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About this Report BIAZHE

This is the second Sustainability Report for Vitasoy
International Holdings Limited's worldwide operations. The
Company has adopted its own framework in its sustainability
development and performance reporting. An index is
included at the end of this Report to provide reference to
the Environmental, Social and Governance (ESG) Reporting
Guide by the Hong Kong Exchanges and Clearing Limited
(HKEX). This Report covers the period from 1%t April 2015 to
31*March 2016.

Further information about Vitasoy can be obtained from our
corporate website at wwwivitasoy.com. Questions and comments
can be sent by email to sustainability@vitasoy.com or by post
to the Public Relations Department, Vitasoy International
Holdings Limited, 1 Kin Wong Street, Tuen Mun, Hong Kong.

Cover photo taken from a Vitasoy contract soy farm
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Executive Chairman’s Message #1TEEME

The past year has seen the emergence of many challenges
that will continue to impact sustainable development for
decades.

One important aspect, the global population, which is
projected to reach 8.5 billion by 2030 and almost 10 billion
by 2050, is putting pressure on food security as well as access
to water and other natural resources. While traditional
fossil fuel-based energy solutions and conventional animal
nutrition models may be scalable, they are not sustainable.
Clearly, we have to find new, more sustainable and less
resource-intensive food and food production systems to
ensure that more people can enjoy nutrition and a higher
quality of life.

Governments and organisations around the world are
already pulling together to meet these challenges. The
United Nations Food and Agriculture Organization has
proclaimed 2016-2025 the “Decade of Action on Nutrition”.
A hundred and fifty member states have also adopted the
United Nations Sustainable Development Agenda, designed
to help transform the world by 2030 with 17 goals, three of
which are “Zero Hunger”, “Good Health & Well Being” and
“Responsible Consumption and Production”.

Vitasoy has followed our founding vision of providing
affordable nutrition for more than 70 years. We are
fortunate that this has put us in a very favourable position
to contribute solutions to global efforts such as those of the
United Nations.

Our mission of using plant-based protein to sustainably
produce affordable, nutritious and tasty food and beverage
is becoming increasingly relevant to the future of the
communities we serve. Today, that commitment has become
even stronger.
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Executive Chairman’s Message #1TEEME

With this in mind, | have the pleasure to present this second
edition of the Vitasoy Sustainability Report.

We have made progress since our last report was published
- not just in our actions and management reporting, but
most importantly in making our framework more relevant.
The Board and the Management Team have re-affirmed their
commitment to consciously making sustainability an ever-
increasing part of our day-to-day work.

We began communicating our sustainability journey in our
first report published in FY2014/15. That report was built
around the four pillars of Workplace Quality, Operating
Practices, Environmental Protection and Community
Involvement. However, during FY2015/16 we spent a great
deal of time exploring these areas still further - looking for
ways to embed sustainability thinking more deeply into our
company. The result has been an updated framework that we
are unveiling for the first time in this new report.

The new framework is based on a very focused two-pronged
approach - Making the Right Products, and Making Products
the Right Way. We are now translating this framework into
the operational policies and practices that guide our business
functions. As a first step we have formulated specific KPls
and goals which will take us through the next decade in
achieving our vision.

We are also working outside the company to build awareness
of the importance of nutrition with a new “Nourish Your
Body, Nourish Your Mind” programme that fosters nutrition
knowledge and education in the communities where
we operate. This includes a year-long school nutrition
education partnership with the St. James’ Settlement in
Hong Kong beginning in late 2015 as well as a university
grant programme in Mainland China to support the
underprivileged.
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Executive Chairman’s Message #1TEEME

Ultimately, we want sustainability to become a major part of
what partners and end users see in our company and in our
brands. | am also certain that our sustainability journey will
continue to help us innovate, remain relevant to the needs of
consumers and society while at the same time enabling us to
improve our long-term operating performance.

Equally important is a strong ethical culture to ensure
employee and customer trust. At Vitasoy we always conduct
business with integrity and comply with anti-corruption laws
in every market we operate.

The years ahead will have challenges, but they also represent
an unprecedented opportunity for Vitasoy as a provider
of products with sustainable plant-based nutrition. This
Sustainability Report offers some insights into how we
intend to make it happen - by working hand-in-hand with
customers, suppliers, governments and communities to build
a better world together.

Winston Yau-lai LO
Executive Chairman

Hong Kong, 23 June 2016
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About Vitasoy BER#ftu1

Our Vision

Vitasoy aims to maintain its leadership in promoting superior
quality of life through the production of high-quality, great-
tasting nutritious products that satisfy customers in every
market.

Our History

Dr. K. S. Lo founded the Vitasoy Company in 1940 with the
aim of providing an affordable, tasty and nutritious plant-
based beverage to the mass public who were suffering
from shortage of food with soaring prices. Vitasoy became
a valuable addition to the daily diet of many of the hard-
pressed residents in Hong Kong when World War Il hit the
city.

Today, the Vitasoy Group’s branded products are sold in
nearly 40 markets worldwide with manufacturing facilities in
Hong Kong, Mainland China, Singapore and Australia.

As we have grown, our commitment to our founding vision
has become even stronger. We strive for being one of the
leading international producers of plant-based food and
beverage products.

EFAES

HUNEECEERERERHREERELEN
BEMY  EBRUEEREIMEESENEM
MEBHTIEEFHNER -

EKFHESE

EEEEIEI40F AN EMTAT - BEHNES
ENSEETERMERRZENAR  RHEERS
HE  ERREELENEYRD BEWEE o
EFIRHRABEHNES  #HIRETRS
FAETRAERBUM —EEZNEREM °

S EPEBNSREREES  REAE -
SNSRI B tE b - 3678 2 B 40 B8
e o

BEXBHORE  RABRAIKRESNEAETER
E o REEB-REABRALENUENRD AENE
mAMER A EER °




About Vitasoy BER#ftu1

Our Mission 9 HY

At Vitasoy, promoting consumer well-being is our number HMPEBUREREEREABERE  &0A
one priority. This is achieved through the provision of a HEARUHZTMEELENEERANAS
variety of high quality nutritious foods and beverages. SEBRAF  BRARXER REEIESBEEMN
Vitasoy is an innovative company, a reliable employer and a TEBMH - RPWRELEET  URIBEATE
responsible corporate citizen dedicated to creating value for ARRFINREEBENELR -

our shareholders.

Vitasoy’s Core - Triangle of Nutrition, Taste and Sustainability

HEMDHNZOEE-TEE ERNAFERR | =4

Nutrition

Sustainability
AIER R

Taste
BR3E

Dr.K.S.Lo
EEFEL

Soy: Protein that is Kind to the Planet

AT HHREENERE

There are many ways for people to obtain

nutrition. But few sources are as environmentally

friendly as the soya bean. Known as the “miracle
bean,” soy brings tremendous health benefits to
individuals and the planet:

e Growing soya beans requires less water
than dairy farming, which means more of
this precious liquid resource can be used for
other purposes

e Compared to soy, dairy production produces
more carbon and methane, which are key
contributors to global warming

e Soya beans help build soil by fixing nitrogen
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About Vitasoy BER#ftu1

A Snapshot of Our Company
NGIE D

Products sold in nearly 40 markets
MARKETS ERITE I RN 40 EHi5
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More than 75 years of soya milk Number of employees FY2015/16 total revenue
production heritage worldwide 2015/16 B T 5 I A 4838
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Vitasoy’s Sustainability &N IiFERRE

Sustainability Vision

Population growth is putting the world’s food production
under pressure. Agricultural output will have to boost by
70% by 2050 from 2006 to meet demand, and resources are
limited.

As well as raising more food, we must also change the way
we process it. Today’s complex food systems pose many
challenges, such as maintaining quality and safety, preventing
food wastage and ensuring the livelihood of everyone in the
supply chain.

In addition, consumers are becoming more demanding in
terms of nutritional content, ingredient information and
health benefits. This also presents new opportunities to
maximise the nutrition in food products and meet health
needs.

As a food and beverage company, Vitasoy sits in the midst
of a major sustainability challenge that the world is facing.
Put simply, our Sustainability Vision is to provide the right
products to complement a healthy lifestyle and make
the products in the right way. This may mean producing
something that meets the nutritional needs of end users,
such as one of our soy-based products. Or it could be a
product that can be enjoyed as a delightful snack as part of a
healthy lifestyle.

Fundamentally, most consumers choose our products
because they enjoy the taste of Vitasoy’s products. Moreover,
we also want people in pursuit of a healthy lifestyle to know
that our products are in harmony with what they value. In the
end, we want people to enjoy their food in the full knowledge
it has been produced safely and in ways that impact the
environment as lightly as possible.
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Reference: United Nations - Sustainable Development Goals. https://sustainabledevelopment.un.org/sdgs
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CLEANWATER Having been providing affordable

AND SANITATION nutrition for more than 70 years,
Vitasoy is fortunate that we

are in a favourable position to

contribute solutions to global
sustainability efforts, for example
“Zero Hunger”, “Good Health &
Well Being” and “Responsible
Consumption and Production”
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Vitasoy’s Sustainability #t iR AIiSER R

Creating a Framework for Action

Vitasoy invested considerable time and energy in building
up its internal sustainability management last year. This was
done in parallel with a variety of on-going projects related
to product packaging, workforce training and making our
manufacturing more efficient.

