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The publication of this Application Proof is required by The Stock Exchange of Hong Kong Limited
(the “Exchange”) and the Securities and Futures Commission of Hong Kong (the “Commission”) solely for
the purpose of providing information to the public in Hong Kong.

This Application Proof is in draft form. The information contained in it is incomplete and is subject to
change which can be material. By viewing this document, you acknowledge, accept and agree with the
Company, its sole sponsor, advisors or member of the underwriting syndicate that:
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this document is only for the purpose of providing information about the Company to the public in
Hong Kong and not for any other purposes. No investment decision should be based on the
information contained in this document;

the publication of this document or supplemental, revised or replacement pages on the Exchange’s
website does not give rise to any obligation of the Company, its sole sponsor, advisors or
members of the underwriting syndicate to proceed with an offering in Hong Kong or any other
jurisdiction. There is no assurance that the Company will proceed with the offering;

the contents of this document or supplemental, revised or replacement pages may or may not be
replicated in full or in part in the actual final listing document;

the Application Proof is not the final listing document and may be updated or revised by the
Company from time to time in accordance with the Rules Governing the Listing of Securities on
The Stock Exchange of Hong Kong Limited;

this document does not constitute a prospectus, offering circular, notice, circular, brochure or
advertisement offering to sell any securities to the public in any jurisdiction, nor is it an invitation
to the public to make offers to subscribe for or purchase any securities, nor is it calculated to
invite offers by the public to subscribe for or purchase any securities;

this document must not be regarded as an inducement to subscribe for or purchase any securities,
and no such inducement is intended;

neither the Company nor any of its affiliates, advisors or underwriters is offering, or is soliciting
offers to buy, any securities in any jurisdiction through the publication of this document;

no application for the securities mentioned in this document should be made by any person nor
would such application be accepted;

the Company has not and will not register the securities referred to in this document under the
United States Securities Act of 1933, as amended, or any state securities laws of the United States;

as there may be legal restrictions on the distribution of this document or dissemination of any
information contained in this document, you agree to inform yourself about and observe any such
restrictions applicable to you; and

the application to which this document relates has not been approved for listing and the Exchange
and the Commission may accept, return or reject the application for the subject public offering
and/or listing.

If an offer or an invitation is made to the public in Hong Kong in due course, prospective investors are
reminded to make their investment decisions solely based on the Company’s prospectus registered with the
Registrar of Companies in Hong Kong, copies of which will be distributed to the public during the offer period.
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This summary aims to give you an overview of the information contained in this
Document. As it is a summary, it does not contain all the information that may be important to
you and is qualified in its entirety by, and should be in conjunction with, the full text of this
Document. You should read the entire Document before you decide to invest in the
[REDACTED)]. There are risks associated with any investment. Some of the particular risks in
investing in the H Shares are set out in “Risk Factors” in this Document. You should read
that section carefully before you decide to invest in the H Shares.

OVERVIEW
Mission
Bring great products to everyone
Vision
Affordable for everyone, available everywhere

To ensure every team member is filled with kindness and empowered to reach full potential,
and experiences both happiness and a sense of achievement

Who We Are

We are the innovator and representative of the “all-category + omni-channel” business model
born in China’s internet era, dedicated to providing high-quality, cost-effective products to mass-
market consumers.

We have grown from a single-category nut brand into the largest domestic snack company in
China in terms of retail sales value in 2024 and the fastest-growing snack company among the top
five companies in terms of retail sales value CAGR between 2022 and 2024 in the industry, both
according to CIC.

Our Core Strategy: Accessible Premium Products

Recently, China’s well-developed online retail has thoroughly educated consumers — they are
no longer blindly paying for brand premiums and are increasingly demanding high quality,
differentiation, and better value for money.

In response to this shift in consumer behavior, we have realized that our business strategy
should move from brand premium-based positioning to overall cost leadership. Hence, we
introduced our core strategy of “accessible premium products.” The approach involves reorganizing
and integrating all elements of the business operation across the entire value chain to offer a full
range of quality products that fit all channels and ensure efficient delivery to the end user. This
ultimately enables us to achieve overall cost leadership along the chain from us to the consumers,
optimize the cost structure of our branded products and provide consumers with superior quality,
uniqueness, variety and affordable pricing with the quality confidence of a leading brand.
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Our Guiding Operating Principle: “All-Category + Omni-Channel”

As consumer shopping habits evolve, new offline retail models such as community retail,
bulk-purchase snack stores and membership-based retail are emerging rapidly. These new models
not only meet the needs for product variety and individualization but also offer price advantages
and convenience. At the same time, consumption mindsets and preferences in lower-tier markets are
quickly evolving. These shifts have prompted us to adjust our market strategy from a single e-
commerce channel to a comprehensive omni-channel model that integrates both online and offline
channels. Leveraging the product competitiveness brought by our “accessible premium products”
strategy and our synergistic operations under the “D+N” model (short video + omni-channel), we
have achieved rapid growth for our business across all channels and maximized our market

coverage.

With this omni-channel approach, we have come to recognize that a single product category
can no longer meet the diverse needs of consumers across various regions, channels and age
groups. Furthermore, there are abundant unmet consumer needs and market opportunities in the
process of product category upgrading. Therefore, we shifted from a traditional ‘“‘star product”
mindset to creating a ‘“‘multi-product matrix across all categories.” We offer a broad range of
products — from snacks to children’s food and beverages — that suit all channels and precisely
meet the specific demands under the “accessible premium products” standard. In doing so, we
continuously incubate new brands as categories evolve and differentiate.

Our “all-category + omni-channel” approach fulfills the tremendous unmet consumer
demands. Compared to major brands, our products offer better value and variety. Compared to
white-label products, we provide superior quality and stronger brand recognition. This has fueled
our rapid revenue growth. At the same time, the scale and branding advantages brought by this
model have created unique competitive barriers.

7z 7z 7 7
OPERATING
LEADERSHIP POSITION ALL-CATEGORY OMNI-CHANNEL PERFORMANCE

= 5 ul

3,000+ RANKING FIRST RMB 10.6 BILLION

Full life cycle management The largest online snack Revenue in 2024 increased by 49.3%
and operation of SKU comany in China in 2024 ‘compared to 2023

sess & ol

NEARLY RMB 800 MILLION 90%+ RMB 407 MILLION

Deer Blue's sales revenue in 2024 2024 revenue growth for distributions Net profit in 2024 increased by 85.4%
Children's snack sub-brand and offline wholesale compared to 2023
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Our Business Model: Digitalized Managed Manufacturing-Oriented Branded FMCG Company

To effectively implement our “accessible premium products” strategy and address issues
within the traditional supply chain — such as inefficiency and lack of coordination — we have
upgraded our original e-commerce model into a manufacturing-oriented branded FMCG company.
This model emphasizes end-to-end control from production to sales and leverages digitalized
management to optimize the entire value chain, including operations, supply chain, and
organizational structure. Through this approach, we have achieved both agile innovation in branded
products and overall cost leadership.

Thanks to our internet-native origin, digitalized management is deeply embedded across
various aspects of our operations, forming a unique competitive moat. It also provides a solid
organizational backbone for our “all-category + omni-channel” expansion, significantly lowering
the marginal cost of product category innovation. Among the top five snack companies in 2024, we
are the only company operating as a digitalized managed manufacturing-oriented branded FMCG
company.

Our end-to-end innovation achievements form a trio of pillars:

° “D+N” omni-channel operations

° “One Product, One Chain” digital supply chain

° “Integrated Product and Marketing” network-style organizational structure

Business Innovation — “D+N” Omni-Channel Synergistic Operation

Traditional enterprises often struggle with integrating online and offline operations, sometimes
even creating internal conflicts. Our unique advantage lies in our “D+N” (short video + omni-
channel) comprehensive and synergistic channel operating approach. We fully leverage short video
platforms for their traffic and content marketing advantages, using online content to enhance brand
momentum and empower the entire omni-channel system, encompassing e-commerce platforms,
offline distributors and physical stores, to drive sales growth. At the same time, short video
platforms serve as effective testing grounds for individual products. Through small-scale, rapid
testing of new products, we can gauge market acceptance early on, reduce the product testing cycle,
lower costs and improve product launch success rates.

From a digitalized management perspective, our information system allows us to detect and
identify high-potential product categories based on real-time data trends. Product category
development and channel sales teams promptly receive this data, allowing for quick product
adaptation to changing channel demands. Additionally, our digitalized management system has
evolved from slow, coarse-grained reporting cycles into real-time, fine-grained performance
tracking across the entire value chain, including operations, supply chain and delivery. It enables
daily feedback on operational and experience metrics by channel and category, guiding our teams to
make faster and more informed decisions.
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Supply Chain Innovation — “One Product, One Chain” Digital Supply Chain

To ensure superior quality and overall cost leadership, we implement a “One Product, One
Chain” strategy from procurement and manufacturing to delivery. Each product category of suitable
scale is supported by its own dedicated supply chain system, with a focus on optimizing the entire
process — from raw material sourcing and production to final delivery to the consumers. We
continue to source nuts, dried fruits, and some other snack ingredients directly from origin regions
to enhance bargaining power through scale, reduce raw material costs and ensure higher quality.
Additionally, we have established multi-category integrated supply bases in key regions such as
Eastern China (Wuhu, Anhui), Northern China (Wugqing, Tianjin) and Southwestern China
(Chengdu, Sichuan). These localized supply chains enhance our control over in-house
manufacturing and help reduce logistics costs.

As part of our digitalized management, we’ve built a digital supply chain system called Cloud
Manufacturing (“Z%”). This system quickly converts sales plans into production plans, enabling
coordinated production across multiple regions and factories. It also supports order tracing and
aggregation to optimize raw material usage and allocate manufacturing and logistics capacity
efficiently. This results in a highly synergistic collaboration within the Squirrel supply chain
ecosystem that delivers the freshest products and best user experience to our consumers. In parallel,
we’ve developed an integrated digital supply chain collaboration platform that connects production,
supply and sales. Powered by our data middle platform, our digital supply chain collaboration
platform provides real-time “One Sale, One Chain” data dashboards for supply chain coordination
by channel and product category, enhancing transparency across all operations and significantly
improving visibility across each segment of the supply chain.

Organizational Innovation — “Integrated Product and Marketing” Networked Organization

As we navigated through business cycles, we fully leveraged our cognitive advantages
stemming from the internet era and developed an organizational structure suited for the digital age.
Through ongoing organizational transformation, we have completely moved away from the
traditional hierarchical structure, instead creating 400 “small but beautiful” business units. Each of
these agile units is composed of three to five employees, centered on the consumer and oriented
toward market goals. They tightly integrate functions such as channel, R&D, and supply chain,
forming a highly flat and networked organization. This structure energizes our employees and
strengthens our organizational capabilities, laying a solid foundation for continued large-scale
development.

From a digitalized management perspective, we restructured our data middle platform in 2023
and launched an organizational collaboration and business management system called Flying
Squirrel (“Jf&FL). This system enables rapid data extraction and modeling from our underlying
business systems to deliver timely data services. Building on the data middle platform and Flying
Squirrel, we developed a proprietary “Integrated Product & Marketing Ecosystem,” empowering
each ‘“small but beautiful” unit to monitor external market data in real time, make data-driven
decisions and validate market feedback, and coordinate operations, products and inventory with
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agility in response to market shifts. The digital system also helps us better evaluate the value
created by each unit and determine whether each team member’s efforts are generating measurable
impact.

