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DISCLAIMER

The information contained in this presentation is intended solely for your personal reference. Such information is subject to change without notice and no
representation or warranty express or implied is made as to, and no reliance, should be placed on, the fairness, accuracy, completeness or correctness of the
information contained in this presentation. This presentation does not intend to provide, and you may not rely on this presentation as providing, a complete or
comprehensive analysis of the Company’s financial or trading position or prospects. None of the Company nor any of its respective affiliates, advisors or
representatives shall have any liability (in negligence or otherwise) whatsoever for any loss or damage howsoever arising from any use of this presentation or its
contents or otherwise arising in connection with this presentation.

This presentation contains projections and forward looking statements that may reflect the Company’s current views with respect to future events and financial
performance. Readers are cautioned not to place undue reliance on these forward-looking statements which are subject to various risks and uncertainties and no
assurance can be given that actual results will be consistent with these forward-looking statements. The Company undertakes no obligation to publicly update or
revise any forward-looking statements, whether as a result of new information, future events or otherwise.

This presentation does not constitute an offer or invitation to purchase or subscribe for any securities or financial instruments or the provision of any investment

advice, and no part of it shall form the basis of or be relied upon in connection with any contract, commitment or investment decision in relation thereto, nor does
this presentation constitute a recommendation regarding the securities or financial instruments of the Company.

NOTE

Unless otherwise stated, this presentation provides the financial information from 1st April 2021 to 30th September 2021 (abbr. 1H FY21), and the comparative
financial information from 1st April 2020 to 30th September 2020 (abbr. 1H FY20).

Readers are reminded to read and construe this presentation in conjunction with the announcement of the Company dated 30th November 2021 in relation to its
interim results for the six months ended 30th September 2021.



Financial Highlights %
1H FY21 vs 1H FY20

N
(1) v All channels in the Chinese mainland 1
Revenue RM B 11'383m t 10'5 A) v Revenue of dairy products & beverages segment 1 23.5%
~
46.8% ‘ 140bpS v Price of certain raw material and packaging 1
J
T 9.79 ]
Operating Profit RMB 2,781m 9.7%
o,
24.4% § 20bps )
T 7.19 ]
I:roozlc:‘ﬁ:;r;_?;?glse RMB 2,090m 7.1% Income tax rate 27.7%
()
18.4% § 60bps )
Balanced Development of Product Segments %
Driven by Channel Diversification
v Traditional channels maintained healthy T, fueled by refined channel management
v Emerging channels maintained rapid T, and become one of the key revenue growth drivers
v Modern channel double digit T supported by penetration in CVs + new products
1H FY21 revenue contribution by channel Emerging channels
Accounted: c. Double-digit —  E-lT eI
* Maternity
B2B — + OEM
¢ Special channels
YOY: High-single digit T — ¢ Official app
Traditional — W
e Ak
Accoclrna'c:g?lz 80% ’4 OEM — ¢ Self-operated online stores
P & B2C — - Vending machines
Modern channel — L

* Theme stores

Overseas market



COST STRUCTURE

v Cost of sales breakdown

Salary

& employee benefits

13%
Packaging :

32%

Raw material
& consumables used
44%

RICE CRACKERS SEGMENT
v Revenue breakdown and gross margin
RMBmn
[¢)
46.3% 41.0%
Y0Y=5_8%
1,992 1,876
1H FY20 1HFY21

m Core brands mm Sub brands

Others
7%

Depreciation

& amortization
4%

v

Price of certain raw material and packaging 1 %

v" Raw material & packaging unit cost trend

1H FY21 -A-

1H FY20 A~

Whole milk powder m YOY low-single digit f usb

Apr Sep
Paper B | YOV low-teens f Rvs

A A

Apr Sep
Sugar YOY high-single digit ., RMB

- —

Apr Sep
Tinplate @ YOY mid-teens i RViE

A /_—-’_A

A— A

Apr Sep

&

1H FY21 revenue contribution of rice crackers segment

The Chinese
Mainland
c. 80%

Gift packs e—eGross profit margin

v" FY16 - FY20 Revenue CAGR of rice cracker segment

CAGR low-sin

The Chinese Mainland

Overseas  traditional channel YOY low-single digit T

market
c. 20%

Overseas market
YOY double-digit |

FY16

FY20 6



DAIRY PRODUCTS and BEVERAGES SEGMENT

v Revenue breakdown and gross margin v" Revenue of beverages & others
RMBmn
48.7% 49.4%
‘(47—?"5"’0
No 6,562 6 Ao/o
5,315 l ‘(0“‘1
1H FY20 1H FY21 1H FY20 1H FY21

m Hot-Kid Milk Beverages & others e—eGross profit margin

v" FY16 - FY20 Revenue CAGR of dairy products and beverages segment

it \
. ~agle d\g\
pGRmIS
FY16 FY20
v Revenue breakdown and gross margin v Revenue of popsicles
RMBmn
0,
48.2% 44.6%
-_—
igit
YoY=3, 6% M-‘d_s'mg\e dig!