However, the most significant development was the
decision to transform the focus on Sustainability around
the Four Pillars into a Two-Pronged Framework which
better integrates with the nature of our business. This has
enabled us to establish long-term goals that will support the
sustainable growth of our company. The framework includes:

e Making the right products
e Making products the right way

This approach provides us with a direction and guides our
work with our stakeholders to improve our company.

BIMITEESR

EF - BDHRARER BB D E AR AT
BRREE - REREE > RATEEER-ZFT
FBNEBFRS  BEEMEE BTHEIIURE
HEEMERS -

R REENBRERMAEETHERRNE
HEAIMAXE | SRS [EHER] SEEER
HMAUEYRERR  UBEBHFELER -
ZIEREBERLRE

o AESBENER
o RAGEMEERZE

EEMEREMREMATHIE  WIEERMESDE
BIEDGELRT] ©

The Vitasoy Sustainability Framework % th 473 /Y 7] 33 45 2% R #2242

Sustainable Nutrition
Product Portfolio
Emis

End User Engagement
HEEAAPHNBEE

Making
the Right
Products

EE%?EE‘JEE’i

Sustainable Operations

AFEERNEE

e Our Manufacturing
RMWEE

e Our Workplace
HIH TERE

e  Our Community

ZAtE




Vitasoy’s Sustainability &N IiFERRE

Making the Right Products

Packaged foods have become a major source of calories and
nutrition for many people. At Vitasoy, our R&D is primarily
focused on building a portfolio of plant-based products that
are compatible with a healthy lifestyle.

It requires constant innovation, and we are making good
progress in a number of areas, such as improving nutrient
fortification and controlling sugars, fats and other ingredients
that we need to be cautious of. Equally importantly, we are
committed to engaging with consumers and stakeholders
to advocate for a healthy lifestyle and to help people make
sound nutrition decisions.
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Making Products the Right Way

Offering good products is not enough. They have to be made
in a sustainable manner, so we must learn to make more with
less.

For Vitasoy, this means paying close attention to the
environmental aspects of our manufacturing - waste, water,
energy, product packaging and raw materials sourcing -
to continually reduce our environmental impact. It also
means building strong relationships with our employees
and communities to ensure that we are creating long-term
opportunities for them.
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Vitasoy’s Sustainability &N IiFERRE

From Framework to Action

Vitasoy’s sustainability strategy has been developed by our
External Affairs and Sustainability function along with other
members of the management team, under the oversight of
our CEO. The management team meets regularly to discuss
the programme, with individual departments taking the lead
in implementing the pieces most closely related to their
operations.

The new Two-Pronged framework will form the basis
for the future steps in our sustainability journey. Many
of these areas - such as product portfolio development
and manufacturing - have always been our focus areas,
while others, such as packaging and raw material supplier
management, will require more study and engagement with
our stakeholders.

We are developing KPIs for each focus area - some of which
we have already chosen, while others are evolving as we
improve our understanding of key areas that may become
additional KPIs in the future.
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Vitasoy’s Sustainability #t i AIiSER R

RN EE

Strive to innovate on ways to enhance

Making the Right Products - Sustainable Nutrition £E&BEHNER —
Product Portfolio

ERAs nutrition across our portfolio and ensure our
plant-based products are compatible with a
healthy lifestyle
ZHRIFURAERESNEBERE  WRR
BMWENARERESRENETES

End User Engagement As an advocate for a healthy lifestyle, help

HEXAFNREEFR consumers make informed choices for

healthier lives
ERREETEEANRES BB HEERE
& ARENETEELRE

Plant-based Nutrition AtB¥] B W& E
Increase plant-based beverage offerings
EIAEY R D RENRREE
Increase nutritious plant milk beverage
offerings
EINEEENEYDNRRINEE

Low Fat Offerings RRERR B8R

Increase “low fat”, “low saturated fat and zero
trans fat” beverage offerings

&b TEREAS ] I'ﬁﬁﬁllﬁaﬁﬁﬁs&‘tﬁaﬁﬁj
BBk mRIE

Low to Moderate Sugar Offerings
BEZERRERD

Increase beverage offerings with low to
moderate total sugar levels
EIMEEPREENSRREER

/

Making Products the Right Way - Sustainable Operations fRAREMEES % — TR MBENEE

Our Manufacturing

EMNEE

Help conserve precious limited natural
resources through smart and efficient uses

LU - BRMARBNL ENARER

Packaging EREHE
Strive to reduce the environmental impact of
packaging materials

ge

BOREERESRMERIBERL

Raw Materials Sourcing £%8# R4 £
Strive to ensure our raw materials come

from sources that help to protect delicate
ecosystems

ﬁﬂﬁﬁlﬁﬂﬂﬂi BREMRIS EERRAIR

Waste Management BEZE ¥ B2 3%
Help reduce impact on the environment

through reduction, reuse and recovery of
different types of waste

BBRED - BRAREWKTEEENERY B
BEHRENTE

Learning and Development S ZE15¢ 8
Provide learning and development
opportunities to employees to help enhance
workforce competency

RHESBNBEES - URASIHNEED

Our Workplace
AT TAERREE

Diversity and Collaboration 2 7t £ 8 B {74
Strive to establish a corporate culture that
values individual differences while promoting
collaboration

BHEVHBNLEL  ERETEAZE
2 HEEERE

Safety and Health & 2 B{2 B2

Maintain a safe and healthy work environment
and ensure employees adopt practices that
help to maintain such environment

HBRE TIREBZENER - S22 REN
TERR

Engagement and Involvement & A f1 £ 62
Enhance employees’ engagement and sense of
belonging to maintain a stable workforce

7JEDE§§IE@§R¥J§7FDE%I§E‘% R TEEBRE

Our Community

EMNHE

Advocacy and consumer education and
enhancement of opportunities for communities
to enjoy healthy lifestyle

EREY HEERENEMKE  BHES
ZRENEFER

Water Management 7k &R &2
Reduce the amount of water used to

manufacture each unit of product
BAHESHERNAKE

Energy Efficiency and Conservation

BETR X 25 A0 EF 49 BEIR

Reduce the amount of electricity and fuel used
to manufacture each unit of product

ROBGEBHERNEI MR AR

Percentage of fresh-keeping laminated paper
pack with FSC certification label
EEFSCREZBHRBESBLEANEN
x4

/

Okara recycling rate

ZEE =

/

/

Plant-based Nutrition {1 E & &
2016:82%
2021:85%
2026: 90%

2016:85%
2021:89%
2026: 95%

Low Fat Offerings 1& B 5 &R 5
2016:89%
2021:91%
2026:93%

Low to Moderate Sugar Offerings
BEEHRERR

2016:71%

2021:76%

2026:82%

/

Water Management 7k &R &2
2021:-10% vs 2014

2026:-20% vs 2014

Energy Efficiency and Conservation
Fuel usage A AE
2021:-15% vs 2014
2026:-20% vs 2014

Electricity usage &5 A&

2021:-10% vs 2014

2026:-15% vs 2014

To increase the percentage of fresh-keeping
laminated paper pack with FSC certification
label to 90% by 2019

7E£ 2019 F o 2 AU MED FSCAFEMAIR
HESEREZEI%

/

Maintain okara recycling rate to be at or above
9

99%
HFI%NRESNZERELE

* All years stated in the KPIs and Goals in this report refer to the fiscal year ended 31tMarch. For example, 2016 refers to FY2015/16
AREXNEARENEEREEFHABE=ZA=T—HLENEMBEE - 2012016 % 2015/16 S BFE
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Making the Right Products £ E&EBNER

Sustainable Nutrition

Product Portfolio

Focus Area EZi&ilE

Strive to innovate on ways to enhance nutrition across our portfolio and ensure our plant-based

products are compatible with a healthy lifestyle
ZHEFURAERACHNEREE  TRARMANEVATERESRENEETER

Vitasoy has been offering sustainable nutrition through
our plant-based beverages since the day we were founded.
We have continued to develop products that reduce
environmental burden, deliver nutritional benefits and
delight the consumer’s palate.

We remain committed to ensuring our plant-based products
are compatible with a healthy lifestyle, and with the World
Health Organization’s (WHO) recommendation to follow
a nutritious diet based on a variety of plant foods while
reducing fat, sugar and salt intake.! That commitment
has produced a range of plant-based beverages that are
important sources of essential nutrients, such as protein and
calcium as well as vitamins B and A which help to nourish the
body and support one’s health. Vitasoy is actively exploring
opportunities to improve the nutritional benefits of our
beverages through the use of natural and healthy ingredients
and functional nutrients.