Our Growth Path: A Flywheel Driven by Category Expansion and Channel Development

Under the “All-Category + Omni-Channel” business model, we do not focus on a single
product category or a single channel but rather focus on continuous optimization and innovation
across the entire value chain. We achieve this by following our “accessible premium products”
approach to provide full-category products tailored to all channels, continuously nurture new
categories and cultivate specialized new brands that emerge through channel differentiation. In
recent years, we have achieved rapid development from nuts and snacks to multiple categories,
including baked goods, children’s food and nut-based beverages, from online to integrated online
and offline omni-channel, and from a single brand to a multi-brand matrix:

° Continuous product category and brand matrix expansion. We have successfully
entered multiple high-potential segments: (i) in the children’s snack category, we
launched the Deer Blue (/M ¥: %) brand, which achieved RMB794.0 million in revenue
in 2024 and became profitable as a standalone brand, growing into one of the top three
children’s snack brands in China; (ii) in the beverage category, we launched co-branded
nut milk and walnut milk products, achieving revenue of RMB206.8 million in 2024; (iii)
we are incubating several sub-brands such as Golden Dad (& #5%) for pet food,
Auntie Apron (M%) for ready-to-cook meals, SuperStar (# KJfi) for convenient
instant meals, The Second Brain (5 . KJ) for coffee, Dragonfly Coach (#5¥EH(HH) for
healthy light food, Oriental Beauty Researcher (M J7EH%t’E) for Chinese wellness
products and QOQOGO (¥5 7 H) for chocolate.

° Rapid coordinated development across all channels. Building on our accumulated core
competitiveness, we continue to grow in online channels. In 2024, our snack food sales
ranked first on major e-commerce platforms such as Taobao, TMall and JD.com, and also
topped emerging livestream e-commerce channels such as Douyin. In offline channels,
through “D+N” omni-channel synergistic operations and by matching the right high-
quality products to offline channels, we achieved rapid growth in offline channels, with
revenue growth of 79.1% in 2024. Our offline channel sales growth was the highest
among the top 5 snack companies in China in 2024. At the same time, we believe the
development of China’s hard-discount retail and community-based retail sectors presents
significant growth opportunities for us. Leveraging our full-product category supply
chain foundation under the accessible premium products strategy, we are rapidly
deploying full-category community discount stores.
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The new product categories, omni-channel expansion and new brands we have successfully
developed in recent years fully demonstrate the high scalability and reusability of our core
capabilities. Ultimately, our goal is to build a growth flywheel driven by the mutual reinforcement
of product category expansion and channel development and to become an all-category, omni-
channel, fully integrated ecosystem-based platform. Through continuous innovation, we aim to
support sustainable development in the future and fulfill our mission of “bringing great products to

everyone.”
OUR BRANDS AND PRODUCT OFFERING
We have two major brands:

° Three Squirrels is our primary and most established brand, under which we sell a
comprehensive range of nuts, baked goods, snacks mix, meat products and dried fruits.

° Deer Blue is the most notable example of the growth and development of our ecosystem.
We launched the Deer Blue brand in 2020 to focus on premium healthy snacks for

children.

Our product offering includes nuts, baked goods, snacks mix, meat products and dried fruits.
We have been actively anticipating and responding to changes in market demand and consumer
preferences by continuously launching new products under our various brands. As of December 31,
2024, we offered over 1,000 SPUs, and we launched over 600 new SPUs in 2024, including over
80 SPUs for our nuts products, over 500 SPUs for our other snacks products and over 50 SPUs
under the Deer Blue brand.

SALES NETWORK

We have a comprehensive sales network covering multiple sales channels, reaching consumers
nationwide within China and enabling consumers to purchase our products with ease through their
preferred channels. Our sales channels primarily include (i) short video platforms such as Douyin
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and Kuaishou; (ii) e-commerce platforms such as Tmall.com, JD.com and Pinduoduo; (iii) our
offline stores, including our own stores and franchised stores; (iv) wholesale customers; and (iv)
distributors.

RESEARCH AND DEVELOPMENT

Research and development (“R&D”) are critical to our continued success and future
operations. We focus our research and development efforts on both product R&D and technology or
production related R&D where we research technologies and equipment that help to upgrade our
production facilities or increase our production efficiencies. As of December 31, 2024, we had 139
full-time employees working on research and development, more than 79% of whom had a
bachelor’s degree or higher.

RAW MATERIALS AND SUPPLY CHAIN

The key ingredients used in our nut products are nuts such as macadamia, walnuts and
pistachio. We primarily purchase these ingredients from South Africa, Australia and China. Apart
from these key ingredients, we also need packaging materials such as~cardboard boxes and shrink
wraps~ to produce our products.

Our supply chain operations are guided by the principle of “one product, one chain” whereby
we have constructed tailored supply chains for each of our main products, which allows us to
achieve optimal operational efficiencies and cost savings and enables our rapid expansion into new
product categories.

PRODUCTION

We currently produce a substantial majority of our nuts products in our own factories and our
other snacks products through our OEM partners. This allows us to bring products to market in a
short period of time and rapidly adapt to market changes. Meanwhile, in-house production
strengthens our ability to effectively manage production costs and closely control our product
quality, which in turn is fundamental in our accessible premium products strategy and proposition.

OUR CUSTOMERS AND SUPPLIERS

Our customers are primarily end consumers, e-commerce platforms, distributors, franchisees
and wholesale customers. In 2022, 2023 and 2024, sales to our five largest customers amounted to
RMB2,287.8 million, RMB1,811.7 million and RMB2,104.0 million, accounting for 31.4%, 25.5%
and 19.8% of our total sales in the respective periods. In 2022, 2023 and 2024, sales to our largest
customer amounted to RMBI1,611.2 million, RMB1,145.3 million and RMB1,339.5 million,
accounting for 22.1%, 16.1% and 12.6% of our total sales in the respective periods.

Our major suppliers are suppliers of raw materials as well as our OEM partners. We have
established and maintain stable and long-term relationships with our major suppliers to ensure the
stability of supplies. Our purchase amount from our five largest suppliers accounted for less than
30.0% of our total purchase amount for each of 2022, 2023 and 2024.
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COMPETITION

We operate in a highly competitive market, and we mainly compete with other FMCG
companies, particularly in snacks. Our ability to maintain and grow our market share depends on us
competing effectively against our competitors. The competitive landscape is shaped by multiple
factors, including consumer trends and preferences, pricing and value perception, distribution
channels, digitalization capabilities, branding appeal, product innovation and general economic
conditions. Despite various entry barriers, new market participants may emerge, introducing
innovative and attractive products that challenge existing players. If we are unable to keep pace
with such advancements or fail to differentiate our products in terms of quality or cost, we risk
losing market share to our competitors. See “Industry Overview” for details relating to our
competitive landscape.

COMPETITIVE STRENGTHS

We believe the following competitive strengths have contributed to our success and will
continue to drive our future growth:

° A Fast-Growing, “All-Category + Omni-Channel” Manufacturing-Oriented Branded
FMCG Company in China;

° “All-Category + Omni-Channel” Strategy to Better Seize the Opportunities from Retail
Industry Transformation;

° “One Product, One Chain” Digital Supply Chain Strategy to Ensure Quality and Overall
Cost Leadership;

° “Integration of Product and Marketing” Networked Organization and Digitalized
Management to Enable Agile Innovation; and

° Visionary Leadership Team That Continuously Empowering Business Partners
DEVELOPMENT STRATEGIES

We will pursue the following strategies to drive further growth:

e  Further Strengthen Offline Distribution Network to Reach More Consumers;

° Continuously Incubate New Product Categories and Specialized New Brands through
Core Capability Replication;

° Further Invest in Supply Chain and Digital Infrastructure; and

° Engage in Horizontal and Vertical Strategic Investments or Acquisitions
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SUMMARY OF HISTORICAL FINANCIAL INFORMATION

The following tables sets forth summary financial data from our consolidated financial

information during the Track Record Period. The summary financial data set forth below should be

read together with, and is qualified in its entirety by reference to, the consolidated financial

statements as set out in the Accountants’ Report in Appendix I to this Document, including the

related notes. Our consolidated financial information was prepared in accordance with IFRS.

Results of Operations

Revenue ............
Cost of sales .........

Gross profit ... ......
Other income . ........
Other gains and losses,
net...............
Impairment losses
(recognised)/reversed
under expected credit
loss (“ECL’”’) model,
net...............
Distribution and selling
eXpenses . . ... ... ...
Administrative expenses . .
Research and development
COSES . . v
Finance costs . .. ......
Share of results of
associates . . ........

Profit before taxation . . .
Income tax expense . . . . .

Profit for the year . .. ..

Profit/(loss) attributable
to:
— Owners of the
Company . ......

— Non-controlling
interests . . .. ....

2022 2023 2024
RMB % RMB % RMB %
(in thousands, except for percentages)

7,293,158 100.0% 7,114,576 100.0% 10,622,053 100.0%
(5,379,964) (73.8%) (5,499,887) (77.3%) (8,096,410) (76.2%)
1,913,194 26.2% 1,614,689  22.7% 2,525,643 23.8%

162,400 2.2% 207,326 2.9% 157,540 1.5%
11,584 0.2% 2,041 — 3,638 —
(4,150) 0.1% 5,063 0.1% (1,614) —

(1,532,842) (21.0%) (1,237,517) (17.4%) (1,867,665) (17.6%)
(298,882) (4.1%) (243,385) (3.4%) (244,283) (2.3%)
(38,439) (0.5%) (24,919) (0.4%) (28,390) (0.3%)
(13,494) (0.2%) (10,071) (0.1%) 9,317) —
1,121 — 409 — 1,817 —

200,492 2.7% 313,636 4.4% 537,369 5.1%

(71,092) (1.0%) (93,847) (1.3%) (129,896) (1.2%)

129,400 1.8% 219,789 3.1% 407,473 3.8%

129,400 1.8% 219,789 3.1% 407,736 3.8%

— (263)
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Non-IFRS Measure

To supplement our consolidated financial statements that are presented in accordance with
IFRS, we also use adjusted profit for the year (a non-IFRS measure) and adjusted net margin (a
non-IFRS measure), as additional financial measures, which are not required by, or presented in
accordance with IFRS. We believe that these non-IFRS measures facilitate comparisons of operating
performance from period to period by eliminating potential impact of certain items. We believe that
these measures provide useful information to investors and others in understanding and evaluating
our consolidated financial statements in the same manner as they help our management. However,
our presentation of adjusted profit for the year (a non-IFRS measure) and adjusted net margin (a
non-IFRS measure) may not be comparable to similar item measures presented by other companies.
The use of these non-IFRS measures has limitations as an analytical tool, and you should not
consider them in isolation from, or as substitute for analysis of, our consolidated financial
statements or financial condition as reported under IFRS. We define adjusted profit for the year (a
non-IFRS measure) as profit for the year adjusted for share-based compensations (a non-cash item).
We define adjusted net margin (a non-IFRS measure) as adjusted profit for the year (a non-IFRS
measure) as a percentage of our total revenue.

2022 2023 2024

(in thousands, except for percentages)

Profit for the year/period . . . ................. 129,400 219,789 407,473
Add:
Share-based compensation . ................... 56,977 44,671 35,816

Adjusted profit/(loss) for the year/period
(a non-IFRS measure) . . ... ................ 186,377 264,460 443,289
Adjusted net margin (a non-IFRS measure) . . . .. .. 2.6 % 3.7 % 4.2 %

In 2024, we recorded an adjusted profit for the period (a non-IFRS measure) of RMB443.3
million and an adjusted net margin (a non-IFRS measure) of 4.2%, as compared with an adjusted
profit for the year (a non-IFRS measure) of RMB264.5 million and an adjusted net margin (a non-
IFRS measure) of 3.7% in 2023, primarily due to growth in our sales of nuts and snack mixes.

