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Disclaimer

» 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.
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Naturally Made, No Additives Needed

HPEERMHENXAEFRmLE

To Build China’s Most Valuable Natural Health Food Brand

IR
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BORBENERER

Commit to Providing Health Products that Both

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

(ARHERATT)

BBER

—Ba%z2F —

(RMB: million)

A

Revenue

1,784.1

1,818.1

(1.9%)

EH

Gross Profit

1,319.2

1,390.7

(5.1%)

Rl

Net Profit

105.2

20.0%

iR FFE

Adjusted Net Profit!

213.0

(40.7%)

B (53)

EPS (Cent)

ZEHFRETR

Net Cash Flows from Operating Activities

FEMSLLE (%)

Key Ratios (%)

FF=

Gross Margin

73.9%

133.7

76.5%

28.4%

(2.6ppt)

iR

Adjusted Net Margin

7.1%

11.7%

(4.6ppt)

E1 1 2018 BN SR INRR A AR T A LS TR A AN ER ARG K LXK ZRARIRDEFE ; 2019ERZFHEMR

Note1: Adjusted net profit in 2018 represents profit for the year before loss on fair value changes of convertible and redeemable preferred shares and listing expenses. No such net profit adjustment in

2019
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Revenue

FUNFLL THE1.9%E17.84{ZTcART . EEAH :

Revenue decreased 1.9% to RMB 1.784billion, mainly due to:

- HIRG TEERIRIEEER | S1EE %R 496/8] (2018 : #1EIN205/4] )
= Strategic adjustment of offline counters during the Period, recorded a net decrease

of 496 counters (2018: a net increase of 205)

= £ NE&+E Offline counters

= B4 E-commerce

1%{= WeChat

2019 2018
E S HIAZEEN
Channels I Revenue I\ Revenue =5 Changes in Revenue
( AEBERBIT/RMB: mn ) ( NRTFEH7TRMB: mn ) %
ﬁ;fg*ﬁ 1,362.5 1478.7 81.3% (7.9%)
ine
e V7 £
;'E"E = 322.0 239.2 13.2% 34.6%
-commerce
s
udll 99.6 100.2 5.5% (0.6%)
ait 1,784.1 1,818.1 100% (1.9%)
Total 2 - ’ - 0 .J/0
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Gross Margin & Adjusted Net Margin
EFXETIE2.6MERPRET3.9% , EEEHR :

Gross margin decreased 2.6ppt to 73.9%, mainly due to:

= [RFRIEA LK

= an increase in cost of raw materials

" (BEHDEINARAITRAZR

= an increase in growing strong promotions

734%  T7.0% 763%  765%  73.9%

P e . - _ r')

2015 2016 2017 2018 2019

ZiEAFFETIRI6NPEPRET.1% , FEFHR :

Adjusted net margin decreased 4.6ppt to 7.1%, mainly dueto: "7 120%  117% |
= BRA LTt | 91%  96% I

an increase in COGS : ‘/-—Nj% :
- J\I,%ﬂu' A0 l I
. an_,i_lrl_crea\s'e in eployees’ incentives i i
: [ SRR RIS i 2015 2016 2017 2018 2019 i

an increase in advertising and sales promotions

2019 2018 E=)= B
FF3Z Expenses ZR= FHX Express bR CIEIEES
(AEBHBERATTRMB: mn)  Expense Ratio ( AEBHEBIT/RMB: mn) Expense Ratio Expense Ratio
\'E
%C%ZSEEZIS 464.9 26.1% 427 .4 23.5% 2.6ppt
\'E i)
iﬁ&.;&ﬁﬁﬁﬁﬁzs 1,092.4 61.2% 1,070.9 58.9% 2.3ppt
E1 : HBNELH)

Note1: in terms of revenue
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Working Capital Management

58 52 M IR e R &L B RN R RE? EEfF R REe

Trade receivables turnover days' Trade payables turnover days? Inventory turnover days?