Making “the right products” can make a huge difference to
individuals and is also tremendously beneficial to society at
large. A healthy lifestyle contributes to the prevention of
common health problems such as obesity, cardiovascular
diseases, diabetes and several types of cancer. That, in turn,
helps reduce the healthcare burden and free up resources to
cater for other needs.
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i World Health Organization. A healthy lifestyle. Available from: http://www.
euro.who.int/en/health-topics/disease-prevention/nutrition/a-healthy-lifestyle

IOt R E A B — A healthy lifestyle © 58 2 B : http://www.
euro.who.int/en/health-topics/disease-prevention/nutrition/
a-healthy-lifestyle



Making the Right Products £ E&EBNER

Plant-based Nutrition

A plant-based diet with a high proportion of vegetables,
fruit, whole grains, legumes, nuts, and seeds offers many
advantages. It is usually lower in total fat, saturated fat
and cholesterol than one based on foods originating
from animals. A plant-based diet is also associated with
a lower risk of obesity, coronary heart disease, high
blood pressure, diabetes and some forms of cancer.’
According to a recent report by the US Department of
Health and Human Services (DHHS) and US Department
of Agriculture (USDA), in addition to being more health-
promoting, a plant-based diet is associated with less
environmental impact than a higher meat or non-plant-based
diet.

To echo the research and the WHQO’s recommendations
for ensuring a healthy lifestyle?, Vitasoy has been offering
a bevy of innovative plant-based products in the past five
years. They include VITASOY GO and Calci-Plus Sterol in
Hong Kong, the Health-Plus series in Mainland China, and
the almond milk range and coconut milk range in Australia.

LEMATNRREESSLANGER - kR - 2R
¥ TR BRRET IFREEFE  MAE
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INRBBRAUREREN  TRARDEIHIFE
MBENRETREBNREHE

ROEEAARRERERFEARMBRELEER
KXEVERY  EMHDBERERFRTERIR - HERH
MLVEM RS BENER - BFEEBH [VITASOY
GOJMIBREIRS  PEAENEE+] R
B BARGEUMEY TR0 F TR 451 &5 o

e Goal: Increase the proportion of plant-based beverages in our portfolio, from an average of 82% in 2106, to

85% by 2021 and 90% by 2026

BiE:  EEMASPEMUBYRS BENERR" - IEHEELL B 2016 FHITF1982% » 1R 2021 F K% 2026 F 5 BliRFAZE

85% #190%

e Goal: Within our plant milk¥ beverage portfolio, we will increase the proportion of plant-milkY meeting the
nutritious beverage"i criteria, from an average of 85% in 2016, to 89% in 2021 and 95% by 2026
B EEYDERASHENFES EERRY | WIEZENLLF - BERELAI2016 £ F 19 85% » 12021 F K&

2026 F 73 BIIRFH = 89% F1 95%

American Heart Association. Vegetarian Diets. Available from: http://www.
heart.org/HEARTORG/HealthyLiving/HealthyEating/Vegetarian-Diets_
UCM_306032_Article.jsp#VOKCW;jV97ct

US Department of Health and Human Services; US Department of Agriculture.
Scientific Report of the 2015 Dietary Guidelines Advisory Committee.

Available from: http://health.gov/dietaryguidelines/2015-scientific-
report/PDFs/Scientific-Report-of-the-2015-Dietary-Guidelines-Advisory-
Committee.pdf

World Health Organization. A healthy lifestyle. Available from: http:/www.

=z

euro.who.int/en/health-topics/disease-prevention/nutrition/a-healthy-
lifestyle
v Contain Omg cholesterol

=

Milk-like beverages derived from plant ingredients such as grains, legumes, soya
beans, nuts and seeds

s,

i Please refer to Table 1 in Appendix for details on criteria for “nutritious
beverage”

i ZEBUEHE — Vegetarian Diets ° 52 : http:/www.heart.

org/HEARTORG/HealthyLiving/HealthyEating/Vegetarian-

Diets_UCM_306032_Article.jsp#.VOKCWjV97ct

SEEEMDAHEREE X EEZEE — Scientific Report of

the 2015 Dietary Guidelines Advisory Committee © & 2 £4:

http://health.gov/dietaryguidelines/2015-scientific-report/PDF s/

Scientific-Report-of-the-2015-Dietary-Guidelines-Advisory-

Committee.pdf

vt R OE 4 A B — A healthy lifestyle © 5 2 B : http://www.
euro.who.int/en/health-topics/disease-prevention/nutrition/
a-healthy-lifestyle
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Making the Right Products £ E&EBNER

Our commitment to enhancing the nutritional benefits of
our products can be seen clearly in what we have already
achieved and in the KPIs we have set for the business.

“Nutritious beverage” has limited sugar, fat or saturated fat,
and acts as a source of important nutrient, such as protein,
fibre, calcium, vitamin B and vitamin A, which helps to
nourish the body and support one’s health. Beverages are
qualified as being nutritious based on relevant local market
regulations and standards. Please refer to Table 1 in the
Appendix at the end of this report for details.

Fat Content Reduction

Vitasoy supports the WHO’s recommendation on controlling
fat intake and replacing most saturated fats with unsaturated
fats, while limiting the amount of trans fat in the diet."

BY IR EREBENENE - AR IEN
FLR AR FRR] E MBS AE B R BEISIE ©

[EBHM | SAERNED - ESMELR - X
AEREREERNREF  MEQHE - SR 5
Bt BNEMTA ELEEBERTNLESR
MEFRE - MY [EERR I NERS T TEME
AHmENEERE  FRAERNEERR - B
RREZEBDHMER—SEFMEN -

PR AERD & 2
HEAME R R E A AS R R R E AR

& 0 DASFERAI BRI BN R R0 R AN B D » 6 PR I &R
BPE R o v

e Goal: Increase the proportion of low fat or low saturated fat and zero trans fat choices in our beverage
portfolio from an average of 89% in 2016, to 91% in 2021 and 93% by 2026
BE  EERASTEMSRKIERREEFIEL AR S RAIEHRGLE - LAERELLHIHE 2016 FHIF1589% » 72021
F5% 2026 F0 BRI E 91% F 93%

Sugar Content Reduction

Vitasoy also supports the WHO’s recommendation to
limit the intake of free sugars.* Vitasoy has in fact been
offering NO or LOW sugar products since 1990 when we
launched our first “No Added Sugar” product - Pure Soya
Unsweetened Bean Extract. Since then we have been
expanding the portfolio with the addition of new LOW or NO
sugar products.

RS =2

MM ER St REEAABNERS RS
BHEINE . BE L EMNHEI1990FHLHEE
—FEARIME] B - [ EERNEA TSR 5
e EREREEREIERER  TTEHEERE
B R IR N R SREAER S o

e Goal: Increase the proportion of beverages with low to moderate sugar* in our product portfolio, from an
average of 71%in 2016,to 76% in 2021 and 82% by 2026
BE  EERASTENEZREERD WELF - BB HIH 2016 FHFIT71% » 72021 F K 2026 FH BIIRAZE
76% F182%

Vit World Health Organization — Diet. Available from: http://www.who.int/
dietphysicalactivity/diet/en/

X World Health Organization — Diet. Available from: http://www.who.int/
dietphysicalactivity/diet/en/

* Meet low sugar criteria or total sugar content limited to not more than 7.5%

vi ff B 4 4 B — Diete i 2 B http://Iwww.who.int/
dietphysicalactivity/diet/en/

ot S OE 4 A & — Diete 3 2 B http//www.who.int/
dietphysicalactivity/diet/en/

* BREREEERERISETBBT.5%
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End User Engagement

Focus Area EZi&ilE

HEKAFNEE

As an advocate for a healthy lifestyle, help consumers make informed choices for healthier lives

EREELEERANREE  BBHEEZREEN  RRENEFEFHEE

Vitasoy understands that consumers are increasingly
demanding healthier products with simpler ingredients. They
also want easy-to-understand product labelling and easily
accessible product information.

As a responsible manufacturer of products with plant-based
nutrition, we are committed to addressing those needs and
helping consumers make informed, healthier diet choices. To
enhance clarity of nutrition information of our products in
order to help end users identify beverages that best suit their
lifestyles, we intend to enhance our design and nutrition
information on the product packs.

At the same time, we will continue to communicate beyond
packaging by providing the most updated nutritional
information and health news about our products online and
explore other channels of communications.

Vitasoy also seeks to provide efficient and courteous
customer service to enhance end user satisfaction. Our
customer service hotline, which is managed by well-trained
customer service representatives, is printed in every
Vitasoy product package for consumers to raise enquiries
and provide feedback to us. Consumers also have access to
information about the operation and management of the
Company through our annual reports. We will not make any
misrepresentation, exaggeration or overstatement.

Product Policies and Consumer Protection

Vitasoy adheres to an uncompromising philosophy in
quality standards, which is vital to business sustainability.
In addition to strictly complying with food safety and
labelling regulations of the markets where our products
are manufactured and sold, we apply quality standards
right from raw material management, production and
process control to finished goods assurance. Examples of
accreditations and certifications awarded to us include
Hazard Analysis and Critical Control Points (HACCP),
Good Manufacturing Practice (GMP) and International
Organization for Standardization (15022000 and ISO%000).

We have a well-established alert mechanism. A Crisis
Management Team comprising members of senior
management from all related functions is in place to handle
urgent product related incidents.