See “Financial Information — Non-IFRS Measure.”
Revenue

During the Track Record Period, we mainly generated revenue from sales of a variety of food
snacks, comprising nuts, baked goods, meat products, snack mixes and dried fruits.

— 10 -
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By product category

2022 2023 2024

RMB %0 RMB Yo RMB %o
(in thousands, except for percentages)

Nuts................... 4,107,308 56.3% 3,812,385 53.6% 5,366,197 50.5%
Baked goods . .. .......... 1,134,470  15.6% 1,085,802 15.3% 1,501,191 14.1%
Snack mixes . ............ 872,663 12.0% 1,090,114 15.3% 2,017,415 19.0%
Meat products . . .......... 696,340 9.5% 599,793 8.4% 960,785 9.1%
Dried fruits . ... .......... 338,086 4.6% 349,867 4.9% 582,486 5.5%
Others™ ... ............. 144,931 _ 2.0% 176,615 _ 2.5% 193,979 _ 1.8%
Total ... ............... 7,293,158 100% 7,114,576 100% 10,622,053 100 %
Note:
(1) Others primarily include sales of raw materials for nuts snacks and licensing fees.
By sales channel

2022 2023 2024

RMB Yo RMB % RMB %0
(in RMB thousands, except for percentages)
E-commerce platforms —
CONSUMETS . . . .......... 4,071,920 55.8% 3,543,964 49.8% 4,392,040 41.3%
E-commerce platforms —
wholesale . . . ........... 375,872 5.2% 299,638 4.2% 380,124 3.6%

Short video platforms .. ... .. 716,538 9.8% 1,407,281 19.8% 2,634,742  24.8%
Offline stores . . . ... ....... 944,357  12.9% 358,442 5.0% 403,696 3.8%
Offline distributors . ... ... .. 821,085 11.3% 774,765 109% 1,479,863 13.9%
Wholesale customers. . ... ... 277,304 3.8% 566,584 8.0% 1,161,013 10.9%
Other channels . . ... ....... 86,081 1.2% 163,902 2.3% 170,575 1.6%
Total ... ............... 7,293,158 100.0% 7,114,576 100.0% 10,622,053 100.0%

Our revenue decreased by 2.4% from RMB7,293.2 million in 2022 to RMB7,114.6 million in
2023 primarily due to decreased sales of nuts products and decreased sales of meat products. Our
revenue increased by 49.3% from RMB7,114.6 million in 2023 to RMB10,622.1 million in 2024
primarily due to increased sales across our product portfolio, most notably increased sales in nuts

and snack mixes.

— 11 -
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Gross Profit and Gross Profit Margin
By product category
2022 2023 2024
Gross profit Gross profit Gross profit
Gross profit margin Gross profit margin Gross profit margin
(in RMB thousands, except for percentages)
Nuts.............. 1,067,691 26.0% 879,076 23.1% 1,286,766 24.0%
Baked goods .. ...... 280,894 24 8% 218,815 20.2% 318,552 21.2%
Snack mixes . ....... 288,488 33.1% 319,345 29.3% 584,506 29.0%
Meat products . . ... .. 159,027 22.8% 113,202 18.9% 196,061 20.4%
Dried fruits . . ....... 80,023 23.7% 74,594 21.3% 113,832 19.5%
Others ............ 37,071 25.7% 9,657 5.5% 25,926 13.4%
Total/Overall ... .. .. 1,913,194 26.2% 1,614,689 22.7% 2,525,643 23.8%
By sales channel
2022 2023 2024
Gross profit Gross profit Gross profit
Gross profit margin Gross profit margin Gross profit margin
(in RMB thousands, except for percentages)

E-commerce platforms —

consumers . ....... 1,072,664 26.3% 735,478 20.8% 953,813 21.7%
E-commerce platforms —

wholesale . . . ... ... 92,800 24.7% 60,246 20.1% 81,477 21.4%
Short video platforms . . . 219,290 30.6% 444,820 31.6% 820,181 31.1%
Offline stores. ... .... 273,006 28.9% 80,867 22.6% 39,764 9.9%
Offline distributors . . . . 179,611 21.9% 166,413 21.5% 285,301 19.3%
Wholesale customers 39,269 14.2% 94,332 16.6% 291,667 25.1%
Other channels . . . . ... 36,555 42.5% 32,532 19.8% 53,442 31.3%
Total . ............ 1,913,194 26.2% 1,614,689 22.7% 2,525,644 23.8%

Our gross profit decreased by 15.6% from RMB1,913.4 million in 2022 to RMBI1,614.7
million in 2023, as we stayed committed to our strategy of accessible premium products, despite the

rising raw material prices and higher transportation costs when we readjusted our warehousing and

transportation logistics in 2023. Our gross profit increased by 56.4% from RMB1,614.7 million in

2023 to RMB2,525.6 million in 2024, as our revenue increased and as we continued to enhance our

supply chain by establishing centralized supply chain bases across China and sourcing raw

materials directly from their places of origins.

See “Financial Information — Year-on-Year Comparison of Results of Operations.”

— 12 —-
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Profit for the year

Our profit for the year increased by 69.9% from RMB129.4 million to RMB219.8 million in
2023, and further increased by 85.4% to RMB407.5 million in 2024.

Financial Position

As of
As of December 31, February 28,
2022 2023 2024 2025
RMB’000
Current assets
Inventories . . . ..................... 1,071,018 1,387,640 2,083,456 787,105
Trade and other receivables, deposits and
prepayments . ... ... 669,859 1,008,497 1,101,169 1,140,218
Income tax recoverable ............... 41,451 195 8,427 5,732
Financial assets at fair value through profit or
loss (“FVTPL”). .. ... ............. 20,243 19,629 — 50,300
Other financial assets. . . .............. — 170,048 11,407 11,407
Time deposits . . . . .................. 1,364,983 1,445,785 1,230,464 958,749
Restricted bank balances .............. 10,039 13,117 12,328 10,258
Cash and cash equivalents . ............ 139,443 282,439 800,926 588,399
Total current assets . . ................ 3,317,036 4,327,350 5,248,177 3,552,168
Current liabilities
Trade and other payables .. ............ 1,471,125 2,050,012 2,921,680 1,414,096
Contract liabilities . . . .. ... ........... 260,781 295,416 348,390 31,458
Refund liabilities. . . .. ... ............ 2,545 3,055 5,767 5,753
Income tax payable .. ................ 25,895 42,959 43,996 106,976
Borrowings . .......... ... ... . ... 50,672 354,652 434,510 231,750
Lease liabilities. . . ... ............... 34,754 14,175 27,555 18,481
Total current liabilities . . . . ... ......... 1,845,772 2,760,269 3,781,898 1,808,514
Net current assets . . . . ................ 1,471,264 1,567,081 1,466,279 1,743,654

Our net current assets increased from RMB1,466.3 million as of December 31, 2024 to

RMBI1,743.7 million as of February 28, 2025, primarily due to a decrease in trade and other

payables, partially offset by a decrease in inventories and an increase in income tax payable.

Our net current assets decreased from RMBI1,567.1 million as of December 31, 2023 to

RMB1,466.3 million as of December 31, 2024, primarily due to an increase in borrowings and trade

and other payables and a decrease in other financial assets and time deposits, partially offset by an

increase in cash and cash equivalents and inventories.

— 13 -
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Our net current assets increased from RMB1,471.3 million as of December 31, 2022 to

RMB1,567.1 million as of December 31, 2023, primarily due to an increase in inventories and trade

and other receivables, deposits and prepayments and a decrease in lease liabilities, partially offset

by a decrease in income tax recoverable and an increase in borrowings and trade and other

payables.

Cash Flows

Operating cash flows before movements in working capital .
Changes in working capital . . ... ..... ... ... ... ..
Income tax paid . . . .. ...

Net cash from operating activities. . . .. ... ...........
Net cash (used in)/generated from investing activities . . . . .
Net cash generated (used in)/from financing activities . . . . .

Net (decrease)/increase in cash and cash equivalents . . . .
Cash and cash equivalents at beginning of the year/period . .

Effect of foreign exchange rate changes. ... ...........

Cash and cash equivalents at ending of the year/period . .

2022 2023 2024
RMB’000
367,720 408,986 663,916
94,980  (45,815) 69,895

(119,745) _ (62,951) _ (159,235)
342,955 300,220 574,576
(125,556)  (259,079) 94,004
(435,690) _ 101,855 _ (150,093)
(218,291) 142,996 518,487
357,734 _ 139,443 _ 282,439

139,443 _ 282,439 _ 800,926

In 2022, 2023 and 2024, we recorded net cash from operating activities of RMB343.0 million,
RMB300.2 million and RMB574.6 million, respectively, primarily due to the profits we generated

in each of the respective years, which in turn was due to our successful business expansion.

See “Financial Information — Cash Flows.”
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Key Financial Ratios
For the year ended/as of December 31,
2022 2023 2024

Gross profit margin' . .. ... ... ... L 26.2% 22.7% 23.8%
Net profit margin® . ... ... ... ... ... 1.8% 3.1% 3.8%
Return on assets® . . . ... 2.7% 4.4% 6.6%
Return on equity™ . ... ... ... .. 5.6% 9.0% 15.2%
Current ratio™ . . ... ... .. 1.8 1.6 1.4
Quick ratio™® . . . . 1.2 1.1 0.8
Gearing ratio” . ... ... 10.7% 19.1% 15.3%

Notes:

(1)  Gross profit margin is calculated as gross profit for the year/period divided by revenue for the corresponding year/
period and multiplied by 100%.

(2)  Net profit margin is calculated as net profit for the year/period divided by revenue for the corresponding year/period
and multiplied by 100%

(3) Return on assets is calculated as net profit for the year divided by the average total assets and multiplied by 100%.
Average total assets is the sum of the balance of total assets at the beginning and at the end of the year, divided by

two.

(4)  Return on equity is calculated as net profit for the year divided by the average total equity and multiplied by 100%.
Average total equity is the sum of the balance of total equity at the beginning and at the end of the year, divided by
two.

(5)  Current ratio is calculated as total current assets as at the end of the year/period divided by total current liabilities as
at the end of the corresponding year/period.

(6)  Quick ratio is calculated as total current assets less inventories as at the end of the year/period and divided by total
current liabilities as at the end of the corresponding year/period.

(7)  Gearing ratio is calculated as the total bank loans as at the end of the year/period divided by total equity as at the
end of the corresponding year/period and multiplied by 100%.

RELATIONSHIP WITH OUR CONTROLLING SHAREHOLDERS

As at the Latest Practicable Date, Mr. Zhang controlled approximately 42.04% of the total
issued Shares, comprising approximately 40.37% direct interest and approximately 1.67% indirect
interest through Liaoyuan Investment, a company controlled by Mr. Zhang. See ‘“History,
Development and Corporate Structure” for the corporate structure of the Group. Liaoyuan
Investment was primarily engaged in investment holding as of the Latest Practicable Date.