Bfiz: X Bz R\ By X
Days Days Days
100 100 100
93
87
80 80 80
61
60 60 60
53
48
42
40 40 40
20 20 20
0 0 0
2018 2019 2018 2019 2018 2019

1 BRBREIKTREIRERE=360Rx (1BXHEAIRIPIERF R HAR BR 23 R ER R ERF194Y ) AREXIBIRAMIN

2 : BRBRAIMKGRERERE=360Kx ( FEXHAIAINHRYI R HASR B2 5 MR AR BT 15 8) ) AR S XIBMATHERA

3 BEFREIEERE= 360Kx (1EXHAE MBI HIR B 2 RN RETTI9%) ) ARSHABARAIHEERZA

Note 1: Trade receivables turnover days = 180 days x (average balance of trade receivables at the beginning and at the end of the relevant period)/revenue in the reporting period.
Note 2: Trade payables turnover days = 180 days x (average balance of the trade payables at the beginning and at the end of the relevant period)/cost of sales in the reporting period.

Note 3: Inventory turnover days = 180 days x (average balance of inventory at the beginning and at the end of the relevant period)/cost of sales in the reporting period.
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Net CFO & Gearing Ratio

ZEHERMETR B R

Net CFO Gearing ratio’

8y . ARMBEATT

RMB: mn
YoY
200.0 28.4% 6% YoY
-3.4ppt
180.0 1716
5.0%

5%
160.0
140.0 | 133.7

4%
120.0
100.0 3%
80.0 |

2%
60.0 | 1.6%
400

1% |
200
0.0 L 0% L )

2018 2019 2018 2019

E1 BARRRRDAR (BENMEERREKDHI. ITEER, AHERRAEREERRNMIRER ) BRUSIESFRNBETE.

Note1 : The debt-to-capital ratio is calculated by dividing total liabilities (including amounts payable to directors and affiliates, interest-bearing borrowings, convertible and redeemable
preferred shares and dividends payable) by total assets at the end of each year.
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Channels

ZTREERNFE
Proactive offline adjustment
= 3,399AHEEE , BRI E/EREM. 289MH
Owned 3,399 concessionary counters, covering 30
provinces/municipalities, 289 cities

= RIFERANE RERKARELD |, e UREE
462/8] , ERNRFHENEEI58/H]

» Focused on operation efficiency for long-term offline development,
continued to open 462 new high-quality counters, and proactively
closed 958 inefficient counters

= EMEREEIL2,448/5% (2018 : 2,058 5% )
= # of registered members reached 24.48mn (2018: 20.58mn)

22y 20
Heilongjiang
54
#ill K Jilin
Xinjiang 43
1 it 15" Liaoning
NEE Beiing __ 8%
Inner Mongolia 176 - A2 Tianjin
54 AL Hebei
=% Qinghai e v WLFE 153 LLIZR
=1 Qinghai FE 2\l|ngma Shensi 4L Shandang
9 7 137 157
755 Tibet HR e

iAlE@ Henan
25 Shaanxiljﬁ161 p ngsu
122 e . .
sk Aj:ﬂl & Shanghai

.~ Hubei g7 .
qing  1g4 HL Zhejiang
131

#ARg JLPY Jiangxi
[ 200%%LA_LE Above 200 counters =4 Guizhou Hunan 100
a 72 125 122 Fujian
101~200ZK 100~200 counters ZFg Yunnan 41 o
3 73 Taiwan
1~100% 1~100 counters 59 J~78 Guangxi =
BHREEHEEE Currently no counters 86

8 Hainan
10

hBBs

—B8%2Z2F —

% PRIBE(PEYF
Overall online remained strong
» RS REIER34.6%

= E-commerce grew rapidly, reached a YoY growth of 34.6%

» ESE=FRERIENT—IPERBHETOP1 mh
Achieved the largest GMV for Alibaba’s Singles’ Day promotion
among instant mixture products for 3 consecutive years.

= ISMZZEER870/5% (2018 1 69057 ) RILLIENN
26.5%

= QOver 8.7mn of fans (2018: 6.9mn became the Company’s
WeChat fans, representing a YoY growth of 26.5%.




hBBs

= mn

—B8%2Z2F —
Products
EURTES FamE
Key Category New categories

IR, HEHWEEREK , RE "BEFE" Ak

Improved design, launched limited edition with Forbidden City to
highlight the authentic loyal health care.