D TRIBRESNEEETEERENER
REBENERRD  HFFE2ERRBERSE
iR MEmMENTEZEH

(BB ENEBNERNAREEEN  RAD
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0F - RMTHREEREE L OEERSANE
it o

B RMSHETA LRHBEREMNERNSHN
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HYSRIE o

RTREBKAFPNMEE SN NREHME
5 RBBRIIRYE - RANWEFRBELLZH IR
BEENEFRBEERNERE  MABEMNER
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EEER - AT TUMERMANFR - THEAL
ANEBEENER - RMUFSEEMRE - KX
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EmBREHEBEERE

HEEDRARERXSEBRERRNESR At
BIT-WMRE  BARSHREER - EEMA
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Making the Right Products £ E&EBNER

Vitasoy has been adopting a Trademark Policy which
provides the fundamental guidelines for employees in using
the Company's trademarks in appropriate ways without
diluting the distinctiveness of our trademark rights. We also
engage a trademark agent in the United States to maintain
and defend our intellectual property (IP) rights and take
actions whenever necessary to safeguard the Company's IP
rights.

Vitasoy is also committed to protecting consumers' personal
data. This is stated in our Internet Privacy Policy which
is posted on the Vitasoy corporate website. Consumers'
personal information is maintained with care and can only be
accessed by authorised persons.

HEMDEFFTERRE  FIRERES  UEST
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Making Products the Right Way IRB&EEER %

Sustainable Operations

Our Manufacturing

Food and beverage manufacturing has a comparatively low
impact on the environment. Nonetheless, the industry is
facing increasingly challenging sustainability issues arising
from climate change, water scarcity as well as energy use and
the discharge/disposal of waste.

Focus Area EEL &l ;

AFERRNEE

RMEEE

HERRRBMBHREBROLERE - A
EETREMYARRBCTROIFERRIE
HUPRER - WUKEIRIDER - BEJRAE P A BE R YD A9 BE AR
MEE -

Help conserve precious limited natural resources through smart and efficient uses

LURH - BRNAXBHNEENBRER

Water Management

In addition to being the main ingredient in most of our
beverages, water is also used in many operational areas
including heating, cleaning and cooling.

Accordingly, Vitasoy carefully tracks water use across all our
facilities to understand consumption patterns and identify
gaps and opportunities to reduce the amount of water used.

Currently we are working on increasing the amount of
water we recycle for use in some of operational areas. This
approach helps lower the total amount of water Vitasoy
consumes. For example, our plant in Foshan continually
recycles water used to cool production line machinery, saving
tens of thousands of tons of water every year.

In our Shanghai plant, optimisation of the can production
line process has helped enhance efficiency, resulting in a
reduction in the need for Clean-in-Place (CIP), contributing
to areduction in water usage and discharge.

KEREHE

KEFMEZRMARBDRROEEME > EEZ
FERERZNEESREL  SFEME - BRANLIR

BRRIL - 4 b5 17 40 3t BRE AT A SR B 0 A KB
W AT BAKERFER TR ENEE RS
HERKE

# A B AN E 2 08 IR R — SIS R A
BHEEEBREEMDEEKERNIER - f
e REESLNBEFEERBERKSAEER
- BFEHOBUEMAAKE -

BB BEUE L RENEERFRARE
RAESEART ARG ATERRAKEMBERK

e Goal: Reduce the amount of water used to manufacture each product unit by 20% by 2026 compared with

2014, with a mid-term goal of 10% by 2021

BR : 22014 8L - £2026 FRZ AR EESHERNAKEE 20% - P EERE 2021 FRZATFEE 10%

YEAR
F 4

Water usage/case (kg/case)*
FAKE/FE(RFF/5E)*

FY2013/14

38.2

FY2014/15

37.4

FY2015/16 FY2020/21 FY2025/26

37.5 34.4 30.6

Percentage change over year
2014
B2 2014 F LA B 10 b B _

-2.1%

-1.8% -10% -20%
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Energy Efficiency and Conservation

Vitasoy is committed to continuous improvement on
efficiency of fuel and electricity usage, and have implemented
avariety of initiatives in the past year.

The Hong Kong operation has improved efficiency by
optimising the design of water cooling pipes, which in turn
helps to reduce electricity usage. The plant has won the
World Green Organisation’s Green Office Label for the
second consecutive year.

In Mainland China, all our manufacturing plants are designed
with a principle to maximise the use of natural sunlight
and ventilation. Other initiatives to help further reduce
electricity consumption include the use of LED lighting
in newer plants, the gradual replacement by LED light at
existing plants in areas where applicable, the increasing use
of water-cooling type frequency inverter driven compressor
air units in production lines as well as the use of solar energy
heaters in dormitories. Our dedicated efforts to selecting and
using highly efficient machines to increase manufacturing
productivity is also a major area of our energy conservation.

BEIF 3 25 M BO A9 BEIR

HEMIMBAOERBNENERN NG L IFEELHK
& WEEFRITT RSEBERE

HMEBFBNEEUBLLAKENRRANG
MEREELER - BETEEMFRESHRAGEAE
BEBN [ RERAERE]

AP E KRR PTE R & L7 20 R B B R EH
BREERRTRR o HAEDBEHE e 815 £ BUH YRR
FEMABX B (LED) RBPAL - Y EREHE
BEMNMHELSERLEDE © I TIEMELE
BREGERKSASIERDEREBER  WESTTE
ERAKRGRERKER - RMEBHRENRASRH
BEMHEBRURRALED EEHRRMSENER
i o

e Goal: Reduce fuel usage by 20% by 2026 compared with 2014, with a mid-term goal of 15% reduction by 2021
1% : BE2014 AL - 2026 FHZ AR EESHERNREARE20% - PEBERE 2021 FR 2 A 15%

e Goal: Reduce electricity usage by 15% by 2026 compared with 2014, with a mid-term goal of 10% reduction by 2021
B EH2014 M - £2026 FRZAIHPEEBHEMMNE N ARE 15% 0 FHBERE 2021 F Z A1 10%

YEAR
F 4

Fuel usage/case (KWH/case)*
MBI AE/fE(TERE/F)

FY2013/14

2.135

FY2014/15

2.132

FY2015/16 FY2020/21 FY2025/26

2111 1.815 1.708

Percentage change over year
2014
2014 FEBM B ML _

-0.14%

-1.12% -15% -20%

YEAR
F£4

Electricity usage/case (KWH/
case)*
BEHAZ/FA(TERR/FE)"

FY2013/14

0.843

FY2014/15

0.847

FY2015/16 FY2020/21 FY2025/26

0.808 0.759 0.717

Percentage change over year
2014
82014 FLLERH B R LB =

+0.5%

-4.2% -10% -15%
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Use of Clean Energy

As well as conserving limited natural resources, Vitasoy is
doing its best to use clean energy as part of its strategy to
reduce environmental impact. At our new plant in Wuhan,
China, we are using biomass, which is a type of fuel made
from re-used organic material, as the fuel for the facility’s
boiler. This is a type of cleaner energy with emissions
comparable to that of natural gas and lower than fossil fuels
and conventionally generated electricity. The new plant is
also implementing a trial project to explore the use of solar
energy for part of its operations. As mentioned above, at
many of our other plants, our dormitories use water heaters
that run on solar energy.

Going forward, our target is to use solar energy for non-
production applications, such as air conditioning and lighting,
in existing and new plants.

Further Initiatives

In addition to reducing the environmental impact of our
existing operations, Vitasoy is also very aware of the need
to identify new opportunities for decreasing the company’s
environmental footprint as our presence expands. Our new
plant in Wuhan, opened in March 2016, is Vitasoy’s first
plant in Mainland China designed in accordance with the
LEED (Leadership in Energy and Environmental Design)
Gold Certification requirements developed by the US Green
Building Council. Environmental efficiency elements include
using natural air for ventilation, natural sunlight and solar
energy, as well as water and heat reuse systems. In addition,
the fence and outdoor benches are constructed with recycled
composite made from packaging paper. We will continue to
follow the same design standard as we build new plants.

& /2 FBE R
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Solar panels at the Wuhan plant in China
B EE RS B AR BEAR
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Biomass, a type of fuel made from re-used organic material, is used for the Wuhan plant's boiler

RERE KA R BEARYRANENEERBERE

Focus Area E B &=

Strive to reduce the environmental impact of packaging materials
HOREERERYRHRBERNTE

Packaging

Vitasoy has always cared about how packaging is produced
and the environmental footprint it leaves. This will be a focus
area in Vitasoy's sustainability journey from the intake, ie
choice of materials, to its usage and disposal. Efforts are
underway to understand this entire area and to explore
potential initiatives with various parties to help contribute to
the reduction of environmental impact.

This is a major area of usage of raw materials and poses a
number of complex issues for the food and beverage industry.
It must protect and preserve delicate products under a wide
range of conditions in storage, during transport and on the
shelf. Disposal of packaging after consumption is also a major
environmental challenge for this sector.

We typically use four types of packaging - PET bottles,
aluminium cans, glass bottles and carton paper packs so as to
offer a selection of packages to suit the varying needs of end
users.

PET Bottles and Aluminium Cans

In the last three years, we have reduced the weight of PET
used in bottles by 1.3% and amount of aluminium used in
cans by 8%. We will continue to push this as far as we can
without compromising package safety or functionality. For
example, we have been looking into further weight reduction
for aluminium cans, and in 2015 we developed a new kind of
cap for PET bottles that weighs 18% less than previous caps.

In addition, we are studying and exploring the use of
different materials for our packaging. Initiatives are in place
to understand the environmental footprints of different
materials so as to allow us to develop solutions to our future
packaging.

