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» This presentation and the accompanying slides (the “Presentation”) have been prepared by Natural Food International Holding
Limited ("Natural Food" or the "Company") solely for information purposes.

» This Presentation does not constitute or form part of and should not be construed as, an offer or invitation to acquire, purchase or
subscribe for any securities of the Company nor is it calculated to invite any such offer or invitation nor shall it constitute any offer or
sale of such securities in any jurisdiction. No part of this Presentation shall form the basis of or be relied upon in connection with any
investment decision, contract or commitment whatsoever.

* This Presentation has been prepared by the Company based on information and data which the Company considers reliable, but the
Company makes no representation or warranty, express or implied, whatsoever, on the truth, accuracy, completeness, fairness and
reasonableness of the contents of this Presentation. The Company reserves the right to amend or update all or any part of this
Presentation at any time, but the Company shall not be under any obligation to provide the recipient of this Presentation with any
such amended or updated information or correct any inaccuracies herein unless otherwise required by the Rules Governing The
Listing Of Securities On The Stock Exchange Of Hong Kong Limited or any applicable law.

+ This Presentation may not be all-inclusive and may not contain all of the information that you may consider material. Neither the
Company nor any of its affiliates or representatives make any representation or warranty, express or implied, as to the accuracy or
completeness of the information contained herein or any other written or oral communication transmitted or made available to any
recipient. The Company and its affiliates and representatives expressly disclaim any and all responsibility or liability based, in whole
or in part, on any of the information contained herein, errors herein or omissions here from. In all cases, interested parties should
conduct their own investigations and analyses of the Company, its businesses, assets, financial conditions and prospects, and of the
information set forth in this Presentation.

» This Presentation contains statements that reflect the Company’s intentions, beliefs or expectations about the future or future events
(the "forward-looking statements"). These forward-looking statements are based on a number of assumptions about the Company's
operations, its future development plans, market (financial and otherwise) conditions, growth prospects and certain plans and objects
of the management of the company, and are subject to significant risks, uncertainties and other factors beyond the Company's
control, and accordingly, actual results may differ materially from these forward-looking statements. You should not take any forward-
looking statements contained in this Presentation regarding past trends or activities as a representation that such trends or activities
will continue in the future. The Company expressly disclaims any obligation to update these forward-looking statements.



FEREZR , AR

Naturally Made, No Additives Needed
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To Build China’s Most Valuable Natural Health Food Brand
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Commit to Providing Health Products that Both

the Aged and the Young Can Enjoy the | t ! .
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Financial Review




M3S5HE

Financial Highlights

(ARHBERATT)

(RMB: million) 2020H1 2019H1 Changes
ﬂgf;ﬂue 610.3 917.5 (33)%
ff:{ -~ 413.4 7004 (41)%
ﬁﬂﬁ'ﬁt (52.3) 105.3 (150)%
Sl (47 ) 2) 5 (140)%
FEMSELER (%)
Key Ratios (%)
FH=
A i 67.7% 76.3% (8.6)pct
ﬁﬂﬁgin (8.6)% 11.5% (20.1)pct
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Revenue
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Group revenue Revenue distribution
( ARFBESE RMB Million ) R Gross Margin
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Offline channels E-commerce channels
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Major Operating Cost
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Selling and distribution expenses Administrative expenses

( AEEMmBEATT RMB Million ) ( AERMEHBTT RMB Million)
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Working Capital, Cash Flow and Gearing Ratio

BEERERERE

Working capital turnover days

(X days)
250
200
150
100
50
0
2019 2020H1
BZE2020F  EZE2019%F
e
. B
4 Asat30Jun.  As at 31 Dec. (days)
2020 2019
Fﬁﬁ‘ . 89 93 4
nventories
T HCER R =4
Trade receivables 56 48 +8
turnover days
BR B NATFEIR
Trade payables 51 53 -2
turnover days
) 196 194 +2

Total
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Cash and cash equivalent

(Bfiz : ARMEAIT RMB: mn)
600.0
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Business Review
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Business has been significantly impacted by Covid-19, but see a gradual recovery ., x

