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IMPORTANT

IMPORTANT: If you are in any doubt about any of the contents of this prospectus, you should obtain independent professional advice.
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Hong Kong Exchanges and Clearing Limited, The Stock Exchange of Hong Kong Limited and Hong Kong Securities Clearing Company Limited take no responsibility for the contents of this prospectus,
make no representation as to its accuracy or completeness and expressly disclaim any liability whatsoever for any loss howsoever arising from or in reliance upon the whole or any part of the contents
of this prospectus.

A copy of this prospectus, having attached thereto the documents specified in the section headed “Documents Delivered to the Registrar of Companies in Hong Kong and on Display” in Appendix V
to this prospectus, has been registered by the Registrar of Companies in Hong Kong as required under section 342C of the Companies (Winding Up and Miscellancous Provisions) Ordinance (Chapter
32 of the Laws of Hong Kong). The Securities and Futures Commission of Hong Kong and the Registrar of Companies in Hong Kong take no responsibility as to the contents of this prospectus or any
other documents referred to above.

The Offer Price is expected to be determmed by agreement between our Company and the Sole Overall Coordinator and the Joint Global Coordinators (for themselves and on behalf of the
Underwriters) on the Price Deter Date which is to be on or around Friday, 3 November 2023 or such later date as may be agreed by our Company and the Sole Overall
Coordinator and the Joint Global Coordinators (for themselves and on behalf of the Underwriters) but in any event no later than Wednesday, 8 November 2023. The Offer Price will be not
more than HK$1.04 per Offer Share and is expected to be not less than HK$0.88 per Offer Share, unless otherwise announced.

The Sole Overall Coordinator and the Joint Global Coordinators (for themselves and on behalf of the Underwriters) may, with our Company’s consent, reduce the indicative Offer Price range stated in
this prospectus and/or the number of Offer Shares under the Global Offering at any time prior to the morning of the last day for lodging applications under the Public Offer. In such a case, a notice
of reduction in the indicative Offer Price range and/or the number of Offer Shares will be published on the website of the Stock Exchange at www.hkexnews.hk and the website of our Company at
Wwww.youmeimu.com not later than the morning of the last day for lodging applications under the Public Offer. Details of the arr will then be our Company as soon as practicable.
Further details are set out in the sections headed “Structure and Conditions of the Global Offering” and “How to Apply for the Public Offer Shares” in this prospectus.

The Offer Shares have not been and will not be registered under the U.S. Securities Act or any state securities laws of the United States and may not be offered, sold, pledged or transferred within the
United States, except pursuant to an exemption from, or in a transaction not subject to, the registration requirements of the U.S. Securities Act and in accordance with any applicable U.S. securities law.
The Offer Shares are being offered and sold only outside the United States in offshore transactions in reliance on Regulation S.

If, for any reason, the Offer Price is not agreed between the Sole Overall Coordinator and the Joint Global Coordinators (for themselves and on behalf of the Underwriters) and our Company on or before
Wednesday, 8 November 2023, the Global Offering will not proceed and will lapse immediately.

Prior to making an investment decision, prospective investors should consider carefully all the information set out in this prospectus, including the risk factors set out in the section headed “Risk Factors™
in this prospectus. Pursuant to the Public Offer Underwriting Agreement, the Sole Overall Coordinator and the Joint Global Coordinators (for themselves and on behalf of the Public Offer Underwriters)
has the right in certain circumstances to terminate the obhganons of the Public Offer Underwriters at any time prior to 8:00 a.m. (Hong Kong time) on the Listing Date. Should the Sole Overall Coordinator
and the Joint Global Coordinators (for themselves and on behalf of the Public Offer Underwriters) terminate the Public Offer Underwriting Agreement, the Global Offering will not proceed and will
lapse. Further details of these termination provisions are set out in the section headed “Underwriting” in this prospectus. It is important that prospective investors refer to that section for further details.

ATTENTION

We have adopted a fully electronic application process for the Public Offer. We will not provide printed copies of this prospectus or printed copies of any application forms to the public
in relation to the Public Offer. This prospectus is available at the website of the Hong Kong Stock Exchange at www.hkexnews.hk and our website at www.youmeimu.com. If you require
a printed copy of this prospectus, you may download and print from the website addresses above.

Tuesday, 31 October 2023
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Your application through the HK eIPO White Form service or the CCASS EIPO service must be for a
minimum of 4,000 Public Offer Shares and in one of the numbers set out in the table. You are required to pay the
amount next to the number you select.

No. of Public Amount No. of Public Amount No. of Public Amount No. of Public Amount

Offer Shares payable on Offer Shares payable on Offer Shares payable on Offer Shares payable on
applied for application applied for application applied for application applied for application

HK$ HK$ HK$ HKS$
4,000 4,201.96 40,000 42,019.53 300,000 315,146.52 2,000,000 2,100,976.80
8,000 8,403.90 60,000 63,029.30 400,000 420,195.35 2,500,000 2,626,221.00
12,000 12,605.87 80,000 84,039.07 500,000 525,244.20 3,000,000  3,151,465.20
16,000 16,807.81 100,000 105,048.85 600,000 630,293.05 3,500,000  3,676,709.40
20,000 21,009.77 120,000 126,058.61 700,000 735,341.88 4,000,000  4,201,953.60
24,000 25,211.72 140,000 147,068.38 800,000 840,390.72 4,500,000  4,727,197.80
28,000 29,413.68 160,000 168,078.14 900,000 945,439.55 5,000,000 5,252,442.00
32,000 33,615.63 180,000 189,087.91 1,000,000  1,050,488.40 6,000,000  6,302,930.40
36,000 37,817.59 200,000 210,097.68 1,500,000  1,575,732.60 6,248,000%  6,563,451.52
* Maximum number of Public Offer Shares you may apply for.

No application for any other number of Public Offer Shares will be considered and any
such application is liable to be rejected.



EXPECTED TIMETABLEY

If there is any change in the following expected timetable of the Public Offer, we will
issue an announcement to be published on the website of the Stock Exchange at
www.hkexnews.hk and the website of our Company at www.youmeimu.com.

Public Offer commences . ............. ... ... 9:00 a.m. on Tuesday,
31 October 2023

Latest time for completing electronic applications
under the HK eIPO White Form service through
one of the below ways:® ... .. .. ... .. .. ... .. 11:30 a.m. on Friday,
3 November 2023

(1) the IPO App, which can be downloaded by searching
“IPO App” in App Store or Google Play or downloaded at
www.hkeipo.hk/TPOApp or www.tricorglobal.com/IPOApp

(2) the designated website www.hkeipo.hk

Application lists of the Public Offer open® .. .................. 11:45 a.m. on Friday,
3 November 2023

Latest time to give electronic application instructions
to HKSCC™ . o 12:00 noon on Friday,
3 November 2023

Latest time to complete payment of HK eIPO White Form
applications by effecting internet banking transfer(s)
or PPS payment transfer(s) . . .......... .. ... ... ... 12:00 noon on Friday,
3 November 2023

Application lists of the Public Offer close ..................... 12:00 noon on Friday,
3 November 2023
Expected Price Determination Date®™ . ............. .. .. .. ... ............. Friday,
3 November 2023

Announcement of the final Offer Price, the level of indication
of interest in the Placing, the level of applications
in respect of the Public Offer and the results
and basis of allotment under the Public Offer
to be published on the websites of Stock Exchange at
www.hkexnews.hk and our Company

(6)

at www.youmeimu.com'”’ on or before . ........ .. ... ... ... ... Thursday,

9 November 2023



EXPECTED TIMETABLEY

Announcement of results of allocations in the Public Offer

(with successful applicants’ identification document

numbers, where appropriate) to be available through a variety

of channels including the websites of the Stock Exchange

at www.hkexnews.hk and our Company’s website

at www.youmeimu.com‘® (see the paragraph headed

“How to Apply for the Public Offer Shares —

11. Publication of Results” in this prospectus) from. ..................... Thursday,
9 November 2023

Results of allocations in the Public Offer
(with successful applicants’ identification document
numbers, where appropriate) will be available at the
“IPO Results” function in the IPO App or at
www.tricor.com.hk/ipo/result (or www.hkeipo.hk/IPOResult)
with a “search by ID” function on a 24-hour basis from .................. Thursday,
9 November 2023

Dispatch/Collection of Share certificates or deposit of the
Share Certificates into CCASS in respect of wholly or
partially successful applications pursuant to the Public
Offer on or before!”) . . . . Thursday,
9 November 2023

Dispatch/Collection of HK eIPO White Form e-Auto Refund payment
instructions/refund cheques on or before®™ . .. .. ... .. .. ... .. .. ... .. .. .. Thursday,
9 November 2023

Dealings in Shares on the Stock Exchange expected to commence
at 9:00 a.m. ON. . . . .t e Friday,
10 November 2023

Notes:
(1)  All times and dates refer to Hong Kong local time and date, except as otherwise stated.

(2)  You will not be permitted to submit your application under the HK eIPO White Form service through the IPO
App or the designated website at www.hkeipo.hk after 11:30 a.m. on the last day for submitting applications.
If you have already submitted your application and obtained a payment reference number from the IPO App
or the designated website prior to 11:30 a.m., you will be permitted to continue the application process (by
completing payment of application monies) until 12:00 noon on the last day for submitting applications, when
the application lists close.

(3)  If there is a tropical cyclone warning signal number 8 or above, or a “black” rainstorm warning in force and/or
an announcement of “extreme conditions” by the government of Hong Kong in accordance with the revised
“Code of Practice in Times of Typhoons and Rainstorms” issued by the Hong Kong Labour Department in June
2019 in Hong Kong at any time between 9:00 a.m. and 12:00 noon on Friday, 3 November 2023, the application
lists will not open on that day. Please refer to the paragraph headed “How to Apply for the Public Offer Shares
— 10. Effect of Bad Weather and/or Extreme Conditions on the Opening of the Application Lists” in this
prospectus.

— 11—
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Applicants who apply for the Public Offer Shares by giving electronic application instructions to HKSCC
should refer to the paragraph headed “How to Apply for the Public Offer Shares — 6. Applying through the
CCASS EIPO Service” in this prospectus.

The Price Determination Date is expected to be on or around Friday, 3 November 2023 and, in any event, no
later than Wednesday, 8 November 2023. If, for any reason, the Offer Price is not agreed between the Sole
Overall Coordinator and the Joint Global Coordinators (for themselves and on behalf of the Underwriters) and
us on or before Wednesday, 8 November 2023, the Global Offering will not proceed and will lapse.

None of the website or any of the information contained on the website forms part of this prospectus.

Share certificates are expected to be issued on Thursday, 9 November 2023 but will only become valid
provided that the Global Offering has become unconditional in all respects and neither of the Underwriting
Agreements has been terminated in accordance with its terms. Investors who trade Shares on the basis of
publicly available allocation details before the receipt of share certificates and before they become valid do
so entirely of their own risk.

e-Auto Refund payment instructions/refund cheques will be issued in respect of wholly or partially
unsuccessful applications.

You should read carefully the sections headed “Underwriting”, “Structure and Conditions

of the Global Offering” and “How to Apply for the Public Offer Shares” in this prospectus for
details relating to the structure and conditions of the Global Offering, procedures on the

applications for the Public Offer Shares and the expected timetable, including conditions,

effect of bad weather and/or extreme conditions and the dispatch of refund cheques and Share

certificates.
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SUMMARY

This summary aims to give you an overview of the information contained in this
prospectus and is qualified in its entirety by, and should be read in conjunction with, the
more detailed information and financial information appearing elsewhere in this
prospectus. As this is a summary, it does not contain all the information that may be
important to you and we urge you to read the entire prospectus carefully before making
your investment decision. There are risks associated with any investment. Some of the
particular risks in investing in the Offer Shares are set out in the section headed “Risk
Factors” in this prospectus. You should read that section carefully before you decide to
invest in the Offer Shares.

OVERVIEW

We are a branding, advertising and marketing service provider based in Hubei Province,
the PRC, providing services across the entire value chain from market research through
collaboration with research institutes to execution of branding, advertising and marketing
projects through collaboration with different media resources suppliers so as to assist brand
owners, advertisers and advertising agents in formulating and implementing effective service
proposals to fulfil their promotional needs and marketing objectives, thereby further enhancing
their brand reputation to targeted recipients, and improving the competitiveness and market
share of their products or services.

Our customers comprise (i) brand owners and advertisers, including private and
state-owned enterprises and government authorities; and (ii) advertising agents, from a
diversified spectrum of industries including beverage, healthcare food production, automobile
manufacturing, household essentials manufacturing, tourism and agricultural and related food
processing.

During the Track Record Period, we derived revenue from the provision of:

(i) branding services, primarily including (a) market research and industry data analysis
on industries in which our customers are engaged through collaboration with
research institutes; (b) planning of brand development strategies, involving
identification of core values of brands and advice on brand positioning and target
customers; (c) design of brand image; and (d) formulation of products and/or
services marketing and brand promotional plans;

(ii) advertising services, comprising traditional offline media advertising services and
online media advertising services, through traditional offline media such as TV,
radio and outdoor advertising space and online media such as websites, search
engines, applications and social media platforms, primarily including (a)
identification and selection of the appropriate media mix; (b) preparation of
advertising proposals; (c) procurement of advertising resources; and (d)
arrangement and supervision of placement of advertisements;

(iii) event execution and production services through organisation and implementation of
marketing events to promote the brands, products and/or services of our customers;
and

(iv) provision of advertisement placement services (including rebates from Media
Partner), which comprises formulation of online advertisement plan, maintaining the
accounts of the customers opened at the advertising platform of the Media Partner
and arranging advertisement placement on the designated online media platforms of
the Media Partner according to the requests of our customers. As an ancillary
service, we will also design and produce short advertisement videos based on the
request of our customers.
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The following summarises the major differences between online media advertising
services and provision of advertisement placement services:

In relation to platforms for the advertisement placements

(i) for online media advertising services, we assist customers to place online
advertisements on various popular online media platforms in the PRC, such as social
media and online video platforms operated by different advertising resources
providers, while for provision of advertisement placement services, we assist
customers to place online advertisements on the online media platforms operated by
the Media Partner only; and

In relation to scope of services

(i) for online media advertising services, our services mainly include understanding the
marketing needs of customers and providing suggestions to customers on the forms
of online advertisements, and then liaising with the advertising resources providers
to execute the advertisement placements according to the instructions of the
customers. In contrast, for provision of advertisement placement services, apart
from discussing with our customers to understand their desired time frame and
expenditure for the advertisement placement, we will also maintain the accounts of
our customers opened at the advertising platform of the Media Partner, inject
deposits on behalf of our customers into the advertising platform of the Media
Partner and arrange advertisement placement on the designated online media
platforms of the Media Partner according to the requests of our customers. As an
ancillary service, we will also design and produce short advertisement videos based
on the request of our customers.

For details of the other differences between online media advertising services and
provision of advertisement placement services, please refer to the paragraph headed “Business
— Our Principal Business — Comparison of online media advertising services and provision of
advertisement placement services” in this prospectus.

To optimise our customers’ advertising and marketing strategies, after provision of our
traditional offline and online advertising services and event execution and production services,
we will prepare a summary report to analyse and evaluate the effectiveness of our advertising
proposals or marketing events based on the results provided by advertising media or platforms.

Due to the increasing demand for multi-channel advertising services and the rapid
development of technology and the internet, we have expanded our advertising services to
provide online media advertising services since 2018 and provision of advertisement placement
services since 2022. During the Track Record Period, we have entered into strategic
cooperation and/or advertising agency agreements with market leading operators of online
search engines, websites, social media, e-commerce and OTT platforms and the Media Partner,
thereby enabling our Group to offer a wide range of online advertising resources and services
to our customers based on the analysis on the preference and behaviour of internet users and
the characteristics and effectiveness of various online media platforms.

We believe our diversified coverage of offline and online media advertising channels
would allow us to adapt to the rapid changes in the advertising industry, and thereby enabling
us to identify the most appropriate and effective advertising resources to satisfy the needs of
our customers.
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OUR BUSINESS MODEL

The following chart sets forth our business model in providing branding, advertising and
marketing services to our customers during the Track Record Period:

Our Roles
Branding .
services Our Group Our Suppliers
»> 1. Market research and
Service fees industry data Advertising
analysis® fees
5 s ic planni > Procurement of
Advertising - Strategic planning TV / radio / outdoor /
services 3. Brand promotion and online advertising
advertising proposals | Implementation resources from
Service fees 7 formulation results of our advertising media /
o . 4. Co-ordination with adverusl?g platforms Advertisements
C| P roposals o
" “'l; cu;omers advertising resources prop! and marketing
e.g. brand owners, Y- .
a%lverlisers and Event execution suppliers for events , AT
advertisin and production sourcing of consumers
) )g services advertising spaces
agents
5. Overseeing and/or
g
Service fees conduct content
production® Service fees
Online a . @ »
murkelmg - EXCC(I‘HO" @ . Procurement of market
services “"‘11_ gan promotion, and industry research
rovision o .
adpve:(‘is‘emem e ;;:mscmim.s and event execution and
1 t and/or szu' eting production services
placemen events®
services
7. Data and result
effectiveness
b
Service fees analysis®

Notes:

ey

2

3)

)

&)

After receiving the branding service proposals prepared by us, our customers may further engage us to
execute our proposals on project basis as separate engagements for our advertising services and/or event
execution and production services.

We will generally collaborate with research institutes to conduct market research and industry data
analysis. For details, please refer to the paragraph headed “Business — Collaboration with Research
Institutes” in this prospectus.

For our traditional offline and online media advertising services, we are generally not responsible for
the content production as our customers may have their own in-house team or designated third-party
production house for the production of advertisements to ensure consistency in design and style of their
own series of advertisements. In the event that our customers would like us to oversee the content
production, we will generally engage independent third parties for production of the content and
supervise the process.

For our provision of advertisement placement services, depending on the needs of our customers, we
also assist them to design and produce short advertisement videos for placing on the online media
platforms of the Media Partner.

For our provision of advertisement placement services, we will assist our customer to open an account
on the advertising platform of the Media Partner, and operate the account of the customers to place
advertisements on the relevant online media platforms of the Media Partner.

After the end of the advertising period or the marketing event (excluding provision of advertisement
placement services), we would prepare and provide a summary report to our customers to summarise the
implementation details provided by advertising media or platforms and analyse the effectiveness of our
advertising proposals or marketing events.

For our advertisement placement service, once the advertisement is displayed online, we will monitor
the advertisement performance and review their marketing results on a real-time and continuing basis
on the Media Partner’s platforms, and provide feedback to the customers. Therefore, we will not prepare
any summary report at the end of the advertising period.
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OUR PRINCIPAL BUSINESS

During the Track Record Period, we provided the following types of services to our
customers: (i) branding services; (ii) traditional offline media advertising services; (iii) online
media advertising services; (iv) event execution and production services; and (v) provision of
advertisement placement services (including rebates from Media Partner). The following table
sets forth the breakdown of our revenue by service type during the Track Record Period:

FY2020 FY2021 FY2022 M2 4M23
Approximate Approximate Approximate Approximate Approximate
% to total % to total % to total % to total % to total
Revenue revenue  Revenue revenue  Revenue revenue  Revenue revenue  Revenue revenue
(RMB’000) (%) (RMB'000) (%) (RMB'000) (%) (RMB'000) (%) (RMB'000) (%)
(unaudited)
Branding services 61,95 92 74926 475 90,502 $7 0 215% 655 B2 383
Traditional offline media
advertising services §.466 8.2 4,083 26 2004 11 876 14 - -
Onling media advertising
services 18,463 179 46,19 93 4814 JAN I WAl 359 100 160
Event execution and
production services 15,258 147 4 206 41380 200 10440 172 15,613 208
Provision of advertisement
placement services - - - - 16515 8.0 - - 13563 18.1
Rebates from Media Partner - - - - 8421 40 - - 5,099 6.8
Total 103 444 1000 157,637 1000 207,167 100.0 60,663 100 75,014 100

Our revenue increased from approximately RMB103.4 million for FY2020 to
approximately RMB157.6 million for FY2021 and increased further from approximately
RMB157.6 million for FY2021 to approximately RMB207.2 million for FY2022. Our revenue
also increased from approximately RMB60.7 million for 4M2022 to approximately RMB75.0
million for 4M2023. The above increases were mainly attributable to the increase in revenue
from the provision of branding services, online media advertising services, event execution and
production services and advertisement placement services (including rebates from Media
Partner) as a result of (i) the growing market demand for our branding, advertising and
marketing services after the COVID-19 was kept under control; (ii) the removal of
anti-epidemic measures by the Chinese government at the end of 2022, which result in the
economic activities and scene activities, such as cultural events, exhibitions and conferences
resuming to normal and an increase in the demand for our event execution and production
services; (iii) our Group’s enhanced sales efforts to explore more potential customers; (iv) the
general increase in demand from advertisers for online media advertising and our Group’s
continued strategic shift to focus on this segment; and (v) the growth of online retail sales in
the PRC which stimulated more customers to select our online media advertising services and
advertisement placement services to place advertisements to boost up their sales.
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The following table sets forth the gross profit and gross profit margin by service type
during the Track Record Period:

FY2020 FY2021 FY2022 4M2022 4M2023
Gross profit Gross profit Gross profit Gross profit Gross profit
RMB’000  margin (%) RMB'000 margin (%) RMB'000 margin (%) RMB’000 margin (%) RMB'000 margin (%)
(naudited)
Branding services RN 51 39219 523 501m 554 14860 538 13448 468
Traditional offline media
advertising services 882 104 483 118 292 13 17 19 - -
Online media advertising
services 2910 16.1 0,787 471 153% 319 2,603 20 105 88.1
Event execution and
production srvices 5,306 W8 11182 WS WM 345 344 30530 #3
Provision of advertisement
placement services - - - - 1478 89.5 - - W 90.3
Rebates from Media Partner - - - - 8421 100.0 - - 5,099 100.0
42,885 45 51T 306 103,285 99 20Mm WS dod 623

Branding services

We provide branding services to our customers where we will conduct market research
and formulate comprehensive and customised branding services proposals for our customers
covering various areas, including corporate brand building, products and/or services
positioning, and marketing and sales strategies. We aim to provide comprehensive branding
services to our customers, which generally include: (i) study and analysis on the brand of the
customers; (ii) design and planning of the brand development strategies; (iii) design of the
brand image; and (iv) formulation of products and/or services marketing and brand promotion
plans. Please refer to the paragraph headed “Business — Our Operational Workflow” in this
prospectus for the duration of each workflow for the provision of branding services.

For our branding services, we generally determine our service fee based on a cost-plus
approach, in which we will assess our costs to be incurred for the branding services projects,
such as our staff costs and research expenses, and then include a markup over the estimated
costs when determining the service fees. We may also adjust the markup depending on the
market condition and the competitive environment on a case-by-case basis. Our gross profit
margin of branding services during FY2020, FY2021 and FY2022 amounted to approximately
55.1%, 52.3% and 55.4%, respectively. We recorded a decrease in gross profit margin of
branding services from approximately 53.8% for 4M2022 to approximately 46.8% for 4M2023.
Such decrease was mainly due to that we offered relatively competitive prices to (i) certain new
customers in order to increase our competitiveness and expand our customer base; and (ii)
certain recurring customers in view of their long-term business relationship with our Group.