BT 1BHET. |RENE

Improved packaging featured with easy to carry and to eat.

M mEHEE A RVERE

Different formulas to echo with diverse health demands from
consumers.

RIT/BEFR
Improved design & packaging
e <
o= s
é e m},,{ __m"
1 S e % g}
——— N by L 7T
—a M % v& ! /\-1
* - :;" m w *"' ..-?:n.. vouss |
ZEEIA EUEEAETA B
Classic packaging Limited edition Portable packaging
1,000g 800g 329 x 165%/pack
[ab S G A - A OR/X Uk

Improved Formulas - Strengthened functions - Improved texture/flavors

 BRIREEImKRRE M, 1R2019F “W+—" HA
|Eﬂiﬁz¢&tﬂ "URERF EIHJE" MUIRERIIKSRE A, IBE
FRIEBEHINAER

Focused on cultivating hlgh end fruit granola to meet the “health
care” needs of younger generation by launching "Rainbow
Crisp”, a yogurt-flavor fruit granola, during the "Single’s Day" in
2019.

2019F4HEHIA "BZHAL" . "HEERR" AE
HERFEZTRRS , BEESHETSMBIRAR.

Launched health care snacking in early 2019 represented
by "Black Sesame Pellets and "Red Bean Pellets” to cover
more consumption scenarios and target groups.

/




A B el

—B%2z2F —
R&D Innovation

EURTES TES
Key Category New categories

BOAEYI0— BT, 58H. HEHEFRNSE HIREHARESRKERES | LHTSRIEREE
TTHIAFAYRE |, % mit2020FE38 k., Bl Sfpssss,

EAE. OXEFE., RITREFRTE | mEFEH

HEX R RmIEK, To elaborate high-end fruit granola with advanced

technology to ensure the perfect combination of
Meticulously innovated Y10, a granola breakfast with  health and delicacy.

chia seeds and prebiotics, featured with high fiber, high
protein and balanced nutrition. It was launched in March
2020. Y10 is easy to mix, delivers rich texture and flavor.
The design highlights young elements, to echo with
needs of young consumers for healthy products.

Y105n/ER—B & FEBZ Y10NBH—BEFKEF , HIXNTE
Standard Y10 packaging—ideal for family consumption Y10 mini—easy to carry and mix
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Macroeconomic slowdown but consumer

confidence rebound
140

120
100
80

60

40
20

0
2012 2013 2014 2015 2016 2017 2018 2019

iHZERE (S (M4 Consumer confidence index
e G DP1E)%/GDP growth rate

— 2\ TR R EEIEE/Nominal growth rate of retail sales of consumer goods

BREFERmEES

New trends of health care foods

HERZRER  BRFR. 259 , B WEELHES O

Source: National Bureau of Statistics, McKinsey, CBNdata

 Instant
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14%
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10%
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heER

—Ba%z2F —

HEE SR

New consumption trend highlights

RELEESMETHR ‘ ‘
WA ZEREE RN EEEKRERRNETLI | &
RERESXEEE T AR IEEIN

Healthy life concept continues to heat up

The vast majority of consumers state they are pursuing a
healthier lifestyle, and the impact of healthy life concept on
consumer behavior is increasing

P SinaahRlEE
PEEZENEFRHATERS A2 TR
WOINE. SRENEGR. XEARTEETETHINS.
The rise of local high-end brands

Chinese consumers have increased their recognition of domestic
brands and hope that local brands will also be able to provide high-
quality products that they like. This opens up new opportunities for
local brands.

“Ingredients with
particular functions

0fat0 sugar"



K RE L
Outlook



AERERE

Outlook

REEAFE— : FIE

Tactic I: Defend Core

AN KR ESImKRE R R

To strive to develop high-end fruit granola

2 L NiH&EEE

To expand consumer pool via online channels

CRE B I R & SERE
Expert endorsement & social media matrix to
accelerate new products  building and
communication
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