2,952 2,874 Yoy=1503

. . 1H FY20 1H FY21 Jan-Sep Jan-Sep
1H FY20 1HFY21 cY20 cyY21

m Candies mm Popsicles Ball cakes mm Beans, jellies & others e—eGross profit margin

v" FY16 - FY20 Revenue CAGR of snack foods segment

] CAGR low-single digit

FY16 FY20




OPERATING EXPENSES and EXPENSE RATIO

v Operating expenses breakdown v Distribution costs
RMBmn
12.1% 12.5%
o/o
101;9-1
24.8% 24.5%
o— —e 1H FY20 1H FY21
2,787
2,554
v" Administrative expenses
1,250 1,427
12.7% 12.0%
1,360
1H FY20 1H FY21
1H FY20 1H FY21
= Administrative expenses Distribution costs e—etxpense ratio
DISTRIBUTION COSTS
v" Distribution costs breakdown v' Distribution costs as % of revenue
RMBmn
2
Yo\(=14
1,427
1,250
()
5.9% — — 6.1%
3.9% 4.0%
2.3% — — 2.4%
1H FY20 1H FY21 1H FY20 1H FY21
m A&P expenses Transportation expenses ~ ® Others(mainly staff costs) = Others(mainly staff costs) Transportation expenses ¢—¢A&P expenses
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WORKING CAPITAL

v" Turnover days

Inventory
Trade receivables 15 15
Trade payables (33) (33)
Cash conversion cycle 67 61
§ 6 days

* Decrease in inventory turnover days mainly due to efficiency improvement of capital.

CASH and BORROWINGS

Cash & bank deposit

+long-term bank deposit
Cash & bank deposit (Sep 30 2021)
+long-term bank deposit

Borrowings (Sep 30 2020)

(Sep 30 2020)

Borrowings (Sep 30 2021)

Net cash (Sep 30 2020)

Net cash (Sep 30 2021)

RMBmn
17,339

17,396
10,218

8,235

§ 1,983

7,121

9,161
1 2,040

v Inventory

RMBmn

2,788

2,529 % 259

Mar 31 2021 Sep 30 2021
11
CAPEX %
RMBmn
213
160
1H FY20 1H FY21
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Interim Dividends and Share Repurchases %

o/o
=16 USDmn
g 206
177
(151mn shares)

ﬂ m&cent per share

1H FY20 1H FY21
® Interim dividend Share repurchases
v" Dividends and share repurchases history (2008 - Sep 2021) usbD
600mn Share
repurchases
400mn
200 m Dividends
mn o e
Dividends + Share repurchases: USD 5.399bn
2008 2013 2018 Sep 2021 13
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OPERATING STRATEGIES

All Channels in the

Chinese Mainland rapidly 1

Intensive development and diversification of
channels

Multi-brand and product differentiation strategies @1(‘,:@

Innovative and diversified digital marketing

Channel Diversification

RICE CRACKERS SEGMENT

(y Rice crackers revenue | 5.8%

% eo%

Overseas market : impacted by pandemic 9
and international supply chain | LS

Traditional channels : low-single digit T

Second quarter of the fiscal year

. e @ M -
resumed double digit T @em® o T

WO @ ’l‘w
~— \To B
ﬁa QUERN
\zi/ N
B 3 N, ‘R’
\22/ g
= 8 \__/
4@ﬁ§ 4
Fix - Body b hd QQ
N (0:)
D3, \_/
Multi-brand,

diversified product strategies

% Got Rice

| EHE® |
EZETTS

o N
BRDH N

| T
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SNACK FOODS SEGMENT

)
@i Snack foods revenue | 2.6%
@

{ﬁi l;_\Popsicles low-single digit |

Timing difference of
distributor order placing

Jan-Sep mid-single digit 1

' Dongchi sales exceeded
RMB200mn

17

SNACK FOODS SEGMENT

&

%% Candies low-single digit 1

@PN  Milk Chewy rapid 1

AN

Q% Jellies high-single digit 1
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DAIRY PRODUCTS and BEVERAGES SEGMENT %

v Revenue of Hot-Kid Milk

1H FY20 1H FY21

Dairy product revenue achieved v Various digital marketing campaign

new record high in the first half of fiscal year

: y Beverages and others rapid 1

O bubble, Fruit Juice Drink Beverage rapid 1

19

CHANNEL DIVERSIFICATION

Traditional channels high-single digit 1 \% Overseas market |

Intensive development of channel, Continue to push on with the
increased exposures on retailers’ shelves expansion of overseas sales network
Balanced development of different product segments Vietnam factory expected to commence production in 2022
o e g @ A . .
Modern channel double-digit 1 = 42 Emerging channels rapid 1
OEM g
Optimized product selection and display Contributed nearly 10% to the revenue of the Group
Expansion of sales in convenient stores One of the key revenue growth drivers of the Group

Revenue of new products that were launched by the Group in 2018 and thereafter, in
aggregate, accounted for nearly 10% of 1H FY21 total revenue.
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PROSPECT ®

v Sales prior to Chinese New Year
proceeds smoothly

Eniss o0z
EBELHRE

v Multi-brand and channel
diversification strategy

v Creative and interesting
digital marketing

v Maintain healthy profitability
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Contact us:

investor(@want-want.com