Traditional offline media advertising services

We provide advertising services to our customers on offline media. The major offline
media advertising spaces we offered are (i) TV advertising space; (ii) radio advertising space;
and (iii) outdoor advertising space. Our services cover most of the key stages in placing
advertisement, including identifying the appropriate media mix, preparing the advertising
proposal, procurement of advertising resources, arranging and supervising the placement of
advertisements and evaluation of the advertisements’ effectiveness. Please refer to the
paragraph headed “Business — Our Operational Workflow” in this prospectus for the duration
of each workflow for the provision of traditional offline media advertising services.
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Online media advertising services

We provide intermediary services to assist our customers to identify and select the
relevant online advertising resources suppliers so that the advertisements of our customers
could be placed on a wide variety of online platforms such as websites, search engines,
applications and social media platforms. We offer customers suggestions on the forms of online
advertisements and the types of online platforms after analysing the preference and behaviour
of internet users, characteristics and effectiveness of various online platforms. Please refer to
the paragraph headed “Business — Our Operational Workflow” in this prospectus for the
duration of each workflow for the provision of online media advertising services.

The two major forms of online media advertising spaces we offered were (i) display
advertising where promotional messages would appear on websites, applications or social
media platforms through banners or other advertisement formats made of text, images, flash
and video; and (ii) search engine advertising where name, brand and/or products of the
advertisers will appear on the website’s search results when the consumers have entered the
relevant keywords.

Our gross profit margin of online media advertising services decreased slightly from
approximately 16.1% for FY2020 to approximately 14.7% for FY2021 and increased to
approximately 31.9% for FY2022. Our gross profit margin of online media advertising services
increased from approximately 12.0% for 4M2022 to approximately 88.1% for 4M2023. The
increase in our gross profit margin of online media advertising services in FY2022 and 4M2023
was mainly due to that we recognised revenue generated from the Ten Advertising Agents
under online media advertising services on a net basis and all costs had been netted off with
the gross revenue.

Event execution and production services

We also assisted our customers in formulating, organising and implementing marketing
campaigns and activities to promote their brands, services and products. Based on the
objectives of our customers as well as the types of products or services to be marketed, we
provide services covering all stages of organising marketing campaigns, including (i)
formulating campaign strategies; (ii) devising design of the programmes, work plans and
rundown of events; (iii) execution of the projects through procuring supply of materials and
engaging third-party service providers; (iv) assisting with project management and overseeing
the execution of marketing campaigns; and (v) evaluating the effectiveness of the marketing
campaigns through public opinion. Please refer to the paragraph headed “Business — Our
Operational Workflow” in this prospectus for the duration of each workflow for the provision
of event execution and production services.

Provision of advertisement placement services (including rebates from Media Partner)

In January 2022, we have entered into a cooperation agreement with the Media Partner
for placing advertisements on the various online media platforms operated by the Media
Partner. In May 2022, we obtained the agency certificate issued by the Media Partner, and
therefore we have commenced our provision of advertisement placement services for our
customers since May 2022. Our cooperation with the Media Partner is on a non-exclusive basis
and is subject to renewal each year. Our annual framework agreement with the Media Partner
generally starts from 1 January and expires on 31 December of each year. We have successfully
renewed our annual framework agreement with the Media Partner on similar key terms and
conditions and our agency certificate for the period from 1 January 2023 to 31 December 2023.
It is expected that the annual framework agreement for 2024 will be signed around the end of
December 2023, which is of similar timing as in the previous year. For details of our terms of
cooperation with the Media Partner, please refer to the paragraph headed “Business — Our
Principal Business — Provision of advertisement placement services (including rebates from
Media Partner) — Key terms of agreement with the Media Partner” in this prospectus.
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We commenced to provide the provision of advertisement placement services in May
2022 and hence no revenue was generated from this segment in FY2020 and FY2021. For
FY2022, we generated revenue of approximately RMB24.9 million from the provision of
advertisement placement services (including rebates from Media Partner), which represented
approximately 12.0% of our total revenue. Our revenue generated from provision of
advertisement placement services (including rebates from Media Partner) amounted to
approximately RMB18.7 million for 4M2023, representing approximately 24.9% of our total
revenue for the same period. We did not recognise any revenue from provision of advertisement
placement services (including rebates from Media Partner) for 4M2022 as we only commenced
such services in May 2022.

OUR CUSTOMERS
Our customers include brand owners and advertisers (including private enterprises,

state-owned enterprises of various industries and government authorities) and advertising
agents in the PRC.



SUMMARY

0°001 PIOSL €91 0°001 £9909 S 0°001 WIuT Ll 0°001 LEY'LST  #01 0°001 PRPEOL 99 210,

I8¢ 9I98T L6 y 617’ § b 689y L8 (4 PSL' 01 09 LETYY 4 Sjuage SuisyIApy

10 98 £ 99 686°€ 4 ¢t 1€TL 6 8§y 91¢'L ¢l 19 8S¢'9 61 senuoyjne
JUAWUIAA0D) -

Sy 166 14 09 19°¢ § L't w69'L ¢ 8¢ 0L1'6 6 8¢ £88°¢ L sestudajua
pAUMO-0)e1g -

LS 1867 6§ 8'8L 818°LY 8¢ voL IgCHl 9L U8 LOI'TET 0L 178 99698 8¢ sastidianud ajeAllq -

6’19 8oe'9r 99 116 prrss Ly YLL 8L9°09T 06 8'¢6 £88°LFT 16 06 Tl 1 S1asIaApe
PUE SIDUMO

puelg
(panpnoun)

(%) (000.4my) (%) (000.4my) (%) (000.91) (%) (000.91) (%) (000.97)

AMUAAII [£10] INUIAYY  JOWOJSM)  INUIAML [BJ0) INUIAYY  JOWOJSM)  INUIAIL [B)0) INUIAIY  JOWIOJSHD  INUIAAI [BJ0) ONUAADY ~ JAWIOJSND  ANUIAAI [B0) AMUAAY  JAw0Isnd

no Jo 9 JoroN  Inojo g JotoN  Inojo g JotoN a0 jo g JoroN o jo g Jo 0N

aemxoxddy aemrxoxddy aemxoxddy aemxoxddy aemxoxddy

E0TINY TUWTINY T0tAd 170784 020tAd

IpOLIdd PI0JY Yoril, oY) Surinp ad£) 1ow0Isnd £Q ANUIAI Y] JO UMOPYBAIQ B JNO S)3S J[qe) SUIMO[[O] Y],



SUMMARY

For FY2020, FY2021, FY2022 and 4M2023, revenue generated from our largest customer
in each year or period amounted to approximately RMB17.9 million, RMB&.7 million,
RMB13.6 million and RMB6.2 million, representing approximately 17.3%, 5.5%, 6.6% and
8.2% of our total revenue, respectively. Revenue generated from our five largest customers in
each year or period during the Track Record Period amounted to approximately RMB54.1
million, RMB41.4 million, RMBS55.4 million and RMB24.2 million, representing
approximately 52.2%, 26.2%, 26.8% and 32.2% of our total revenue, respectively. Our five
largest customers in each year or period during the Track Record Period are Independent Third
Parties. To the best knowledge and belief of our Directors after making all reasonable
enquiries, none of our Directors, their respective close associates or any Shareholders who own
more than 5% of the issued Shares, had any interest in any of our five largest customers in each
year or period for the Track Record Period. Please refer to the paragraph headed “Business —
Customers” in this prospectus for details of our five largest customers in each year or period
during the Track Record Period.

We have a strong customer base as evidenced by the increase in revenue generated from
our recurring customers and our ability to attract new customers during the Track Record
Period.

OUR PROJECTS

We generally enter into contracts with our customers on a project basis for the provision
of our services. During the Track Record Period, the project duration of our branding,
traditional offline media, online media advertising and event execution and production services
ranged between 80 to 130 days, 120 to 270 days, 150 to 300 days and 100 to 210 days,
respectively. The project duration refers to the period from the date of contracts to the issuance
of invoices to our customers. For details of the movement of the number of our projects and
the rolling backlog of our projects by outstanding contract sum during the Track Record Period
and from 1 May 2023 to the Latest Practicable Date, please refer to the paragraph headed
“Business — Our Projects” in this prospectus.

PRICING POLICY

We formulate and adjust our pricing policy in accordance with industry information and
market trends. We generally determine our service fees on a case-by-case basis, taking into
account factors including (i) estimated time to be spent and the complexity of the project, such
as the number of staff to be involved in the project and customers’ requirements; (ii) scope of
services provided; (iii) fees charged by our suppliers including third-party service providers;
(iv) budgets of our customers; (v) time requirements of the services; (vi) background of the
customers; and (vii) future business opportunities with the customers. For our projects, we
generally determine our service fee based on a cost-plus approach, in which we will assess our
costs to be incurred for the projects, such as staff costs, research expenses, costs of acquiring
the advertising resources and/or supplies for implementing the marketing events, etc., and then
include a markup over the estimated costs when determining the service fees. We will adjust
the markup depending on the market condition and the competitive environment on a
case-by-case basis. On some occasions, we received enquiries from customers for discounts
and may offer a discounted price to customers with a high industry recognition and reputation,
which are measured mainly with reference to the listing status, years of establishment, track
record and scale of their business operation, market share in their respective business
industries, and their public image and reputation based on our Directors’ industry knowledge
and experience in order to strategically build up our business portfolio in particular industry
sectors and to establish long-term relationships with them. During the Track Record Period, we
offered discounts ranging from 9.8% to 21.8% to 4, 4, 4 and 6 projects which in aggregate
contributed approximately RMB1.7 million, RMB2.8 million, RMB2.9 million and RMB3.1
million to our revenue for FY2020, FY2021, FY2022 and 4M2023, respectively.
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OUR SUPPLIERS

During the Track Record Period, our suppliers mainly comprised (i) research institutes;
(ii) advertising resources providers; and (iii) advertising agents. Research institutes are
institutions which are engaged to conduct market research on the market and industry in which
our customers operate, including the latest development and trends of the industry, the
opportunities and challenges facing the industry, the nature of the target customers, customers’
consumption behaviour and preference, and an analysis on the competitive environment, such
as the major competitors and the nature of competition in the market. Advertising resources
providers (i.e. the ultimate advertising resources operators) are generally companies possessing
advertising resources directly, such as TV station operators, agents and/or owners of websites,
search engines, social media and e-commerce platforms, and outdoor platforms. Advertising
agents are advertising companies which source advertising resources from the ultimate
advertising resources suppliers.

For FY2020, FY2021, FY2022 and 4M2023, the cost of services provided by our largest
supplier in each year or period amounted to approximately RMB13.5 million, RMB9.9 million,
RMB9.0 million and RMB6.4 million, representing approximately 23.9%, 10.4%, 9.4% and
26.3% of our total cost of services provided by suppliers, respectively. For the same years or
period, the cost of services provided by our five largest suppliers amounted to approximately
RMB38.6 million, RMB42.3 million, RMB40.2 million and RMB17.2 million, representing
approximately 68.1%, 44.7%, 42.1% and 70.5% of our total cost of services provided by
suppliers, respectively. Our five largest suppliers in each year or period during the Track
Record Period are Independent Third Parties.

MARKET AND COMPETITION

According to Frost & Sullivan, the integrated branding, advertising and marketing service
market in the PRC grew at a CAGR of 11.0% in terms of total expenditure from 2017 to 2022,
and is expected to grow at a CAGR of 7.2% from 2023 to 2027, reaching approximately
RMB1,538.0 billion by the end of 2027. There were approximately 190 integrated branding,
advertising and marketing service providers in China, with the top five market players
accounting for approximately 3.5%, 1.5%, 1.4%, 1.4%, and 0.8%, respectively, and in
aggregate 8.6% of the total revenue of the integrated branding, advertising and marketing
service market in China for the year ended 31 December 2022. The top five market players are
listed companies which mainly provide marketing services and advertising services. For
details, please refer to the paragraph headed “Industry Overview — Overview of Integrated
Branding, Advertising and Marketing Service Market in China — Competitive landscape” in
this prospectus. In 2022, the sales revenue of our Group accounted for approximately 0.02%
of total expenditure in China’s integrated branding, advertising and marketing service.
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OUR COMPETITIVE STRENGTHS

We believe our success is attributable to, among other things, the following competitive

strengths:

we have developed strategy formulation and data analytical capabilities;

we have proven track record in providing quality branding, advertising and
marketing services;

we have established stable and long-standing business relationships with suppliers
of a wide range of media platforms and advertising resources;

we have developed capabilities to formulate tailor-made ideas and concepts which
can be applied to produce different forms of branding, advertising and marketing

contents across a wide range of media platforms;

we have maintained business relationships with customers from diverse industries;
and

we have an experienced management team with in-depth industry expertise.

OUR BUSINESS STRATEGIES

Our key business strategies are to:

strengthen our data analytical capabilities and further enhance our branding
services;

continue to expand our online media advertising services;
expand the geographical reach of our services; and

further improve our brand recognition and increase our marketing efforts.

SUMMARY OF HISTORICAL FINANCIAL INFORMATION

The tables below set out, for the years or periods indicated, our consolidated statements
of profit or loss and other comprehensive income, the details of which are set forth in Appendix
I to this prospectus, and these should be read in conjunction with the financial statements in
Appendix I to this prospectus, including the related notes.
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CONSOLIDATED STATEMENTS OF PROFIT OR LOSS AND OTHER
COMPREHENSIVE INCOME
FY2020 FY2021 FY2022 4M2022 4M2023
RMB’000 RMB’000 RMB’000 RMB’000 RMB’000
(unaudited)
Revenue 103,444 157,637 207,167 60,663 75,014
Cost of services (60,559) (99,966) (103,882) (39,741) (28,267)
Gross profit 42,885 57,671 103,285 20,922 46,747
Other income 1,272 954 402 144 2,637
Selling and marketing
expenses (2,663) (4,601) (6,406) (1,786) (3,276)
Administrative expenses (10,231) (20,148) (29,544) (7,420) (10,469)
Listing expenses 91 (11,389) (4,735) (1,898) (531)
(Provision for)/reversal of
expected credit loss on
financial and contract
assets, net (1,031) 1,362 (5,935) (663) (3,408)
Finance costs (462) (693) (1,457) (331) (704)
Profit before income tax
expense 29,679 23,156 55,610 8,968 30,996
Income tax expense (5,358) (4,682) (9,951) (1,634) (5,018)
Profit for the year/period 24,321 18,474 45,659 7,334 25,978
Profit attributable to:
— Owners of the Company 24,228 18,474 45,659 7,334 25,978
— Non-controlling interests 93 - - - -
24,321 18,474 45,659 7,334 25,978

Non-HKFRS measures

In order to supplement our consolidated statements of profit or loss, which are presented
in accordance with HKFRS, we also use adjusted profit (Non-HKFRS measure), which is not
required by, or presented in accordance with HKFRS. We believe this non-HKFRS measure
helps identify underlying trends in our business and therefore provide useful information to
potential investors in understanding and evaluating our results of operation by eliminating
potential impacts of such items. We also believe that this non-HKFRS measure provides useful
information about our operating results, enhances the overall understanding of our past
performance and future prospects, and allows for greater visibility with respect to key metrics

used by our management in its financial and operational decision-making.
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We define adjusted profit (Non-HKFRS measure), as profit for the year/period adjusted
by Listing expenses relating to the Global Offering.

While adjusted profit (Non-HKFRS measure) provides additional information to potential
investors in understanding and evaluating our results of operations, the use of adjusted profit
(Non-HKFRS measure) has certain limitations as an analytical tool. When assessing our
operating and financial performance, you should not consider adjusted profit (Non-HKFRS
measure) in isolation from, or as a substitute for or superior to analysis of, our results of
operations or financial condition as reported under HKFRS. In addition, the non-HKFRS
measure may be defined differently from similar terms used by other companies and therefore
may not be comparable to similar measures presented by other companies.

The following table sets forth a reconciliation of our Group’s net profits for the years or
periods to our adjusted profit (Non-HKFRS measure) for the years or periods indicated:

FY2020 FY2021 FY2022  4M2022  4M2023

(unaudited)

Profit for the year/period

(RMB’000) 24,321 18,474 45,659 7,334 25,978
Adding back: Listing

expenses (RMB’000) 91 11,389 4,735 1,898 531
Adjusted profit (Non-

HKFRS measure)

(RMB’000) 24,412 29,863 50,394 9,232 26,509

Our net profit decreased from approximately RMB24.3 million for FY2020 to
approximately RMB18.5 million for FY2021, mainly attributable to increase in administrative
expenses and selling and marketing expenses. Our net profit increased from approximately
RMB18.5 million for FY2021 to approximately RMB45.7 million for FY2022, which was
mainly attributable to the increase in revenue due to the growing market demand of branding
services, online media advertising services and the commencement of provision of
advertisement placement services in FY2022 and the decrease in Listing expenses in FY2022
as compared with FY2021. Our net profit increased from approximately RMB7.3 million for
4M2022 to approximately RMB26.0 million for 4M2023, which was mainly attributable to the
increase in gross profit and the decrease in Listing expenses.

Please refer to the paragraph headed “Financial Information — Description of Selected

Items in Consolidated Statements of Profit or Loss and Other Comprehensive Income” in this
prospectus for more details.
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Selected items of consolidated statements of financial position

As at
As at 31 December 30 April
2020 2021 2022 2023
(RMB’000) (RMB’000) (RMB’000) (RMB’000)
Total current assets 59,472 68,220 128,688 219,126
Trade receivables 22,972 32,040 102,602 161,346
Deposits, prepayments and other
receivables 22,293 5,491 20,586 20,974
Total current liabilities 19,430 32,255 62,416 120,645
Trade payables 8,513 10,803 7,908 64,846
Accruals and other payables 2,746 7,119 7,206 10,275
Borrowings 5,200 10,789 37,224 35,950
Net current assets 40,042 35,965 66,272 98,481
Total non-current assets 18,962 21,486 33,980 26,867
Plant and equipment 7,958 6,611 17,958 15,449
Right-of-use assets 4,187 3,010 1,804 1,408
Intangible assets 5,824 4,734 3,569 3,181
Prepayments — 6,000 9,000 4,500
Total non-current liabilities 6,546 8,982 6,124 5,242
Lease liabilities 4,485 2,840 996 17
Borrowings - 3,400 719 -
Deferred tax liabilities 2,061 2,742 4,409 5,225
Non-controlling interests 1,778 - - -
Total equity or net assets 52,458 48,469 94,128 120,106

Our net assets decreased from approximately RMB52.5 million as at 31 December 2020
to approximately RMB48.5 million as at 31 December 2021, primarily attributable to the
deemed distribution (i.e. elimination of our capital reserve of a subsidiary of our Group) of
approximately RMB20.8 million arising from the Reorganisation, and such deemed
distribution reduced our equity balance. Such decrease was partially offset by the net profit for
FY2021 of approximately RMB18.5 million arising from the business growth during the year.
For the details of the deemed distribution and the reasons on the increase in our net profit for
FY2021, please refer to the paragraph headed “Consolidated Statements of Changes in Equity”
in the Accountants’ Report in Appendix I to this prospectus and the paragraph headed
“Financial Information — Year to Year/Period to Period Comparison of Results of Operations
— FY2020 compared to FY2021” in this prospectus for further details.

Our net assets increased from approximately RMB48.5 million as at 31 December 2021
to approximately RMB94.1 million as at 31 December 2022, primarily attributable to the net
profit for the year of approximately RMB45.7 million arising from the business growth during
the year. For the reasons on the increase in our net profit for FY2022, please refer to the
paragraph headed “Financial Information — Year to Year/Period to Period Comparison of
Results of Operations — FY2021 compared to FY2022” in this prospectus and the paragraph
headed “Consolidated Statements of Changes in Equity” in the Accountants’ Report in
Appendix I to this prospectus for further details.

Our net assets increased from approximately RMB94.1 million as at 31 December 2022
to approximately RMB120.1 million as at 30 April 2023, primarily attributable to the net profit
for 4M2023 of approximately RMB26.0 million arising from the business growth during the
same period.
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Selected items of consolidated statements of cash flows

FY2020 FY2021  FY2022  4M2022  4M2023
(RMB’000) (RMB’000) (RMB’000) (RMB’000) (RMB’000)

(unaudited)

Net cash generated from

operations before changes

in working capital 33,005 26,302 69,728 11,390 38,262
Changes in working capital (1,627) (3,487) (92,905) (14,783) (2,205)
Income tax paid (3,027) (4,405) (6,081) (1,694) (4,107)
Net cash generated

from/(used in) operating

activities 28,351 18,410 (29,258) (5,087) 31,950
Net cash (used in)/generated

from investing activities (2,358) 13,388 (18,702) (12,586) 4,639
Net cash (used in)/generated

from financing activities (14,244) (13,666) 20,631 3,739 (3,599)

Net increase/(decrease) in

cash and cash equivalents 11,749 18,132 (27,329) (13,934) 32,990
Cash and cash equivalents

at beginning of the

year/period 322 12,071 30,203 30,203 2,874

Cash and cash equivalents
at end of the year/period 12,071 30,203 2,874 16,269 35,864

For FY2022, we had net cash inflows from operating activities before working capital
change of approximately RMB69.7 million and net cash outflows used in operating activities
of approximately RMB29.3 million. The difference of approximately RMB99.0 million was
primarily attributable to (i) the increase in trade receivables of approximately RMB75.6
million resulting from the increase in our revenue generated near year end; (ii) the increase in
contract assets of approximately RMB2.3 million mainly arising from the increase in services
provided by our Group which has not been unconditionally accepted by our customers; (iii) the
increase in deposits, prepayments and other receivables of approximately RMB15.9 million
mainly attributable to the increase in our deposits paid to the Media Partner for provision of
advertisement placement services; (iv) the decrease in trade payables of approximately
RMB2.9 million due to the settlement of trade payables by our Group; and (v) income tax paid
of approximately RMB6.1 million, which were partially offset by the increase in contract
liabilities of approximately RMB3.6 million resulting from the increase in advance payments
from some customers near year end date.

We recorded net cash outflows used in operating activities for FY2022, mainly
attributable to the time lags between our payments of deposits to the Media Partner for the
provision of advertisement placement services and our receipts of payments from our
customers. We were generally required to make deposits to the Media Partner prior to the
provision of advertisement placement services. We completed more than 100 projects of
provision of advertisement placement services at the end of FY2022 and we generally granted
a credit period of 90 days, in line with the industry norm, to our customers of provision of
advertisement placement services. Therefore, such timing difference of payments to the Media
Partner and receipts of payments from our customers had a significant impact on our net cash
movement during FY2022.
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KEY FINANCIAL RATIOS

The table below sets forth our selected key financial ratios during the Track Record

Period:
For the
four months
ended/as at
For the year ended/as at 31 December 30 April
2020 2021 2022 2023
Gross profit margin 41.5% 36.6% 49.9% 62.3%
Net profit margin 23.5% 11.7% 22.0% 34.6%
Gearing ratio 21.3% 38.6% 43.3% 31.5%
Current ratio 3.1 times 2.1 times 2.1 times 1.8 times
Return on equity 46.4% 38.1% 48.5% 21.6%
Return on assets 31.0% 20.7% 28.1% 10.6%
Interest coverage ratio 271.7 times 53.8 times 44.4 times 47.7 times
Net debt to equity ratio Net cash Net Cash 39.9% 1.4%

SUMMARY OF MATERIAL RISK FACTORS

There are certain risks relating to an investment in our Offer Shares. These risks can be

generally categorised into: (i) risks relating to our Group; (ii) risks relating to our industry; (iii)
risks relating to conducting business in the PRC; (iv) risks relating to the Global Offering; and
(v) risks relating to statements made in this prospectus. A detailed discussion of the risk factors
is set forth in the section headed “Risk Factors” in this prospectus. A summary of certain of
these risk factors which may have a material and adverse effect on our business, financial
condition, results of operations and prospects is set forth below:

the income generated from our business is generally project-based and non-recurring in
nature and our future business depends on our continuous ability in securing new projects;

if we fail to achieve the marketing objectives of our customers, our financial performance
may be adversely affected;

we rely on research institutes for provision of our branding services;

we engage third-party service providers to provide various services. Their failure to
provide us with timely and high-quality products or services may materially and
adversely affect our business operations;

we recorded net cash used in operating activities for FY2022. If we record net cash
outflow from operating activities in the future, our liquidity and financial condition may
be materially and adversely affected;

we recorded an increasing trend for our average trade receivables turnover days during
the Track Record Period. There is no assurance that our customers will settle their
payments when they fall due, or at all. Any delay or default in payments from our
customers may cause challenges for us to manage our working capital and/or adversely
impact our liquidity;

we have concentrated supplier base and any increases in price of their services or

advertising resources could materially and adversely affect our results of operations,
financial position and prospects; and
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. our business may be affected by seasonal fluctuations in demand for our branding,
advertising and marketing services from customers in different industries.

