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DISCLAIMER

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

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

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

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

NOTE

Unless otherwise stated, this presentation provides the financial information from 1st April 2020 to 31st March 2021 (abbr. 2020FY), and the comparative
financial information from 1st April 2019 to 31st March 2020 (abbr. 2019FY).

Readers are reminded to read and construe this presentation in conjunction with the announcement of the Company dated 22nd June 2021 in relation to its
annual results for the year ended 31st- March 2021.



Financial Highlights
2020FY vs 2019FY

v Dairy & beverages segment, snack
Revenue RMB 21,998m t 9.5% foods segment double digit 1

v All channels in the Chinese mainland 1

v Sustained GPM supported by

48.2% t ZObps diversified raw materials and

packaging materials

RMB 5,736m 1 19.4%

Operating Profit
26.1% T 220bps

v Operating leverage 1

J
)
ATy RMB 4,158m T 13.9% .
to Equity Holders 18.9% t 70bps ncome tax rate 30.8%
: J

Balanced Development of Product Segments
Driven by Channel Diversification

Emerging channels maintained rapid growth

2020FY revenue contribution by channel

Emerging channels
High-single digit

—* E-commerce platforms
* Maternity
* OEM

B2B —
L+ Special channels

Traditional N
channels

<80%

¢ Self-operated online stores

* Vending machines
B2C —

Modern channel * Theme stores

— « Official app
Overseas market



COST STRUCTU RE upward pressure for raw material/packaging cost in 2021FY

v Cost of sales breakdown

Salary

& employee benefits

14%

Packaging
32%

Raw material
& consumables used
43%
1: Based on GDT whole milk powder price (Dec 2020 to June 2021) converted from USD to
RMB plus import tariff and freight cost

RICE CRACKERS SEGMENT

v Revenue breakdown and gross margin

Others
7%

Depreciation
& amortization

4%

RMBmn
Yov=g 50,
46.1% 46.1%
5,611 5,583
2019FY 2020FY

m Core brands m Sub brands

&

v" Raw material & packaging unit cost trend

2019FY -A-

Whole milk powder g;';" m— Flat

Adjusted GDT price

2020FY -A-

December

April

Sugar
4

A;

April March

Paper ) ‘ Low-single digit

—_—
March
5

April

®

v' 2020FY revenue contribution
of rice crackers segment

Gift
packs Total accounted for ~35% in rice crackers segment
Overseas ‘ Mid-to-high single digit
sales = A
599 | e

Revenue of core-brand rice crackers

v
Penetration in emerging channels 1
‘(o‘l=1-3°/°
2019FY 2020FY
Gift packs e—eGross profit margin



DAIRY and BEVERAGES SEGMENT

v" Revenue breakdown and gross margin v Revenue of Hot-Kid Milk

RMBmn ‘M
o™

49.0% 49.6% 2019FY 2020FY

11,011

9,813

v" Revenue of beverages & others

2019FY 2020FY 2019FY 2020FY
= Hot-Kid Milk Beverages & others e—eGross profit margin

SNACK FOODS SEGMENT

v Revenue of candies

v Revenue breakdown and gross margin

-~

48.4% 47.7%

—

RMBmn

2019FY 2020FY

5,313 v Revenue of popsicles

4,634 -
]

2019FY 2020FY 2019FY 2020FY

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



OPERATING EXPENSES and EXPENSE RATIO

v' Operating expenses breakdown v Distribution costs

RMBmn 13.9% 12.6%
YoY=3.8%
0,
26.3% 24.9%
—_— 2019FY 2020FY
5.276 5,479
v Administrative expenses
2,791 gHice
12.4% 12.3%
2,485 2,713
2019FY 2020FY
2019FY 2020FY

= Administrative expenses Distribution costs e—sExpense ratio

DISTRIBUTION COSTS %

v" Distribution costs breakdown

v' Distribution costs as % of revenue
RMBmn
Y°Y=O.9%
2,791 2,766
7.0% \

6.1%

4.0% 4.0%
O
2.9% —— 25%
2019FY 2020FY 2019FY 2020FY
m A&P expenses Transportation expenses m Others(mainly staff costs) ¢+—*Others(mainly staff costs) Transportation expenses +—¢A&P expenses