ZTRE : LEEFIEAEMEERN  SREEZNEX ;
—ZFEFINZLIRE
Offline channels: In-store-experience based business model has been

dramatically affected by the pandemic; a gradual recovery began in
the second quarter
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+ Consumers traffic plunged

« Changes in residents' living habits, such as wearing masks and
maintaining a social distance, have affected the in-store experience

« Through multiple efforts, we have achieved positive month-on-
month growth since the second quarter
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Online channels: Multiple impacts from delivery and production
restrictions in Q1; showed a significant growth in Q2

o FEEFEMUTHILENX , SEERZ—
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« The main production base is located in Huanggang, Hubei Province,
one of the major epidemic areas

« During the outbreak, the production and delivery restrictions
resulted in negative impacts on supplies

+ As the restrictions eased, online sales recorded a substantial growth

11
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We responded quickly and aggressively —anzR—

11111

=

= BEUBH IR RIE—SKESAREFRR

= Donations were made to ensure the nutrition and health of frontline medical workers during the difficult time.

.4"

« IERRTPHRRIF RIOETE vid g
= Strengthen the protection of i
employees against epidemic and
resume work and production at ease
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Offline channels
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Offline counters distribution

EiF]
Xinjiang
9
&8 Qinghai
8
P Tibet

Z Yunnan
57

- 2002 LA £ Above 200 counters
101~200% 100~200 counters

1~100% 1~100 counters
ERBEEHEEE Currently no counters

£y 28
Heilongjiang

a7 * 3,344[HIHELHE , BEEE289 Mk

Owned 3,344 concessionary counters, covering 289

289 cities nationwide.

EHHK Jilin
38
- 2T Liaoning
P E T ngijj?r:g e
Inner Mongolia 173 K3Z Tianjin
50 19
a4k Hebei
e BT S . .
TE Ningxia Shanxi Shandong o aEZOZOE agzolgﬁ
IR an 160 ?fEﬁf?E 683081 12831HL
28 BX® 5% Henan No. o . 6/|\E 124\5
Shaanxi 151 ngsu concessionary
120 . counters As at 30 Jun.  As at 31 Dec.
e |Anhui 8 Shanghai 2020 2019
Hubei 68 83 -
183 L Zhejiang ,HH %D
131 1 i
s L Jiangxi A;f tﬁe beglrélnlng 3,399 3895
M Guizhou AR 2 of the Perio
T 121 7822 Fujian 4
14 IS 125 462
. A& Tawan  Newly opened
J 78 Guangxi
91
K]
Closed (180) (958)
78R3 Hainan ,.;,\;zf(
H ol 3,344 3,399
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Consumption experience upgrade
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All-round upgrade to expand consumer groups

0°-100°/&/HAR |, YIE TR
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Instant mix with cold or hot beverage, featured with smoothie-like
taste and texture

Portable and easy to mix

Trendy receipts enjoyed wide popularity on social media

Rt REE
Refined membership management

- IS REEFENERK | BEERH2,5005

VISR %l | eRBRERE | IR

DIKEHE IS | REIAERE | AT EW

Numbers of registered members remained growing, reached over
25 million.

Focus on loyal members, expand target consumer groups and
attract new consumers.

Leveraged big data to promote precise marketing to improve re-
purchase.

ZREmEiBEHhiNES

Multi-channel exploration

EIEHEIEES , FFREIRIS

BT &L LIHERSED) , ZREESEH

Capture new trends in consumption habits and conducted store-
home delivery business.

Online sales supported offline sales with multi-channel composite
sales and marketing.

SEXREF

WHEZARER
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E-commerce channels — B#zR—

FRREREAR (HE RS EMEHRR

E-commerce grew rapidly and the sales strategy closely follows the trend

« 2020F B, BERELNRAARTL66.987

—
5T, LIS 23.0% , HEFIRUIN27.3% 202Z0VROBAO "G &

Hfiviya
AdAREESE ©
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IREE IR mE B s
- BCEEREERT , ARFENEREERE
IEINAARIRE | ERE& LR | waEEHEE.
« In 2020H1, the revenue from e-commerce mmTMfAfg
channel was RMB166.9 million, recorded a Yoy ' 2
growth of 23.0%, accounting for 27.3% of the
Group’s revenue. :
« Enhanced the brand as the TOP1 brand on Tmall,
enjoyed rich channel resources to effectively
expand the brand exposure and to improve Siggﬁ
sales. GHEARE
* Precisely grasped the live streaming marketing
opportunities, carried out vary high-quality live
streaming activities to increase brand exposure,
activate online users and drive e-commerce
sales. A di
i
SIS LA S FERE
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The pandemic accelerated changes in retail industry and we're embracing itaz.5—