You should read the entire section headed “Risk Factors” in this prospectus before you
decide to invest in the Offer Shares.

PRE-IPO INVESTMENTS

We undertook the Pre-IPO Investments in preparation of the Listing. Immediately after
the completion of the Capitalisation Issue and the Global Offering, the Pre-IPO Investors, Mr.
Nie (through his shareholding in Youxin Capital) and Mr. Shen will be effectively entitled to
approximately 5.03% and 3.77% of the issued Shares of our Company. Both of our Pre-IPO
Investors are individual investors. Mr. Zhang Bei, one of our executive Directors, is the
nephew of Mr. Nie. Save for the aforesaid, Mr. Shen, to the best knowledge and belief of our
Directors, is an Independent Third Party. For further details, please refer to the paragraph
headed “History, Reorganisation and Corporate Structure — Pre-IPO Investments” in this
prospectus.

OUR SHAREHOLDING STRUCTURE

Immediately following the completion of the Capitalisation Issue and the Global Offering
(without taking into account any Shares which may be issued upon the exercise of the options
that may be granted under the Share Option Scheme), Mr. Chen (through JaiYi Culture) will
own approximately 64.40% of the issued share capital of our Company. JaiYi Culture is an
investment holding company and is wholly-owned by Mr. Chen. Therefore, Mr. Chen and JaiYi
Culture are regarded as our Controlling Shareholders under the Listing Rules.

NON-COMPLIANCE

We were involved in certain non-compliance incidents relating to short-term loans to our
related parties during the listing of Huashi Media on the NEEQ. Huashi Media provided
short-term loans to its related parties, including Mr. Chen and Ms. Xue, in breach of the
relevant PRC laws and regulations and the internal rules and measures of Huashi Media
between January 2016 and June 2016, and did not make disclosure in a timely manner in
relation to such continuing connected transactions. Our Directors confirmed that up to the
Latest Practicable Date, no punishment, disciplinary measures or sanctions have been imposed
by the relevant regulatory authorities in the PRC, including but not limited to CSRC and the
NEEQ CO., Ltd., against Huashi Media, Mr. Chen, Ms. Xue, our other Directors and senior
management due to the non-compliance incidents. Our PRC Legal Advisers are of the view that
the risk of the relevant authorities imposing further punishment or penalties on us is remote.
For details, please refer to the paragraph headed “Business — Non-compliance — NEEQ
Non-compliance Incidents” in this prospectus.

DIVIDENDS

On 18 August 2020, Huashi Media declared and paid an aggregate dividend of RMB17.4
million to its then shareholders. Save as above, no other dividends have been paid or declared
by us during the Track Record Period. Our Company currently does not have any
predetermined dividend payout ratio. A decision to declare or pay any dividend in the future
and the amount of any dividends depends on a number of factors, including but not limited to
our results of operations, financial position, working capital, capital requirements and other
factors our Board may deem relevant. Our Board has the absolute discretion to decide whether
to declare or distribute dividends in any year.
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SUMMARY

OFFERING STATISTICS

Based on Based on
minimum maximum
indicative indicative

Offer Price of Offer Price of
HK$0.88 per HK$1.04 per
Offer Share Offer Share

Market capitalisation of our Shares" HK$678.2 HK$801.5
million million
Unaudited pro forma adjusted consolidated net tangible HK$0.26 HK$0.28

asset per Share®

Notes:

(1) The calculation of market capitalisation is based on the 770,650,000 Shares expected to be in issue
immediately upon completion of the Capitalisation Issue and the Global Offering.

(2)  The unaudited pro forma adjusted consolidated net tangible asset per Share is calculated after adjustments
referred to in Appendix II to this prospectus and on the basis of 770,650,000 Shares in issue at the Offer Price
immediately upon the completion of the Capitalisation Issue and the Global Offering.

USE OF PROCEEDS

We estimate the net proceeds of the Global Offering which we will receive, assuming an
Offer Price of HK$0.96 per Offer Share (being the mid-point of the Offer Price range stated
in this prospectus) will be approximately HK$62.7 million, after deduction of related
underwriting fees and estimated expenses payable by us in connection with the Global
Offering.

We intend to use the net proceeds of the Global Offering for the following purposes
assuming the Offer Price is fixed at HK$0.96 per Offer Share (being the mid-point of the Offer

Price range):

—  approximately 35.2%, or HK$22.1 million, is expected to be used to strengthen our
data analytical capabilities and further enhance our branding services, consisting of:

. approximately 23.1%, or HK$14.5 million is expected to be used to establish
our branding data platform and R&D database;

. approximately 11.2%, or HK$7.0 million, is expected to be used to acquire
more comprehensive market and industry data; and

. approximately 0.9%, or HK$0.6 million, is expected to be used for recruitment
of additional staff for our R&D department;

- approximately 23.8%, or HK$14.9 million, is expected to be used to expand our
online media advertising services, consisting of:

. approximately 7.5%, or HK$4.7 million is expected to be used to enhance our
online advertising platform; and

. approximately 16.3%, or HK$10.2 million, is expected to be used to develop
our in-house content production capabilities;
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SUMMARY

- approximately 30.6%, or HK$19.2 million, is expected to be used to expand the
geographical reach of our services, consisting of:

. approximately 15.3%, or HK$9.6 million is expected to be used to set up our
Beijing office; and

. approximately 15.3%, or HK$9.6 million, is expected to be used to set up our
Shanghai office;

- approximately 8.0%, or HK$5.0 million, is expected to be used to improve our brand
recognition and increase our marketing efforts; and

—  approximately 2.4%, or HK$1.5 million, is expected to be used for our working
capital and general corporate purposes.

The above allocation of the net proceeds will be adjusted on a pro rata basis in the event
that the Offer Price is fixed at a higher or lower level compared to the mid-point of the Offer
Price range. For further details, please refer to the section headed “Future Plans and Use of
Proceeds” in this prospectus.

In line with our plan to establish our branding data platform and R&D database, acquire
market and industry data, recruit additional R&D staff, enhance our online advertising
platform, develop our in-house content production capabilities, expand our branch offices and
increase our marketing efforts, we expect that our financial results for the year ending 31
December 2023 will be affected by the increase in our operating expenses, including
depreciation charges, staff costs and selling and marketing expenses, associated with our
aforesaid expansion plan.

LISTING EXPENSES

The estimated total Listing expenses in connection with the Global Offering are
approximately HK$57.3 million or RMB52.6 million (based on the mid-point of the Offer Price
of HK$0.96 per Offer Share), of which approximately RMB19.6 million is expected to be
deducted from the equity. The estimated total Listing expenses represent approximately 47.8%
of the gross proceeds from the Global Offering. It comprised (i) underwriting-related expenses,
including underwriting commission of approximately HKS$7.2 million; and (ii) non-
underwriting-related expenses of approximately HK$50.1 million, including (a) fees payable to
legal advisers and Reporting Accountants of HK$27.5 million; and (b) other fees and expenses,
including sponsor fees and the fees of other professional parties, of approximately HK$22.6
million. Our Directors are of the view that our above fees or expenses are in line with the
market rates. During the Track Record Period, we incurred Listing expenses of approximately
RMB16.7 million. We expect to incur additional Listing expenses (including underwriting
commission) of approximately RMB16.3 million subsequent to 30 April 2023, which is
expected to be recognised as expenses in the consolidated statements of profit or loss and other
comprehensive income for the year ending 31 December 2023 and approximately RMB19.6
million is expected to be recognised as a deduction in equity directly. The Listing expenses
above are the latest practicable estimate for reference only, and the actual amount may differ
from this estimate.
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Our Directors consider that our financial results will be affected by the expenses in
relation to the Global Offering as we expect to further recognise approximately RMB16.3
million in the consolidated statements of profit or loss and comprehensive income for the year
ending 31 December 2023. Accordingly, the financial performance for the year ending 31
December 2023 is expected to be adversely affected by the estimated expenses in relation to
the Listing.

RECENT DEVELOPMENT SUBSEQUENT TO THE TRACK RECORD PERIOD

Our business model, revenue and cost structure basically remained unchanged subsequent
to the Track Record Period and up to the Latest Practicable Date. Subsequent to the Track
Record Period and up to the Latest Practicable Date, we entered into 31, nil, 108, 64 and 59
contracts of our branding services, traditional offline media advertising services, online media
advertising services, provision of advertisement placement services and event execution and
production services, with an aggregate contract sum of approximately RMB49.0 million, nil,
RMB17.3 million, nil and RMB21.2 million, respectively.

As at the Latest Practicable Date, we had a total of 202 ongoing projects with a total
outstanding contract sum of approximately RMB16.8 million, of which:

(i) there were 15 ongoing branding services projects, with an outstanding contract sum of
approximately RMB7.3 million;

(ii) there were 16 ongoing online media advertising services projects, with an outstanding
contract sum of approximately 1.6 million;

(ii1) there were 163 ongoing provision of advertisement placement services projects, of which
the aggregate outstanding contract sum of five contracts were approximately RMB6.9
million, while no contract sum was stipulated in the remaining 158 framework
agreements; and

(iv) there were 8 event execution and production services project, with an outstanding
contract sum of approximately RMB1.0 million.

Save for the Listing expenses in connection with the Global Offering, our Directors
confirm that there had been no material adverse change in our financial or trading position
since 30 April 2023, being the date of which our latest audited consolidated financial
statements were made up, and up to the date of this prospectus.

IMPACT OF OUTBREAK OF COVID-19 ON OUR OPERATIONS

The PRC Government announced a number of measures in January 2020 with a view to
containing the COVID-19 outbreak, such as locking down major cities, imposing travel
restrictions across cities and provinces, extension of the Lunar New Year public holiday and
postponing the resumption of production in a wide spectrum of industries. As a result, our head
office in Wuhan was temporarily closed on 22 January 2020 and we resumed work on 8 April
2020. The COVID-19 Outbreak led to the suspension of the business of our customers, thereby
affecting their demand for our services. In the first half of 2022, new regional COVID-19
Outbreak has hit certain areas in China which subsequently spread to several other cities. To
contain the spread of COVID-19, local governments imposed various restrictions on business
and social activities, including travel restrictions, city lockdown and temporary shutdown of
business operations across certain regions. As a result of the resurgence of COVID-19
Outbreak, we experienced a few days of delay in receiving the services provided by certain of
our suppliers located in these affected areas in April 2022. However, we have been able to
honour all of our obligations to the relevant customers within the agreed schedules.
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Although our customers are mainly based in the PRC during the Track Record Period, our
Directors, after careful and due consideration, confirm that the COVID-19 Outbreak in the first
half of 2020 and 2022 did not have material adverse impact on the business, financial
conditions and result of operations of our Group for the following reasons:

during the Track Record Period and up to the Latest Practicable Date, (a) we had
been able to honour all of our obligations under the existing purchase orders with
our customers; and (b) we did not experience any cancellation of orders or
termination of contracts by our customers due to the COVID-19 Outbreak;

as confirmed by our Directors, during the Track Record Period and up to the Latest
Practicable Date, we did not encounter any material disruption of our procurement
of advertising resources in light of COVID-19 Outbreak;

whilst our business was affected temporarily in early 2020 in view of the COVID-19
Outbreak in the first half of 2020, our financial performance subsequently improved
due to the effective control of COVID-19 in the PRC resulting in the increase in
demand for our services. Our revenue increased from approximately RMB103.4
million for FY2020 to approximately RMB157.6 million for FY2021. While travel
restrictions and city lockdown were imposed in certain regions in China during the
first half of 2022, we strategically diverted our marketing efforts to other regions
which were not or less impacted by the COVID-19 Outbreak and therefore we
recorded an increase in revenue from approximately RMB157.6 million for FY2021
to approximately RMB207.2 million for FY2022. During 4M2023, we recorded an
increase in revenue from approximately RMB60.7 million for 4M2022 to
approximately RMB75.0 million for 4M2023 as all business operations resumed to
normal during 4M2023; and

according to Frost & Sullivan, with the effective control of COVID-19, the market
has gradually recovered since the second half of 2020, and basically returned to
normal in 2021. With the impact of the COVID-19 Outbreak, (a) the placement of
advertisement on online media platforms have gained prevalence from advertisers
and brand owners in the PRC as it reaches more target audience compared with other
offline media platforms; (b) advertisers and brand owners have paid more attention
to the effectiveness of advertising or marketing strategies; and (c) there is growing
demand for integrated branding, advertising and marketing service, which is
conducive for the advertisers or brand owners to facilitating the implementation of
their brand promotion strategies. As a result, in the event of future recurrence of
COVID-19 Outbreak, the market is expected to remain resilient and maintain a
stable development in the future mainly due to the growing demands for various
services in integrated branding, advertising and marketing service market.
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DEFINITIONS

In this prospectus, unless the context otherwise requires, the following terms shall
have the meanings set forth below. Certain technical terms are explained in the section

headed “Glossary of Technical Terms” in this prospectus.

“4M2022”

“4M2023”

“affiliate(s)”

“AFRC”

“Articles” or “Articles of
Association”

“associate(s)”

“Audit Committee”
“Board”

“Business Day(s)” or

“business day(s)”

“BVI”

i)

“Capitalisation Issue’

“CCASS”

the four months ended 30 April 2022
the four months ended 30 April 2023

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

the amended and restated articles of association of our
Company conditionally adopted on 9 October 2023 and
will come into effect upon Listing (as amended,
supplemented or otherwise modified from time to time),
a summary of which is set out in Appendix III to this
prospectus

has the meaning ascribed to it under the Listing Rules
the audit committee of our Board

our board of Directors

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

the capitalisation of an amount of US$32,232,500
standing to the credit of the share premium account of our
Company by applying such sum in paying up in full
644,650,000 Shares for allotment and issue to holder(s)
of our Shares as resolved by the written resolutions of our

Shareholders passed on 9 October 2023

the Central Clearing and Settlement System established
and operated by HKSCC
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“CCASS Clearing Participant”

“CCASS Custodian Participant”

“CCASS EIPO”

“CCASS Investor Participant”

“CCASS Operational Procedures”

“CCASS Participant(s)”

“China” or “PRC”

“close associate(s)”

a person admitted to participate in CCASS as a direct

clearing participant or a general clearing participant

a person admitted to participate in CCASS as a custodian

participant

the application for the Public Offer Shares to be issued in
the name of HKSCC Nominees and deposited directly
into CCASS to be credited to your or a designated
CCASS Participant’s stock account through causing
HKSCC Nominees to apply on your behalf, including by
(1) instructing your broker or custodian who is a CCASS
Clearing Participant or a CCASS Custodian Participant to
give electronic application instructions via CCASS
terminals to apply for the Public Offer Shares on your
behalf, or (ii) if you are an existing CCASS Investor
Participant, giving electronic application instructions
through the CCASS Internet System
(https://ip.ccass.com) or through the CCASS Phone
System (using the procedures in HKSCC’s “An Operating

Guide for Investor Participants” in effect from time to
time). HKSCC can also input electronic application
instructions for CCASS Investor Participants through
HKSCC’s Customer Service Centre by completing an
input request

a person admitted to participate in CCASS as an investor
participant who may be an individual, joint individuals or
a corporation

the Operational Procedures of HKSCC in relation to
CCASS, containing the practices, procedures and
administrative requirements relating to operations and
functions of CCASS, as from time to time in force

a CCASS Clearing Participant, a CCASS Custodian
Participant or a CCASS Investor Participant

the People’s Republic of China excluding, for the
purposes of this prospectus, Hong Kong, the Macau
Special Administrative Region of the People’s Republic

of China and Taiwan

has the meaning ascribed to it under the Listing Rules
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“Companies Act”

“Companies Ordinance”

“Companies (Winding Up and
Miscellaneous Provisions)
Ordinance”

“Company” or “our Company”

“connected person(s)”

“connected transaction(s)”

“Controlling Shareholder(s)”

“core connected person(s)”

“Corporate Governance Code”

“COVID-19”

“COVID-19 Outbreak”

the Companies Act (as revised) of the Cayman Islands (as
amended, supplemented or otherwise modified from time
to time)

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

Huashi Group Holdings Limited (*&fEEREZMEARA
A]), an exempted company incorporated with limited
liability under the laws of the Cayman Islands on 18
February 2021, and references to “we”, “us” or “our”
refer to our Group or, where the context requires, our

Company

has the meaning ascribed to it under the Listing Rules
has the meaning ascribed to it under the Listing Rules
has the meaning ascribed to it under the Listing Rules
and, unless the context requires otherwise, refers to Mr.
Chen and JaiYi Culture (for more details, please refer to
the section headed “Relationship with our Controlling
Shareholders” in this prospectus); and “Controlling
Shareholder” means any one of them

has the meaning ascribed to it under the Listing Rules
the provisions set out under “Corporate Governance Code
and Corporate Governance Report” in Appendix 14 to the

Listing Rules

a viral respiratory disease caused by the severe acute
respiratory syndrome coronavirus 2

the outbreak of COVID-19 in the PRC
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“CSRC”

“Dabieshan Culture”

“Deed of Indemnity”

“Deed of Non-competition”

“Director(s)” or “our Director(s)”

“Donghu Brand Research”

“Eastern China”

“EIT”

China Securities Regulatory Commission (H Bl 75 75 B &
EMZBE®), a regulatory body responsible for the
supervision and regulation of the national securities
market in China

Dabieshan Culture Industry Development (Macheng)
Co., Ltd.* (RBNLSULE EE R ARAF), a
company established in the PRC with limited liability on
7 April 2017 and an indirect wholly-owned subsidiary of

our Company

the deed of indemnity dated 9 October 2023 entered into
by our Controlling Shareholders in favour of our
Company (for itself and as trustee for each of its
subsidiaries), particulars of which are set out in the
paragraph headed “Statutory and General Information —
9. Other Information — D. Deed of Indemnity” in
Appendix IV to this prospectus

the deed of non-competition dated 9 October 2023 and
executed by our Controlling Shareholders in favour of
our Company (for itself and as trustee for each of its
subsidiaries), pursuant to which our Controlling
Shareholders agreed not to, among other things, engage
or participate in any business which is in competition
with our business, particulars of which are set out in the
paragraph headed ‘“Relationship with our Controlling
Shareholders — Deed of Non-competition” in this
prospectus

director(s) of our Company

Donghu Brand Research Institute Company Limited* (3
Wb E 7S B A FR/AF]), a company incorporated in
Hong Kong with limited liability on 20 April 2021 and an
indirect wholly-owned subsidiary of our Company

a geographical region of China, consisting of Jiangsu
Province, Shanghai, Zhejiang Province, Anhui Province,
Shandong Province and Jiangxi Province from which our
Group had generated revenue during the Track Record
Period for the purpose of this prospectus

enterprise income tax in the PRC
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“EIT Law”

“F&S” or “Frost & Sullivan”

“F&S Report”

“FY2016”

“FY2017”

“FY2018”

“FY2019”

“FY2020”

“FY2021”

“FY2022”

“General Rules of CCASS”

“Global Offering”

“GREEN Application Form(s)”

G LR N1 t3]

“Group”, “our Group”, “our”,

113

We”, or “us”

“HK eIPO White Form”

the PRC Enterprise Income Tax Law

Frost & Sullivan (Beijing) Inc., Shanghai Branch Co., an
independent industry research consultant commissioned
to prepare the F&S Report

a market research report commissioned by us and
prepared by Frost & Sullivan on the overview of the
industry in which our Group operates

the year ended 31 December 2016

the year ended 31 December 2017

the year ended 31 December 2018

the year ended 31 December 2019

the year ended 31 December 2020

the year ended 31 December 2021

the year ended 31 December 2022

General Rules of CCASS published by the Stock
Exchange and as amended from time to time

the Public Offer and the Placing

the application form(s) to be completed by the HK eIPO
White Form Service Provider designated by our
Company

our Company and all of our subsidiaries, or any one of
them as the context may require or, where the context
refers to any time prior to its incorporation, the business
which its predecessors or the predecessors of its present
subsidiaries, or any one of them as the context may
require, were or was engaged in and which were
subsequently assumed by it

the application for the Public Offer Shares to be issued in

the applicant’s own name submitted online through the
IPO App or the designated website at www.hkeipo.hk
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“HK eIPO White Form Service

Provider”

“HKFRSs”

“HKICPA”

“HKSCC”

“HKSCC Nominees”

“Hong Kong”

“Hong Kong Branch Share
Registrar”

“Hong Kong dollars” or
“HK dollars” or “HK$”

“Huashi Brand Management”

“Huashi Chuangxiang”

“Huashi HK”

the HK eIPO White Form service provider designated
by our Company as specified in the IPO App or on the
designated website at www.hkeipo.hk

Hong Kong Financial Reporting Standards, as issued by
the HKICPA

The Hong Kong Institute of Certified Public Accountants

Hong Kong Securities Clearing Company Limited, a
wholly-owned subsidiary of Hong Kong Exchanges and
Clearing Limited

HKSCC Nominees Limited, a wholly-owned subsidiary
of HKSCC

the Hong Kong Special Administrative Region of the
PRC

Tricor Investor Services Limited, the branch share
registrar and transfer office of our Company in Hong
Kong

Hong Kong dollars and cents respectively, the lawful

currency of Hong Kong

Huashi Zhongguang Brand Management (Hubei) Co.,
Ltd.* (EMSHEFEHRGIOAERAF), a company
established in the PRC with limited liability on 7 April
2021 and an indirect wholly-owned subsidiary of our
Company

Huashi Chuangxiang Culture Media (Hubei) Co., Ltd.* (%
A= UL A FR/A Fl), a company established
in the PRC with limited liability on 26 December 2012

and an indirect wholly-owned subsidiary of our Company

Huashi Group Limited (FEWHEGEEBRARAF), a
company incorporated in Hong Kong with Ilimited
liability on 16 March 2021 and an indirect wholly-owned
subsidiary of our Company
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“Huashi International”

“Huashi Media”

“Hubei Jiaying Culture”

“IFRS”

“Independent Third Party” or
“Independent Third Parties”

“IPO App”

“JaiYi Culture”

“Joint Bookrunners”

“Joint Global Coordinators”

HUASHI International Group Limited (A B FR4EEA
F/Z>H]), a company incorporated in the BVI with limited
liability on 24 February 2021 and a direct wholly-owned
subsidiary of our Company

Huashi Zhongguang International Media (Wuhan)
Co., Ltd.* (HEQL P B B0 PRI () A FR AR A FD), a
company established in the PRC with limited liability on
23 February 2011 and an indirect wholly-owned

subsidiary of our Company

Hubei Jiaying Culture Media Company Limited (#idt5%
WS AL EE A FR /A F]), a company incorporated in the
BVI with limited liability on 24 December 2020 which is
wholly-owned by Ms. Xue