Eme®

HED—RETEERMENEERERERE - &
EREMDITIFERRER EHP—EEMESE
HYBRRE LEUNEER  BAEBHTHE
FEMN—Y) > TEAEEERNTTHELR  BR
BEHRENTEFERER -

BEREEMENERRARZ— XARGRREAMT
FUTERZERNEE - BRYB AT TRERER
BiERE  BEANEER LHER - RENRES
BENOERENER EEREREK  IERNEER
MR BITEFTRBAMNRERE -

EREEERAENERRYH  BEBRHE_FRZ
—fE (PET) 2218 - {21 - REENEEREE - B
EmRLAFRMUZERE  ARTRAFRE

BUHR_HFBRC -0 (PET) ZRB MR

EREF=F KMAZBEREPETYRMNESRE
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Fresh-keeping Laminated Paper Pack

Fresh-keeping laminated paper pack accounts for the largest
portion of our packaging and are, therefore, an area of great
importance for us. We use fresh-keeping laminated paper
pack so that our drinks can be kept in a safe and hygienic
environment and in an energy efficient way as they do not
need to be refrigerated.

We are committed to using paper that is certified by the
Forest Stewardship Council (FSC) to ensure it comes from
wood fibres sourced from sustainably managed forests.
However, currently not all our product packs are printed
with FSC certification labels. In view of the increasing
environmental consciousness of consumers and the
increasing demand for information related to environmental
footprints, we will strive to increase the number of packs
with FSC labels to enable consumers to understand our
efforts in this area.

REFEESEEAR

REESEEAINERETEMABEYHHREN
ARG HEHRMNEHEE - FARBESER
BF TREREMANKGNZZNEE  MEET
R REEBIETAIREIR o

BMBAOERAMERZS S ](FSC) R = M
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Goal: To increase the percentage of fresh-keeping laminated paper pack with FSC certification label to 90% by
2019

B 2019 F R ZAIEMEN B FSC RREBNRHESBRAZEN%

FY2013/14 FY2014/15 FY2015/16
Percentage of fresh-keeping laminted
paper pack with FSC labelled paper
HEFSCRHEEENREESBEAEN
Bt 21.4% 31.8% 52.1%

The Forest Stewardship Council |
AMEEZEE

The Forest Stewardship Council (FSC) is an independent, non-governmental, non-profit organisation
which promotes responsible forest management worldwide. Via a rigorous certification system, it provides
internationally recognised standard-setting, trademark assurance and accreditation services to companies,
organisations and communities interested in responsible forestry. Through its forest certification programme,
FSC contributes to the development of responsible forestry practices around the globe.

AMEEZES(FSORBYNIBNHLRRE  FHARHREEUASTSANEEEERMNER - FSCEBRE
NRAFRRARERASUERCRELEMRENLT #BNLERHFTRERITRE - BERERIAZRE -
FSCEERMARITEERREREBTENOMEBREF % -

i Information taken from The Forest Stewardship Council website
ERBEAMEEZESHIE
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Focus Area E BL &= .

Strive to ensure our raw materials come from sources that help to protect delicate ecosystems

B RARFEM R B REM SRR RIR

Raw Materials Sourcing

As a responsible corporate citizen, Vitasoy is committed to
selecting and working with suppliers who share our vision of
sustainable development. Focusing primarily on plant-based
products, our main edible raw materials are soy, tea leaves
and other agricultural products.

To ensure a continuous supply we work with suppliers from
different countries, most of which have well-developed
agricultural sectors and strong national regulatory systems.
We also work with a number of contract farms in Australia
and Mainland China that supply us with soya beans.
Understanding their farming and environmental practices
is extremely important. We conduct field audits to help
suppliers remain in alignment with sustainability goals.

At Vitasoy, the Purchasing and Product Development teams
collaborate closely. That may include requiring appropriate
certification to prove the source of a certain raw material.
For example, one of the stabilisers used in products
manufactured in Australia comes from a sustainable palm oil
source which is in compliance with RSPO - the Roundtable
on Sustainable Palm Qil supply chain certification system.

As a company that is rooted in soy milk production, we have
a stringent policy of purchasing only certified organic or
selected non-genetically modified (non-GMO) soya beans.
Regular certification verification, testing and audits are
conducted to ensure full supplier compliance.

HRIB R #

EREEENEELR DB I EERME
FHEFEEREASOMHER RS FE &K
MEBETREEVAEINER - WU RRARERMH
ITER/ARE REMHEMBER -
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Going forward, we will be adding more systematic
procurement policies and tools. The goal is to ensure that
our suppliers are helping to protect and improve the natural
environment while at the same time supporting the social
and economic needs of farmers, their employees and local
communities.

Focus Area E B & :

Help reduce impact on the environment through reduction, reuse and recovery of different

types of waste

FEREY - BAREKTEERNERY - BIEHRREN

Waste Management

The soy sector does not typically produce any hazardous
waste, and Vitasoy is no exception. All solid and liquid waste
is disposed of according to local government regulations and
requirements. Liquid discharge is treated through our waste
water treatment system before being released into the local
community’s sewage systems.

The original glass-bottle packaging for our signature
VITASQY soy milk product is still popular in Hong Kong and
Mainland China. We have maintained a high bottle reuse rate
of more than 90% for years, and will continue to enhance
that through ever more efficient logistics systems.

Another major type of solid waste is “okara” - the residue left
after soymilk extraction. In recent years, more than 97% of
the okara generated at our manufacturing plants has been
passed to recyclers who convert it into animal and fish food.
Our goal is to boost the okara recycling rate still further to
99%.

REHK  RMEARANRBIENAEZARS
MR RBHEMNER - BEERBRAMEEHHREN
REBRRREH-—20 BRAEHEX  HES
NEBTENTEREBEERMUZS -

BERYEE

REHRITE-RISELENEZERY - #i
MWIRA - PR BB AR AE BRI Y & IR IR B BUF R
EHERMERER - REHRYITEEREMNT
KEBRBERITERE  RETHHOHTBTKERSL -

HMURBEERENSHMRENER  BES
RMEBBMAERERZERL - RABE B4
FBB 0% MRBER AR » YKEESBEAN
RNMARRGERESHIR

S-EIENERERYAEE  RRAZTREN
SHMERNREGRY c EOLF  RASLEEREE
BI7%WEEXTEIWE  SEERBARKE
ERRNAE - RANBEREMEENEKRERE
99% o

Goal: Maintain okara recycling rate to be at or above 99%
B #F9%BESNZER =X

Okara recycling rate*
ZERE W E

99.2%

99.5% 99.7%

At a Vitasoy Group subsidiary, the catering services provider
Vitaland Services Limited, a licensed food waste recycling
operator, has been appointed to collect unused lunch boxes
and food waste. The leftovers are sorted, processed and
transported directly to local fisheries and farms to be used as
fish and poultry feed.

*  Data on water, fuel and electricity usage as well as Okara recycling for the US
plant have been excluded for consistency in tracking related performance in
the future, as the assets in relation to the Mainstream and San Sui Businesses
in North America have been sold in May 2016
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Our Workplace

Facing increasing competition and talent shortages at every
level - same challenges faced by companies operating in
Hong Kong and Mainland China - Vitasoy needs to enhance
our ability to attract and retain the right people to support
our growth and development. This is particularly important
as we pursue our “Go Deep Go Wide” strategy in Mainland
China.

In addition to a stable workplace, employees and potential
employees are increasingly looking for companies with core
values that will enable them to thrive in today’s challenging
market.

Nurturing this valuable company culture is the responsibility
of the Human Resources department along with our
management. Our core competency model - based on the
Vitasoy Success Drivers (VSD) launched last year - covers
every aspect of cultural excellence, from external facing
customer focus to internal collaboration across teams and
individual accountability.

In addition, Vitasoy has established policies to encourage
best practices in workplace management, including employee
development and engagement, diversity policies, an anti-
corruption code and a comprehensive health and safety
framework.

The result is a distinct corporate culture that is
simultaneously true to our heritage and fully-aligned with
our future goals.

B AR TERIR
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Core Competency Model - Vitasoy Success Drivers

Common attitudes to guide behaviour and performance are
an essential ingredient for successful growth. Launched in
FY2015/16, the VSD core competency model is designed
to align skills, attitudes and behaviours and set clear
expectations of employee performance through six critical
success drivers.

Employees across the entire Vitasoy business have
participated in trainings and interactive programmes to see
how VSD can be applied in their daily work. Behavioural
indicators for different job levels have been incorporated
into the Company’s Performance Management System
(PMS), ensuring alignment between expectations and the
actual performance of employees across functions, regions
and business units.

BIOBEDRE - #MIH T8 (VSD)

U —NEETARESIEETIBETANIMER
BERDBEENEEREZ  RFANZOEEHER
VSDA2015/16 B N FEEY » UREBE T H
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Human Resources Focuses

Vitasoy believes that the best way to ensure a stable
workforce is to promote equal opportunities in every area -
from compensation and benefits to recruitment, training and
development as well as promotion and transfers. We focus
on creating benefits and value for the individual as well as
for the organisation. This includes encouraging development
and learning, embracing diversity - regardless of nationality,
race, religion, gender, age or family status - and collaboration
along with safety and health. The result is a genuine
meritocracy where everyone is assessed on their ability and
performance.