Immediately following the completion of the [REDACTED] (assuming that no new Shares are
[REDACTED] under the [REDACTED] and our Shares Schemes, and no other changes are made
to the issued share capital of our Company between the Latest Practicable Date and the
[REDACTED]), Mr. Zhang will control approximately [REDACTED] of the total issued Shares,
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comprising approximately [REDACTED] direct interest and approximately [REDACTED] indirect
interest through Liaoyuan Investment. Accordingly, Mr. Zhang and Liaoyuan Investment are and
will continue to be a group of Controlling Shareholders upon the [REDACTED].

For more details, see “Relationship with Our Controlling Shareholders.”
RISK FACTORS

We face risks including those set out in the section headed “Risk Factors.” As different
investors may have different interpretations and criteria when determining the significance of a risk,
you should read the “Risk Factors™ section in its entirety before you decide to invest in our
[REDACTED]. Some of the major risks that we face include:

° We may face negative publicity, damage to our brand reputation, or unable to effectively
promote our brand;

° We face intense competition in our industry;

° Demand for our products is affected by changing customers’ tastes, preferences, and
spending habits;

° We may not be able to manage our multi-channel sales network effectively;
e  Product quality is critical to our business operations and sustained growth;

° The use of third-party factories to manufacture certain of our products presents risks to
our business;

° We may experience disruptions or delays in our production; and

° We may face shortages, price fluctuations or quality issues relating to raw materials or
disruptions in the supply of raw materials.

FUTURE PLANS AND USE OF [REDACTED]

Assuming an [REDACTED] of HK$[REDACTED] per [REDACTED] (being the midpoint
of the range of the [REDACTED] stated in this Document), we estimate that we will receive net
[REDACTED] of approximately HKS[REDACTED] from the [REDACTED] after deducting the
[REDACTED] and other estimated expenses in connection with the [REDACTED] (assuming the
[REDACTED] is not exercised). We intend to use our [REDACTED] for the purposes and in the
amounts set forth below.

° Approximately [REDACTED], or HK$[REDACTED], will be used to strengthen our
supply chain;

° Approximately [REDACTED], or HK$[REDACTED], will be used to strengthen our
sales network and brand awareness;

° Approximately [REDACTED], or HK$[REDACTED], will be used to broaden or
product portfolio and brand matrix;

— 16 —
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Approximately [REDACTED], or HK$[REDACTED], will be used for strategic
alliances and acquisitions in our industry value chain;

Approximately [REDACTED], or HK${REDACTED], will be used for working capital
and other general corporate purposes.

[REDACTED] STATISTICS

The statistics in the following table are based on the assumptions that (i) the [REDACTED]
has been completed and [REDACTED] H Shares are newly [REDACTED] in the [REDACTED],
(i1) the [REDACTED] for the [REDACTED] are not exercised, and (iii) [REDACTED] Shares are
[REDACTED] and outstanding following the completion of the [REDACTED]:

Based on an Based on an
[REDACTED] of [REDACTED] of
HK$[REDACTED] per HK$[REDACTED] per
[REDACTED] [REDACTED]
[REDACTED] of our Shares . ... ... ... .. HKS$[REDACTED] HKS$[REDACTED]
Unaudited [REDACTED] adjusted consolidated HK$[REDACTED] HK$[REDACTED]
net tangible assets per Share™ . .. ... ... .. (RMB[REDACTED]) (RMBS[REDACTED])
Notes:

(1)

@)

The calculation of [REDACTED] of our Shares is based on [REDACTED] H Shares expected to be
[REDACTED] and 401,000,000 A Shares in issue (representing in aggregate [REDACTED] Shares expected
to be in issue) immediately following the completion of the [REDACTED] (assuming that no new Shares are
[REDACTED] under the [REDACTED] and our Shares Schemes, and no other changes are made to the
issued share capital of our Company between the Latest Practicable Date and the [REDACTED]). For details,
see “Share Capital — Upon Completion of the [REDACTED]” in this Document.

The unaudited [REDACTED] adjusted consolidated net tangible assets of the Group attributable to owners of
the Company per Share is arrived at on the basis of [REDACTED] Shares in total, assuming that the
[REDACTED] of [REDACTED] new shares had been completed on 31 December 2024. It does not take into
account any shares which may be [REDACTED] and [REDACTED] pursuant to the exercise of the
[REDACTED] or any shares which may be issued or repurchased by the Company pursuant to the Company’s
general mandate. For the purpose of this unaudited [REDACTED] adjusted consolidated net tangible assets of
the Group attributable to the owners of the Company per Share, the amount stated in RMB is converted into
HKS$ at an exchange rate of RMB1.0 to HK$[1.0772], which was the exchange rate prevailing on 18 [April]
2025 with reference to the rate published by the People’s Bank of China. No representation is made that RMB
amounts have been, could have been or may be converted to HK$, or vice versa, at that rate or any other rates
or at all.

For the calculation of the unaudited [REDACTED] adjusted consolidated net tangible assets per Share, see
the section headed “Unaudited [REDACTED] Statement of Adjusted Consolidated Net Tangible Assets” in
Appendix II to this Document.
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[REDACTED]

[REDACTED] represent professional fees, [REDACTED] and fees incurred in connection
with the [REDACTED] and the [REDACTED]. Our [REDACTED] are estimated to be
approximately HK$[REDACTED] (including [REDACTED]), accounting for [REDACTED] of
the gross [REDACTED] of the [REDACTED] (assuming an [REDACTED] of
HK$[REDACTED] per H Share, being the mid-point of the [REDACTED] range stated in this
Document, and no exercise of the [REDACTED]). Among our [REDACTED], approximately
HK$[REDACTED] is directly attributable to the issuance of H Shares and will be charged to
equity upon completion of the [REDACTED], and approximately HK$[REDACTED] has been or
will be charged to our consolidated statements of profit or loss and other comprehensive income.
The [REDACTED] we incurred during the Track Record Period and expect to incur would consist
of approximately HK$[REDACTED] [REDACTED] expenses and fees (including but not limited
to [REDACTED] and fees), approximately HKS$[REDACTED] [REDACTED] expenses and fees
of the Sole Sponsor, legal advisers and reporting accountant and approximately HK$[REDACTED]
for other [REDACTED] fees and expenses.

The [REDACTED] above are the latest practicable estimate for reference only, and the actual
amount may differ from this estimate.

DIVIDEND

In 2022, 2023 and 2024, our Company declared dividends of RMB90.6 million, RMB64.3
million and RMB150.2 million, all of which had been paid in full. See Note 12 to the Accountants’
Report included in Appendix I to this Document for details.

We do not have a fixed dividend distribution ratio. PRC laws require that dividends be paid
only out of our distributable profits. Distributable profits are our after-tax profits, less
appropriations to statutory and other reserves that we are required to make. Pursuant to our
Articles of Association, our Board may declare dividends in the future after taking into account our
results of operations, financial conditions, cash requirements and availability, and other factors as it
may deem relevant at such time. Any declaration and payment as well as the amount of dividends
will be subject to our constitutional documents, applicable PRC laws and approval by our
Shareholders.

See “Financial Information — Dividend Policy.”
RECENT DEVELOPMENT AND NO MATERIAL ADVERSE CHANGES

Our Directors confirmed that, as of the date of this Document, there has been no material
adverse change in our financial position since December 31, 2024, and there has been no event
since December 31, 2024 that would materially affect the information as set out in the Accountants’
Report in Appendix I to this Document.
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DEFINITIONS

In this Document, unless the context otherwise requires, the following terms and
expressions shall have the meanings set out below.

“A share(s)”

“Accountants’ Report”

“affiliate(s)”

“AFRC”

“Anhui Xiaolulanlan”

“Articles” or “Articles of
Association”

“associate(s)”
“Audit Committee”

“Board” or “Board of

Directors”

“Business Day”’

“CAC”

“CAGR”

“[REDACTED]”

ordinary shares issued by our Company, with a nominal value
of RMB1.00 each, which are listed on the Shenzhen Stock
Exchange and traded in Renminbi

the accountants’ report of our Company, the text of which is

set out in Appendix I to this Document

with respect to any specified person, any other person, directly
or indirectly, controlling or controlled by or under direct or
indirect common control with such specified person

Accounting and Financial Reporting Council
Anhui Xiaolulanlan Infant and Child Food Company Limited*
(ZRUNEEE R HABRATR), a limited liability company

incorporated under the laws of the PRC on April 17, 2020, and
a wholly-owned subsidiary of the Company

the articles of association of our Company with effect upon the
[REDACTED] (as amended from time to time), a summary of
which is set out in Appendix III to this Document

has the meaning ascribed thereto under the Listing Rules
the audit committee of the Board

the board of Directors of the Company

a day on which banks in Hong Kong are generally open for
normal business to the public and which is not a Saturday,
Sunday or public holiday in Hong Kong

Cyberspace Administration of China (H'3E A [RILAN FH
BAaE B A E)

compound annual growth rate

[REDACTED]
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DEFINITIONS
“[REDACTED]” [REDACTED]
“[REDACTED]” [REDACTED]

“China”’, “mainland China”, or
“the PRC”

“CIC”

“close associate(s)”

“Companies Ordinance”

“Companies (Winding Up and
Miscellaneous Provisions)
Ordinance”

>

“Company” or “our Company’

“Compliance Adviser”
“connected person(s)”
“connected transaction(s)”’

“Controlling Shareholder(s)”

“core connected person(s)”

“Corporate Governance Code”

the People’s Republic of China, unless the context requires
otherwise, excluding, for the purposes of this Document only,
the regions of Hong Kong, Macau and Taiwan of the People’s
Republic of China

China Insights Industry Consultancy Limited, an independent

market research and consulting company
has the meaning ascribed thereto under the Listing Rules

the Companies Ordinance (Chapter 622 of the Laws of Hong
Kong), as amended, supplemented or otherwise modified from

time to time

the Companies (Winding Up and Miscellaneous Provisions)
Ordinance (Chapter 32 of the Laws of Hong Kong), as
amended, supplemented or otherwise modified from time to

time

Three Squirrels Inc. (=& W R A R 7)), formerly known
as Anhui Three Squirrels E-commerce Co., Ltd.* (HB=EWN
METHEBARAA), a joint stock company with limited
liability established in the PRC on February 16, 2012, the A
Shares of which have been listed on the Shenzhen Stock
Exchange (stock code: 300783)

Gram Capital Limited
has the meaning ascribed thereto under the Listing Rules
has the meaning ascribed thereto under the Listing Rules

has the meaning ascribed to it under the Listing Rules and
unless the context requires otherwise, refers to Mr. Zhang and
Liaoyuan Investment

has the meaning ascribed thereto under the Listing Rules

the Corporate Governance Code set out in Appendix Cl1 to the
Listing Rules
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“CSDC”

“CSRC”

“Director(s)” or “our

Director(s)”

“EIT”

“EIT Law”

“ESG”

“[REDACTED]”

“Extreme Conditions”

“[REDACTED]”

“FMCG”

“[REDACTED]”

“[REDACTED]”

China Securities Depository and Clearing Corporation Limited

(PP 38 5 S B B AT )

China Securities Regulatory Commission ([ #5 75 & £ 457 5l

ZEW)

the director(s) of our Company

enterprise income tax

the PRC Enterprise Income Tax Law ({H1#E A 203 1 3
()

Environmental, Social and Governance

[REDACTED]

extreme conditions as announced by the government of Hong
Kong caused by a super typhoon or other natural disaster

[REDACTED]

“Fast Moving Consumer Goods”, consumer products with a
short usage lifespan and rapid consumption rate, typically
purchased frequently for daily use

[REDACTED]

[REDACTED]
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2

“Group”, “our Group”, “our”,

113 EX]

we”’, or “us”