International Financial Reporting Standards

person(s) or company(ies) and their respective ultimate
beneficial owner(s), who/which, to the best of our
Directors’ knowledge, information and belief, having
made all reasonable enquiries, is/are independent of our
Company and our connected persons

the mobile application for the HK eIPO White Form
service which can be downloaded by searching
“IPO App” in App Store or Google Play or
downloaded at www.hkeipo.hk/TPOApp or
www.tricorglobal.com/IPOApp

JaiYi Culture Media Limited ((EZESU{LEEABRAF]), a
company incorporated in the BVI with limited liability on
24 December 2020 and one of our Controlling
Shareholders

the joint bookrunners as named in the section headed
“Directors and Parties Involved in the Global Offering”
in this prospectus

the joint global coordinators as named in the section

headed “Directors and Parties Involved in the Global

Offering” in this prospectus
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“Joint Lead Managers”

“Latest Practicable Date”

“Listing”

“Listing Committee”

“Listing Date”

“Listing Rules”

“Media Partner”

“Memorandum of Association” or
“Memorandum”

“Mr. Chen”

“Mr. Hu”

“Mr. Nie”

“Mr. Shen”

“Ms. Wang”

“Ms. Xue”

the joint lead managers as named in the section headed
“Directors and Parties Involved in the Global Offering”
in this prospectus

21 October 2023, being the latest practicable date for
ascertaining certain information in this prospectus prior
to its publication

the listing of the Shares on the Stock Exchange
the listing committee of the Stock Exchange

the date, expected to be on or about 10 November 2023,
on which the Shares will be listed and dealings in the
Shares first commence on the Stock Exchange

the Rules Governing the Listing of Securities on the
Stock Exchange, as amended, supplemented or otherwise
modified from time to time

a renowned Chinese internet technology company which
operates various popular online media platforms in the
PRC under our provision of advertisement placement

services

the amended and restated memorandum of association of
our Company, adopted on 9 October 2023 and will come
into effect upon Listing (as amended, supplemented or
otherwise modified from time to time)

Mr. Chen Jicheng (Bf#7K), our chairman, chief
executive officer, executive Director and one of our
Controlling Shareholders

Mr. Hu Youyi (1K &)

Mr. Nie Xing (# /), one of our Pre-IPO Investors

Mr. Shen Hui (I£)##), one of our Pre-IPO Investors

Ms. Wang Shujin (E&4f#), an executive Director

Ms. Xue Yuchun (B% £4F), an executive Director
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“NEEQ”

“Nomination Committee”

“Northern China”

“Offer Price”

“Offer Share(s)”

“PBOC”

“Placing”

“Placing Shares”

“Placing Underwriters”

“Placing Underwriting
Agreement”

the National Equities Exchange and Quotations (Z:[#
/N ZEREA I EE R 4T), a PRC over-the-counter system
for trading shares of public companies

the nomination committee of the Board

a geographical region of China, consisting of Beijing,
Jilin Province, Hebei Province, Shaanxi Province, Inner
Mongolia, Liaoning Province, Ningxia, Xinjiang,
Qinghai Province and Heilongjiang Province from which
our Group had generated revenue during the Track
Record Period for the purpose of this prospectus

the offer price per Offer Share in Hong Kong dollars
(exclusive of brokerage of 1%, SFC transaction levy of
0.0027%, the Stock Exchange trading fee of 0.00565%
and AFRC transaction levy of 0.00015%) at which the
Offer Shares are to be subscribed for pursuant to the
Global Offering, to be determined in the manner further
described in the paragraph headed “Structure and
Conditions of the Global Offering — Pricing and
Allocation” in this prospectus

the Public Offer Shares and the Placing Shares
People’s Bank of China (" A R4R1T)

conditional placing of the Placing Shares at the Offer
Price to selected professional, institutional and other
investors as set out in the section headed “Structure and
Conditions of the Global Offering” in this prospectus

the 112,500,000 Shares initially being offered by our
Company for subscription under the Placing

the underwriters of the Placing

the conditional underwriting and placing agreement
relating to the Placing expected to be entered into by our
Company, our executive Directors, our Controlling
Shareholders, the Sole Overall Coordinator, the Joint
Global Coordinators and the Placing Underwriters,
particulars of which are summarised in the paragraph
headed “Underwriting — Underwriting Arrangements and
Expenses — The Placing” in this prospectus

— 30 -



DEFINITIONS

“PRC government”

“PRC Legal Advisers”

“Pre-IPO Investments”

“Pre-IPO Investors”

“Price Determination Agreement”

“Price Determination Date”

“Public Offer”

“Public Offer Shares”

the central government of the PRC and all governmental
subdivisions (including provincial, municipal and other
regional or local government entities) and
instrumentalities thereof or, where the context requires,
any of them

Tian Yuan Law Firm, our legal advisers as to the PRC
laws

the investments in our Company undertaken by our
Pre-IPO Investors before the Listing, details of which are
set out in the section headed “History, Reorganisation and
Corporate Structure” in this prospectus

Mr. Nie and Mr. Shen

the agreement to be entered into by the Sole Overall
Coordinator and the Joint Global Coordinators (for
themselves and on behalf of the Underwriters) and our
Company on the Price Determination Date to record and
fix the Offer Price

the date, expected to be on or about 3 November 2023, on
which the Offer Price will be determined, or such later
time as the Sole Overall Coordinator and the Joint Global
Coordinators (for themselves and on behalf of the
Underwriters) and our Company may agree, but in any
event, no later than 8 November 2023

the offer for subscription of the Public Offer Shares to the
public in Hong Kong (subject to reallocation as described
in the section headed “Structure and Conditions of the
Global Offering” in this prospectus) at the Offer Price
(plus brokerage of 1%, SFC transaction levy of 0.0027%,
the Stock Exchange trading fee of 0.00565% and AFRC
transaction levy of 0.00015%) on the terms and subject to
the conditions described in this prospectus, as further
described in the paragraph headed “Structure and
Conditions of the Global Offering — The Public Offer” in
this prospectus

the 12,500,000 Shares being initially offered for
subscription in the Public Offer, subject to reallocation
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“Public Offer Underwriters”

“Public Offer Underwriting
Agreement”

“Regulation S”

“Remuneration Committee”

“Reorganisation”

“Repurchase Mandate”

“R&D”

“RMB” or “Renminbi”

“SAFE”

the underwriters of the Public Offer listed in the
paragraph headed “Underwriting - Public Offer
Underwriters” in this prospectus

the underwriting agreement dated 30 October 2023
relating to the Public Offer and entered into among our
Company, the Sole Sponsor, the Sole Overall
Coordinator, the Joint Global Coordinators, the Joint
Bookrunners, the Joint Lead Managers, the Controlling
Shareholders, the executive Directors and the Public
Offer Underwriters as further described in the paragraph
headed “Underwriting — Underwriting Arrangements and
Expenses — The Public Offer” in this prospectus

Regulation S under the U.S. Securities Act
the remuneration committee of the Board

the reorganisation of the Group in preparation of the
Listing, details of which are set out in the section headed
“History, Reorganisation and Corporate Structure” in this
prospectus

a general and unconditional mandate granted to our
Directors by the passing by our then Shareholders of the
written resolutions referred to in the paragraph headed
“Statutory and General Information - 1. Further
Information about Our Company - (iv) Written
Resolutions of our Shareholders Passed on 9 October
2023” in Appendix IV to this prospectus pursuant to
which our Directors may exercise the power of our
Company to repurchase Shares, the aggregate number of
which shall not exceed 10% of the aggregate number of
Shares in issue immediately following completion of the
Global Offering and the Capitalisation Issue (excluding
any Shares which may be issued pursuant to the exercise
of the options which may be granted under the Share
Option Scheme)

research and development
Renminbi, the lawful currency of the PRC

State Administration of Foreign Exchange of the PRC ("
e N\ B LAN ] P REAE B R )
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“SAMR”

“SAT”

“SFC”

“SFO”

“Share(s)”

“Share Option Scheme”

“Shareholder(s)”

“Sole Sponsor”

“Sponsor-Overall Coordinator”

’

or “Sole Overall Coordinator’

“Stock Exchange”

“subsidiary(ies)”

“Substantial Shareholder(s)” or
“substantial shareholder(s)”

“Takeovers Code”

“Track Record Period”

“Underwriters”

State Administration for Market Regulation of the PRC
(N R B 2 5K T g B AR )

State Administration of Taxation of the PRC (H# A R 1t
R 2R B R o 5 40

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) with nominal value of US$0.05 each in
the share capital of our Company

the share option scheme conditionally adopted by the
Company on 9 October 2023, the principal terms of
which are set forth in the paragraph headed “Statutory
and General Information — 8. Share Option Scheme” in
Appendix IV to this prospectus

holder(s) of the Share(s)

Rainbow Capital (HK) Limited

Rainbow Capital (HK) Limited

The Stock Exchange of Hong Kong Limited

has the meaning ascribed to it under the Listing Rules
has the meaning ascribed to it under the Listing Rules
the Code on Takeovers and Mergers and Share Buy-
backs, as published by the SFC (as amended,

supplemented or otherwise modified from time to time)

the three years ended 31 December 2020, 2021 and 2022
and the four months ended 30 April 2023

the Public Offer Underwriters and the Placing
Underwriters
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’

“Underwriting Agreements

“United States” or “U.S.”

“U.S. Securities Act”

“US$” or “USD”

“Wuyuan Fujie”

“Youxin Capital”

“Yuanjin Culture”

“Zhong Lun Culture”

“%”

the Public Offer Underwriting Agreement and the Placing
Underwriting Agreement

the United States of America, its territories, its
possessions and all areas subject to its jurisdiction

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

United States dollars, the lawful currency for the time
being of the United States

Beijing Wuyuan Fujie International Advertising Co.,
Led.*  dbnt ez s m B PR E S AR /A R), a company
established in the PRC with limited liability on 5
February 2018 and an indirect wholly-owned subsidiary
of our Company

Youxin Capital Company Limited (KXZEEAHRAF), a
company incorporated in the BVI with limited liability on
29 December 2020 which is wholly-owned by Mr. Nie

Yuanjin Culture Media Company Limited (& 3Cfb E 5
A FR/AH]), a company incorporated in the BVI with
limited liability on 24 December 2020 which is wholly-
owned by Ms. Wang

Zhong Lun Culture Company Limited (Hff3CfbA R
Fl), a company incorporated in the BVI with limited
liability on 24 December 2020 which is wholly-owned by
Mr. Hu

per cent.

The English names of PRC laws, regulations, governmental authorities, institutions, and

of companies or entities established in the PRC included in this prospectus are translations of

their Chinese names or vice versa and are included for identification purposes only. In the

event of inconsistency, the Chinese versions shall prevail.

Certain amounts and percentage figures included in this prospectus have been subject to

rounding adjustments. Unless otherwise stated, all the numerical figures are rounded to one

decimal place. Any discrepancy in any table between totals and sums of individual amounts

listed in any table are due to rounding. Accordingly, figures shown as totals in certain tables

may not be an arithmetic aggregation of the figures preceding them.

Unless expressly stated or the context otherwise requires, all data in this prospectus is as

at the Latest Practicable Date.
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GLOSSARY OF TECHNICAL TERMS

This glossary contains certain definitions and technical terms used in this
prospectus in connection with our business. As such, some terms and definitions may not

correspond to standard industry definitions or usage of such terms.

“Ad Exchange”

“advertiser”

“advertising resources providers”

“advertising services”

“CAGR”

“CPC”

“CPM”

“CPT”

“display advertising”

a digital marketplace that enables brand owners and
publisher to buy and sell advertising space, often through
real time biddings. The brand owner or its agent, who
pays the highest price, will get the advertising resources

a person, a company or an organisation that advertises.
Advertisers are generally companies which are brand
owners or advertising companies controlled by the brand
owners

ultimate advertising resources suppliers which are
generally companies possessing advertising resources
directly, examples of which include TV station operators,
owners of websites, search engines, social media
platforms, and outdoor platform

traditional offline media advertising services and online

media advertising services

compound annual growth rate

cost per click, a pricing model where advertising is paid
on the basis of each click of the advertisement

cost per mille, a pricing model where advertising is paid
based on one thousand impressions of the advertisement

cost per time, a time-based pricing model where

advertising is paid on a fixed price for a given period

a type of online advertising, in which the company’s
promotional messages appear on third-party websites,
apps or social media platforms through banners or other
advertisement formats made of text, images, flash, video,
and audio. It includes web banners, pop-up ads, floating
ads, expanding ads, and trick banners
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“gross rating point”

“hard-sell advertising”

“in-feed advertising”

“LED”

“OTT”

“prime time”

“reach rate”

“real time bidding”

a standard measure for measuring the effects of
advertisement. It represents the aggregate viewership
from all the relevant broadcasting channels during the
broadcasting period

an advertising approach which is especially direct and
uses insistent language, and focuses on getting a
consumer to purchase a good or services in the short-term

a type of online advertising, that matches the form and
function of the platform upon which it appears. In many
cases, it manifests as either an article or video, produced
by the advertiser with specific intent to promote a
product or service, while matching the form and style of
the platform’s surroundings

light-emitting diode, a semi-conductor light source, used
for lighting and illumination in diverse applications
including flashlight, mobile phones, computers,
television sets, traffic lights, lamps, street lights

over-the-top channels that distribute streaming media
content directly to viewers over the internet via open
network, including subscription-based video on demand
services

the time at which viewership is expected to be at its
highest in TV broadcast

estimated number of audience who viewed the
advertisements as a percentage of all TV audience or

defined target audience during a given period

a server-to-server buying process that allows ad space on
websites to be bought and sold on a per-impression basis.
Once the brand owner or its agent’s bid wins the auction,
the digital advertisement is instantaneously shown on the
website. By applying such technologies, the brand
owners can place advertisements on websites or mobile
applications through third-party Ad Exchange platforms
to targeted internet users which are selected according to
the database relating to the users’ interests, searching
history, browsing history and the track of previous
activities of the internet users
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“search engine advertising”

“TV”

“verbal slogan”

“viewership”

a type of online advertising, where in a sponsored search,
companies that wish to advertise their products or
services submit product information in the form of
specific keyword listings to search engines. When a
consumer searches for a specific term that matches with
the key words specified by the advertisers on the search
engine, the advertisers’ webpage appears as a sponsored
link next to the organic search results. In addition,
searching engine optimisation allows the advertiser to
improve its website’s organic search ranking in search

engine results pages

television

verbal slogan relating to the products to be advertised
presented by the hosts or the guests of a variety show

the number of viewers of a certain TV channel or

programme during a certain period of time presented as a
percentage of total TV subscribers
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FORWARD-LOOKING STATEMENTS

This prospectus contains forward-looking statements and information relating to our
Company and our subsidiaries that are based on the beliefs of our management as well as
assumptions made by and information currently available to our management. When used in
this prospectus, the words “aim”, “anticipate”, “believe”, “could”, “continue”, “estimate”,
“expect”, “going forward”, “intend”, “may”, “ought to”, “might”, “plan”, “potential”,
“predict”, “project”, “seek”, “should”, “will”, “would” and the negative of these words and
other similar expressions, as they relate to our Group 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 materialise or may change. These statements are subject to certain risks,
uncertainties and assumptions, including the other risk factors as described in this prospectus.
You are strongly cautioned that reliance on any forward-looking statements involves known
and unknown risks and uncertainties. The risks and uncertainties facing our Company which
could affect the accuracy of forward-looking statements include, but are not limited to the
following:

. our Group’s business prospects;

. our Group’s contracts on hand;

. future developments, trends and conditions in the industry and markets in which we
operate;

. our Group’s business strategies and plans to achieve these strategies;

. general economic, political and business conditions in the markets in which our

Group operate;

. changes to the regulatory environment and general outlook in the industry and

markets in which our Group operate;

. the effects of the global financial markets and economic crisis;

. our Group’s financial position;

. our Group’s ability to reduce costs;

. our Group’s dividend;

. the amount and nature of, and potential for, future development of our Group’s

business;

. various business opportunities that our Group may pursue;

. capital market developments;
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. our Group’s ability to source advertising resources;

. fluctuation in the prices of advertising resources and our Group’s ability to
pass-through any increases in price to customers;

. our Group’s ability to protect our Group’s intellectual property rights;

. our Group’s ability to hire and retain talented employees;

. the actions and developments of our competitors and our Group’s ability to compete

under these actions and developments;

. change or volatility in interest rates, foreign exchange rates, equity prices, volumes,
operations, margins, risk management and overall market trends; and

. other factors beyond our Group’s control.

Subject to the requirements of applicable laws, rules and regulations, we do not have any
and undertake no obligation to update or otherwise revise the forward-looking statements in
this prospectus, 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 prospectus 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 prospectus are qualified by reference to the cautionary

statements in this section.
In this prospectus, statements of or references to our intentions or those of our Directors

are made as of the date of this prospectus. Any such information may change in light of future
developments.
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RISK FACTORS

Prospective investors should consider carefully all the information set forth in this
prospectus and, in particular, should consider the following risks and special
considerations in connection with an investment in our Company before making any
investment decision in relation to the Global Offering. The occurrence of any of the
following risks may have a material adverse effect on the business, results of operations,

financial positions and prospects of our Group.

This prospectus contains certain forward-looking statements regarding our plans,
objectives, expectations and intentions which involve risks and uncertainties. Our
Group’s actual results could differ materially from those discussed in this prospectus.
Factors that could cause or contribute to such differences include those discussed below
as well as those discussed elsewhere in this prospectus. The trading price of the Offer
Shares could decline due to any of these risks, and you may lose all or part of your
investment.

We believe there are certain risks and uncertainties involved in our operations, some of
which are beyond our control. We have categorised these risks and uncertainties into: (i) risks
relating to our Group; (ii) risks relating to our industry; (iii) risks relating to conducting
business in the PRC; (iv) risks relating to the Global Offering; and (v) risks relating to
statements made in this prospectus.

RISKS RELATING TO OUR GROUP

The income generated from our business is generally project-based and non-recurring in
nature and our future business depends on our continuous ability in securing new
projects.

Our business are generally conducted on a project basis, where we charge our customers
on a cost-plus approach. For some projects, tendering is required and we have to prepare the
relevant tender documents. As such, our revenue is generally non-recurring in nature. We
typically enter into short term agreements with our customers based on their marketing
objectives and needs for a term of not more than 12 months. For FY2020, FY2021, FY2022 and
4M2023, approximately 52.2%, 26.2%, 26.8% and 32.2% of our total revenue were derived
from our five largest customers in each year or period during the Track Record Period,
respectively. Our success depends on our ability to maintain relationships with our existing
customers and to attract new customers. There is no guarantee that we will be able to identify
new potential customers successfully and if required, win the tendering of projects in the
future. There is no assurance that our existing customers will continue to engage us to provide
branding, advertising and event execution and production services for their marketing needs.
As such, our operations and financial results may be adversely affected.
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Our revenue, profitability and results of operations are affected by the service mix of such
services.

Our branding, advertising and market services are primarily conducted on a project basis.
For all types of services that we provide, we generally charge our client a fixed service fee
which is determined on a project basis. As a result, our revenue, profitability and results of
operations are affected by the service mix of such services. During the Track Record Period,
our Group generated revenue primarily from (i) branding services; (ii) traditional offline media
advertising services; (iii) online media advertising services; (iv) event execution and
production services; and (v) provision of advertisement placement services. Our gross profit
margins may vary for different type of branding, advertising and market services and projects
attributable to our different service portfolios, depending on a wide range of factors such as
type of services provided, cost of services and pricing strategies. Our service mix may change
over time and the magnitude of such change has a direct impact on our revenue and
profitability. Our Group’s ability to maintain our gross profit margin also depends on the
intensity of market competition, market supply and demand, product quality and the costs of
advertising resources. During the Track Record Period, our overall gross profit margin
amounted to approximately 41.5%, 36.6%, 49.9% and 62.3%, respectively.

There is no assurance that we are able to maintain our service mix, and thus, our revenue,
profitability and financial performance. If our Group fails to maintain its competitive strengths,
we may lose our current market share in our principal business in providing branding,
advertising and marketing services and our revenue may decrease, which may have a material

adverse effect on our business, financial position and results of operations.

Failure to anticipate and quickly respond to evolving consumers’ needs and preferences
for marketing will negatively affect our business, financial position and results of
operations.

The success of our business in providing branding, advertising and marketing services
largely depends on our ability to anticipate and respond to consumers’ tastes and preferences
for marketing methods. Consumers’ needs and preferences for marketing services, however,
may change quickly and frequently which we may not be able to anticipate and quickly respond
to. If we are unable to adjust our services to address the evolving consumers’ needs and
preferences, the demand for our services may decrease, as our services will be less successful
in promoting our customers’ products and services and meeting their marketing objectives.
This hampers our ability to retain existing customers and attract new customers. Decreased
demand for our services will adversely affect our business, financial position and results of

operations.
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If we fail to achieve the marketing objectives of our customers, our financial performance
may be adversely affected.

We offer branding, advertising and marketing services to serve the marketing objectives
of our customers. In general, we will communicate with our customers to understand their
marketing objectives when we are formulating a proposal for our customers. After presenting
the proposal to our customers, the content of the proposal and our scope of services may be
fine-tuned with reference to the feedbacks from our customers.

After we are engaged by the customers to implement their branding, advertising or
marketing proposals, we are subject to various risks which include, but are not limited to,
changes of marketing plan or objectives of our customers, changes in market taste and industry
trend, venue cancellation, technical issues and unexpected weather conditions. If our customers
terminate our services or delay their payment to us, it could have an adverse effect on our cash
flow and results of operations.

Furthermore, although we did not experience any contractual liability during the Track
Record Period, if we are unable to procure or source the specific branding and advertising
resources which we have committed to our customers, and we are unable to otherwise satisfy
our customers’ branding and advertising needs through other means, we may be subject to
contractual liability, which can be up to 20% of the total contract sum and other uncovered
economic losses. In such case, our financial position and results of operation will be negatively
impacted. According to Frost & Sullivan, such basis of determining the contractual liability is
in line with the industry norm that parties in breach are generally required to pay liquidated
damages from approximately 5% to 20% of the total consideration and/or other uncovered
damages.

Most of our customers assess our performance based on our effectiveness in achieving
their marketing objectives as set out in the scope of work and/or key performance indicators
in the contracts with the clients and/or verbally agreed pursuant to our discussions with them.
If our branding, advertising or event execution and production services are not able to achieve
the customers’ desired marketing objectives, or if we fail in the projects or events that we
organise and/or manage, or if there are any quality issues or accidents which occur during the
provision of our services, our relationships with our customers, reputation and results of
operations may be adversely affected. In such circumstances we may lose customers and the
opportunity to be engaged in future projects.

We rely on research institutes for provision of our branding services.

During the Track Record Period, we generated a majority of our revenue from our
branding services, accounting for approximately 59.2%, 47.5%, 43.7% and 38.3% of our total
revenue for FY2020, FY2021, FY2022 and 4M2023, respectively. We provide branding
services to our customers where we conduct market research primarily through research
institutes and formulate customised brand building and marketing proposals for our customers
covering various areas, including corporate brand building, product and/or services
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positioning, logo and advertisement designing and marketing and sales strategies. We engage
research institutes, such as two renowned universities with market research expertise in central
China to conduct certain market research and data analysis on related industries for our
customers. During the Track Record Period, one of the two renowned universities with market
research expertise in central China was one of our top five suppliers, accounting for
approximately 13.9%, 10.2%, 8.3% and 17.6% of our total cost of services provided by
suppliers for FY2020, FY2021, FY2022 and 4M2023, respectively. The success of our business
is to a certain extent dependent upon our ability to continuously cooperate with research
institutes to cater our customers’ needs. For details of the capabilities of the research institutes,
please refer to the paragraph headed “Business — Collaboration with Research Institutes” in this
prospectus.