Learning and Development

Focus Area EE&EilE ;

Provide learning and development opportunities to employees to help enhance workforce

competency
RHESBBINBEHE  URABSIMNE

AV EREREHE
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The Company is dedicated to maintaining our investment
in training and development programmes. Last year, we
provided nearly 1,660 employee training and development
opportunities across Vitasoy’s business units. Topics ranged
from management skills, personal effectiveness, sales
techniques, customer service, quality improvement and food
hygiene to workplace safety and technical skills as well as
special purpose trainings.

RA-—EFNEBRBEREEIRIIRERE
B RAEEXFREMDERBEVNE TRMES
I1,6601EENMBREE - FINEERESHE
WREERED - EAMEE HERS - FFR%K - &
EXENEREE  BIFRENEXERKE  BF
TRE R A4S B AYEE S o

Total Hours

b [Pl 58,067 107,377
Training Hours Per Employee

BT AIGEIIRE 9.76 15.07

i Training hours are significantly higher due to the roll-out of Vitasoy Success
Drivers (VSD) across functions, regions and business units

POt BN D (VSD) EREhEEERFY - BB B LAY

TR I B A
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Talent Management Programme

All Vitasoy operations have adopted the Talent Management
Programme, which identifies the best and brightest
candidates for further development and management
training.

One of its key components in Hong Kong and Mainland
China is the Management Trainee Programme. It offers
assignments in different departments, on-the-job coaching,
knowledge and skills training, mentor and peer support
scheme as well as cross-border exposure. The ultimate
goal is to prepare trainees for long and successful career in
supervisory positions.

World Class Manufacturing

While Vitasoy is committed to sustainability, we also
understand the importance of efficient, cost-effective and
superior manufacturing practices. We began to adopt best
practices from the World Class Manufacturing (WCM)
Programme in Mainland China in 2015 to ensure the highest
standard of operation across all our plants in Mainland China.

A series of structured training modules focusing on
operational and cost efficiency is being organised and will
initially be rolled out to the Mainland China plants, with
plants in other locations to follow.

Continuous Improvement

To drive ongoing improvement and enhance the Company’s
competitive edge, Vitasoy launched a company-wide
Continuous Improvement (Cl) Programme in July 2015 in
Hong Kong. At the senior management level, continuous
professional development training programmes enabled
Directors and members of the Senior Management team
to keep abreast of the latest regulatory requirements,
corporate governance practices, macro-economic and
consumer trends.

AT EHEEFH
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Diversity and Collaboration

Focus Area E B &l -

% U B2 E B 17 1F

Strive to establish a corporate culture that values individual differences while promoting

collaboration

BHBRIHABNEEL ERETBAAZE - IMERHE

Vitasoy appreciates the importance of a corporate culture
that values individual differences. That is one of the reasons
we actively promote collaboration as one of our key
success drivers, and incorporate performance indicators on
collaboration into our Performance Management System
where employee performance is measured and evaluated.

Our talented workforce is growing, and we are maintaining
a high-level of gender diversity. As of 31t March 2016, the
Group’s total workforce stood at 7,124, with the number
of full time staff increasing by 15.07% to 5,460 - mostly in
Mainland China, where our business continued to expand.

HDHEECESHR  ERSUETIHEA
BE AERMAEEEDEBEGE  SESKSDE
hz— o BEBETMA [ THERREBRL |+ -
BRTEET TERRNERZ— -

RAOATEBETEIEKR » 4SS ER B 5
FEe HE2016F3H31H - EEHE7,124%
ET -EHBEAFHAL ZBETAZIEMI5.07%ZE
5460 N BIAEBMERTEREEKSERR
HI R B AR o

FY2013/14 2,632 2,772 5,404
FY2014/15 2,754 3,194 5,948
FY2015/16 3,270 3,854 7,124
FY2015/16 Gender ratio £ RlItE % 46% 54%
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Safety and Health

Focus Area E B &l -

Maintain a safe and healthy work environment and ensure employees adopt practices that

help to maintain such environment

BRETERMBZRNER  EFZ2EENTHERE

Vitasoy is deeply committed to maintaining the health,
safety and welfare of our employees. Occupational Safety
and Health (OSH) Committees - comprising management
and technical staff within individual operations - have
overall responsibility for regulation compliance. They
review all work safety and health policies and procedures.
When necessary, preventive and corrective measures are
implemented to minimise potential hazards and accidents.

All Vitasoy employees attend annual work safety training
sessions on quality and safety procedures to update and
reinforce their knowledge. We also engage an external
accreditation organisation to conduct audits on the safety
of our production lines according to Good Manufacturing
Practice (GMP) and I1SO standards.

The Lost Time Injury Rate has slightly improved in
FY2015/16 compared with last year.

HUMBHREETHRE Z2MEH - B2
ZESHEEBEUNSTERRMASHER 88
BERTESHR  URNAETERZENRENBER
MEF - RATRFRRDGHEREERR &R
ENBINRRBERE

FrE#MNMETEFESMIAEREEI - UEH
REEMMERENZZREZNEEEE - RAK
ZRENADERE  RRIRFLEERSE] (GMP)
RSO BREERLEERBEETLREER °

2015/2016 T FENBEA IR I SRR EFHE
R -

Lost Time Injury Rate'
BAIRIER

1.32 1.30

i Lost Time Injury Rate is calculated based on the amount of time lost due to
injuries per every 200,000 hours worked

T BRI IEERIRES 200,000 TRH THEBAREE
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Engagement and Involvement

Focus Area E B &l -

BRAMZ

\|

<~

Enhance employees’ engagement and sense of belonging to maintain a stable workforce
IEETHHEENEER  #FIFEERREE

Employee engagement is a core Vitasoy strategy for
enhancing productivity and boosting workforce stability. In
FY2015/16 employee turnover has improved by 28% over
the last year, with a relatively low average rate of 15.91%.

The Staff Welfare Centre organises activities to strengthen
the bonds within the Vitasoy family and promote a sense
of belonging. Last year, the Company held a wide range of
activities to encourage work-life balance among staff.

In addition, our first Employee Engagement Survey,
conducted in 2013, produced more than a hundred actions to
help nurture company culture and enhance human resources
policies and initiatives. We have high hopes that the next one,
scheduled for the second half of 2016, will do even better at
identifying areas for management attention and pinpointing
the overall level of engagement and satisfaction with every
aspect of employment.

Anti-Corruption

Vitasoy’s business principles and practices are designed
to foster a strong ethical culture that leads to employee
engagement and customer trust.

Naturally, it goes without saying that Vitasoy strictly
prohibits bribery and corrupt practices. Accordingly, the
starting point for ensuring that business is always conducted
with integrity, is to uniformly comply with the anti-corruption
laws in every market where we operate.

Our Code of Business Conduct clearly defines expectations
for accountability and integrity for employees in every area
of the business. All directors and employees are required to
read, understand and strictly follow the Code. In addition,
a set of Supplier and Contractor Guiding Principles guides
employees in establishing healthy long-term partnerships
with these stakeholders. Combined with an effective Whistle
Blowing Policy as well as risk management programmes,
the Company maintains a high standard of integrity and
impartiality.

ARAEENNITEERNEBEME  HEETHH
HEERHFEMPDHE P — B0 KB o 5 2015/2016
FREE  SENEIFHIRAES1591% X
FiFd 28% o
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Our Community

Helping to enhance wellness and the pursuit of healthy
lifestyle in the communities around our operations is part of
our commitment to ensuring sustainable operations of our
plants.

Focus Area E BHEiE :

M9 E

BMRESEEELEHRESBRERLEFE
N DR REE € B RN -

Advocacy and consumer education and enhancement of opportunities for communities to

enjoy healthy lifestyle
ZREE  HEEYANENIKE  BHEZIREMNEZTEN

“Nourish Your Body, Nourish Your Mind”

Vitasoy recognises the importance of a healthy young
generation to support the sustainable development of
society. As such, the Vitasoy Group has pursued a number
of community programmes in Hong Kong and Mainland
China during FY2015/16 under the theme of “Nourish Your
Body, Nourish Your Mind”. The programmes were rolled
out to provide more education opportunities to those in
need and promote health and nutrition knowledge to local
communities.

Education

In Hong Kong, the Group continued to provide bursaries
to undergraduates in financial needs through Vitasoy
and Dr. K.S. Lo Foundation. Partnering with the Wuhan
City Youth Development Foundation, Vitasoy China
granted scholarships to 20 financially disadvantaged,
but academically outstanding food science-related
undergraduates, at Huazhong Agricultural University in
Wuhan, Mainland China.

[BESD]

D RERENFE BT —RY TR B THER
RWEBH - B RRUE - I E B 2015/1681
PG TONICES B Pl PN
T-RFIMBER - BEEDEEREBEALE
HFSHERE - LRSI BE B ERRER
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Community Enrichment and Support

In partnership with the St. James' Settlement, Vitasoy Hong
Kong has launched a new year-long community programme.
Called the “Vitasoy Nutrition Exploration Journey,” it has
already reached more than 200 primary school students.

The aim was to help enrich and strengthen children’s learning
and development by broadening the scope of education and
providing knowledge of food and nutrition. The programme
included talks and classes, English writing and presentation
workshops and field trips. It was also designed to stimulate
creative ideas development by organising a drink invention
competition.