“Guide” or “Guide for New

Listing Applicants”

“H Share(s)”

“[REDACTED]”

“[REDACTED]”

“[REDACTED]”

“[REDACTED]”

“[REDACTED]”

“[REDACTED]”

our Company and its subsidiaries, or any one of them as the
context may require, and where the context requires, the
businesses operated by our Company and/or its subsidiaries
and their predecessors (if any)

the Guide for New Listing Applicants issued by the Hong
Kong Stock Exchange effective from January 1, 2024, as
amended, supplemented or otherwise modified from time to
time

[REDACTED] ordinary share(s) in the share capital of our
Company with a nominal value of RMB1.00 each, which are
to be [REDACTED] for and [REDACTED] in Hong Kong
dollars and to be [REDACTED] on the Hong Kong Stock
Exchange

[REDACTED]

[REDACTED]

[REDACTED]

[REDACTED]

[REDACTED]

[REDACTED]
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“[REDACTED]” [REDACTED]
“[REDACTED]” [REDACTED]

“Hong Kong” or “HK”

“Hong Kong dollars” or “HKS$”

“[REDACTED]”

“[REDACTED]”

“Hong Kong Stock Exchange”
or “Stock Exchange”

“[REDACTED]”

“[REDACTED]”

“IFRSs”

the Hong Kong Special Administrative Region of the PRC

Hong Kong dollars and cents respectively, the lawful currency
of Hong Kong

[REDACTED]

[REDACTED]

The Stock Exchange of Hong Kong Limited, a wholly-owned
subsidiary of Hong Kong Exchanges and Clearing Limited

[REDACTED]

[REDACTED]

the International Financial Reporting Standards, which include
standards, amendments and interpretations promulgated by
IASB and the International Accounting Standards (IAS) and
interpretations issued by the International Accounting
Standards Committee (IASC)
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“IIT Law” the Individual Income Tax Law of the PRC ("% A R 3 Fl 5
(EPNIREY 7))
“Independent Third Party(ies)” any person(s) or entity(ies) who is not a connected person of

the Company within the meaning of the Listing Rules

“I[REDACTED]” [REDACTED]

“IREDACTED]” [REDACTED]

“IREDACTED]” [REDACTED]

“IREDACTED]” [REDACTED]

“IREDACTED]” [REDACTED]

“IREDACTED]s” [REDACTED]

“IREDACTED]” [REDACTED]

“KOL(s)” key opinion leader(s)

“Latest Practicable Date” April 18, 2025, being the latest practicable date for the

purpose of ascertaining certain information contained in this
Document prior to its publication
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“Liaoyuan Investment”

“[REDACTED]”

“[REDACTED]”

“Listing Rules” or “Hong Kong
Listing Rules”

“Macau”

“Main Board”

“MOF”

“Mr. Zhang”

“Nomination Committee”
(13 OEM”

“[REDACTED]”

“[REDACTED]”

Anhui Liaoyuan Investment Management Company Limited*
CEBEBIA R EE AR/ A, a limited liability company
established under the laws of the PRC on June 30, 2015, one
of our Controlling Shareholders

[REDACTED]

[REDACTED]

the Rules Governing the Listing of Securities on The Stock
Exchange of Hong Kong Limited (as amended, supplemented
or otherwise modified from time to time)

the Macau Special Administrative Region of the PRC

the stock exchange (excluding the option market) operated by
the Hong Kong Stock Exchange which is independent from
and operates in parallel with the GEM of the Hong Kong
Stock Exchange

Ministry of Finance of the PRC (713 A [ 3 A0 [ B B EK)

Mr. Zhang Liaoyuan (F#Jf), one of our Controlling
Shareholders, our executive Director, chairman of the Board
and general manager

the nomination committee of the Board
original equipment manufacturer

[REDACTED]

[REDACTED]
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“[REDACTED]” [REDACTED]
“[REDACTED]” [REDACTED]

“Overseas Listing Trial
Measures”

“PBOC”

“PRC Company Law”

“PRC GAAP”
“PRC Legal Adviser”

“PRC Securities Law”

“[REDACTED]”

The Trial Administrative Measures of Overseas Securities
Offering and Listing by Domestic Companies and seven
supporting guidelines (€& A ZEST AR TR S5 F0 b i 45 Al
k) J-CIERLE455]) promulgated by the CSRC on
February 17, 2023 and became effective on March 31, 2023

the People’s Bank of China (41 AR #R1T), the central bank
of the PRC

the Company Law of the People’s Republic of China (F7#EA
RILFE A F]i%), as amended, supplemented or otherwise
modified from time to time

generally accepted accounting principles of the PRC
Zhong Lun Law Firm, the PRC legal adviser to our Company

the Securities Law of the PRC (" #E A\ RILFIEHFE L), as
amended, supplemented or otherwise modified from time to
time

[REDACTED]
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“[REDACTED]”
“Regulation S”

“Remuneration and Appraisal
Committee”

“RMB” or “Renminbi”

“SAFE”

“SAMR”

“SAT”

“Securities and Futures

Commission” or “SFC”

“SFO”

“Share(s)”

“Shareholder(s)”

“Share Schemes”

“SKU”

“Sole Sponsor”

“Songguo Investment”

[REDACTED]
Regulation S under the U.S. Securities Act

the remuneration and appraisal committee of the Board

Renminbi, the lawful currency of the PRC

the State Administration of Foreign Exchange of the PRC
GE INES T LN sy

the State Administration for Market Regulation of the PRC
(2 N IR R I o 5 T 355 B B B AR )

the State Administration of Taxation of the PRC (% A R4t
1 2 R A5 AL ) )

the Securities and Futures Commission of Hong Kong

the Securities and Futures Ordinance (Chapter 571 of the Laws
of Hong Kong), as amended, supplemented or otherwise
modified from time to time

ordinary share(s) in the capital of our Company with a nominal
value of RMB1.00 each, including H Shares and A Shares

holder(s) of the Share(s)

the share schemes adopted by our Company, including the
2021 Business Partner Stock Ownership Scheme, 2024
Employee Stock Ownership Scheme and 2024 Stock Option
Incentive Plan

“Stock Keeping Unit”, the smallest measurable unit used in
inventory control, typically quantified in discrete units such as
pieces, boxes, pallets, etc

CITIC Securities (Hong Kong) Limited

Anhui Songguo Investment Management Center (Limited
Partnership)* (ZEIAREEEHPOEREY)), a limited
partnership established under the laws of the PRC on
December 1, 2016
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“Songguo No.1” Anhui Songguo No.l Investment Management Center (Limited
Partnership)* (LRI R—HHEEH P LERGE)), a
limited partnership established under the laws of the PRC on
November 24, 2016

“Songguo No.2” Wuhu Songguo No.2 Investment Management Center (Limited
Partnership)*  (ZEMIMA R 9 EE /P OAREE)), a
limited partnership established under the laws of the PRC on
November 24, 2016, formerly known as Anhui Songguo No.2
Investment Management Center (Limited Partnership)* (%

MR EE R P OEREE))

“Songguo No.3” Wuhu Songguo No.3 Investment Management Center (Limited
Partnership)*  (FEMIMA R ZRBEEH P LEREE)), a
limited partnership established under the laws of the PRC on
November 24, 2016, formerly known as Anhui Songguo No.3
Investment Management Center (Limited Partnership)* (% #{

MR EE R OHREE))

“Songguo No.4” Wuhu Songguo No.4 Investment Management Center (Limited
Partnership)*  (HEMIMARIUSFEHREEHR P LEREE)), a
limited partnership established under the laws of the PRC on
November 24, 2016, formerly known as Anhui Songguo No.4
Investment Management Center (Limited Partnership)* (Z#{

PRI SSRGS BB LR IREE))

“Songguo No.5” Wuhu Songguo No.5 Investment Management Center (Limited
Partnership)*  (FEMIMA R O HREEH P OHEREY)), a
limited partnership established under the laws of the PRC on
November 24, 2016, formerly known as Anhui Songguo No.5
Investment Management Center (Limited Partnership)* (%l

MR EE R OHREE))

“SPU” “Standard Product Unit”, the fundamental unit for aggregating
product information, comprising a standardized set of reusable
and easily retrievable data that defines a product’s core
attributes

“Squirrel Cloud Supply” Squirrel Cloud Supply International Trading Company
Limited* (FAREMLEEEZ 5 ARATF), a limited liability
company incorporated under the laws of the PRC on April 2,
2020, and a wholly-owned subsidiary of the Company

“Squirrel Entertainment” Anhui Squirrel Entertainment Co., Ltd* (NS BRI 24 BR 2
F]), a limited liability company established under the laws of
the PRC on February 10, 2017
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“Squirrel Town”

“[REDACTED]”

“State Council”

“Strategy Committee”
“subsidiary(ies)”
“substantial shareholder(s)”

“Takeovers Code” or “Hong
Kong Takeovers Code”

“Three Squirrels (Wuhu)
Enterprise Management”

“Three Squirrels (Nanjing)
Enterprise Management”

“Three Squirrels Nut Smart
Manufacturing”

“Three Squirrels Wuwei”

“Track Record Period”
“treasury shares”

“[REDACTED]”

Anhui Squirrel Town Investment Management Center (Limited
(B RN EER T OEREE), a
limited partnership established under the laws of the PRC on
January 25, 2017

Partnership)*

[REDACTED]

the State Council of the PRC (% A 31118 [ %5 )
the strategy committee of the Board

has the meaning ascribed thereto under the Listing Rules
has the meaning ascribed thereto under the Listing Rules

the Codes on Takeovers and Mergers and Share Buy-backs
issued by the SFC, as amended, supplemented or otherwise
modified from time to time

Three Squirrels (Wuhu) Enterprise Management Company
Limited* (ZERREEM)EEEHEGRAF), a  limited
liability company incorporated under the laws of the PRC on
April 10, 2020, and a wholly-owned subsidiary of the
Company

Three Squirrels (Nanjing) Enterprise Management Company
Limited* (ZEMREOMEEHRARAF), a  limited
liability company incorporated under the laws of the PRC on
June 24, 2019, and a wholly-owned subsidiary of the Company

Three Squirrels (Wuhu) Nut Smart Manufacturing Company
Limited* (=M REEN)BEREELARAA), a  limited
liability company incorporated under the laws of the PRC on
August 25, 2022, and a wholly-owned subsidiary of the
Company

Three Squirrels (Wuwei) Company Limited* (= £ #s R (% 5)
HRFEAL/ A, a limited liability company incorporated under
the laws of the PRC on April 5, 2017, and a wholly-owned
subsidiary of the Company

the financial years ended December 31, 2022, 2023 and 2024
has the meaning ascribed thereto under the Listing Rules

[REDACTED]
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“[REDACTED]”

“United States” or “U.S.”