If we are unable to continue to engage the aforesaid universities or other research
institutes or identify alternative research institutes of similar caliber or at all, or if the market
research performed by them fails to assist us in identifying the latest market and industry trends
and detecting the preferences and potential demands from the target audience of our customers
accurately, our reputation, business performance, financial position and profitability may be
adversely affected.

We engage third-party service providers to provide various services. Their failure to
provide us with timely and high-quality products or services may materially and
adversely affect our business operations.

We may, from time to time, engage third-party service providers as required for services,
including but not limited to, advertising resources providers and advertising agents which
possess specific advertising resources, public relations firms which execute marketing
campaigns and activities, production houses which produce advertisements and third-party
market research institutes which conduct market research and data analysis. If they fail to
deliver their products or services on time, we may not be able to fully discharge our obligations
and carry out the scope of work as agreed under the contract with our customers.

In addition, any failure by the third-party service providers to deliver us with timely and
high quality products or services could have a negative impact on our brand and reputation, and

consequently on our business operations.

Our knowledge and expertise on our branding, advertising and marketing services may
become obsolete.

The industry standards, market practice and our customers’ requirements relating to our
branding, advertising and marketing services are subject to changes. We may need to incur
significant costs in order to understand and adapt to any new marketing methods and market
trends in order to avoid being eliminated by other competitors in the market. If we fail to keep
pace with changing technologies and market trends and to introduce successful and
well-accepted services for our existing and potential customers, we could lose our customers
and market share, and our ability to generate revenue could be adversely affected.
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In addition, our competitors may develop other creative marketing services which are
different from or superior to our branding and advertising proposals, or event execution and
production services. In such case, our knowledge and expertise in the industry may become
obsolete or less competitive. If any of these factors materialises, our competitiveness, business,
results of operations and profitability may be adversely affected.

We rely on the online media platforms of the Media Partner to place online
advertisements for our provision of advertisement placement services during the Track
Record Period. If we fail to maintain our business relationship with the Media Partner or
if it loses its market position or popularity among the public, our business, financial
condition and results of operations could be materially and adversely affected.

Since FY2022, we placed online advertisements for our customers on the online media
platforms of the Media Partner for our provision of advertisement placement services. We
signed the first framework agreement with the Media Partner in January 2022 and formally
commenced our business cooperation with the Media Partner since May 2022. For FY2022 and
4M2023, we generated revenue of approximately RMB24.9 million and RMB18.7 million from
provision of advertisement placement services (including rebates from Media Partner),
representing approximately 12.0% and 24.9% of our total revenue for FY2022 and 4M2023,
respectively. Our cooperation with the Media Partner is on a non-exclusive basis and is subject
to renewal each year. Our annual framework agreement and agency certificate with the Media
Partner generally starts from 1 January and expires on 31 December of each year. We generally
approach the Media Partner prior to the expiry of the annual framework agreement and agency
certificate for the renewal of our cooperation with the Media Partner in the next year. We have
successfully renewed our annual framework agreement and agency certificate with the Media
Partner for the period from 1 January 2023 to 31 December 2023. In the event that the Media
Partner ceases to cooperate with us or we fail to maintain our business relationship with the
Media Partner on comparable contract terms or renew the agency certificate, we will have to
source new online media platform partners for our provision of advertisement placement
services, which could materially and adversely affect our business, financial condition and
results of operations.

The Media Partner grants us rebates based on our gross spending of advertisement
placements on their online media platforms. There is currently no requirement on the minimum
spending or transaction amount of advertisement placements on their online media platforms
in order for us to enjoy the rebates from them. However, there is no assurance that the Media
Partner will not change their policy and set minimum spending in order for us to enjoy the
rebates in the future. In the event that the Media Partner sets such minimum spending and we
are unable to meet such requirement, we may not be able to enjoy the rebates from the Media
Partner and our financial performance may be adversely affected.
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Further, in the event the Media Partner loses its market position, or its online media
platforms become less attractive to the public, it may lead to a significant decrease in its
audience base and, in turn, affect the reach and popularity of our provision of advertisement
placement services, and further affect their attractiveness to our customers. As a result, we may
fail to retain existing customers or attract new customers for our provision of advertisement
placement services and hence our business and results of operations could be materially and
adversely affected.

Additionally, any negative publicity associated with the Media Partner, or any negative
development with respect to its market positions, financial condition, maintenance of its
platform infrastructure or compliance with legal or regulatory requirements in the PRC, would
have an adverse impact on the attractiveness of its platforms and effectiveness of our
advertisements, which in turn would materially and adversely affect our reputation, business,
financial condition, and results of operations.

We rely on our Directors, senior management and other key personnel in operating and
managing our business. Our business and operations may be severely disrupted and our
performance may be adversely affected if we lose their services, or if we are unable to
recruit additional qualified personnel as our business expands.

The success of our business depends to a large extent on the concerted efforts and
extensive managerial and operational experience of our key personnel including our executive
Directors (comprising Mr. Chen Jicheng (Bf#7K5c45), Ms. Wang Shujin (EFH#i% 1), Mr.
Zhang Bei (iRA#5C4) and Ms. Xue Yuchun (B E#H %L 1)) and members of our senior
management (in particular, Mr. Yang Long (##E%5EE) and Ms. Lyu Lu (& #% 1)) who are the
core team members of our strategic formulation department, media operation department and
sales and business operation department. We believe that our ability to expand our business
relies on the extensive industrial, managerial and operational experience of our key personnel.
For details of the biographies of our executive Directors and members of the senior
management, please refer to the section headed “Directors and Senior Management” in this
prospectus. There is no assurance that our current key personnel will not leave our Group.
Failure to retain any of our key personnel could be detrimental to our ongoing operations.

Our future success also depends on our ability to attract, retain and motivate qualified
personnel in order to sustain our existing operations as well as our future growth. If we are not
able to attract and retain skilled and experienced employees, our business, operations and
financial performance may be materially and adversely affected.
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We have concentrated supplier base and any increases in price of their services or
advertising resources could materially and adversely affect our results of operations,
financial position and prospects.

We rely on our business cooperation with our suppliers, most of which are (i) advertising
resources providers, such as TV station operators, operators and/or owners of websites, search
engines, social media and e-commerce platforms, and outdoor platforms; (ii) advertising agents
in the PRC, for procuring or sourcing advertising resources for our traditional offline and
online media services; and (iii) research institutes for conducting market research for our
branding services during the Track Record Period. For FY2020, FY2021, FY2022 and 4M2023,
our aggregate cost of services from our five largest suppliers in each year or period during the
Track Record Period accounted for approximately 68.1%, 44.7%, 42.1% and 70.5% of our total
cost of services provided by suppliers, and our cost of services from our largest supplier
accounted for approximately 23.9%, 10.4%, 9.4% and 26.3% of our total cost of services
provided by suppliers, respectively.

During the Track Record Period, we generally contracted with our suppliers on a project
basis. For certain suppliers for traditional offline and online media resources, we entered into
framework agreements with them for a term of six months to 22 months to record our intention
to cooperate with each other. However, these agreements do not contain clauses that guarantee
the availability of the type and quantity of the advertising resources, or the automatic renewal
thereof upon expiry, or limit or control the price at which advertising resources are supplied
to us. As such, there is no assurance that we could secure future advertising resources or
services at favourable terms, or at all from our suppliers and continue our business cooperation
with them. If the suppliers decide to increase the price of the advertising resources or services
to us and we could not pass the increase in procurement costs to our customers, or if our
suppliers choose not to supply their advertising resources or services to us and we are unable
to find suitable alternative suppliers, our results of operations and financial position would be
materially and adversely affected.

Our cash flow may deteriorate due to advanced payments made to our suppliers before
sales proceeds are received from our customers which may negatively affect our business,
financial position and results of operations.

We generally grant credit terms to our customers for up to 90 days upon completion of
key stages of the project and are required to make prepayments for some of our suppliers. As
a result, there are often time lags between the payments made to our suppliers and the receipt
of payments from our customers, resulting in potential cash flow mismatches. As at 31
December 2020, 2021, 2022 and 30 April 2023, our total trade receivables were approximately
RMB23.0 million, RMB32.0 million, RMB102.6 million and RMB161.3 million, while our
average trade receivables turnover days were approximately 65.8 days, 63.7 days, 118.6 days
and 211.1 days, respectively. We also made allowance for impairment loss on trade receivables
of approximately RMB3.2 million, RMB3.2 million, RMB8.2 million and RMB12.0 million as
at 31 December 2020, 2021, 2022 and 30 April 2023, respectively. There is no assurance that
our customers will settle their payments when they fall due, or at all. Delay or default in
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payments from our customers may cause challenges for us to manage our working capital
and/or adversely impact our liquidity. Further, our efforts in strengthening our trade receivables
collection and management may be in vain, and we cannot assure you that we will be able to
fully recover the outstanding amounts due from our customers, if at all, or that our customers
will settle the amounts due in full in a timely manner. We may have to raise funds by resorting
to internal resources and/or additional banking facilities in order to meet our payment
obligations in full and on time, and our cash flows and results of financial position may be
materially and adversely affected.

We recorded net cash used in operating activities of approximately RMB29.3 million for
FY2022. If we record net cash outflow from operating activities in the future, our liquidity
and financial condition may be materially and adversely affected.

We recorded net cash used in operating activities of approximately RMB29.3 million for
FY2022. Please refer to the paragraph headed “Financial Information — Liquidity and Capital
Resources — Cash flow” in this prospectus for further details.

We cannot guarantee that prospective business activities of our Group and/or other
matters beyond our control (such as market competition and changes to the macroeconomic
environment) will not adversely affect our operating cashflow and lead to net operating cash
outflows in the future. If we continue to face net operating cash outflows in the future, (i) we
may not have sufficient working capital to cover our operating costs and we may have to fund
our operating costs by obtaining bank borrowings. There is however no assurance that we will
succeed in obtaining bank borrowings at terms favourable to us and we may incur significant
finance costs for any such bank borrowings; and (ii) our liquidity may be adversely affected
and we may not be able to meet our payment obligations, such as our trade payables. This may
materially and adversely affect our business, financial position and results of operations.

We are subject to credit risk of our customers which may adversely affect the financial
position, profitability and cash flow of our Group.

We are subject to credit risk of our customers and our profitability and cash flow are
dependent on our receipt of timely payments from our customers. If there is any delay in
payment by our customers, our profitability, working capital and cash flow may be adversely
affected. There is no assurance that we will be able to collect all or any of our trade receivable
in a timely manner, or at all. As at 31 December 2020, 2021, 2022 and 30 April 2023, our trade
receivables amounted to approximately RMB23.0 million, RMB32.0 million, RMB102.6
million and RMB161.3 million, respectively, while our average trade receivables turnover days
were approximately 65.8 days, 63.7 days, 118.6 days and 211.1 days, respectively. We also
made allowance for impairment loss on trade receivables of approximately RMB3.2 million,
RMB3.2 million, RMBS8.2 million and RMB12.0 million as at 31 December 2020, 2021, 2022
and 30 April 2023, respectively. If any of our customers faces unexpected situations, including
but not limited to, financial difficulties or deterioration in credit worthiness, we may not be
able to receive full or any payment of uncollected sums or enforce any judgment debts against
such customers. In addition, there may be a risk of default in payment by our customers from
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their respective credit period, which in turn may also result in an impairment loss. There is no
assurance that we will be able to fully recover our trade receivables from our customers or that
they will settle our trade receivables in a timely manner. In the event the settlements from our
customers are not made on a timely manner or at all, the financial position, profitability and
cash flow of our Group may be adversely affected.

Expansion of our online media advertising services and provision of advertisement
placement services will expose us to increased risks and there is no assurance that such
expansion will be successful.

During the Track Record Period, approximately 17.9%, 29.3%, 35.2% and 40.9% of
our total revenue were generated from provision of online media advertising services and
provision of advertisement placement services (including the rebates from the Media Partner),
respectively. According to Frost & Sullivan, the expenditure of advertisers in online
advertising market in the PRC expanded from RMB351.8 billion in 2017 to RMB766.2 billion
in 2022, representing a CAGR of 16.8%. To continue capturing the growing business
opportunities in the online advertising services market in the PRC, we intend to strategically
expand our online media advertising services through (i) enhancing our online advertising
platform; and (ii) developing our in-house content production capabilities. However, given that
we only started to provide online media advertising services and provision of advertisement
placement services since 2018 and 2022, respectively and that online media advertising is a
rapidly evolving industry, there is no assurance that we are able to expand our business and
reliably predict our future performance. We may also encounter unforeseen technical or
operational problems and other unknown factors which may have a material impact on our
operation, business, results of operations and prospects.

Further, we may encounter difficulties in expanding our online media advertising services
and provision of advertisement placement services due to a number of reasons, such as: (i)
intense competition from competitors already established in the market; (ii) inability to
successfully apply our experience and expertise gained from the traditional offline media
advertising services to the online media advertising and provision of advertisement placement
services; (iii) challenges in adapting to the rapidly changing market trend and consumer
preferences; (iv) exposure to new regulations in the online media advertising market and
provision of advertisement placement services that may affect our business; and (v) inability
to attract and retain experienced personnel in the online media advertising industry. As
disclosed in the section headed “Regulatory Overview” in this prospectus, the advertising
industry is mainly regulated under the “The Advertising Law of the PRC (" ¥ A &3 &
1£)” and “The Interim Measures for the Administration of Internet Advertisements (‘.54
[ 54 B 1T H#E)”. There is no assurance that the government will not broaden the scope of
regulation of the content of advertisements or operation of online media platforms in the future
and any new or broadened regulatory measures or oversight may cause us to incur higher
compliance costs, change or adjust our operational strategies or promotional models, and
thereby adversely affect our business and results of operations.
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Any failure in expanding our online media advertising services and provision of
advertisement placement services, especially if we have devoted significant resources and
management time to it, may materially and adversely affect our expansion plan and business
prospects, as well as our results of operations and financial position.

Our online media advertising and provision of advertisement placement services business
may be subject to the risk of disintermediation which could materially and adversely
affect our financial condition and operating result.

We provide intermediary services to assist our customers to identify and select the
relevant online advertising resources suppliers so that the advertisements of our customers
could be placed on a wide variety of online platforms such as websites, search engines,
applications and social media platforms. While our revenue generated from online media
advertising services significantly increased from approximately RMB18.5 million for FY2020
to approximately RMB48.1 million for FY2022 and we recorded revenue of RMB24.9 million
and RMB18.7 million for provision of advertisement placement services (including the rebates
from Media Partner) in FY2022 and 4M2023, respectively, our success depends on, our
customers’ preference to rely on advertising services providers, such as our Group, to liaise
with various suppliers of online media advertising resources for placement of online
advertisements and the continuation of the business strategies of the suppliers of online media
advertising resources to secure orders for online advertisement placements through advertising
services providers for streamlining their advertisement placement process. There is no
assurance that our customers will continue engaging us to provide online media advertising
services and advertisement placement services. Moreover, we generally do not enter into
exclusive agreement with our suppliers, which may decide not to engage us if they change their
business practice to approach our customers directly to secure orders for placement of online
advertisements. Any occurrence of the disintermediation events as discussed above may lead
to a decrease in the demand for our online media advertising services and provision of
advertisement placement services which could materially and adversely affect our financial

condition and operating results.

Our business may be affected by seasonal fluctuations in demand for our branding,
advertising and marketing services from customers in different industries.

The results of our operations and revenue may be affected by seasonal fluctuation in
demand for our branding, advertising and marketing services from customers in different
industries. Our Directors consider the demand for our advertising services from our customers
relates to the consumption pattern and other seasonal factors of consumers on the advertised
products or services. Based on our past experience during the Track Record Period, our revenue
is typically higher in the second half of the year as a large proportion of marketing activities
is concentrated on products or services newly launched or promotional campaigns held prior
to the holiday seasons in the summer holidays, Mid-Autumn Festival, National Day, the Double
11 Online Shopping Festival and New Year’s Eve. We expect such trends will continue upon
the Listing. However, we cannot assure you that the historical trend and/or seasonality of the

demand from our customers will continue to the same extent, or at all, or that we will be able
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to predict such fluctuation pattern in the future. Thus, an analysis of our interim financial
performance may not be indicative of our full-year results and investors should be reminded
of this factor when making any comparison of our interim and annual results of operations.

We may not be able to sustain our recent growth.

We have expanded substantially in recent years. Our revenue increased by approximately
52.4% from FY2020 to FY2021, 31.5% from FY2021 to FY2022 and 23.7% from 4M2022 to
4M2023. Our recent growth was primarily due to (i) the general growing market demand or
branding, advertising and marketing services as a result of market recovery after the
COVID-19 Outbreak; (ii) the increase in number of customers as a result of our proven track
record and reputation; (iii) the increasing demand from customers who wish to promote their
businesses by organising marketing events after the COVID-19 Outbreak; (iv) the increase in
number of customers who wish to promote their businesses by online media advertising,
leading to an increase in revenue from provision of branding services, online media advertising
services and event execution and production services; and (v) the commencement of our
provision of advertisement placement services in FY2022. As competition in the PRC
advertising industry intensifies, it may become more difficult for us to sustain or further
increase our revenue and our expansion plan may be unsuccessful. Hence, we may not be able
to sustain the growth rate we achieved in the past.

We enjoy certain preferential tax treatments from the PRC government. Expiration of, or
changes to, these preferential tax treatments could have an adverse effect on our
operating results.

Huashi Media has obtained the accreditation of “High and New Technology Enterprise”
(R T 42£) in November 2017 and renewed such accreditation in December 2020, with a
validity period of three years, from competent authorities in accordance with the relevant
regulations. According to the EIT Law, Huashi Media is therefore entitled to a preferential EIT
rate of 15% as a High and New Technology Enterprise. The amount of tax savings from the
preferential tax policies was approximately RMB2.8 million, RMB2.0 million, RMB4.9
million and RMB3.1 million for FY2020, FY2021, FY2022 and 4M2023, respectively.

Upon expiry of the accreditation as a High and New Technology Enterprise, Huashi
Media is required to submit financial statements together with details of research and
development activities and other technological innovation activities to the applicable
government authority for renewal of the accreditation. If Huashi Media fails to renew the
“High and New Technology Enterprise” accreditation when it expires or our currently available
tax benefits become unavailable as a result of adjustment to the relevant income tax laws and
regulations or the implementation of other laws and regulations, and we are not entitled to any
preferential EIT rate thereunder, the EIT rate of Huashi Media could increase, which could
have an adverse effect on our business, results of operations and financial condition.
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Our business operations may be affected by the COVID-19 pandemic.

An outbreak of respiratory illness caused by a novel coronavirus, namely COVID-19, was
identified in late 2019 and spread globally. In March 2020, the World Health Organization
characterised the COVID-19 Outbreak. Significant increase in COVID-19 cases have been
reported since then, causing governments around the world to implement unprecedented
measures such as locking down of cities, travel restrictions, quarantines and business
shutdowns. The COVID-19 Outbreak is expected to have an unprecedented impact on the
global economy as it has significantly reduced market liquidity and depressed the economic
activities.

While we do not expect COVID-19 pandemic to have a significant adverse impact on our
business operation or financial position in the long run, we are uncertain as to when the
COVID-19 pandemic will be completely eliminated in China and globally, and we also cannot
guarantee whether the COVID-19 pandemic will have a long-term impact on our business
operations. If we are not able to effectively and efficiently operate our business and implement
our strategies as planned, we may not be able to grow our business and generate revenue as
anticipated, and our business operations, financial condition and prospects may be materially
and adversely affected.

We may be involved in legal and other proceedings arising from our operations from time
to time and may face significant liabilities as a result.

We may be involved in disputes arising from our operations. These disputes may lead to
various legal or other proceedings and may result in substantial costs, damages to our brand
and reputation and a diversion of resources and management’s attention. We cannot assure you
that we will not be involved in any major disputes or legal or other proceedings in the future,
which could adversely affect our financial condition or results of operations. In addition, from
time to time, our Directors and senior management may be parties to litigation or other legal
proceedings. Even though we may not be directly involved in such proceedings, such
proceedings may affect our reputation and, consequently, adversely impact our business.

Unauthorised use of our intellectual properties, including our trademarks, copyrights and
domain names, by third parties may adversely affect our business.

Our success depends to a certain extent on our ability to maintain an image for our brand
name, trademarks, copyrights and domain names as well as our ability to defend ourselves
against potential infringement claims by any third-party. We use our best endeavours to protect
our intellectual property rights. There is no assurance that our measures are adequate or that
we will always be able to identify cases of infringement such as unauthorised use of our
trademarks, copyrights and domain names by any other third parties. We may face considerable
difficulties and time consuming and costly litigations in order to enforce our intellectual
property rights. Accordingly, any case of such infringements may adversely affect our financial
position and damage our brand name and reputation.
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We may be subject to intellectual property infringement claims or other allegations by
third parties, which may materially and adversely affect our business and results of
operations.

We cannot be certain that our operations do not or will not infringe upon or otherwise
violate intellectual property rights or other rights held by third parties. We may in the future
be subject to legal proceedings and claims from time to time relating to the intellectual
property rights or other rights of third parties. There may also be third-party intellectual
property rights or other rights that are infringed by our services or other aspects of our business
without our awareness. If any third-party infringement claims are brought against us, we may
be forced to divert management’s time and other resources from our business and operations
to defend against these claims, regardless of their merits.

The application and interpretation of the PRC’s intellectual property laws, the procedures
and standards for granting trademarks, copyrights, know-how or other intellectual property
rights in the PRC, and the laws governing personal rights are still evolving, and we cannot
assure you that PRC courts or regulatory authorities would rule in favor of us if there are any
third-party claims brought against us.

If we were found to have violated the intellectual property rights of others, we may be
subject to liability for our infringement activities or may be prohibited from using such
intellectual property or relevant contents, and we may incur licensing or usage fees or be forced
to develop alternatives of our own. This may adversely affect our brand, reputation, financial
position and results of operations.

We may not be able to obtain additional funding on acceptable terms or at all, which may
affect our ability to expand our business or meet unforeseen contingencies.

From time to time, we may require additional liquidity due to business and economic
conditions, to take advantage of business opportunities, to expand our operations or as a result
of other future developments. If our current sources of liquidity are insufficient to satisfy our
cash requirements, we may obtain funds by issuing additional equity, issuing debt securities or
obtaining a credit facility from financial institutions. The incurrence of indebtedness would
result in increased debt service obligations and could result in operating and financial
covenants that would restrict our operations, while the sale of additional equity securities or
convertible debt securities would result in dilution of shareholding to shareholders.

Our ability to obtain additional capital on acceptable terms is subject to a variety of risks
and uncertainties, including:

- investors’ perception of, and demand for, securities of companies in the integrated
branding, advertising and marketing service industry;

- conditions of the capital markets in which we may seek to raise funds; and

—  our future results of operations, financial positions and cash flows.
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There is no assurance that we will be able to obtain additional financing or other sources
of funds, or at all, at favourable terms that are comparable to or better than those offered to our
competitors. Our business performance, financial position and profitability may be affected if
we are unable to obtain funds as and when needed.

Successful implementation of our business strategies and future plans are subject to
uncertainties.

We plan to achieve our business growth by implementing a series of strategies, including
(i) strengthen our data analytical capabilities and further enhance our branding services; (ii)
continue to expand our online media advertising services; (iii) expand the geographical reach
of our services; and (iv) further improve our brand recognition and increase our marketing
efforts. For further details, please refer to the paragraph headed “Business — Business
Strategies” and the section headed “Future Plans and Use of Proceeds” in this prospectus.

There is no guarantee that we will be able to implement our business strategies and future
plans successfully, as they are subject to uncertainties and changing market conditions. Our
plans for development and business expansion are formulated based on the prevailing market
conditions and industry development which may change over time.

