for
energy saving

Develop and manage approx. 1,000 households

We have vigorously engaged to launch our ‘Smarthouse.’
‘CASART ECO CORDIS’ by PanaHome in April 2013, a new
detached house equipped with solar panels integrated into roofs.
Smart HEMS for energy control is also equipped as standard.

We will offer built-in TV combined with smart HEMS, which
enables us to develop our strong business model away from
price competition.

We have also developed our urban city business, with ‘Smartcity’
in Shioashiya, Japan, which is Japan’s first ‘Net zero energy’
town, and ‘Fujisawa Sustainable Smart town’ managing
approximately 1,000 ‘Smarthouse’.
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Products Designed for Regional Customers
Global Home Appliance Business

Europe China Asia Brazil
Average annual growth 14% in 2013-15

Offer ‘what regional customers want’

- Lifestyle research and R&D by region
ex. Air purifier in China

- Alliance with local corporations
ex. Alliance with Gorenje in Europe

We will develop products designed for regional customers in our
BtoC business. We believe we have opportunity to expand our
business overseas, targeting at average annual growth rate of
14% in total in Europe, China, Asia and Brazil as a target market.

We pursue what regional customers want. We developed our
unique air purifier for the Chinese market, locally researching life
style and developing products, to compete with Philips for the top
market share leaving Chinese local manufacturers far behind.

Meantime, we collaborate with local manufacturers not insisting
on our own development. We had an alliance with Gorenje in
Europe in July 2013 to offer what regional customers want
through appropriate sales channels, promoting OEM products,
collaborating R&D and utilizing their sales channels.

Although sales in consumer electronic business particularly in
AVC has been recently reducing from the previous year, we
believe we are able to recover with our products designed for
regional customers.
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Towards 2018

(yen: trillions)

7 i 3 High profitable

Housing

Consumer | 15%
/ electronics
F/ 25%

3.4

2.0

\ Housing 20
\ BtoB (excl.

housing, auto)
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\\
Consumer 20
1.9 electronics ’

FY2013 > 2018(e)

This chart shows our sales target in 2018, our 100" anniversary.
Maintaining 2 trillion yen scale in consumer electronics business,
we target 2 trillion yen sales in each housing and automotive
business doubling from this fiscal year.

And we will add other BtoB business, a high profitable ‘vertical
solution’ business.

Our vertical solution business is to build a relationship with
leading customers in each business to expand our business,
Increasing other customers and business, such as Avionics for
air careers and Toughbook for police and gas companies. We will
Increase our company-wide profitability, establishing BtoB
business which improves customers’ value.

Targeting 2 trillion yen sales in each consumer electronics,

housing and automotive business, adding high profitable vertical
solution business, we will promote our growth strategy.
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A Better Life,
A Better World

Panasonic has developed with customers. As most of our BtoB
business models has been developed as BtoBtoC, our purpose
IS to contribute individual customers.

We set up our new brand catch cry in September, ‘A Better Life,
A Better World’, encapsulating Panasonic’s vision of expanding
and pursuing a better life for each individual customer with our
industrial partners towards a better world.

We will work together a team Panasonic for our customers and
enhance our profitability under ‘A Better Life, A Better World.’

Thank you for your cooperation.
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Disclaimer Regarding Forward-Looking Statements

This presentation includes forward-looking statements (that include those within the meaning of Section 21E of the U.S. Securities Exchange
Act of 1934) 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, achieverments 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 United States, 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; currency
rate fluctuations, notably between the yen, the U.S. dollar, the euro, the Chinese yuan, Asian currencies and other currencies in which the
Panasonic Group operates businesses, or in which assets and liabilities of the Panasonic Group are denominated; the possibility of the
Panasonic Group incurring additional costs of raising funds, because of changes in the fund raising environment, the ability of the Panasonic
Group 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 tenms of both price and technology; the possibility of not achieving expected results on the alliances or
mergers and acquisitions including the business reorganization after the acquisition of all shares of Panasonic Electric Works Co., Ltd. and
SANYO Electric Co., Ltd.; the ability of the Panasonic Group to achieve its business objectives through joint ventures and other collaborative
agreements with other companies; the ability of the Panasonic Group to maintain competitive strength in many product and geographical areas;
the possibility of incurring expenses resulting from any defects in prodcts 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 accournting 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 aclivities
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 impairnment losses on long-lived assets are usually
included as part of operating profit (loss) in the staternent of income.
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