10



WORKING CAPITAL (%

v" Inventory
v" Turnover days -

RMBmn
Days
2,746 2529
“ '
§ 217
Inventory 90 @
Trade receivables 17 15
Trade payables 37) (33)
Cash conversion cycle 70 67

2020.03.31 2021.03.31

11

ROBUST CASH FLOW 5'S

RMBmn 2020FY 2019FY YOY

Net cash generated from

operating activities

Net cash outflow for

financing activities 856
Share repurchases (1,601) (185) 1 (1.416)
Dividend payments (3,511) (3,101)

Net cash outflow for

investing activities
CAPEX (317) (296) 1t (@

Cash and equivalents ending balance 16,081 17,257
+ Long-term bank time deposits 2,850 -

Cash and equivalents ending balance 18,931 17,257 t 1674

+ Long-term bank time deposits

12



CASH and BORROWINGS %

31st March 2021 31st March 2020

Cash & equivalents 16,081 17257
+
Long-term bank time deposits 2,850 -
Cash & equivalents
+Long-term bank time deposits 18,931 17,257 t 1674
Borrowings 9,833 8,881 952
Net cash 9,098 8,376 1+ 722
13
Dividends and Share Repurchases ®
uUsD 495mn(~ RMB 3,311 mn) to shareholders
through share repurchases and dividends paid/payable in 2020FY
495
USDmn
Final dividend
(proposed)
176
240 —
255 ~ 338mn shares (accounting for 2.7%")
Final dividend + -
(prO{););ed) Share repurchases Share repurchases
240 240
nterlm -.-.-.
79
Dividends Share Repurchases Total
v Dividends and share repurchases history (2008-2021.03)
usbD
600mn
= Share
400mn — repurchases
200mn Dividends + Share repurchases : USD 5,194mn " Dividends

2008 2011 2014 2017 2021.03 14
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Marketing Highlights

(1

OPERATION STRATEGIES

Steady Growth of Group's Revenue 1

RUED
Constant pursuit of quality improvement @ e [ x
wmg N % » 7

- . o s ALICR
Channel diversification = .

Multi-brand, diversified product strategies

'
B S

Lively and diverse digital marketing
Multi-brand,

Channel Diversification diversified product strategies
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RICE CRACKERS SEGMENT

Q/) Rice crackers revenue slightly |

Gift packs and overseas sales
impacted by pandemic

? E Penetration in emerging channels 1

DAIRY and BEVERAGES SEGMENT

v" Revenue of Hot-Kid Milk

; 1] Dairy and beverages revenue 1 12.2%

s

& Hot-Kid Milk 1 11.3%

g@l Beverages & others! 29.5%

1H 2019FY 1H 2020FY 2H 2019FY 2H 2020FY

[Hot-Kid Milk] occupational cans pay

All channels in the Chinese mainland T double-digit . .
tribute to every occupational group

&

Traditional channels : e
g [ oc QIIJEIBIBI
ﬁmstrlbutor profitability T, market order supervision
ﬁ& Emerging channels :
‘jéé? Product coverage of end points of sales 1

17
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SNACK FOODS SEGMENT

@2‘ Snack foods revenue 1 14.6%

4:%"!\ Popsicles 1 24.3%

w Over 100mn pieces of Dongchi sold

g New flavors were well received

_

SNACK FOODS SEGMENT

& .
%’ Candies 1 16.5%

. Product upgrades ,
@ launch of new products
with special features

@ -
@?,, Beans, jellies & others 1 9.1%

19
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CHANNEL DIVERSIFICATION

ﬁTraditional channels 1 high-single digit

Hot-Kid Milk, beverages, popsicles and candies, each T double-digit

Attributable to : empowerment of distributors, lean business management

Emerging channels rapid growth 1

One of the key drivers for revenue growth in mid-to-long term

Complement offline end points of sales,
enhance communication with consumers,
fuel balanced product development

21

PROSPECT X

v Intensive development and diversification of channels

Traditional channels Emerging channels Overseas market
Empowerment of distributors 1 point of sales coverage Continuous development

[
=
i
A :@ (192

o
A OEM
(= Remain optimistic about the medium to long-
v Extensive digital marketing term growth potential of overseas markets.
Vietnam production base is expected to
commence operations in 2021FY
Extensive and creative digital marketing Hot-Kid club keeps interacting

with consumers

HotKidClub : ' —
X1 7
SRER )

22
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Contact us:
investor@want-want.com
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