If we are unable to implement our expansion plans and our business strategies
successfully or effectively, our business, profitability and financial conditions in the future may
be materially and adversely affected. Further, there is also no assurance that any of our
business strategies will yield the benefits or achieve the level of profitability we anticipate. The
profit from our implemented plans may not be sufficient to justify the start-up expenses and
the increased operating costs incurred for our business strategies and future plans.

The implementation of our business strategies may lead to change of the cost structure of
our branding services and we may be subject to operational risks arising from the
branding data platform.

During the Track Record Period, our Group relied on third party institutes and universities
for obtaining market data for our branding services. As disclosed in the paragraph headed
“Business — Business Strategies” in this prospectus, in order to reduce our Group’s reliance on
third party research institutes and strengthen our data analytical capabilities, we intend to
establish our own branding data platform and R&D database. Through the establishment of our
own branding data platform and R&D database, we will be able to possess and accumulate the
market intelligence and market data of an increasing number of industries from time to time,
thereby gradually reducing our reliance on third party research institutes for obtaining market
data for our branding services projects. It is expected that we will be able to save the research
expenses for engaging research institutes and lower the costs incurred by us for branding
services projects, thereby increasing the profit margins in the long run. This may result in
change of the cost structure of our branding services in the future. However, there is no
assurance that our branding data platform will not be subject to malfunction, system
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breakdown or computer virus in the future. If any of the above situations occurs, this may result
in data loss or interruption to the operation of our branding data platform and lead to delay in
the execution or delivery of the branding services to our customers.

If we experience information and technological system failures, our business operations
could be significantly disrupted.

Our business operations and success depend on the stable performance of our information
technology system, which we utilise to, among other things, improve our efficiency in
administering and operating our business. Any system failure that affects our ability to provide
services to customers could significantly reduce the attractiveness of our services to customers
and reduce our revenue. Our systems are vulnerable to a variety of events, such as
telecommunications failures, power shortages, malicious human acts and natural disasters. In
addition, any steps to increase the reliability and to avoid the redundancy of our information
technology system may not be effective and may not be successful in preventing future system
failures.

We may be subject to penalties from the PBOC or adverse judicial rulings as a result of
making a loan to a third-party enterprise during the Track Record Period.

During the Track Record Period, we made an unsecured loan (the “Loan”) in the principal
amount of RMB20,000,000 to a third-party enterprise (the “Borrower”) which was principally
engaged in construction in Hubei Province, at an interest rate of 4.35% per annum for a term
of three months from 1 January 2021 to 1 April 2021 for its operational use. Mr. Chen has
acquainted with the ultimate beneficial owner of the Borrower through a mutual business
friend. To the best knowledge of our Directors, each of the Borrower, its shareholders, directors
and senior management does not have any past or present relationship (whether shareholding,
employment, business, trust or otherwise), transaction (including financing or fund flow),
agreement or arrangement with the Company, its subsidiaries, shareholders, directors or senior
management or any of their respective associates. In December 2020, the Borrower
experienced a cash flow shortage in the course of its business expansion and approached Mr.
Chen to take out the Loan from our Group. Prior to making the Loan, we have considered
factors including but not limited to the background and the repayment ability of the Borrower,
no negative findings on the Borrower’s credibility, the purpose of the Loan, the term of the
Loan, the expected interest income amount and the Group’s cashflow position. Given that the
interest rate charged was determined with reference to the one year interest rate of the People’s
Republic Bank of China, and within the range of interest rate of our bank borrowings and it
was a short-term loan with a term of three months only, the Board considered that the Loan was
beneficial to our Group as it will generate an immediate short-term interest income to our
Group. We recorded interest income of approximately RMB217,500 from the Borrower for
FY2021. As at the Latest Practicable Date, the Loan has been fully settled without any disputes
between the parties.
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According to the General Lending Provisions ( {&#HI) ) promulgated by the PBOC
in 1996 (the “General Lending Provisions”), financing arrangements or money lending
between non-financial institutions are prohibited. The PBOC may impose on the non-compliant
lender a fine equivalent to one to five times of the income generated (being interests charged)
from loan advancing activities between enterprises. Notwithstanding the General Lending
Provisions, the Supreme People’s Court has made new interpretations concerning financing
arrangements and lending transactions between non-financial institutions in the Provisions of
the Supreme People’s Court on Several Issues concerning the Application of Law in the Trial
of Private Lending Cases (i A B2 B B 25 30 B W] (5 B0 S8 (08 A A T BRI R A2 ) Tast
amended in December 2020 (the “Private Lending Provisions”), in which the Supreme
People’s Court recognises the validity and legality of financing arrangements and lending
transactions between non-financial institutions so long as, among other, the enterprises entered
into a loan agreement and the interest rates charged do not exceed four times of the quoted
interest rate within one year of the loan agreement. In addition, the Private Lending Provisions
and Civil Code of the PRC ( (¥ A\ RILFE L) ) set out situations that allow the
People’s Court to void a loan agreement.

As advised by our PRC Legal Advisers, the risk of us being penalised by the PBOC is
remote on the basis that (i) the above Loan is valid inter-company loan that is generally
supported by the court in the PRC under the Private Lending Provisions; and (ii) such Loan did
not violate any compulsory requirements under the PRC laws and administrative regulations
and the relevant principal and interests had been fully settled as at the Latest Practicable Date.

Save as disclosed herein, we have not made any other similar loans to third parties and
we do not intend to make such loans or advances in the future. However, we cannot assure you
that we will not be subject to penalties from the PBOC or adverse judicial rulings in the future.

Our Group has adopted the following enhanced internal control measures to prevent the
recurrence of loan provided to third-party enterprise in the future:

(i). revising our Group’s written policy and procedures that any loan provided to any
third party enterprise is strictly prohibited;

(i1). providing legal training to our Directors, senior management and the finance

department in respect of the General Lending Provisions;

(iii). prior to Listing, any loan arrangements to third parties shall be reviewed by (a) each
independent director (i.e. all directors except the director who, or his/her associates,
is interested in such loan or connected with the borrower); and (b) each independent
shareholder (i.e. all shareholders except the shareholder who, or his/her associates,
is interested in such loan or connected with the borrower) to confirm the compliance
with the General Lending Provisions;
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(iv). upon Listing, any loan arrangements to third parties shall be reviewed by (a) each
independent non-executive Director of our Company (except the independent
non-executive Director who, or his/her associates, is interested in such loan or
connected with the borrower) to confirm the compliance with the General Lending
Provisions; and (b) if required, the shareholders of our Company in accordance with

the requirements under the Listing Rules; and

(v). our executive Directors and the financial supervisor of our Company will closely
monitor our Group’s compliance of the General Lending Provisions, perform review
on the transactions on a monthly basis and report to the Board for any irregularities
noted.

Negative publicity about us, our services, management and/or brand, as well as products
and services of our customers may have an adverse impact on our reputation and
business.

We may from time to time receive negative publicity about us, our management and/or
our business. Certain of such negative publicity may be the result of malicious harassment or
unfair competition acts by third parties. We may even be subject to government or regulatory
investigation and may be required to spend significant time and incur substantial costs to
defend ourselves against such investigation, and we may not be able to conclusively refute each
of the allegations within a reasonable period of time, or at all. Harm to our reputation and
confidence of advertisers and media can also arise for other reasons, including misconduct of
our employees or any third-party business partners whom we conduct business with. Our
reputation may be materially and adversely affected as a result of any negative publicity, which
in turn may cause us to lose market share, advertising customers, industry partners, and other

business partnerships.

In addition, if the brands, products and/or services of our customers receive negative
publicity, it may have an adverse impact on the reputation of their brands, products and/or
services and our services may become ineffective. As a result, our services may not be able to
achieve the marketing objectives of our customers, and our relationship with our customers,
our reputation and results of operations may be adversely affected.

Any future natural disasters, acts of God, outbreak of any contagious disease or epidemics
in the PRC or any other force majeure events that are beyond our control may adversely
affect our business, results of operations, financial position and prospects.

Natural disasters, epidemics and other acts of God, and other force majeure events, which
are beyond our control, may adversely affect the economy, infrastructure and livelihood of
people in the PRC. People in the PRC may be under threats of flood, earthquake, sandstorm,
snowstorm, fire, drought or epidemics such as COVID-19, Severe Acute Respiratory Syndrome
(SARS), H5N1 avian flu, H7N9 avian flu or HIN1 human swine flu.
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Past occurrences of epidemics, depending on their scale, have caused different degrees of
damage to the national and local economies in the PRC. If in the future any of our employees
or our customers in our office are suspected of having COVID-19, SARS, H7N9 avian flu,
H5N1 avian flu or HIN1 human swine flu, or any other epidemics, we may be required to
quarantine the employees that have been suspected of becoming infected, as well as others that
had come into contact with those employees. We may also be required to disinfect the affected
properties and thereby suffer a temporary suspension of our operations. Any quarantine or
suspension of our operations will affect our business and results of operations. A recurrence of
COVID-19, SARS or an outbreak of any other epidemics in the PRC, such as the H7N9 avian
flu, H5N1 avian flu or the HIN1 human swine flu, may result in material disruptions to our
operations and delays in meeting our customers’ demand, which in turn could have a material
adverse effect on our business, results of operations and financial position.

Consequently, we are uncertain as to when the COVID-19 will be fully contained, and we
also cannot predict if the impact will be short-lived, recurring or long-lasting. We were granted
COVID-19-related rent concessions of approximately RMB821,000 from lessors of our leased
properties for FY2020 but there is no certainty as to whether we may continue to receive such
concessions, or at all, if COVID-19 continues. If the COVID-19, or any similar adverse public
health developments, are not effectively contained, our business operations and financial
condition may be materially and adversely affected, which may make us fail to materialise our

future growth as planned.

Our business may also be affected by force majeure events that are beyond our control.
Examples of force majeure events are natural disasters and change of the policies of the PRC
government such that certain topics are categorised as not complying with the policies of the
PRC government. As a result, the relevant advertisements may not be broadcasted or published
or that they may not turn out as effective as we have expected. Although we generally have
force majeure clause in the agreements with our customers to avoid liabilities arising from
these events, our income would be reduced as our contract could not be completed. This could
materially and adversely affect our business, financial position and results of operations.

RISKS RELATING TO OUR INDUSTRY

Our Group operates in a competitive industry and we may face fiercer competition if
there are new entrants.

Despite there is a limited number of integrated branding, advertising and marketing
service providers in Hubei Province, we face stiff competition from other integrated branding,
advertising and marketing service providers in the PRC. Currently, there are approximately 190
integrated branding, advertising and marketing service providers in the PRC. According to
Frost & Sullivan, in the future, along with the development of advertising market, advertising
service providers may be easier to access sufficient market data and develop more in-depth
industry understanding. Together with the resources of advertising media, it is expected that
there is an increasing number of advertising service providers engaged in branding services and
they will offer one-stop services to brand owners including branding, advertising and
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marketing services. Our online and offline media advertising services also face intense
competition. According to Frost & Sullivan, as at 31 December 2022, there were over 5,500
online media advertising services providers that provide advertising media service and over
5,000 TV advertising media service providers in China.

Increased competition may result in price reduction, reduced profit margins and loss of
our market share. Our Group competes with competitors in the PRC primarily on the following
bases:

- quality branding, advertising and marketing services;

—  brand recognition;

—  price;

- effectiveness of our advertising proposals or marketing events;
- strategic relationships with our customers and suppliers;

— resources of advertising media;

—  hiring and retention of talented staff; and

- capabilities to provide tailor-made services.

Our existing and potential competitors may possess competitive advantages over us, such
as longer operating history, better brand recognition, larger customer base, greater access to
advertising resources and more financial, technical and marketing resources. If we fail to
compete with them successfully, we could lose our customers. We also cannot assure you that
our services will remain competitive or that they will continue to be successful in the future.
Increasing competition could result in pricing pressure and loss of our market share, either of
which could have a material adverse effect on our financial positions and results of operations.

The regulatory environment of the advertising industry is rapidly evolving. If we fail to
comply with the laws and regulations applicable to our businesses in the PRC from time
to time, our business, financial condition and results of operations may be materially and
adversely affected.

Our traditional offline and online media advertising services are subject to various PRC
laws and regulations. According to the Advertising Law of the PRC (H3E A\ RILFIE & 15
%) , which was promulgated by the Standing Committee of the National People’s Congress
on 27 October 1994, became effective on 1 February 1995, and was amended on 24 April 2015,
26 October 2018 and 29 April 2021, we may be liable for false or misleading information in
the advertisements. Where false advertisements for products or services relating to the life and

health of consumers cause damage to the consumers, we shall bear joint and several liabilities
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with the advertisers concerned. Where false advertisements for products or services not
relating to the life and health of consumers cause damage to the consumers, in case that we
design, produce or provide agency services and we know the advertisements are false, we shall
bear joint and several liabilities with the advertisers concerned. Violation of these laws or
regulations may result in various penalties, including confiscation of revenue and fines, and the
competent PRC authority may suspend or revoke our business licenses.

The regulations in the advertising industry are constantly evolving and subject to the
interpretation of the competent authorities, and we may be subject to more stringent regulatory
requirements due to changes in the political or economic policies in the relevant jurisdictions
or the changes in the interpretation of the relevant laws and regulations. For instance, pursuant
to the Notice on Special Governance of Online Advertising B BH J& B4 i 15 S IE R G T
fERYZEHT)  which became effective in February 2018, false and illegal Internet advertisements
with bad social impact, strong public response and endangering people’s personal and property
safety, such as: (i) illegal Internet advertisements involving guidance issues, political
sensitivity issues and damaging national interests; (ii) false and illegal Internet advertisements
for food, healthcare food, medical treatment, medicine and medical equipment that endanger
people’s personal safety and health; (iii) false and illegal Internet advertisements for financial
investment, investment promotion and collectibles that deceive and mislead consumers and
damage people’s property interests; (iv) false and illegal Internet advertisements that obstruct
public order, violate good social fashion, cause bad social influence and damage the physical
and mental health of minors; and (v) other false and illegal Internet advertisements having
strong public response, shall be rectified. Pursuant to the Notice on In-depth Governance of
Online Advertising B VR A B J& B0 48 B 2 806 TAERY ) which became effective in
March 2019, false and illegal Internet advertisements for medical treatment, medicine,
healthcare food, real estate, financial investment and management and others relating to

people’s personal health and property safety should be more strictly governed.

We cannot assure you that we will be able to satisfy such regulatory requirements and we
may be unable to retain, obtain or renew relevant licences, permits or approvals in the future,
and as such, our business operations may be materially and adversely affected.

RISKS RELATING TO CONDUCTING BUSINESS IN THE PRC

The application and interpretation of the evolving personal information protection laws
and regulations could adversely affect our business, financial conditions and results of
operations.

There are various PRC laws and regulations regarding privacy and the collection, storage,
sharing, use, disclosure and protection of personal information. Personal information is
increasingly subject to legislations and regulations with higher scrutiny. We cannot assure you
that the measures we have taken or will take for the protection, management and storage of
personal information are adequate under such laws, rules and regulations. If any of our
measures is determined by the competent governmental authority to be in non-compliance with

the requirements of such laws, rules and regulations, our business, financial condition and
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results of operations may be adversely affected. Complying with new laws and regulations may
cause us to incur substantial compliance costs or require us to change our business practices
in a manner materially adverse to our business. Failure or perceived failure to comply with
applicable laws and regulations related to the collection, use, or sharing of personal
information or other privacy-related and security matters could result in a loss of confidence
in us by our customers, which could adversely affect our business, financial condition and
results of operations.

As a holding company, we rely on the dividends or other distributions from our PRC
subsidiaries for funding.

As our Company is a holding company incorporated in the Cayman Islands and we
operate our business principally through our subsidiaries in the PRC, we rely on dividend
payment from our subsidiaries in the PRC for cash requirements, including servicing our
indebtedness. Under the current PRC law, dividend may be paid only out of our PRC
subsidiaries’ accumulated after-tax profits, if any, determined in accordance with the PRC
accounting standards and regulations. Moreover, our PRC subsidiaries are required to set aside
10% of their after-tax profits each year, if any, to fund certain statutory reserves until the
cumulative amount of the statutory reserves reach 50% of the relevant subsidiary’s registered
capital. These reserves are not distributable as cash dividends. In addition, in the future, if our
PRC subsidiaries incur debt, the loan agreement may impose restrictions on their ability to pay
dividends or make other payments to our Company. Additionally, factors such as cash flows,
restrictions in debt instruments, withholding tax and other arrangements may restrict our PRC
subsidiaries’ ability to pay dividends to us and in turn restrict our ability to pay dividends to
our Shareholders. Distributions by our PRC subsidiaries to us in forms other than dividends
may also be subject to relevant government authorities’ approvals and other tax liabilities.
These restrictions on the availability and usage of our major source of funding may impact our
ability to pay dividends to our Shareholders and to service any future indebtedness.

We may be considered a “PRC resident enterprise” under the EIT Law, which could result
in our global income being subject to a 25% PRC enterprise income tax.

We are a holding company incorporated under the laws of the Cayman Islands. We
conduct our business through the operating subsidiaries in the PRC. Under the EIT Law,
enterprises established under the laws of foreign countries or regions and whose “de facto
management bodies” are located within the PRC are considered “PRC resident enterprises” and
thus will generally be subject to an EIT at the rate of 25% on their global income. On
6 December 2007, the State Council adopted the Regulation on the Implementation of EIT Law

CHpEE N RS AN A 2E TS BUA E B , amended on 23 April 2019 which defines the
term “de facto management bodies” as “bodies that substantially carry out comprehensive
management and control on the business operation, employees, accounts and assets of
enterprises”. Currently, all of our management is based in the PRC, and may continue to be
based in the PRC in the future.
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If we were considered a PRC resident enterprise, we could be subject to the EIT at the
rate of 25% on our global income, and any dividends or gains on the sale of our Shares received
by our non-resident enterprises shareholders may be subject to a withholding tax at a rate of
up to 10%. In addition, although the EIT Law provides that dividend payments between
qualified PRC resident enterprises are exempted from enterprise income tax, it remains unclear
as to the detailed qualification requirements for this exemption and whether dividends paid by
our PRC operating subsidiaries to us will meet such qualification requirements if we were
considered a PRC resident enterprise for this purpose. If our global income were to be taxed
under the EIT Law, our financial position and results of operations would be materially and

adversely affected.

PRC regulations relating to the establishment of offshore special purpose companies by
PRC residents may cause our PRC resident Shareholders subject to personal liability,
limit our PRC subsidiaries’ ability to distribute profits to us, or otherwise adversely affect
our financial position.

On 4 July 2014, SAFE issued Circular of the State Administration of Foreign Exchange
on Issues concerning Foreign Exchange Administration over the Overseas Investment and
Financing and Round-Trip Investments by Domestic Residents via Special Purpose Vehicles

B Z A A LRy B A 356 X0 T A A R R ) A W) S5 AP Bl SO AR 150 AP R A LA R ]
HJ#EHA1)  (“Circular 37”), which states that: (i) a PRC resident, including a PRC resident
natural person or a PRC company, shall register with the local branch of SAFE before it
contributes its legitimate assets or equity interest into a special purpose vehicle for the purpose
of investment and financing, and (ii) when the special purpose vehicle undergoes a change of
basic information, such as a change of a PRC resident natural person shareholder, name or
operating period, or a material event, such as a change of share capital held by a PRC resident
natural person, merger or split, the PRC resident shall register such change with the local
branch of SAFE on a timely basis.

On 13 February 2015, SAFE issued Circular of the State Administration of Foreign
Exchange on Further Simplifying and Improving the Direct Investment-related Foreign
Exchange Administration Policies B %NS B J= B A HE — 25 i AL R0 Ao 1 455 A/ e 4 2
BN (the “Circular 13”), which states that the foreign exchange registration under
domestic direct investment and the foreign exchange registration under overseas direct

investment will be directly reviewed and handled by banks.

To the best of our knowledge, as of the Latest Practicable Date, all of our PRC domestic
individual Shareholders are required to make the foreign exchange registration under Circular
37 and Circular 13 and have duly completed such registration with the relevant banks.
However, we may not at all times be fully aware or informed of the identities of all of our
beneficial owners who are PRC citizens or residents, and we may not always be able to compel
our beneficial owners to comply with the requirements of Circular 37 and Circular 13. As a
result, we cannot assure you that all of our shareholders or beneficial owners who are PRC
citizens or residents will at all times comply with, or in the future make or obtain any
applicable registrations or approvals required by, Circular 37, Circular 13 or other related
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regulations. According to Circular 37 and relevant PRC foreign exchange regulations, if any
of our Shareholders who are required to make the foreign exchange registration and
amendment fails to do so, our PRC subsidiaries may be prohibited from distributing their
profits and the proceeds from any reduction in capital, share transfer or liquidation to us, and
we may also be prohibited from providing our PRC subsidiaries with loans denominated in
foreign currencies or injecting additional capital into our PRC subsidiaries. Moreover, failure
to comply with the various foreign exchange registration requirements described above could
result in liabilities for such PRC subsidiaries, and the responsible persons and other person in
such PRC subsidiaries who are held directly liable for the violations may be subject to
administrative sanctions.

Rules and regulations in the PRC on investment and loans by offshore holding companies
to PRC subsidiaries may delay or prevent us from using the proceeds from the Global
Offering to make additional capital contributions or loans to our PRC subsidiaries, which
could harm our liquidity and our ability to expand our business.

As an offshore holding company of our PRC operating subsidiaries, we may make loans
or additional capital contributions to our PRC subsidiaries or a combination thereof. Any loans
to our PRC subsidiaries are subject to PRC laws and regulations and approvals. For example,
loans from us to our wholly-owned PRC subsidiaries, which are foreign-invested enterprises,
to finance their activities cannot exceed the statutory limits and must be registered with SAFE
or its local branches.

There can be no assurance that, in relation to all future loans or capital contributions to
be made by us to our PRC subsidiaries, we will be able to complete all required government
registrations or obtain all necessary approvals in a timely manner or at all. If we fail to
complete such registrations or obtain such approvals, our ability to use the proceeds from the
Global Offering may be affected, which may in turn materially and adversely affect our
liquidity and our ability to fund and expand our business in the PRC.

RISKS RELATING TO THE GLOBAL OFFERING

An active and/or open trading market for our Shares may not develop as at or after the
Listing.

There has not been a public market for our Shares. Shares of our subsidiary, Huashi
Media, were previously listed on NEEQ but such listing was voluntarily withdrawn in April
2019 in preparation for the Listing. While we have applied for listing and dealing in our Shares
on the Stock Exchange, an active, open or liquid public market for our Shares may not develop
as at or after the Listing or be sustained if developed. Shareholders are reminded that as one
of the conditions for the Listing, there must be an open market in our Shares to develop at the
time of Listing. The Stock Exchange will not grant the approval for, and the SFC may object
to, the listing of our Shares if an open market in our Shares does not exist at the time of Listing.
The determination of the indicative Offer Price range stated in this prospectus was the
negotiation result between the Sole Overall Coordinator and the Joint Global Coordinators (for
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themselves and on behalf of the Underwriters) and our Company. As such, the Offer Price may
differ significantly from the market price for our Shares following the Global Offering. Future
sales of a substantial number of our Shares by our Shareholders after the Global Offering could
adversely affect the prevailing market price of our Shares from time to time.

In addition, the liquidity, the market price and the trading volume of our Shares could be
adversely affected by factors beyond our Group’s control and unrelated to the performance of
our Group’s business. Factors affecting the volatility of the price and the trading volume of our
Shares include:

—  fluctuations in our operating results, such as revenue, profit or loss and cash flows;

- fluctuations in market prices for services of our Group or any of our Group’s
comparable companies;

- changes in pricing policy adopted by us and our competitors;

- investors’ perception of our Group and our business plans;

- announcements of new investments and strategic alliances by our Group; and

—  changes in our senior management personnel.