“U.S. dollar(s),” “US$” or
“USD”

“U.S. Securities Act”

“VAT”

“Wanwu Connect Logistics
Technology”

“Zhongchuang Food
Inspection™

66%77

2021 Business Partner Stock

Ownership Scheme”

“2024 Employee Stock
Ownership Scheme”

“2024 Stock Option Incentive

Plan”

[REDACTED]

the United States of America, its territories and possessions,
any State of the United States, and the District of Columbia

United States dollar, the lawful currency of the United States

The U.S. Securities Act of 1933, as amended, supplemented or
otherwise modified from time to time, and the rules and

regulations promulgated thereunder
value-added tax

Wanwu Connect (Anhui) Logistics Technology Company
Limited*  (SYEUE(ZROVRAHCARA D), a  limited
liability company incorporated under the laws of the PRC on
April 9, 2020, and a wholly-owned subsidiary of the Company

Anhui Zhongchuang Food Inspection Company Limited*
(LR B A ABRA ), a limited liability company
incorporated under the laws of the PRC on May 30, 2014, and
a wholly-owned subsidiary of the Company

per cent

the 2021 business partner stock ownership scheme adopted in
July 2021, the principal terms of which are set out in
“Statutory and General Information — Share Schemes —
2021 Business Partner Stock Ownership Scheme” in Appendix
IV to this Document

the 2024 employee stock ownership scheme adopted in May
2024, the principal terms of which are set out in ‘““Statutory
and General Information — Share Schemes — 2024 Employee
Stock Ownership Scheme” in Appendix IV to this Document

the 2024 stock option incentive plan adopted in May 2024, the
principal terms of which are set out in “Statutory and General
Information — Share Schemes — 2024 Stock Option Incentive
Plan” in Appendix IV to this Document
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For ease of reference, the names of PRC laws and regulations, governmental authorities,
institutions, nature persons or other entities (including our subsidiaries) have been included in this
Document in both the Chinese and English languages and in the event of any inconsistency, the
Chinese versions shall prevail.

Unless otherwise stated, 270,700 repurchased A Shares which are held as treasury shares by
the Company as of the Latest Practicable Date have been included in the total number of issued

shares of the Company as of the Latest Practicable Date and immediately after completion of the
[REDACTED].

*  For identification purpose only
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We have included in this Document forward-looking statements. Statements that are not
historical facts, including but not limited to statements about our intentions, beliefs, expectations or
predictions for the future, are forward-looking statements. When used in this Document, the words
“aim”, ‘“‘anticipate”, ‘“believe”, ‘“could”, ‘“expect”, “going forward”, “intend”, “ought to”,
“project”, “seek”, “should”, “will”, “would”, “vision”, “aspire”, “target”, “schedule”, and the
negative of these words and other similar expressions, as they relate to us or our management, are
intended to identify forward-looking statements. Such statements reflect the current views of our
management with respect to future events, operations, liquidity and capital resources, some of
which may not materialize or may change. These statements are subject to certain risks,
uncertainties and assumptions, including the risk factors as described in this Document, some of
which are beyond our control and may cause our actual results, performance or achievements, or
industry results, to be materially different from any future results, performance or achievements
expressed or implied by the forward-looking statements. You are strongly cautioned that reliance on
any forward-looking statements involves known and unknown risks and uncertainties. The risks and
uncertainties facing us which could affect the accuracy of forward-looking statements include, but
are not limited to, the following:

° our operations and business prospects;

e  our ability to maintain relationship with, and the actions and developments affecting, our
franchisees and suppliers;

° future developments, trends and conditions in the industries and markets in which we
operate or plan to operate;

° general economic, political and business conditions in the markets in which we operate;
° changes to the regulatory environment in the industries and markets in which we operate;
° our ability to maintain our market position;

e the actions and developments of our competitors;

° our ability to effectively contain costs and optimize pricing;

° the ability of third parties to perform in accordance with contractual terms and
specifications;

) our ability to retain senior management and key personnel and recruit qualified staff;
) our business strategies and plans to achieve these strategies;
° the effectiveness of our quality control systems;

° change or volatility in interest rates, foreign exchange rates, equity prices, trading
volumes, commodity prices and overall market trends; including those pertaining to the
PRC and the industry and markets in which we operate; and

° capital market developments.
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By their nature, certain disclosures relating to these and other risks are only estimates and
should one or more of these uncertainties or risks, among others, materialize, actual results may
vary materially from those estimated, anticipated or projected, as well as from historical results.
Specifically but without limitation, sales could decrease, costs could increase, capital costs could
increase, capital investment could be delayed and anticipated improvements in performance might
not be fully realized;

Subject to the requirements of applicable laws, rules and regulations, we do not have any or
undertake no obligation to update or otherwise revise the forward-looking statements in this
Document, whether as a result of new information, future events or otherwise. As a result of these
and other risks, uncertainties and assumptions, the forward-looking events and circumstances
discussed in this Document might not occur in the way we expect or at all. Accordingly, you
should not place undue reliance on any forward-looking information. All forward-looking
statements in this Document are qualified by reference to the cautionary statements in this section
as well as the risks and uncertainties discussed in the section headed “Risk Factors”;

In this Document, statements of or references to our intentions or those of our Directors were
made as of the date of this Document. Any such information may change in light of future
developments; and
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An investment in our H Shares involves a high degree of risk. You should carefully
consider the following information about risks, together with the other information contained
in this Document, including our consolidated financial statements and related notes, before
you decide to buy our H Shares. If any of the circumstances or events described below actually
arises or occurs, our future prospects, business, results of operations and financial condition
may suffer. In any such case, the market price of our H Shares could decline and you may
lose all or part of your investment. This Document also contains forward-looking information
that involves risks and uncertainties. Our actual results could differ materially from those
anticipated in these forward-looking statements as a result of many factors, including the risks
described below.

We may face negative publicity, damage to our brand reputation, or unable to effectively
promote our brand.

Brand image is a key factor in consumer purchase decisions. We believe that our success
depends substantially on the popularity and appeal of our brands, including in particular our Three
Squirrels brand, and our reputation for providing accessible premium products. Therefore,
maintaining and enhancing the recognition and image of our brands is critical to our ability to
differentiate our products and to compete effectively. Any concern about product quality, even if
unfounded, could tarnish the image and reputation of our brands and products. Restoring the image
and reputation of our brands and products may be costly and may not be possible.

Any event that materially damages the reputation of one or more of our brands could have an
adverse effect on the value of that brand and subsequent revenues from that brand or business. In
addition, as some of the brands that we have recently developed or are currently developing are
marketed under the Three Squirrels brand, any damage to their brand image or reputation could also
harm the brand value of our Three Squirrels brand.

Our brand image also depends on our ability to respond to competitive pressures. If we fail to
do so, the value of our brands or reputation may be diminished and our business and results of
operations may be materially and adversely affected. Furthermore, as we continue to grow in size
and expand our product offerings, maintaining product quality and consistency may be more
challenging and we cannot assure you that we can maintain our customers’ confidence in our
brands. If consumers perceive or experience a reduction in the quality of our products or customer
service or consider in any way that we fail to consistently deliver accessible premium products, the
value of our brands could suffer, which could have a material and adverse effect on our business. In
addition, any negative publicity or disputes regarding our brands, products, customer service or our
Directors or senior management could also materially harm the images of our brands.

We face intense competition in our industry.

Our industry is, and will continue to be, highly competitive. We primarily compete with other
snacks brands. As we expand our product offerings, we will also compete with other companies in
the respective fields. Our competitors may have significantly more financial, technical, marketing or
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other resources than we have, and may devote greater resources to develop, promote and support
their products. In addition, they may have more extensive industry relationships, longer operating
histories and greater brand recognition than we have, especially in industries that we have only
recently expanded into or plan to enter. As a result, these competitors may respond more quickly to
changes in consumer tastes and trends.

In addition to existing competitors, the increasing use of digital technology, social media and
the internet to spark consumer interest has further increased the ability for new participants to enter
our markets and has broadened the array of companies we compete with. New participants may gain
access to consumers and become a significant source of competition for our products in a very short
period of time.

Demand for our products is affected by changing customers’ tastes, preferences, and spending
habits.

Our business performance is affected by changes in consumer tastes, preferences and spending
habits, and our success depends on our ability to continually offer new products that satisfy
changing market demand. The demand for snacks continually evolves due to various factors,
including changes in lifestyles, consumption patterns, changing demographics, social trends,
concerns or perceptions regarding food safety and healthy eating, and the economic environment. In
particular, since snacks are discretionary spending items, consumer spending patterns are affected
by, among other factors, macro-economic conditions, social and cultural trends and uncertainties
about future economic prospects. Any decline in the snacks market as a whole could have a
material and adverse impact on our future prospects, business, results of operations and financial
condition. Such factors are beyond our control and may change from time to time.

In addition, the success of our business depends on our ability to identify market trends,
respond to customer requirements and develop, produce and bring to market, in a timely manner,
products that reflect the current preferences of a broad range of current and prospective customers.
Customer preferences may shift rapidly in response to changing economic circumstances, seasons
and trends. We cannot assure you that we will successfully anticipate or respond to changes in
market trends or consumer preferences and, even if we do, we may not be able to bring new
products to market in a timely manner. If we fail to anticipate or respond to market trends or
changes in customer preferences in a timely manner, our business, results of operations, financial
condition and growth prospects could be materially and adversely affected.

There are also inherent risks associated with new brands and products, including uncertainties
about market acceptance of newly launched brands and products or potential impacts on our
existing brands and product offerings. We may need to incur increased expenditure for new product
or brand development, and we cannot assure you that our new brands or products will be
successful. The risks are heightened if we enter new product categories or industries that we are not
familiar with, since we may not be able to leverage our scale or experience in the snacks industry
to replicate our success, and we may face more intense competition by established players in new
product categories or industries.
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We may not be able to manage our multi-channel sales network effectively.

We face risks associated with managing our multi-channel sales network consisting of offline
sales channels, including distributors and self-owned and franchised stores, and online sales
channels, including short video platforms and e-commerce platforms. Even though we generally
offer different SKUs for different sales channels, we cannot assure you that our multiple sales
channels will not compete with each other and result in cannibalization among different channels,
which could have a material and adverse impact on our business, results of operations and financial
condition.

More specifically, distributorship is an important component of our multi-channel sales
network. We had a total of 1,871 distributors as of December 31, 2024. Sales to our distributors
amounted to RMB821.1 million, RMB774.8 million and RMB1,479.9 million in 2022, 2023 and
2024, accounting for 11.3%, 10.9% and 13.9% of our total revenue in the respective periods.

We face various risks in relation to distributorship, including:

° We have limited control over our distributors, who may not always comply with our
requirements and policies or adhere to agreements with us. This could lead to issues such
as misuse of our brand names and logos, violations of our guidelines, or inappropriate
marketing activities, all of which may negatively impact product sales, consumer
experience and brand recognition.

° Some distributors may sell our products to sub-distributors without our involvement or
oversight, making it difficult to control their sales activities.

° Our distributors may violate our guidelines and sales strategies and compete with each
other for market share.

° Our distributors may fail to sell our products in a timely manner or deviate from our
guidelines and strategies, which could result in price disparities, decreased product sales
and damage to our reputation.

° We may have limited control over the ordering and stockpiling by distributors, making it
challenging to make sales forecast and manage inventory levels effectively.

° Distributors may violate our guidelines and sell our products to unauthorized channels or
regions. This may cause price erosion, brand dilution, conflicts with authorized
distributors and disruptions in pricing strategies across different channels. This can

further exacerbate competition among distributors and undermine our brand recognition.

Occurrence of any of these could have a material and adverse impact on our business, results

of operations and financial condition.
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Product quality is critical to our business operations and sustained growth.

The quality of our products is critical to our success. In addition to risks associated with the
manufacturing, processing and labelling of our products, some third parties, such as (i) suppliers of
raw materials and packaging materials, (ii) logistics service providers, (iii) distributors and (iv)
operators at points of sale, could also affect the quality of our products or lead to inventory
obsolescence if these third parties fail to provide raw materials, packaging materials or services to
us with satisfactory quality.