Through Vitaland Services Ltd, Vitasoy has organised seven
nutritional talks to more than 500 students, teachers and
parents, as well as sponsoring school activities to promote
balanced diets and healthy lifestyles. The company has
continued to participate in local government initiatives, such
as the Eatsmart@Schools and Green Monday programmes,
and published and distributed quarterly newsletters to
students and parents to promote health information.

Vitasoy Macau also supported a local government nutrition
programme and provided all local primary students in Macau
with VITASOY Low Sugar Soy Milk throughout the 2015
academic year.

The Group has also continued to support other community
events focusing on nutrition and education in FY2015/16
with a total of 184 community activities to help promote
the health benefits of soy and balanced diet. We have
also donated Vitasoy products to a number of charitable
organisations and food banks, benefitting more than 600,000
people last year.

RMHt%E SRHE

BUPESREESERE SRR BN
BEE &5 [ SUNEERESR]  FDRER
8200 £/ NEBEA o

HEEEZBREEAASEE ERARRYERELE
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BRUAEIRE Sh - B BEMRBRBERA T
BWT7TREEBANREBE  2HEHNEE - HEAMXR
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BRRENEENEFERRN - DR TPEBESIFAHK
FeEs [ REREERE | M EE2H
— 1 XERIZFEBH - 2BEBLERREK  EFR
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R2015/16 FRFE - REEBEIFH 184EFEA
EENHBENLEREE EHEARERGERRNRE
B o BRIL 2N - AT EERNZEERIRY
RITIRBEMDNER  ZFLBEBOBARE -

Total number of community events involved by Vitasoy

Group in the year:

EHRTEEAMNEEESENTEETEEHY 140 184
Total number of products donated by Group in the year:
EHERFEAMDEERZHRENERAS 500,976 600,935
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Advocacy for Healthy Lifestyle

Vitasoy understands that providing nutritional information
about our products is not enough. We also need to help
consumers to improve their food choices by enhancing their
knowledge about nutrition and wellness.

That includes education and the promotion of well-
being in communities around our operations. Looking
forward, Vitasoy’s nutrition specialist will continue to
actively promote health and nutrition through health talks,
newspaper columns and via the “Health and Nutrition”
section of our corporate website.

EERENEFERRN
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Hong Kong Exchanges and Clearing Limited's ESG Reporting Guide and
Reference in this Report
EBRGREEMERAAICRE L ERERBEBEES) REXBEENS

Environmental Reference in this Report
RIR ETRENSEEHR
A1 Emission

Ez3587)

e Information on policies; and compliance e  Making Products the Right Way — Water Management
and material non-compliance with relevant RARBENEER: — KEREE
standards, rules and regulations on air and e Making Products the Right Way — Energy Efficiency
greenhouse gas emissions, discharges into and Conservation
water and land, generation of hazardous and RAGENERERE — B RMENENEER
non-hazardous wastes, etc. e  Making Products the Right Way — Waste Management
EHEERRAZREHM - KR LIS KAGENEER L — BEYRE
EERBEEEZEYNELESNER  URESTH *Not aware of any material non-compliance
BEERMEEEL - RAIRBRGIHNER WRBIRE KIEHRBHN

e KPI A1.1 Typesofemissionsanddata e Making Products the Right Way — Water Management

BB R AR HE B RAGENEER L —KEREE

Making Products the Right Way — Energy Efficiency
and Conservation
KASBNEERE —BRMBNEH IR
Making Products the Right Way — Packaging
RAGENEER L —EnB#E

e Making Products the Right Way — Waste Management

KAGENEER L — BEYRE

e KPI A12 Greenhouse gasemissionin total e Making Products the Right Way — Energy Efficiency

BERBEHNE and Conservation
RAGENEER L — RMEMEHEER
e KPI A13 Total hazardous waste produced *We believe our business activities did not produce any
FFEEBEEEDRE hazardous waste

BMOBEEEETDNREETAEEEY
e KPI Al14 Total non-hazardous waste e Making Products the Right Way — Waste Management

produced RAGENEER L — BEVERE
FEABREEEYES

e KPI A15 Description of measures to e Making Products the Right Way — Energy Efficiency
mitigate emissions and results and Conservation
achieved KAGENEER L — SRAEFE IR

IR R ENERERMERSRE
e KPlI A16 Description of how hazardous e Making Products the Right Way — Waste Management
and non-hazardous wastes are RASBNEERE — BEEVRE
handled, reduction initiatives and
results achieved
HREEEEREETREZEYNS
o RBRELEENERRAMEHE
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A2 Use of resources

BRER

Policies on efficient use of resources including
energy, water and other raw materials
BEXRFEAER (BERE - KRETEEME) B
BUR

KPlI  A2.1 Direct and/or indirect energy
consumption by type in total and
intensity
RERNESNERERERTE
Water consumption i n total and
Intensity

BREKERETE

Description of energy use
efficiency initiatives and results
achieved

Hiige R E AR BIR TSR R
Description of whether there is
any issue in sourcing water that
is fit for purpose, water efficiency
initiatives and results achieved
3t SR BUE A KR £ AT B A -
o URREARBKMETERAE
B R

Total packaging material used for
finished products

B mATABEMBINEASE

KPI  A22

KPI  A23

KPI  A24

KPI  A25

Making Products the Right Way — Energy Efficiency
and Conservation

RAGENEER L — RARFE VR

Making Products the Right Way — Water Management
RRASENEERE — KEREE

Making Products the Right Way — Raw Materials
Sourcing

RASENEERE — KBRME

Making Products the Right Way — Energy Efficiency
and Conservation
RAGENEERZ — RAE NN EER

Making Products the Right Way — Water Management
RAEBNEERE —KEREE

Making Products the Right Way — Energy Efficiency
and Conservation

RASENEERE — RERMEMENRER

Making Products the Right Way — Water Management
KAGBNEERE —KERERE

Making Products the Right Way — Packaging
RKASENEER L —EnBE

A3

The environment and natural resources

BRERRXRER

Policies on minimizing the operation's

significant impact on the environment and

natural resources

WREBEHRBERARERNERZENBER

KPI A3.1 Description of the significant
impacts of activities on the
environment and natural
resources and actions taken to
manage them
HEKTHHRBERAARERN
BAFENCEINEEERATZEN
T8

Making Products the Right Way — Our Manufacturing
RRGBNEERZ —RANEE

Making Products the Right Way — Our Manufacturing
RRAGENEERE —RANEE
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Social Reference in this Report
HE TRENSEER
B1 Employment
EE
e Information on policies; and compliance e Making Products the Right Way — Human Resources
and material non-compliance with relevant Focuses
standards, rules and regulations on RASENEERE — ANEREYEE
compensation and dismissal, recruitment and
promotion, working hours, rest periods, equal
opportunity, diversity, benefits and welfare
ERTMRAE BEREA  TERHE . &
B FPEHRE ZTENECHEERBANEK
Fo UREFHEBREERMEEER - RARKRH
&R
e KPI B1.1 Total workforce by gender, e Making Products the Right Way — Diversity and
employment type, age group and Collaboration
geographical region KAGBENEERE — 2 THERIGE
MR EEER - FRRERI Rt
BEDNEESEH
e KPI B1.2 Employee turnover rate by gender, e Making Products the Right Way — Diversity and
age group and geographical region Collaboration
=R FRERRERE S HNE KAGENEERZE — ZTHERIGE
ERAKLLE
B2 Health and safety

RERZE

Information on policies; and compliance
and material non-compliance with relevant
standards, rules and regulations on providing
a safe working environment and protecting
employees from occupational hazards
FRRHZ2TIFRERREESREBEMLR
EEEK  URESFHEEERERZER - RE
RBEFIHER

KPlI' B2.1 Number and rate of work-related
fatalities
E TR ME T A B KL E

KPI B2.2 Lostdaysduetoworkinjury
EIGEAIERH

KPI B2.3 Description of occupational health

and safety measures adopted,
how they are implemented and
monitored

MMM BERREZE2E
i ARMBEHITRERSE

Making Products the Right Way — Safety and Health
RAGENEER L —REHEREER

Making Products the Right Way — Safety and Health
RAGENEERE — ZT2HEER
*No fatalities reported

BERTHRE

Making Products the Right Way — Safety and Health
RRASENEERE —T2HER

Making Products the Right Way — Safety and Health
RAGBNEEREZ —R2HER
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B3 Development and training
BRRIEI
e Policies on improving employees' knowledge e Making Products the Right Way — Learning and
and skills for discharging duties at work. Development
Description of training activities RAGENEER L —SHHERE
EHERAEERET ITFBENAB R ENBUER
HIEES
e KPI B3.1 The percentage of employees e Making Products the Right Way — Learning and
trained by gender and employee Development
category RESENEER: —S2HHEEE
U REEENESNZIIEE
[Epad
e KPlI B32 The Average training hours e Making Products the Right Way — Learning and
completed per employee by Development
gender and employee category RAGENEER L —SFHER
RUERREEERE D  BEES
SERL R FI TGRS
B4 Labour standards
ST

Information on policies; and compliance
and material non-compliance with relevant
standards, rules and regulations on preventing
child or forced labour
BEFIEETI R@HE THBEE  URESTHE
BERMEZEL - REIRBHINER