In such cases, investors may not be able to sell their Shares at or above the Offer Price.
Investors may experience dilution if we issue additional Shares in the future.

Our Group may issue additional Shares upon exercise of options to be granted under the
Share Option Scheme, or issue new equity or convertible securities in the future. The increase
in the number of Shares outstanding after any of such issue would reduce the shareholding of
our then Shareholders and may dilute the earnings per Share and net asset value per Share.

In addition, our Group may need to raise additional funds in the future to finance
expansion, investment and new development of our business. If additional funds are raised
through the issuance of new equity or convertible securities of our Company other than on a
pro-rata basis to the existing Shareholders, the shareholding of our then Shareholders may be

reduced or such new securities may confer rights and privileges that take priority over those
conferred by the Offer Shares.
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Any disposal of a substantial number of Shares by our Controlling Shareholders in the
public market could materially and adversely affect the market price of our Shares.

There is no guarantee that our Controlling Shareholders will not dispose of their Shares
following the expiration of their respective lock-up periods after the Listing. Our Group is
unable to predict the impacts, if any, of any future sales of our Shares by any of our Controlling
Shareholders, on the market price of our Shares. Sales of a substantial number of Shares by any
of our Controlling Shareholders or the market perception that such sales may occur could
materially and adversely affect the prevailing market price of our Shares.

We may not declare dividends on our Shares in the future.

Whether we pay a dividend and the amount of such dividend will depend on our results
of operations, cash flows, financial condition, cash dividends we receive from our subsidiaries,
future business prospects, statutory and regulatory restrictions and other factors that our
Directors deem relevant. As a Cayman Islands company, any dividend recommendation will be
at the absolute discretion of our Directors and subject to approval in the general meeting. There
is no assurance that dividends of any amount will be declared or distributed in any year/period.

Possible termination of the Public Offer Underwriting Agreement.

Prospective investors of the Global Offering should note that the Hong Kong
Underwriters are entitled to terminate their obligations under the Public Offer Underwriting
Agreement by notice in writing to our Company from the Sole Overall Coordinator and the
Joint Global Coordinators (for themselves and on behalf of the other Hong Kong Underwriters)
upon the occurrence of any of the events stated in the paragraph headed “Underwriting —
Underwriting Arrangements and Expenses — The Public Offer — Public Offer Underwriting
Agreement — Grounds for termination” in this prospectus at or prior to 8:00 a.m. on the Listing
Date. Such events include, without limitation, any acts of God, wars, riots, public disorder,
civil commotion, fire, flood, tsunami, explosions, epidemic, pandemic, acts of terrorism,
earthquakes, strikes or lock-outs.

Laws of the Cayman Islands for minority shareholders protection may be different from
those under the laws of Hong Kong or other jurisdictions.

Our corporate affairs are governed by the Memorandum of Association, the Articles of
Association, the Companies Act and common law of Cayman Islands, and to a limited extent,
the laws of Hong Kong. The laws of the Cayman Islands relating to the protection of the
interests of minority shareholders may differ in some respects from those established under
statutes and judicial precedent in existence in Hong Kong and other jurisdictions. The remedies
available to our Group’s minority shareholders may be different from those they would have
under the laws of Hong Kong or other jurisdictions. Please refer to the section headed
“Summary of the Constitution of our Company and Cayman Islands Company Law” in
Appendix III to this prospectus for further information.
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RISKS RELATING TO STATEMENTS MADE IN THIS PROSPECTUS
Certain facts and statistics included in this prospectus may not be relied upon.

This prospectus, particularly the section headed “Industry Overview”, contains
information and independent statistics which are derived from various official government and
other publications and from a third-party report commissioned by us. We believe that the
sources of these information are appropriate sources for such information and have taken
reasonable care in extracting and reproducing such information. We have no reason to believe
that such information is false or misleading or that any fact that would render such information
false or misleading has been omitted. However, the information from official government
sources has not been independently verified by our Company, the Sole Sponsor, the Sole
Overall Coordinator, the Joint Global Coordinators, the Joint Bookrunners, the Joint Lead
Managers, the Underwriters or their respective directors, affiliates or advisers or any other
party involved in the Global Offering and no representation is given as to its accuracy and
completeness. We cannot assure you that they are stated or compiled on the same basis or with
the same degree of accuracy, as the case may be, in other jurisdictions. Therefore, you should
not unduly rely upon such information or statistics contained in this prospectus.

The current market condition may not be reflected in the statistical information included
in this prospectus.

The historical information set out in this prospectus relating to market conditions of the
PRC may not reflect the current market situation. In order to provide context to the industry
in which we operate, and greater understanding of our market presence and performance,
various statistics and facts have been provided throughout this prospectus. However, this
information may not reflect current market condition of the PRC as recent economic
development may not be fully factored into these statistics, and the availability of the latest
data may lag behind of this prospectus. As such, any information relating to market shares,
sizes and growth, or performance in the markets in the PRC and other similar industry data
should be viewed as historical figures that may have little value in determining future trends
and results.

Forward-looking statements in this prospectus are subject to risks and uncertainties.

This prospectus contains certain forward-looking statements and information relating to
us that are based on the beliefs of our management as well as assumptions made by and
information currently available to our management. When used in this prospectus, the words

[T ’

aim”, “anticipate”, “believe”,

113

can”, “continue”, “consider”, “could”, “estimate”, “expect”,
“going forward”, “intend”, “ought to”, “may”, “might”, “plan”, “potential”, “predict”,
“project”, “seek”, “should”, “will”, “would” and similar expressions, as they relate to our
Company or our management, are intended to identify forward-looking statements. For further

details, please refer to the section headed “Forward-looking Statements” in this prospectus.
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Such forward-looking statements reflect current views of our management with respect to
future events, operations, liquidity and capital resources, some of which may not materialise
or may change. These statements are subject to certain risks, uncertainties and assumptions,
including other risk factors as described in this prospectus. Subject to the requirements of the
Listing Rules, we do not intend publicly to update or otherwise revise the forward-looking
statements in this prospectus, whether as a result of new information, future events or
otherwise. Investors should not place undue reliance on such forward-looking statements and
information.

You should read this prospectus in its entirety and we strongly caution you not to place
any reliance on any information contained in the press articles, other media and/or
research analyst reports regarding us, our business, our industry and the Global Offering.

There has been prior to the publication of this prospectus, and there may be subsequent
to the date of this prospectus but prior to the completion of the Global Offering, press, media
and/or research analyst coverage regarding us, our business, our industry and the Global
Offering. Such press, media and/or research analyst coverage may include information that
does not appear in this prospectus. We have not authorised the disclosure of any such
information in such press, media and/or research analyst coverage and do not accept
responsibility for any such press, media and/or research analysts coverage or the accuracy or
completeness of any such information, nor the fairness or appropriateness of any forecasts,
views or opinions expressed by the press, other media and/or research analysts regarding our
Shares, the Global Offering, our business, our industry or us. We make no representation as to
the appropriateness, accuracy, completeness or reliability of any such information, forecasts,
views or opinions expressed or any such publications. To the extent that such statements,
forecasts, views or opinions are inconsistent or conflict with the information contained in this
prospectus, we disclaim them. Accordingly, you are cautioned to make your investment
decisions regarding our Shares on the basis of the information contained in this prospectus only
and should not rely on any other information.
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In preparation for the Global Offering, our Company has sought the following waiver

from strict compliance with Rule 8.12 of the Listing Rules:

MANAGEMENT PRESENCE IN HONG KONG

Rule 8.12 of the Listing Rules provides that a new applicant applying for a primary listing
on the Stock Exchange must have a sufficient management presence in Hong Kong and this
normally means that at least two of its executive directors must be ordinarily resident in Hong
Kong.

Since the principal business operations of our Group are primarily located in the PRC and
will continue to be based in the PRC, and our Group does not and will not, in foreseeable
future, have any material operation in Hong Kong, our executive Directors and senior
management members are and will continue to be based in the PRC. At present, none of our
executive Directors or senior management are Hong Kong permanent residents or ordinarily
based in Hong Kong. Our Company considers that either appointment of any additional
executive Director who will be ordinarily resident in Hong Kong or relocation of our existing
executive Directors to Hong Kong will not be beneficial to or appropriate for our Group. In that
regard, our Company does not contemplate in the foreseeable future that it will, have a
sufficient management presence in Hong Kong for the purpose of satisfying the requirement
under Rule 8.12 of the Listing Rules.

In view of that, we have applied to the Stock Exchange for, and the Stock Exchange has
granted, a waiver from strict compliance with the requirements set out in Rule 8.12 of the
Listing Rules subject to the following conditions:

(a) we have appointed two authorised representatives pursuant to Rule 3.05 of the
Listing Rules who will act as our principal channel of communication with the Stock
Exchange. The two authorised representatives are Mr. Chen and Ms. Lai Janette Tin
Yun. Each of the authorised representatives will be available to meet with the Stock
Exchange in Hong Kong within a reasonable time frame upon the request of the
Stock Exchange and will be readily contactable by telephone and email, and any
other contact details prescribed by the Stock Exchange from time to time. Each of
the authorised representatives is duly authorised to communicate on behalf of our
Company with the Stock Exchange and their respective contact details have been

provided to the Stock Exchange;

(b) both authorised representatives have means to contact all members of our Board
(including the independent non-executive Directors) promptly at all times as and
when the Stock Exchange wishes to contact our Directors on any matters;

(c) to further enhance communication between the Stock Exchange and our Directors,
each executive Director and independent non-executive Director has provided
his/her contact details including office telephone number and/or mobile telephone

number and email address to the Stock Exchange;
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(d)

(e)

¢9)

(2)

(h)

save for Mr. How, an independent non-executive Director, each of our Directors who
is not ordinarily resident in Hong Kong possesses or can apply for valid travel
documents to visit Hong Kong and will be available to meet with the Stock
Exchange within a reasonable period upon request of the Stock Exchange;

our Company has appointed Ms. Lai Janette Tin Yun, who is an ordinarily resident
in Hong Kong as the company secretary of the Company, while we have appointed
Mr. How, an independent non-executive Director who is an ordinarily resident in
Hong Kong. Their contact details have been provided to the Stock Exchange;

in compliance with Rule 3A.19 of the Listing Rules, the Company has appointed
Rainbow Capital (HK) Limited as the compliance adviser of the Company to act as
an additional channel of communication with the Stock Exchange. The compliance
adviser will advise on on-going compliance requirements and other issues arising
under the Listing Rules and other applicable laws and regulations in Hong Kong for
the period commencing on the date of the Listing and ending on the date on which
our Company complies with Rule 13.46 of the Listing Rules in respect of its
financial results for the first full financial year commencing after the date of the
Listing;

meetings between the Stock Exchange and our Directors could be arranged through
our authorised representatives or the compliance adviser of our Company, or directly
with our Directors within a reasonable time frame. Our Company will inform the
Stock Exchange promptly in respect of any change in our Company’s authorised
representatives and the compliance adviser of our Company; and

our Company will retain other professional advisers (including legal advisers and

accountants) in Hong Kong, after the Listing to assist us in dealing with any
questions which may be raised by the Stock Exchange from time to time.
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DIRECTORS’ RESPONSIBILITY FOR THE CONTENTS IN THIS PROSPECTUS

This prospectus, for which our Directors (including any proposed Director who is named
as such in this prospectus) collectively and individually accept full responsibility, includes
particulars given in compliance with the Companies Ordinance, the Companies (Winding Up
and Miscellaneous Provisions) Ordinance, the Securities and Futures (Stock Market Listing)
Rules (Chapter 571V of the Laws of Hong Kong) and the Listing Rules for the purpose of
giving information to the public with regard to our Group. Our Directors, having made all
reasonable enquiries, confirm that to the best of their knowledge and belief, the information
contained in this prospectus is accurate and complete in all material respects and not
misleading or deceptive, there are no other matters the omission of which would make any
statement herein or this prospectus misleading, and all opinions expressed in this prospectus
have been arrived at after due and careful consideration and are founded on bases and
assumptions that are fair and reasonable.

INFORMATION ON THE GLOBAL OFFERING

The Global Offering comprises the Public Offer of 12,500,000 new Shares and the
Placing of 112,500,000 new Shares initially offered by our Company (subject, in each case, to
reallocation on the basis under the section headed “Structure and Conditions of the Global
Offering” in this prospectus).

The Offer Shares are offered solely on the basis of the information contained and
representations made in this prospectus and on the terms and subject to the conditions set out
herein and therein. No person is authorised to give any information in connection with the
Global Offering or to make any representation not contained in this prospectus, and any
information or representation not contained herein must not be relied upon as having been
authorised by us, the Sole Sponsor, the Sole Overall Coordinator, the Joint Global
Coordinators, the Joint Bookrunners, the Joint Lead Managers, the Underwriters, any of their
respective directors, agents, employees or advisers or any other party involved in the Global
Offering.

Details of the structure of the Global Offering, including its conditions, are set out in the
section headed “Structure and Conditions of the Global Offering” in this prospectus, and the
procedures for applying for the Public Offer Shares are set out in the section headed “How to
Apply for the Public Offer Shares” in this prospectus.

Neither the delivery of this prospectus nor any subscription or acquisition made under it
shall, under any circumstances, constitute a representation that there has been no change in our
affairs since the date of this prospectus or imply that the information contained in this
prospectus is correct as of any date subsequent to the date of this prospectus.
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CSRC FILING REQUIREMENT

We had completed the filing procedures with the CSRC for the Listing and on 14
September 2023, the CSRC issued a notification to us confirming the completion of the filing
procedures for the overseas listing on the Stock Exchange.

UNDERWRITING

This prospectus is published solely in connection with the Global Offering which is
sponsored by the Sole Sponsor. The Public Offer is fully underwritten by the Public Offer
Underwriters on a conditional basis, under the terms and conditions of the Public Offer
Underwriting Agreement. The Placing Underwriting Agreement relating to the Placing is
expected to be entered on or around the Price Determination Date, subject to any agreement on
pricing of the Offer Shares between the Sole Overall Coordinator and the Joint Global
Coordinators (for themselves and on behalf of the Underwriters) and our Company. The Global
Offering is managed by the Sole Overall Coordinator and the Joint Global Coordinators.

If, for any reason, the Offer Price is not agreed between our Company, the Sole
Overall Coordinator and the Joint Global Coordinators (for themselves and on behalf of
the Underwriters) on or before Wednesday, 8 November 2023, the Global Offering will not
proceed. Further information relating to the Underwriters and underwriting arrangement are
contained in the section headed “Underwriting” in this prospectus.

RESTRICTIONS ON OFFER AND SALE OF THE OFFER SHARES

No action has been taken to permit a public offering of the Offer Shares or the general
distribution of this prospectus in any jurisdiction other than Hong Kong. Accordingly, this
prospectus may not be used for the purpose of, and does not constitute, an offer or invitation,
nor is it circulated to invite to solicit offers, in any jurisdiction other than Hong Kong or in any
circumstances in which such offer or invitation is not authorised or to any person to whom it
is unlawful to make such an offer or invitation. Persons who possess this prospectus are
deemed to have confirmed with our Company, the Sole Sponsor, the Sole Overall Coordinator,
the Joint Global Coordinators, the Joint Bookrunners, the Joint Lead Managers and the

Underwriters that such restrictions have been observed.

Prospective applicants for the Offer Shares should consult their financial advisers and
take legal advice as appropriate, to inform themselves of, and to observe the applicable laws,
rules and regulations of any relevant jurisdictions. Prospective applicants for the Offer Shares
should also inform themselves as to the relevant legal requirements and any applicable
exchange control regulations and applicable taxes in the countries of their respective

citizenship, residence or domicile.
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Each person acquiring the Offer Shares will be required to confirm, or be deemed by
his/her acquisition of the Offer Shares to have confirmed that he/she is aware of the restrictions
on offers and sales of the Offer Shares described in this prospectus and that he/she is not
acquiring, and has not been offered and sold any Offer Shares in circumstances that contravene
any such restrictions.

The distribution of this prospectus and the offering and sale of the Offer Shares in other
jurisdictions are subject to restrictions and may not be made except as permitted under the
applicable securities laws of such jurisdictions and pursuant to registration with or
authorization by the relevant securities regulatory authorities or an exception therefrom. In
particular, the Offer Shares have not been publicly offered or sold, directly or indirectly, in the
United States.

APPLICATION FOR LISTING ON THE STOCK EXCHANGE

Our Company has applied to the Stock Exchange for the granting of the listing of, and
permission to deal in, the Shares in issue and the Shares to be issued pursuant to the
Capitalisation Issue and the Global Offering (including any Shares which may be issued
pursuant to the exercise of the options which may be granted under the Share Option Scheme).

Under section 44B(1) of the Companies (Winding Up and Miscellaneous Provisions)
Ordinance, any allotment made in respect of any application will be invalid if the listing of,
and permission to deal in, the Offer Shares on the Stock Exchange is refused before the
expiration of three weeks from the date of the closing of the application lists, or such longer
period (not exceeding six weeks) as may, within the said three weeks, be notified to our
Company by or on behalf of the Stock Exchange.

Pursuant to Rule 8.08(1) of the Listing Rules, at the time of Listing of our Shares on and
at all time thereafter, our Company must maintain the minimum prescribed percentage of at
least 25% of the total issued share capital of our Company in the hands of the public.

REGISTER OF MEMBERS AND STAMP DUTY

Our principal register of members will be maintained by our principal share registrar and
transfer office, Appleby Global Services (Cayman) Limited, in the Cayman Islands, and our
Hong Kong branch register of members will be maintained by our Hong Kong Branch Share
Registrar, Tricor Investor Services Limited, in Hong Kong. Dealings in our Shares registered
on our Company’s branch register of members maintained in Hong Kong will be subject to
Hong Kong stamp duty. Dealings in the Shares registered on the principal register of members
of our Company maintained by Appleby Global Services (Cayman) Limited in the Cayman
Islands will not be subject to the Cayman Islands stamp duty. No stamp duty is payable by
applicants in the Global Offering.
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INFORMATION ABOUT THIS PROSPECTUS AND THE GLOBAL OFFERING

COMMENCEMENT OF DEALINGS IN THE SHARES

Dealings in the Shares on the Stock Exchange are expected to commence at 9:00 a.m. on
Friday, 10 November 2023. Except for our pending application to the Stock Exchange for
listing of, and permission to deal in, the Offer Shares, no part of the share or loan capital of
our Company is listed on or dealt in on any other stock exchange and no such listing or
permission to list on any other stock exchange is being or proposed to be sought in the near
future.

The Shares will be traded in board lots of 4,000 Shares each. The stock code of the Shares
is 1111. Our Company will not issue any temporary documents of title.

SHARES WILL BE ELIGIBLE FOR ADMISSION INTO CCASS

Subject to the granting of the listing of, and permission to deal in, the Shares on the Stock
Exchange and compliance with the stock admission requirements of HKSCC, the Shares will
be accepted as eligible securities by HKSCC for deposit, clearance and settlement in CCASS
with effect from the Listing Date or such other date determined by HKSCC. Settlement of
transactions between participants of the Stock Exchange is required to take place in CCASS on
the second settlement day after any trading day.

All activities under CCASS are subject to the General Rules of CCASS and CCASS
Operational Procedures in effect from time to time. Investors should seek the advice from their
stockbroker or other professional adviser for details of those settlement arrangements as such
arrangements will affect their rights, interest and liabilities.

All necessary arrangements have been made to enable for the Shares into be admitted to
CCASS.

PROFESSIONAL TAX ADVICE RECOMMENDED

Potential investors in the Global Offering are recommended to consult their professional
advisers as to the taxation implications of subscribing for, purchasing, holding or disposal of,
and/or dealing in the Shares or exercising rights attached to them. It is emphasised that none
of our Group, the Sole Sponsor, the Sole Overall Coordinator, the Joint Global Coordinators,
the Joint Bookrunners, the Joint Lead Managers, the Underwriters, any of our or their
respective directors, officers, employees, agents, advisers, representatives or any other person
or party involved in the Global Offering accepts responsibility for any tax effects on, or
liabilities of, any person resulting from the subscription, purchase, holding or disposition of,
dealing in, the Shares or exercising any rights attached to them.
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INFORMATION ABOUT THIS PROSPECTUS AND THE GLOBAL OFFERING

PROCEDURES FOR APPLICATION FOR THE PUBLIC OFFER SHARES

The procedures for applying for the Public Offer Shares are set out in the section headed
“How to Apply for the Public Offer Shares” in this prospectus.

STRUCTURE AND CONDITIONS OF THE GLOBAL OFFERING

Details of the structure of the Global Offering, including its conditions are set out in the
section headed “Structure and Conditions of the Global Offering” in this prospectus.

EXCHANGE RATE CONVERSION

Solely for your convenience, this prospectus contains translations among certain amounts
denominated in Renminbi and Hong Kong dollars. No representation is made that the amounts
denominated in one currency could actually be converted into the amounts denominated in
another currency at the rates indicated or at all. Unless indicated otherwise the translations
between Renminbi and Hong Kong dollars were made at the rate of RMB1.00 to HK$1.0895,
being the PBOC central parity rate prevailing on 20 October 2023. Any discrepancies in any
table between totals and sums of amounts listed therein are due to rounding.

ROUNDING

Certain amount and percentage figures included in this prospectus have been subject to
rounding adjustments or have been rounded to one or two decimal places. Any discrepancies
in any table, chart or elsewhere in this prospectus between totals and sums of individual
amounts listed therein are due to rounding.

WEBSITE

The contents of any website mentioned in this prospectus do not form part of this

prospectus.