We have established stringent quality control systems to ensure the quality and safety of our
products. Our quality control systems primarily consist of quality control measures for raw
materials and packaging materials, production process, finished goods storage, and delivery and
sales. See “Business — Production and Manufacturing”. The effectiveness of our quality control
systems depends on a number of factors, including the design of our quality control systems and
our ability to ensure that our employees comply with our quality control policies and procedures.
We cannot assure you that the design of our quality control systems will be effective at all times.
We also cannot assure you that all our employees will always comply with the quality control

policies and will not make any mistakes when executing quality control procedures.

Any product quality issue resulted from failure of our quality control systems or other reasons
could expose us to product liability claims, negative publicity, government scrutiny, investigation
or intervention, administrative actions and product recalls or returns, which could materially and
adversely affect our brands, reputation, results of operations, financial condition and business
prospects.

The use of third-party factories to manufacture certain of our products presents risks to our
business.

We rely on third-party factories to produce certain of our products. More specifically, in 2024,
most of our nut products were produced in our own factories, while substantially all of our other
snacks products were produced by our OEM partners. As a result, the loss or unavailability of any
of our major OEM partners, even temporarily, could have a negative impact on our business, results
of operations and financial condition. While we believe that we have the ability to replace our OEM
partners, if necessary, any such move may be time-consuming and costly. In addition, we may face
challenges in establishing relationships with new OEM partners on similar terms with matching
quality. We may also be required to seek out additional OEM partners in response to increased
demand for our products, as our current OEM partners may not have sufficient production capacity.
Furthermore, our OEM partners are subject to various laws and regulations in the PRC, including
food safety, environmental protection, health and safety-related laws. Any violation, non-
compliance or issue in connection with these laws and regulations can disrupt their production
activities. Any failure of our OEM partners to deliver a material portion of the products ordered, or
our failure to find alternative OEM partners in time, could have a material and adverse impact on

our business, results of operations and financial condition.
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Product quality is crucial to our success. We require our OEM partners to produce our
products according to our quality control procedures and instructions. Nevertheless, we may not
have effective control over whether our OEM partners would strictly follow our quality control
procedures and instructions. Despite the various policies we designed and implemented, there is
always a risk that our OEM partners will not comply with our requirements, and that we may not
be able to discover such non-compliance in time, or at all. Any illegal or policy-violating activities
of our OEM partners may expose us to product liability claims, administrative penalties,
confiscation or destruction of certain products, revocation of business license, or other legal
consequences, among others. If there is any issue with the quality of our sold products, it could
result in damage to our brand reputation, product recalls, consumer litigation and others, which in
turn could have a material and adverse impact on our business, results of operations and financial
condition.

We may experience disruptions or delays in our production.

Significant unscheduled downtime at our factories due to equipment breakdowns, power
failures, planned power outages, weather conditions, fire or explosion or other natural disasters
could cause disruptions in our operations or delay our production and delivery schedules. While we
have implemented policies to reduce such risks, these risks cannot be eliminated.

If any of our factories or equipment were to be damaged or cease operations, including as a
result of an explosion, fire or other disruptions, it would temporarily reduce our manufacturing
capacity and affect our ability to provide our products to our customers, which could adversely
affect our reputation, business, results of operations and financial condition.

Inadequate production capacity could hinder our capability to satisfy customer demand.

We cannot assure you that our production capacity will be adequate to meet the overall market
demand for our products, especially if we experience increased demand for our products during
holiday seasons such as the Chinese New Year. Similarly, we cannot assure you that we will be
able to meet the overall demand for our products or demand for any of our specific products in
particular, should the production in any of our production facilities be disrupted in the future,
especially during periods when we experience high demand for some or all of our products. Under
these circumstances, our business, financial condition and results of operations may be materially
and adversely affected.

In the future, as our business grows, we may need to expand our production capacity through
various measures, including the construction of new factories or expansion of our existing factories.
We cannot assure you that our new premises will be ready in time or our production capacity will
otherwise be successfully expanded. Failure to expand our production capacity could hinder our
capacity to satisfy customer demand and growth prospects. Furthermore, if market demand declines
in the future, we may not be able to recoup the costs incurred for the expansion and maintenance of
expanded production capacity. A delay in or cancellation of our expansion plans could also subject
us to disputes with various counterparties, including general contractors and sub-contractors,
equipment suppliers, financiers and relevant government authorities. As a result, our business,
financial condition, results of operations and prospects may be materially and adversely affected.
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We may face shortages, price fluctuations or quality issues relating to raw materials or
disruptions in the supply of raw materials.

The raw materials used in the production of our products primarily include nuts. Raw
materials are of vital importance as they can directly affect the quality, safety, taste and appeal of
our products. We adopt strict criteria for evaluating the qualifications of our raw material suppliers.
We take into account their qualifications as well as the quality, price and stable supply of the
relevant raw materials when selecting our raw material suppliers. The supply of our raw material
may be subject to risks associated with factors beyond our control, such as labour shortages and
natural disasters. Any shortage or disruption in the supply of raw materials used in the production
of our products may cause a disruption to production and result in our inability to provide adequate
products to meet market demand, which would subsequently lead to loss of sales.

In addition, we cannot guarantee that raw materials from suppliers will be free from quality
issues. Any quality issue of raw materials used in our production may impact the quality and safety
of our products and subject us to potential liabilities, product recalls, and other claims. Potential
liabilities and claims related to safety of our products may impair the reputation of our brands and
could have a material and adverse impact on our business, results of operations and financial
condition.

Furthermore, fluctuations in the price of our major raw materials can have a significant effect
on our revenue and profitability. During the Track Record Period, market price of nuts and seeds,
our major raw materials, remained relatively stable. However, in the event of an increase in the
prices of our raw materials, we cannot assure you that we will be able to pass on the price increases
in our major raw materials to consumers without damaging our “accessible premium products”
positioning, in which case our sales and profitability will be negatively impacted.

We may be unable to maintain our attractive pricing and our accessible premium products
positioning.

Attractive pricing is crucial in maintaining our ‘““accessible premium products” positioning.
Many factors beyond our control may impact the pricing of our products. For example, we may
need to increase the price of our products due to factors such as higher raw material costs. We may
also incur higher than expected expenses on our sales and marketing efforts or make capital
expenditure to strengthen our production resources. Any of these factors could result in lower
profitability unless we increase the retail price of our products. Any such increase in retail price
could damage our “accessible premium products” positioning, diminish our appeal to consumers
and weaken our competitiveness in the market, which in turn could have a material and adverse
impact on our future prospects, business, results of operations and financial condition.

A significant portion of our online sales depends on certain online platforms.

We rely on a limited number of key online platforms for a substantial portion of our online
sales, including various short video platforms such as Douyin and Kuaishou and e-commerce
platforms such as Tmall.com, JD.com and Pinduoduo, which are owned, controlled by, or

associated with, a limited number of technology companies. In 2022, 2023 and 2024, revenues
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related to these online platforms (including both short video platforms and both consumer- and
wholesale-oriented e-commerce platforms) represented 70.8%, 73.8% and 69.7% of our total
revenue. As such, we may be subject to concentration and counterparty risks from these key online
platforms. We cannot assure you that we will be able to maintain our relationships with our key
online platforms. These platforms are not obliged to continue to cooperate with us in the future at a
level similar to historical levels, or at all. Should any of these key platforms reduce substantially
the demand for our products or terminate their business relationship with us entirely, we may not be
able to secure new online sales platforms to compensate for such reduction in sales demand or loss
of business. If our relationship with these key online platforms deteriorates, or if there is a
perceived decline in the quality of service or general reputation of these platforms, our sales
through these platforms may decrease. As a result, our business, financial condition, results of
operations and prospects may be materially and adversely affected.

We or our franchisees may be unable to obtain new leases for, or renew existing leases at
desirable locations.

The majority of our stores (including our franchise stores) are presently located on leased
premises. Most of the leases for our stores are subject to renewal every one to three years.

Our and our franchisees’ ability to obtain favourable terms when renewing existing leases
upon their expiry is crucial to our operations and profitability, especially for stores in locations
with a high volume of customer traffic. At the end of each lease, we or our franchisees may not be
able to negotiate an extension of the lease and may therefore be forced to move to a less favourable
location. We or our franchisees may also not be able to renew our existing leases at reasonable
prices or on terms and conditions that are acceptable to us. In addition, we compete with other
businesses, including competitors of our brands, for premises at desirable locations or of desirable
sizes.

Therefore, we may not be able to obtain new leases at desirable locations or renew our
existing leases on acceptable terms, in a timely fashion, or at all, which could materially and
adversely affect our business, financial condition and results of operations.

Future changes in the online marketing industry and consumer behavior may adversely affect
our sales through online channels.

During the Track Record Period, a significant portion of our revenue was generated from our
online sales. The future growth of our operations depends on our ability to continue attracting
online customers and gaining new purchasers from various online channels, as well as our ability to
retain and increase traffic to our online stores and live-streaming rooms. We believe that
maintaining a strong online presence helps to improve the visibility of our brands and brand
awareness. However, we may not be successful in maintaining or increasing our online sales.
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The success of our online sales channels also depends on a number of factors relating to the
online marketing industry and consumer behavior, including:

° consumer traffic on e-commerce platforms and short video platforms generally and our
ability to increase the consumer traffic to our online stores and live-streaming rooms;

° our ability to respond to the changes in internet and mobile penetration, as well as the
online marketing industry;

° the reliability of e-commerce and short video platforms; and

e the availability of relevant network infrastructure, such as online or mobile payment
platforms.

Further, if privacy concerns or regulatory restrictions prevent us from collecting data or using
the data we collect in the course of our business to analyze consumer preferences or if there are any
defects in our data analytics models, our predictions of consumer behavior may not be accurate.
With regard to the accuracy of our data, we rely on the information provided by our online
customers as well as anonymized visitors’ browsing data provided by third parties. We do not
verify the authenticity of such data. If the information that we collect is materially inaccurate or
false, this may also adversely affect our predictions of market trends as well as our online sales
strategy.

In addition, a decline in the popularity of online shopping or live-streaming in general or our
failure to identify or respond to trends or consumer requirements in our online channels could result
in a decreased number of online customers and reduced attractiveness of our online channels. This
in turn could materially and adversely affect our business, financial condition, results of operations
and prospects.

We may be unable to conduct our marketing activities effectively.

We conduct various marketing activities to promote our brands and products to consumers.
We promote our brands and products to consumers through marketing campaigns, advertisements,
our social media and live-streaming accounts and third-party social media and live-streaming
accounts. We communicate with consumers in a comprehensive approach through advertising, brand
related intellectual properties such as cartoons, celebrity endorsements, social media marketing, and
cross-industry cooperation with other brands. These marketing efforts may incur significant
marketing expenses. In 2022, 2023 and 2024, our distribution and selling expenses were
RMBI1.532.8 million, RMB1,237.5 million and RMB1,867.7 million, which represented 21.0%,
17.4% and 17.6% of our total revenue in the respective periods.

We cannot assure you that our marketing activities will achieve their intended results. The
effectiveness of sales and marketing activities is relatively hard to predict and evaluate. Their
effects may be delayed, resulting in a delayed revenue growth which may not be fully reflected
during the period in which the sales and marketing activities took place. If the results of our
marketing activities fail to meet our expectation, or if we fail to conduct the marketing activities as
planned, our results of operations, financial condition, market share, brands and reputation may be
adversely affected.
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We may face negative publicity concerning the live streamers, KOLs and celebrities whom we
engage to market and sell our products.