= = RAARIR , BF2AT  UERARRNERSYNRmZRIHEESIK

Products Cereal has become consumers’ top choice among all healthy grain food

MAT2020% HEZERBYIRmiEZE AL MAT202048%3 iR TOPS
Online consumption of healthy cereals TOP sales of niche market

Ny
0 mizzEr
20% Instant cereal products

s [

Cereal powder

2xat [

Whole-wheat bread
BEME

[ sy [N
e gran 80% Grain flour
INTIEEMRMm
YRS A2
Processed grain food FEAREISR -

Grain noodles

"BEN THRBRBEESHHIEEAN ST

Social media has spawned new ways of marketing during the pandemic Marketing &

Promotions
B 2 2RMAU  —EEEIRICE 2020¢E1-681

o EEW BiERFEE T ¢ —MAU: NEE

. LT . . 20194EBBMAU . 11.3%Z B 84T
Mobile Internet monthly activity continues to climb - , x 3 " 11.64
20184 S IIMAU11.09Z Rl 7045

- * 11.3
. P 42495 1101 1138 §
6.2% ;

11 qo.88 429@ 4.3%

FUEKIR : CBNDatajgZ2 KEHE, QuestMobile
Source: CBNData Consuming big data, Questmobile

10 s o PP s e e B P g e ERIVS B PV P S SR e DR Bl R e TRl IR oS WS e IS



17

M IR | TINKERERTES hBBRE

Products : Eat a Rainbow, the fruit granola sub-brand, enabled us to enter

into fruit cereal/granola market ToARERT

BHE B TETRAHE A EBEERRESE

A 5 Bi4= N

SRR FEEE T TGRS

Nutrition rich Wlth_ attractive appearance. Products’ receipts co-developed with the DXY Experts

Suitable for multi consumption occasions Group, offering endorsement for products’ health nature.

as snakes and/or regular meals. Additive-free sets the Brand apart.
WA R R A T % Wi |
g
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Marketing & promotions : celebrity endorsement and promotion —anzR—

H&ZEdEmAREASIzA I
(ST EIUSE RN N

Celebrity Endorsement

SRRNT, BRHREHE
BN MRBE, 1992 06A03DNEFARAN, PH
BB, BT LAREPR, 201308 ERTA m
RA (FIMRET) 8, RRVAN (ANTA. (U

’ﬁ&.@

manae

VER S

B AEEARER
B AT AL

B eNMRE-R.. BEAREMTOPI00
B >Rl

.4 B ORREEESMES hip//ten/ABASHpIL...

& ERRPEMIFEY 10MLL1ZE

Celebrity promotes trendy
methods to enjoy Y10

-
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Marketing & promotions : on social media —ann—

| ezie e mme

Crossover

-g02m0 [

FEAEENREHE
Vary content promotions
L]

@ MEEIL
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Marketing & promotions : KOL&KOC engagement
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KOL & KOC #&E
Strongly recommended by KOL & KOC
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Healthy grain foods enjoys greater popularity among consumers —ann—

ARXRBRHZEIEN
Changes in the amount of food

consumed by different categories
B9 ™ HZRER

Avg. daily offline consumption
100%=201912 B 1950

100%=avg. consumption on Dec 2019

S PvsEIERT RS EvsE BRI
During vs Before pandemic Post vs before pandemic
24 Cereals 63 41
HEAMReady-to-eat 99 18
B%am Packed Food 88 6

ZF & Snackings 72 17
A5 Dairy -14 56

%%} Beveragd 11 49

7K Bottle Water [}~ -6

-80 73 Seafood -76
P92 Meet 57 -6
BB Fruits&Vegetable 56 44
& Eggs 74 22

HEXRR - 5% (BB THEIBZRERNAES M)