KPI  B4.1 Description of measures to
review employment practices to
avoid child and forced labour
TR ENNER AR RE
ITREHIET

Description of steps taken to
eliminate such practices when
discovered

M ERRERBREEREEE
U FTERER Y 25 B

KPI B4.2

Making Products the Right Way — Our Workplace
RAGBMNEERZ — RMANIERE

*We complied with labour or other relevant legislations.
We did not identify any material non-compliance or
breach of legislations related to workplace quality
KMEFEIHHCHEEN c FRALBMBREMERE
FEIFHER TFREEERBEEONSEMS
Not applicable
TEA

Not applicable
TEA
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B5 Supply chain management

HEgEEE

e Policies on managing environmental and social e Making Products the Right Way — Raw Materials
risks of supply chain Sourcing
B HEENIRIE RS EBEBER KAEBNEERE — KBEMR

e KPI B5.1 Number ofsupplies by geographical *Not mentioned in the report

region HEFREERE
i E A MR EREE
e KPI B5.2 Description of practices relating e Making Products the Right Way — Raw Materials
to engaging suppliers, number of Sourcing
suppliers where the practices are RASENEERE — KBRE
being implemented, how they are
implemented and monitored
i EREERAEERNES  mE
PITEBEANMUEREE  UR

BRBHINHMTHNERTE
B6 Product responsibility

EmEE

e Information on policies; and compliance e Makingthe Right Products — End User Engagement
and material non-compliance with relevant EERBEWER —HERKAFNER
standards, rules and regulations on health e Making the Right Products — Product Policies and
and safety, advertising, labelling and privacy Consumer Protection
matters relating to products and services EESBENER  ERBRISHEEERE
provided and methods of redress *Not aware of any material non-compliance
EHMRHERANBRBHNEREZS BE - & WREBIRE KIEHR BN

BRABER  URBRSEWBEE  UARESF
MEZEERAEREZER - R RRGINER
e KPlI Bé6.1 Percentage of total products sold

Making the Right Products — Product Policies and

or shipped subject to recalls for Consumer Protection
safety and health reasons YEGBENER ERBRIEEEERE
EERCEXERAHPIRLLHE
REEAMBEKNE ST

e KPI B6.2 Number of products and service e Making the Right Products — Product Policies and
related complaints received and Consumer Protection
how they are dealt with SEGBENER ERBRIEHEEERE
BEEERERRIREWIRFEE
EBH G *®

e KPI B6.3 Description of practices relating e Making the Right Products — Product Policies and
to observing and protecting Consumer Protection
intellectual property rights SEGBENER ERBRIEEEERE
HiR g ERREAREREERN
=gl

e KPI B6.4 Description of quality assurance e Making the Right Products — Product Policies and
process and recall procedures Consumer Protection
HiEERTRRRERBKER YEGENER — ERBCREEHBERE

e KPI B6.5 Description of consumer data e Making the Right Products — Product Policies and
protection and privacy policies, Consumer Protection
how they are implemented and EERENER —ERBKREEEERE
monitored

HIEEEERMRERALBEER -
LAK AR T MBS B T3 0%
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B7

Anti-corruption

B5 LR

Information on policies; and compliance
and material non-compliance with relevant
standards, rules and regulations on bribery,
extortion, fraud and money laundering
BRAMLLEREE « B3R - MFFRABENBE - U
RESFHNEBERMEBEED - RARKLIHER
KPI  B7.1 Number of concluded legal cases
regarding corrupt practices
brought against the issuer or its
employees during the reporting
period and the outcomes of the
cases
RERBAHBTAREESRE
WEBENESHRARGNEER
BN EES
KPI B7.2 Description of preventive
measures and whistle-blowing
procedures, how they are
implemented and monitored
Hipr Ei e R BREF - LR
BHITRERSE

Making Products the Right Way — Our Workplace
RASBENEEREZ —RMANIERE

*No such case

WL ERER

Making Products the Right Way — Our Workplace
RAGBNEERE —RMANIIERE

B8

Community Investment

Policies on community engagement to
understand the community's needs where it
operates and to ensure its activities take into
consideration of communities' interests
FREUHER2HERTHREEMTLEFTENER
HERITBHEZELBAZEMNBER
KPlI  B8.1 Focus areas of contribution

X EREE
KPlI B8.2 Resources contributed

FrEn &R

Making Products the Right Way — Our Community
RASBENEERE — RMANEE

Making Products the Right Way — Our Community
RASENEELE —RMNLE
Making Products the Right Way — Our Community
RAGBNEERZE —RMAVLE




Appendix Fff$%

Table 1:
F*—

Criteria for “nutritious beverage” (based on relevant local market food regulatory standards)

[EEHM | ZR (2ETRHTERREERE)

Nutritious beverages criteria & & &% 7 % A

and minerals

AND

Contains “low level” of sugar, fat or saturated fat and trans fat

A plant-milk beverage is defined as “nutritious” if it meets the following criteria:

Is a “source of nutrient” for one of the essential nutrients including protein, fibre or vitamins

MAENBEE TR - BRI EBRE]:

ERIEERRIEFEL—EXFENEELE  ETEE
EHE - dgRetaNmnE

PY3

2 MEE | 0¥ - PR SReaA RN 2 R ARG

Mainland China and

Australia Hong Kong Singapore The United States
BN RERENEE Ik xH
Source of protein At least 10g per serving At least 3g per 100kcal At least 3g per 100kcal and | At least 5g per serving
ERHE BHEERD 10 F100FFEEHEL 3R 5g per serving BHEERISR
B10FFEERD 3R -
REBHEBEFINSR
Source of fibre At least 4g per serving At least 1.5g per 100ml At least 3g per 100ml At least 2.5g per serving
- 5 BHEBEREL4IR BI0ZEAEEHEL 157 BI0ZEAEEHEL IR BHEEHEL25%

Source of essential
vitamins/minerals, e.g.
calcium, vitamin D,

At least 25% Recommended
Dietary Intake (RDI) of
a vitamin or mineral per

At least 5% of the Chinese
Nutrient Reference Value
(NRV) of a vitamin or

At least 1/6 of the Daily
Allowance (DA) of a vitamin
or mineral per 200ml

At least 10% of the Daily
Value (DV) of a vitamin or
mineral per serving

vitamin B, vitamin A serving mineral per 100kcal B0ZARBEERLE | SHEERIEISHER
PBEHEMLS BYE BHNEMS, BYEEE | S10TFEEHLEIT | [(EEBNE|V6NEMST | 2110% HWELTRIEYNE
B0 : 65 - #fEHD - BLESHEZRNE] | HEESEHIS%N# MG | UEYE
AT B - FthEmA 925% REYE
Low sugar Contains not more than | Contains not more than 5g | Contains not more than | *Contains not more than 5g
&¥E 2.5g sugars per 100ml sugars per 100ml 2.5g sugars per 100ml sugars per 100ml
FI0ZEARRWREEET | BI0ZEARBHEEET | BI00EARRNBEEET | "BI0EARRNEEE
ZH255% E2E ZN255% FER5%
Low fat Contains not more than 1.5g total fat per 200ml Contains 3gor less total fat
&8 BI00ZHAMEHBAETRZNRI5R per serving
BHEBIRAUTHAER
we

Low saturated fat and zero
trans fat

No detectable trans-fatty acids or contains not more than 0.3g trans fat per 100ml of food;

EARANEEATERAEHE - B 10EANRRETEETZR03IRMRAME ;

Contains 1gor less
saturated fat per serving

REAF A R T R ARG and less than 15% or less
Contains not more than 0.75g of saturated fat and trans-fatty acids combined per 100 ml of | of calories from saturated
food; and fat and not more than 0.5g
FBI0ZAMNBERETESETZR0.75 BN ER BN & trans fat per serving

BHEB1RIUATHEHN
Saturated fat and trans-fatty acids, the sum of which contributes not more than 10% of | B§5 & 15% 3% LA T 58 & #8
energy. PR FBRE  URFZ
M AEAF B R S RERF B B R IR MR 2 RBEEEM 10% © 0.5 =R BENS
Notes: (=N

YOHRMER]IREBAER - MAREDSREBRTEAENE
BRE

*  No official definition for “low sugar”. Criteria based on Hong Kong and
Mainland China regulations.

References: 2Z:
i) FSANZ - Australia New Zealand Food Standards Code - Standard 1.2.7 - i) BRARREE-BEMNNATEEMNEWEELR - Z¥127 -8
Nutrition, Health and Related Claims RERAAREES -
i) National Health and Family Planning Commission of the People’s Republic of i) FEERFENGEEEZEE - BRRZEREE -
China - National Food Safety Standard
iii) Hong Kong Centre for Food Safety - Technical Guidance Notes on Nutrition iiii)

EERYZE2HL - EBERBREBBRBRMES] -
Labelling and Nutrition Claims

iv) Health Promotion Board - A Handbook on Nutrition Labelling (Singapore) iv)
[Revised version 2015]

v) U.S.Food and Drug Administration - 21 CFR Part 101 - FOOD LABELING V)

REREZSE - @ERHTM G EFTR20155 ]

ZERMMENEERSR - BIER 21510182 - RREE -
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