As an established brand, the brand image of “Three Squirrels” is sensitive to the public’s
perception of our business. Public perception of our business is formulated not only by the quality
and competitiveness of our products, but also the culture, values and ethics that we embody as a
business. We devote significant resources to our marketing efforts, including through engagement
of live-streamers, key opinion leaders and celebrities to market our brands and sell our products on
short video platforms.

These live-streamers, KOLs and celebrities may, intentionally or incidentally, distribute
information about us or our products that may result in a negative perception of us by the public. In
addition, even though we only engage live-streamers, KOLs and celebrities who share our brand
values, their actions may deviate from our values, and any negative publicity or negative
commentary regarding our spokespersons, or boycotting or blocking of these live-streamers, KOLs
or celebrities, may result in a negative perception of us by the public even if the negative publicity
does not involve our products at all. Any negative publicity about our spokespersons or products,
regardless of veracity, could lead to potential loss of consumer confidence or difficulty in retaining
or recruiting talent that is essential to our business operations. As a result, our business, financial
condition, results of operations, reputation and prospects may be materially and adversely affected.

We are exposed to risks relating to warehousing and third-party logistics service providers.

A significant disruption to the operation of our warehouses, whether as a result of natural
disasters, public health incidents, labor shortages, fires or other causes, or any unexpected and
adverse changes in the storage conditions of the warehouses, could disrupt our operations, which
may cause delay in product deliveries or even destroy our products. Though we maintain insurance
to cover our inventory loss and damages, the coverage may not be sufficient and any loss caused by
delay in delivery may not be recoverable. Prolonged disruptions in warehousing could also result in
a loss of sales. Furthermore, we may fail to secure the lease agreement of our various facilities on
favorable terms, or at all. Any of these events could have a material and adverse impact on our
business, results of operations and financial condition.

We engage independent third-party logistics service providers to transport our products to our
warehouses or customers. Our dependence on third-party logistics providers could expose us to
potential service disruptions or inefficiencies. If these providers fail to meet their service
obligations due to operational issues, financial difficulties, or other unforeseen circumstances, our
ability to deliver products to customers in a timely and cost-effective manner may be impacted,
which could cause a decline in product sales and loss of revenue. In addition, improper handling of
our products by the logistics service providers could also result in product damage, which could
lead to product liabilities or claims and negatively impact our brand image and reputation. Any of
these events could have a material and adverse impact on our business, results of operations and
financial condition.
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Expansion and acquisitions of or investments in businesses, products, technologies or
production capacity could subject us to risks and uncertainties.

We plan to continually and actively seek strategic opportunities for acquisitions of or
investments in businesses, products, technologies or production capacity that we believe would
benefit our product development, R&D capabilities, technologies and sales network. We may not be
able to successfully execute our expansion and acquisition plans, and complete the relevant
transactions as expected. Our ability to grow through acquisitions and investments depends upon
our ability to identify, acquire and integrate suitable targets and to obtain necessary financing on
reasonable terms. In particular, acquisitions may involve significant risks and uncertainties,
including but not limited to: (i) difficulties in integrating acquired companies, personnel,
equipment, facilities or products, as applicable, into our business to realize the benefits and
synergies of acquisitions and investments; (ii) diversion of our management’s time and attention
from other business concerns; (iii) higher costs of integration than anticipated; and (iv) difficulties
in retaining key employees of acquired businesses.

Meanwhile, we may be unable to achieve the anticipated effects or returns from our
investments and recover such investments in time. An acquisition could also impair our results of
operations by causing us to incur debt or amortize acquired intangible assets. We may also discover
deficiencies in internal controls, data adequacy, integrity and security, service quality, regulatory
compliance and liabilities in acquired businesses which we did not uncover prior to such
acquisitions. Consequently, we may be subject to penalties, lawsuits or other liabilities. Any
difficulties in the integration of acquired businesses or products, or unexpected penalties, lawsuits
or liabilities in connection with such businesses or products could adversely affect our business and
financial performance.

We depend on certain key personnel and our ability to attract and retain talented personnel
for our operations.

The success of our business is dependent on our ability to attract and retain key personnel,
including our senior management and others who have in-depth knowledge and understanding of
our industry. We cannot assure you that we will be able to attract and retain qualified personnel or
that our senior management or other key personnel will not retire or otherwise leave us at any time.

For example, our success depends significantly on the efforts and abilities of key individuals
who have made substantial contributions to the development of our operations and our corporate
culture. See “Directors and Senior Management” for further details. If we were to lose such
personnel, or if these individuals fail to devote the same amount of time and effort to our business
as they have done in the past, we cannot assure you that we would be able to replace such
individuals with new personnel capable of making the same contribution in the near term or at all.
As such, the loss of services of one or more of these key individuals, or any negative market or
industry perception arising from such loss, could have a material adverse effect on our operations.
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Our brands and products may be subject to counterfeiting, imitation or infringement by third
parties.

We rely on intellectual property laws in the PRC to protect our brands and trademarks. We
may be subject to counterfeiting and imitation by external parties who may market their products
under “copycat” brand names and trademarks that closely resemble ours. While we take steps to
protect our intellectual property rights, we cannot assure you that such counterfeiting or imitation
will not occur or, if it does occur, that we will be able to detect or address the problem effectively
or quickly. For details of our intellectual property protection measures, see ‘‘Business —
Intellectual Properties”. Counterfeiting or imitation of our products or other breaches of our
intellectual property rights could adversely affect our reputation and brand name and lead to a loss
of consumer confidence in our brands. Any litigation to prosecute infringements upon our rights
and products will be expensive and will divert our management’s attention as well as other
resources away from our business. We may have to bear the costs arising from such litigation to the
extent we are unable to recover them from the relevant parties. Moreover, if there are any concerns
about the quality of the counterfeit products and consumers are not fully able to distinguish such
counterfeit products from our products, our reputation and brand value may be impaired. As a
result, our business, financial condition, results of operations and prospects may be materially and
adversely affected.

We may not be able to protect our intellectual properties against infringement and
unauthorized use in counterfeit products.

We consider our trademarks and other intellectual property rights to be critical to our success
and competitive advantage. We register and protect such intellectual property rights to the extent
that we are able to under relevant local laws. As of December 31, 2024, we had registered 2,441
trademarks, 249 patents, 1,258 copyrights and one domain name. We are not aware of any material
violations, infringements or unauthorized use in relation to our intellectual properties. However, we
cannot assure you that the steps we have taken to protect our intellectual property rights are
sufficient, or that such intellectual property rights will not be subject to infringement in the future.
Any unauthorized use of such intellectual property rights could harm our brands and reputation,
which could adversely affect our financial condition and results of operations. In addition, our
results of operations may be adversely affected as a result of incurring additional costs and the
diversion of management’s attention when initiating any intellectual property right claims.

Failure to maintain optimal inventory levels could increase our inventory holding costs or
cause us to lose sales.

Maintaining optimal inventory levels is important to the success of our business. As of
December 31, 2022, 2023 and 2024, the balance of our inventory accounted for approximately
32.3%, 32.1% and 39.7% of our total current assets. In 2022, 2023 and 2024, our inventory
turnover days were 93.0 days, 81.6 days and 78.2 days, as compared to the industry average of
around 90 days, according to CIC.
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We are exposed to inventory risks as a result of a variety of factors beyond our control,
including changing consumption trends and consumer preferences and launches of competing
products. Moreover, for stocking purposes, we generally estimate demand for the products we sell
ahead of the actual time of sale. For details, see “Business — Production and Manufacturing —
Inventory Management”. We cannot assure you that we can accurately predict these trends and
events and maintain optimal levels of inventory at all times. An unexpected decrease in the market
demand for our products could lead to excessive or obsolescent inventory, and we may be forced to
sell slow-moving inventory at low profit margins, which in turn may materially and adversely affect
our financial condition and results of operations. On the other hand, inventory under-stock may
cause us to lose sales, and our business, financial condition, results of operations and prospects may
also be materially and adversely affected.

We may not be able to collect our trade receivables or other receivables in a timely manner.

We may not be able to collect our trade receivables in a timely manner, and we may face
difficulty collecting receivables for reasons beyond our control, such as customers delaying
payment past the relevant credit periods granted or being unable to pay us when payments are due.
We had total trade receivables of RMB394.2 million, RMB594.0 million and RMB560.0 million as
of December 31, 2022, 2023 and 2024. In addition, we had other receivables and deposits of
RMB21.8 million, RMB17.5 million and RMB42.3 million as of December 31, 2022, 2023 and
2024. They primarily represent various miscellaneous receivables incurred in the ordinary course of
our business and are also subject to potential impairment. Any significant delay or default in our
collection of trade receivables or other receivables may impose pressure on our cash flow and
working capital and reduce the pool of available financial resources relative to our expectations and
expenditure plans, which in turn could have a material adverse effect on our business, financial
condition and results of operations.

We may face discontinuation of preferential tax treatments, government grants or imposition
of any additional taxes and surcharges.

We received government grants and enjoyed certain preferential tax treatments during the
Track Record Period. In 2022, 2023 and 2024, we recognized government grants of RMB94.6
million, RMB134.0 million and RMBS81.8 million in the profit or loss. We and our PRC
subsidiaries are incorporated in the PRC and are governed by applicable PRC income tax laws and
regulations. The EIT Law and its implementing rules impose a statutory rate of 25% on PRC
enterprises. Under the EIT Law, its implementation regulations and other relevant rules, companies
qualified as “High and New Technology Enterprise” are entitled to enjoy a preferential EIT rate of
15%. One of our PRC subsidiaries has qualified as a High and New Technology Enterprise and was
subject to a reduced preferential tax rate of 15% during the Track Record Period. Discontinuation
of any of our current tax treatments could materially increase our tax obligations and adversely
impact our net income. Government grants and preferential tax treatments are subject to review of
PRC authorities and may be adjusted or revoked at any time in the future. We cannot guarantee that
government grants and preferential tax treatments to which we are currently entitled would be
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successfully renewed. We also cannot assure you that local tax authorities will not, in the future,
change their position and discontinue any of our current tax treatments, potentially with
retrospective effect.

There is uncertainty about the applicability or recoverability of our deferred tax assets.

We had deferred tax assets of RMB109.1 million, RMB136.4 million and RMB158.6 million
as of December 31, 2022, 2023 and 2024. We recognise deferred tax assets for deductible
temporary differences, the carry forward of any unused tax credits and any unused tax losses to the
extent that our management determines that it is probable that we will generate future taxable profit
against which such deferred tax assets can be utilised. See Note 20 to the Accountant’s Report set
out in Appendix I for further details on our accounting policy with respect to deferred tax assets
and on the movements of our deferred tax assets during the Track Record Period. Such
determination requires significant judgment from our management on the tax treatments of certain
transactions as well as assessment on the probability, timing and adequacy of future taxable profits
for the deferred tax assets to be recovered. If such judgments turn out to be imprecise, we may need
to adjust our tax provisions accordingly. In addition, when we utilise deferred tax assets against our
future taxable profit, we charge them to our income statement accordingly, which in turn would
decrease our profit for the year for such future period. Furthermore, we cannot predict any future
movements in our deferred tax assets and to what extent they may affect our financial position in
the future. Any of these events may have a material adverse effect on our business, financial
condition and results of operation.

We may require additional funding to finance our operations, which may not be available on
terms acceptable to us, or at all.

We believe that our current cash and cash equivalents and the anticipated cash flows from
operations will be sufficient to meet our anticipated cash needs for the next 12 months. We may,
however, require additional cash resources to finance our continued growth or other future
developments, including any investments or acquisitions we may decide