SEITATIEIER © 20191201-20200510

Source: Four trends of Chinese consumers under the epidemic-- McKinsey & Co
Data from 1 Dec 2019 to 10 May 2020

86

MAT2018-2020
XEEREYNRmAEES

Healthy grain food consumption trends on Tmall

IHZHI#E Consumption Scale
— A EI5E Growth rate of consumer numbers

60%
55%
50%
45%

40%

30%

20%

10%

MAT2018 MAT2019 MAT2020 0

HUESRIR | CBNDatajHE AR
Source: CBNData Consuming big data
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Grain Powder & Cereal Products to Drive the TOP1 Grain Brand — B%zR—

BERARARS ¢ ‘/ll\,
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Healthy grain foods enjoys greater popularity among consumers —ann—

TS EIIRE RiEBRIBIESAE LK | IT—SFRIREE60% , A ERMERAN R MARHSEREAMIE. MBERTARLER

. PEIRBRENASZ RIEBRERMAAEERRIAIKTE , Fit2024FHEZ R THi7AL12012,

In the past two years, the growth rate of online cereal consumption has been on the rise, with a growth rate of over 60% in the past
year. The penetration rate of cereal in the overall healthy cereal population has also increased. Compared with developed countries,
Chinese consumers' per capita consumption of cereal still has a huge growth space, and it is estimated that the Chinese cereal
market will reach 12 billion by 2024.

MAT2018-2020F kbR s 2014-20195F N
Trends of instant cereal products on Tmall AFRERBEZER AITEEE (KG) T

The amount of breakfast cereal consumption in
different counties from 2014-2019

SEZEHAE Consumption scale AF#2315 % Consumer penetration

UK USA Canada China
60% = 2 [E] =SS = INEX FE
9.0
50% o " o N N o
0% 6.0 c : p—
30% )
30 It is estimated that the Chinese cereal
20% ' market will reach 12 billion by 2024.
. Fit2024¢FhEIE A THIFAIA 1 2042
0.0
0% 2014 2015 2016 2017 2018 2019

2018 2019 2020

£iERF : CBNDatailZ A $0RE
Source: CBNData Consuming big data
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Healthy grain foods enjoys greater popularity among consumers —anzR—
2017-2019 KB E TR 2020F R AMEFMZFREGLL
Trends of nutrition grain powder products on Tmall Consumer graphics of nutrition grain powder on Tmall
( ARMmEA7T RMB Million)
0% 5% 10% 15% 20% 25%

2500

2000
1500
1000
500
0

2017 2018

#IERIE : CBNDataj5ZAEIR
Source: CBNData Consuming big data

2019

18-24 | —
25-29 | —
30-34 | —
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From appearance to quality and reach brand loyalty ultimately

BE - SEME mAMXALARSE2E | a5 EmEr IRERE.
MR - T ERYSElR R R RIS LRI 2 \

MR - EERKE , EIOKHERE | LULEIEIKEAME | EikmhE
=i

Attractive appearance: products with attractive appearance can not only
attract consumers, but also cause the second spreading of the brand.
Quality: The actual quality of products is the key to ensure the survival
of products

Brand: Establish emotional drive and on-going connection with
consumers to create long-term value and extend brand life
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Integration of online and offline strengths
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Online Leveraging
¢ rapid growth offline strengths

+
NO.1 fah& EEHEI\J N
amEsy | ] ARhRE MRS
SIS T ! Uni ffline brand rien
No.1 Nutrition . nique offline brand experience
grain powder brand ® ®
® ® —_ =
ST R T AL
e High-efficient new products
/T\):I:nnjc :‘zﬁ%"%ﬁ distribution and promotion
New categories expansion = .
| New marketing MEREES
e SR 000
New products innovation Private consumer traffic operation drives
high brand loyalty and repurchase rate

BEIHEREIEE IRETIZRIBER S

Strong channel operation capability

Cost advantage in consumer acquisition

and distribution channels
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Explore shelf business model by leveraging strategic partner’s advantages—e»-s—

= fEESE SRR, TP R
LA e T B AR 22k

= With the help from the strategic
partner, we attempt to distribute our
most hyped online products via
open shelves
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Thank You!
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