LANGUAGE

If there is any inconsistency between this prospectus and the Chinese translation of this
prospectus, the English version of this prospectus shall prevail. However, names of any laws
and regulations, governmental authorities, institutions, natural persons or other entities which
have been translated into English and included in prospectus and for which no official English
translation exists are unofficial translations for your reference only. If there is any
inconsistency, the Chinese name prevails.
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DIRECTORS AND PARTIES INVOLVED IN THE GLOBAL OFFERING

DIRECTORS
Name Address Nationality

Executive Directors

Mr. Chen Jicheng Room 5D, Block C Chinese
(BRAE KSR Chutian City Garden
1 Zhongbei Road, Shuiguo Lake
Wuchang District,
Wuhan, Hubei

PRC
Ms. Wang Shujin Room 2803, Block 5 Chinese
(E&ESL+) Jindi Zizaicheng K3
Renhe Road

Hongshan District
Wuhan, Hubei

PRC
Mr. Zhang Bei Room 201, Xinta Shuishang Chinese
(M o) 7 Tapu Road, Siming District
Xiamen, Fujian
PRC
Ms. Xue Yuchun Room 302, Unit 2, Block 8 Chinese
(FEERLL) Olympics Garden

Meishu Court Phase 2
18 Huanhu Road
Dongxihu District
Wuhan, Hubei

PRC

_ 74 —
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Independent Non-executive

Directors
Dr. He Weifeng Room 2022, Unit 2 Chinese
(T R ) Block 13, Jindi Gelin Dongjun
Fangzhi Road, Hongshan District
Wuhan, Hubei
PRC
Mr. Peng Litang Room 1903, Unit 6, Block 3 Chinese
(A8 EE) Yuyuan Teacher Unit
Huazhong University of Science and
Technology
1037 Luoyu Road, Hongshan District
Wuhan, Hubei
PRC
Mr. Li Guangdou Room 708, Block B Chinese
(F63e ) 103 Huizhongli
Chaoyan District
Beijing
PRC
Mr. How Sze Ming Flat A, G/F, Tower 3 Chinese
(YA Sandalwood Court St. Barths

9 Yiu Sha Road
Ma On Shan, New Territories
Hong Kong

For further information regarding our Directors, please refer to the section headed
“Directors and Senior Management” in this prospectus.
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PARTIES INVOLVED IN THE GLOBAL OFFERING

Sole Sponsor and Sole Overall Rainbow Capital (HK) Limited
Coordinator A corporation licensed under the SFO to
carry on type 1 (dealing in securities) and
type 6 (advising on corporate finance)
regulated activities

Room 5B, 12/F, Tung Ning Building
No. 2 Hillier Street
Sheung Wan, Hong Kong

Joint Global Coordinators Rainbow Capital (HK) Limited
Room 5B, 12/F, Tung Ning Building
No. 2 Hillier Street
Sheung Wan, Hong Kong

CCB International Capital Limited
12/F CCB Tower

3 Connaught Road Central

Central, Hong Kong

ABCI Capital Limited

11/F, Agricultural Bank of China Tower
50 Connaught Road Central

Hong Kong

Cinda International Capital Limited
45/F, COSCO Tower

183 Queen’s Road Central

Hong Kong

Zhong Jia Securities Limited
Unit D-F, 15/F, Neich Tower
128 Gloucester Road

Wan Chai, Hong Kong
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Joint Bookrunners Rainbow Capital (HK) Limited
Room 5B, 12/F, Tung Ning Building
No. 2 Hillier Street
Sheung Wan, Hong Kong

CCB International Capital Limited
12/F CCB Tower

3 Connaught Road Central

Central, Hong Kong

ABCI Capital Limited

11/F, Agricultural Bank of China Tower
50 Connaught Road Central

Hong Kong

Cinda International Capital Limited
45/F, COSCO Tower

183 Queen’s Road Central

Hong Kong

Zhong Jia Securities Limited
Unit D-F, 15/F, Neich Tower
128 Gloucester Road

Wan Chai, Hong Kong

CMB International Capital Limited
45/F, Champion Tower

3 Garden Road, Central

Hong Kong

SPDB International Capital Limited
33/F, SPD Bank Tower

One Hennessy, 1 Hennessy Road
Hong Kong

Livermore Holdings Limited
Unit 1214A, 12/F

Tower II Cheung Sha Wan Plaza
833 Cheung Sha Wan Road
Kowloon, Hong Kong

Fosun International Securities Limited
Suite 2101-2105

21/F, Champion Tower

3 Garden Road, Central

Hong Kong
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Valuable Capital Limited

Room 3601-06 & 3617-19

36/F, China Merchants Tower
Shun Tak Centre

168-200 Connaught Road Central
Hong Kong

CEB International Capital Corporation
Limited

22/F, AIA Central

I Connaught Road Central

Central, Hong Kong

Goldlink Securities Limited
28/F, Bank of East Asia
Harbour View Centre

56 Gloucester Road, Wanchai
Hong Kong

Soochow Securities International
Brokerage Limited

Level 17, Three Pacific Place

1 Queen’s Road East

Hong Kong

Silverbricks Securities Company Limited
Units 1004-1006, 10/F

China Merchants Tower, Shun Tak Centre
168-200 Connaught Road Central

Sheung Wan

Hong Kong

Shenwan Hongyuan Securities (H.K.)
Limited

Level 6, Three Pacific Place

1 Queen’s Road East

Hong Kong

Zhongtai International Securities Limited
19/F, Li Po Chun Chambers

189 Des Voeux Road Central

Central, Hong Kong
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Joint Lead Managers Rainbow Capital (HK) Limited
Room 5B, 12/F, Tung Ning Building
No. 2 Hillier Street
Sheung Wan, Hong Kong

CCB International Capital Limited
12/F, CCB Tower

3 Connaught Road Central

Central, Hong Kong

ABCI Securities Company Limited
10/F, Agricultural Bank of China Tower
50 Connaught Road Central

Hong Kong

Cinda International Capital Limited
45/F, COSCO Tower

183 Queen’s Road Central

Hong Kong

Zhong Jia Securities Limited
Unit D-F, 15/F, Neich Tower
128 Gloucester Road

Wan Chai, Hong Kong

CMB International Capital Limited
45/F, Champion Tower

3 Garden Road, Central

Hong Kong

SPDB International Capital Limited
33/F, SPD Bank Tower

One Hennessy, 1 Hennessy Road
Hong Kong

Livermore Holdings Limited
Unit 1214A, 12/F

Tower II Cheung Sha Wan Plaza
833 Cheung Sha Wan Road
Kowloon, Hong Kong

Fosun International Securities Limited
Suite 2101-2105

21/F, Champion Tower

3 Garden Road, Central

Hong Kong
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Valuable Capital Limited

Room 3601-06 & 3617-19

36/F, China Merchants Tower
Shun Tak Centre

168-200 Connaught Road Central
Hong Kong

CEB International Capital Corporation
Limited

22/F, AIA Central

1 Connaught Road Central

Central, Hong Kong

Goldlink Securities Limited
28/F, Bank of East Asia
Harbour View Centre

56 Gloucester Road, Wanchai
Hong Kong

Soochow Securities International
Brokerage Limited

Level 17, Three Pacific Place

1 Queen’s Road East

Hong Kong

Silverbricks Securities Company Limited
Units 1004-1006, 10/F

China Merchants Tower, Shun Tak Centre
168-200 Connaught Road Central

Sheung Wan

Hong Kong

Shenwan Hongyuan Securities (H.K.)
Limited

Level 6, Three Pacific Place

1 Queen’s Road East

Hong Kong

Zhongtai International Securities Limited
19/F, Li Po Chun Chambers

189 Des Voeux Road Central

Central, Hong Kong
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Legal Advisers to our Company As to Hong Kong law:

Winston & Strawn
6/F, Henley Building

5 Queen’s Road Central
Hong Kong

As to PRC law:

Tian Yuan Law Firm

509, Tower A, International
Enterprise Building

No. 35 Financial Street
Xicheng District

Beijing, the PRC

As to Cayman Islands law:

Appleby

Suites 4201-03 & 12

42/F, One Island East

Taikoo Place, 18 Wetlands Road
Quarry Bay, Hong Kong
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Legal Advisers to the Sole Sponsor and As to Hong Kong law:
the Underwriters
King & Wood Mallesons
13/F, Gloucester Tower
The Landmark
15 Queen’s Road Central
Central, Hong Kong

As to PRC law:

Jingtian & Gongcheng
34th Floor, Tower 3
China Central Place

77 Jianguo Road
Chaoyang District
Beijing, the PRC

Auditors and Reporting Accountants BDO Limited
Certified Public Accountants
25th Floor, Wing On Centre
111 Connaught Road Central
Central, Hong Kong

Industry Consultant Frost & Sullivan (Beijing) Inc.,
Shanghai Branch Co.
Suite 2504
Wheelock Square
1717 Nanjing West Road
Shanghai 200040
the PRC

Receiving Bank CMB Wing Lung Bank Limited

45 Des Voeux Road Central
Hong Kong
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CORPORATE INFORMATION

Registered office in the Cayman Islands 71 Fort Street
PO Box 500, George Town
Grand Cayman KY1-1106
Cayman Islands

Headquarters and principal place of 1st Floor, Block 2 Office Building
business in the PRC Phase II Shuisheng Keji Yuan
1 Chagang Xincun Dongyuan
Wuchang District, the PRC

Principal place of business in Hong Kong  5/F, Manulife Place
348 Kwun Tong Road
Kowloon
Hong Kong

Company’s website www.youmeimu.com
(The contents of the website do not form a
part of this document)

Company secretary LAI Janette Tin Yun
Tricor Services Limited
5/F, Manulife Place
348 Kwun Tong Road
Kowloon
Hong Kong

Compliance officer XUE Yuchun
Room 302, Unit 2, Block 8
Olympics Garden
Meishu Court Phase 2
18 Huanhu Road
Dongxihu District
Wuhan, Hubei
PRC
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CORPORATE INFORMATION

Authorised representatives XUE Yuchun
(for the purpose of the Room 302, Unit 2, Block 8
Listing Rules) Olympics Garden

Meishu Court Phase 2
18 Huanhu Road
Dongxihu District
Wuhan, Hubei

PRC

LAI Janette Tin Yun
Tricor Services Limited
5/F, Manulife Place
348 Kwun Tong Road
Kowloon

Hong Kong

Audit Committee HE Weifeng (Chairman)
PENG Litang
LI Guangdou

Remuneration Committee PENG Litang (Chairman)
WANG Shujin
HE Weifeng

Nomination Committee CHEN lJicheng (Chairman)

LI Guangdou
PENG Litang

Compliance Adviser Rainbow Capital (HK) Limited
Room 5B, 12/F, Tung Ning Building
No. 2 Hillier Street
Sheung Wan
Hong Kong

Principal share registrar and transfer Appleby Global Services (Cayman)
office in the Cayman Islands Limited
71 Fort Street
PO Box 500
George Town
Grand Cayman KY1-1106
Cayman Islands
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Hong Kong branch share registrar and
transfer office

Principal bankers (in alphabetical order)

Tricor Investor Services Limited
17/F, Far East Finance Centre

16 Harcourt Road

Hong Kong

Agricultural Bank of China Limited
Meiling, Wuhan Branch

137-1 Donghu Road

Wuchang District, Wuhan

The PRC

China Construction Bank Corporation
Wuhan Branch

1 Zhongnanlu, Wuchang District

Wuhan City, Hubei

The PRC

China Minsheng Banking Corp., Ltd.
Wuhan Zhongnan Branch

No. 1 Zhongbei Road

Wuchang District, Wuhan

The PRC

Hubei Bank Corporation Limited
Sales department, Head office

86 Zhongbei Road

Wuchang District, Wuhan

The PRC
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INDUSTRY OVERVIEW

The information and statistics set out in this section and other sections of this
prospectus were extracted from different official government publications, available
sources from public market research and other sources from independent suppliers, and
from the independent industry report prepared by Frost & Sullivan. We engaged Frost &
Sullivan to prepare an independent industry report in connection with the Global
Offering. The information from official government sources has not been independently
verified by our Group, the Sole Sponsor, the Sole Overall Coordinator, the Joint Global
Coordinators, the Joint Bookrunners, the Joint Lead Managers, any of the Underwriters,
any of their respective directors and advisers, or any other persons or parties involved
in the Global Offering, and no representation is given as to its accuracy.

SOURCES OF INFORMATION

We have commissioned Frost & Sullivan, an independent market researcher and
consultant, to analyse and report on integrated branding, advertising and marketing service
market in China. Frost & Sullivan is an independent global consulting firm founded in 1961
in New York. The information from Frost & Sullivan disclosed in this prospectus is extracted
from the F&S Report, a report commissioned by us for a fee of RMB910,000, and is disclosed
with the consent of Frost & Sullivan.

The market research process for the F&S Report has been undertaken through detailed
primary research which involves discussing the status of integrated branding, advertising and
marketing service market with leading industry participants and industry experts. Secondary
research involved reviewing company reports, independent research reports and data based on
Frost & Sullivan’s own research database.

Analysis and forecasts contained in the F&S Report are based on the following major
assumptions at the time of compiling such reports: (i) China’s economy is likely to maintain
steady growth in the next decade; (ii) China’s social, economic, and political environment is
likely to remain stable in the forecast period; (iii) COVID-19 is likely to affect the stability of
China’s macro economy in the short term; and (iv) market drivers such as rapid development
of China’s advertising market, emergence of diversified advertising media and others will drive
the integrated branding, advertising and marketing service market. Our Directors confirm that
after taking reasonable care, there has been no material adverse change in the overall market
information since the date of the F&S Report that would materially qualify, contradict or have
an impact on such information.
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INDUSTRY OVERVIEW

OVERVIEW OF INTEGRATED BRANDING, ADVERTISING AND MARKETING
SERVICE MARKET IN CHINA

Overview and introduction

The integrated branding, advertising and marketing service providers primarily offer
one-stop services across the entire value chain from market research to execution of advertising
proposals so as to assist advertisers in formulating effective marketing proposals, enhancing
their brand reputation to targeted recipients, and improving the competitiveness and market
share of their products or services.

The integrated branding, advertising and marketing services generally include: (i)
branding services; (ii) advertising services, comprising traditional offline media advertising
services and online media advertising services; and (iii) event execution and production
services. There are approximately 150 integrated branding, advertising and marketing services
providers in China, who can maintain their competitiveness by participating in customers’
projects in early stage, offering one-stop services and improving service efficiency.

The market participants in this market generally possess strong capabilities in integrating
diversified services and various media resources across the value chain, data base of different
industries and strong data analytical capability to conduct market research and advertising
proposals, and sufficient experience and high brand reputation with the long-term
accumulation of proven track record, which has raised the entry barriers of China’s integrated
branding, advertising and marketing service market.

Market size of integrated branding, advertising and marketing service market

Total expenditure in integrated branding, advertising and marketing service market
(China), 2017-2027E

Total Expenditure CAGR (2017-2022) CAGR (2023E-2027E)

Il Total Expenditure China 11.0% 7.2%
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Source: National Bureau of Statistics; Frost & Sullivan Analysis
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Along with the rapid development of China’s advertising market and the emergence of
diversified advertising media including TV advertising, outdoor media advertising and online
media advertising, the advertisers have higher requirements for tailored branding and
marketing proposals which can satisfy their specific requirements such as marketing objective,
evaluation of advertising results and budget, which has promoted the development of China’s
integrated branding, advertising and marketing service market. From 2017 to 2022, the total
expenditure in integrated branding, advertising and marketing service market in China
experienced a rapid increase from RMB624.1 billion to RMB1,049.8 billion, with a CAGR of
11.0%. In 2022, the growth rate of the market for integrated branding, advertising, and
marketing services is around -6.4%, due to the economic downturn and the significant
reduction in advertisers’ marketing budgets. The growth of China’s nominal GDP in 2022
experienced a slowdown, with a slowdown in growth or decline of the revenue and profit of
enterprises from various industries. With lower profitability, the enterprises may reduce their
marketing budgets, which resulted in the decreasing demand for branding, advertising and
marketing services in 2022. In 2022, the total expenditure in integrated branding, advertising
and marketing service in Hubei Province reached approximately RMB27.6 billion, accounting
for approximately 2.6% of total expenditure in China.

Given the economic downturn and decrease in the overall branding and advertising
service market, some market players still achieved positive growth in 2022, mainly due to the
following factors: (i) the capability to provide diversified services. Some market players
especially integrated branding, advertising, and marketing service providers could offer their
customers with both one-stop services and single category of services depending on their
requirements. Customers generally are inclined to cooperate with market players with strong
capabilities to provide diversified services and therefore such market players are able to secure
more business from their existing customers. In addition, some market players that can provide
one-stop services or have advantages in some media resources are able to secure more small
and medium-sized advertising companies as their customers, because these customers are
inclined to outsource part of their advertising services for which they do not possess the
capabilities to provide; (ii) expansion of service scope and regional coverage. Due to fierce
competition in China’s advertising service market, the market players have been striving to
expand their service scope, such as the advertisement placement services, to provide more
choices for the advertisers and meet their diversified needs, as well as enrich their revenue
sources. In addition, some market players have expanded their geographical presence to
explore new customers; (iii) the characteristics of customer types. Under the economic
downturn circumstance, small and medium-sized private enterprises are inclined to conduct
marketing campaigns to increase the market demand for their products and service so as to
improve their operating and financial conditions to withstand the impact of the economic
downturn. This in turn will stimulate their demands for branding services, advertising services
or marketing services. As large enterprises generally are well established and have a greater
ability to withstand the negative impact of the drop in market demand and profitability during
economic downturn, they are less inclined to increase their marketing budgets or will even
choose to cut their marketing budgets during such period; and (iv) solid relationships with
media suppliers. Media resources are relatively concentrated and the quality media resources
have already been occupied by leading advertising services providers. Therefore, solid
relationships with media suppliers made some advertising service providers stand out among
industry peers and achieve revenue growth against the negative industry growth in 2022.
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With sufficient customer base and stable cooperative relationship with advertisers,
integrated branding, advertising and marketing service providers can easily explore and
develop new resources of advertising media such as online media advertising mainly as the
advertisers who have established cooperation with those service providers have recognized
their in-depth industry expertise and the placement of advertisements in new form of media can
further enrich the multi-dimensional branding, advertising and marketing services. In 2023, the
Chinese government issued a series of policies to promote the growth of domestic
consumption, such as the “Measures on Restoring and Expanding Consumption” (A VK1& 1
YRR 2 45 ). Coupled with the release of the backlog of consumption demand because of
epidemic prevention and control, the consumption demand for various products and services,
such as automobiles, household products, electronic products, catering services, cultural
tourism, healthcare services, recovered rapidly. As the enterprises have been dedicated to
attracting consumers and improving their business conditions through increasing their
marketing budgets, which will drive growth in demand for branding, advertising and marketing
services, the market size of China’s branding, advertising and marketing service market is
expected to witness a rebound in 2023. In the future, mainly due to the increasing preference
to integrated branding, advertising and marketing services providers for tailored and one-stop
services, and the growing number of participants engaged in this market which is expected to
reach over 200 by the end of 2027, the integrated branding, advertising and marketing service
market in China is expected to maintain a rapid development, with the total expenditure
reaching RMB1,538.0 billion by the end of 2027, representing a CAGR of 7.2% from 2023 to
2027.

Competitive landscape

As integrated branding, advertising and marketing service providers can expand their
business scope to each segmented market including branding service market, advertising
service market, and event execution and production service market, the market size of China’s
integrated branding, advertising and marketing service market refers to the summation of the
size of each segmented market, which also includes market players who can only provide part
of these services.

Top five China’s integrated branding, advertising and marketing
service providers by total sales revenue in 2022

Market Share by
Revenue (%)

Ranking Company Background Information

Located in Beijing, a listed company that provides marketing services

and advertising agency services, with a total revenue of RMB36.7 billion in 2022.
Located in Zhejiang province, a listed company that provides one-stop digital
marketing services, with a total revenue of RMB20.3 billion in 2022.

1 Company A 3.5%

2 Company B 1.5%

Located in Zhejiang province, a listed company that provides advertising services
3 Company C covering value chain of digital marketing, with a total revenue of 1.4%
RMBI14.7 billion in 2022.
Located in Guangdong province, a listed company that provides one-stop
4 Company D intelligent marketing services, with a total revenue of RMB14.6 billion 1.4%
in 2022.
Located in Beijing, a listed company that provides comprehensive service
to brand owners, including brand marketing, brand operation,
brand content, brand technology and brand communication, with a total revenue
of RMBS.5 billion in 2022.
Top 5 8.6%

5 Company E 0.8%

Source: Annual Report; Frost & Sullivan Analysis
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As of 31 December 2022, there are approximately 190 integrated branding, advertising
and marketing service providers in China. In 2021 and 2022, the sales revenue of our Group
accounted for approximately 0.014% and 0.02% of total expenditure in China’s integrated
branding, advertising and marketing service, respectively.

Eastern China refers to Shanghai, Jiangsu Province, Zhejiang Province, Anhui Province,
Shandong Province, Fujian Province and Jiangxi Province, and Northern China refers to
Beijing, Tianjin, Hebei Province and Shanxi Province. In 2022, the total expenditure in the
branding, advertising and marketing service market in Northern China and Eastern China
reached RMB514.7 billion, accounting for approximately 49.0% of total expenditure in China.
In terms of sales revenue in 2022, the top five branding, advertising and marketing service
providers in Northern China and Eastern China accounted for approximately 15.6% of total
expenditure in the branding, advertising and marketing service market in Northern China and
Eastern China.

In 2022, the total expenditure in the branding, advertising and marketing service market
in Beijing and Shanghai reached approximately RMB79.5 billion, accounting for
approximately 7.6% of the total expenditure in China. The branding, advertising and marketing
service market in Beijing and Shanghai are rather fragmented, and the market participants
primarily include the integrated branding, advertising and marketing service providers and the
branding, advertising and marketing service providers that focus on vertical industries or
specific services. In terms of sales revenue in 2022, the top three branding, advertising and
marketing service providers headquartered in Beijing or Shanghai accounted for approximately
4.5% of the total expenditure in the branding, advertising and marketing service market in
China.

ANALYSIS OF BRANDING SERVICE MARKET IN CHINA

Overview and introduction

Branding services refer to a series of services provided to brand owners, so as to obtain
brand recognition from customers, improve brand reputation, spread unique concept of brand
owners, and enhance their competitive advantages. Branding services primarily include market
research on industries in which the customers are involved, brand and marketing planning,
design of corporate visual identity system, product packaging design, advertising planning,
etc.. The fees of branding services generally depend on research expenses and labor costs
incurred during the projects whilst the branding service providers normally charge fees on a
cost-plus basis based on the estimated costs according to the service scope, project duration
and customers’ requirements.
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Market size of branding service market in China

Expenditure of brand owners to advertising services providers in
branding service market (China), 2017-2027E

Expenditure of Brand Owners to
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Mainly due to more attention to brand image and growing demand for branding services
from the enterprises in China, the total expenditure of brand owners to advertising services
providers in branding service market has observed a rapid increase from RMB2.9 billion in
2017 to RMBS5.7 billion in 2022, representing a CAGR of 14.5% during the period. In 2022,
the total sales revenue from branding service of all Hubei’s advertising service providers
reached approximately RMBO0.4 billion, accounting for approximately 7.4% of total
expenditure of brand owners to advertising services providers in branding service market in
China.

In the future, mainly as a result of the increasing number of advertising services providers
with a CAGR of approximately 5% engaged in the provision of branding services, the
expenditure of brand owners to advertising services providers in branding service market in
China is expected to maintain a continuous increase and reach RMBO9.8 billion in 2027,
recording a CAGR of 10.4% from 2023 to 2027.

Market drivers

Consumption upgrade promotes the preference for brands: According to a series of
policies and regulations such as the “14th Five Year Plan” (V4 }i %) which was approved
and promulgated in March 2021, and proposed to carry out the action of creating Chinese
brands, enhance the influence and competitiveness of domestic brands, and cultivate a number
of high-end brands in cosmetics, clothing, home textiles, electronic products and other
industries, Chinese government has been dedicated to promote brand building. Moreover, the
development of the service industry and the increasing demand of consumption upgrading have
led to higher preference for renowned brands, which can be easily recognized by customers and
quickly spread in the market. Therefore, the enterprises in China have paid more attention to

—91 —



INDUSTRY OVERVIEW

their brand reputation and have dedicated to promote their brand image through effective
branding strategies, which has stimulated the market demand for branding services and
promoted the development of the branding service market in China.

More exposure opportunities for brand image: Due to accelerated construction of
public infrastructures, diversified forms of brand sponsorship and continuous development of
various kinds of media such as television, Internet and outdoor spaces, there have been more
exposure opportunities for brand image. Therefore, more exposure opportunities for brand
image have stimulated the growing demand for branding services.

Growing demands from small-to-medium-sized brand owners: Along with the
intensified competitive environment and the growing awareness of brand building, there are
growing demands from Chinese companies to enlarge business scale, expand markets and
obtain competitive advantages through effective marketing strategies. Mainly as some
companies especially small-to-medium-sized brand owners who do not have strong marketing
capability in formulating the effective branding strategies, they have the preference to
outsource the provision of branding services, which has provided broad development potentials
in the branding service market. Meanwhile, the integrated branding, advertising and marketing
service providers can leverage the synergic effect of branding services and advertising
services, for instance, they can optimize marketing proposals based on their multiple
advertising resources and conduct purchase and placement of advertisements efficiently
according to the branding strategies, which is conducive for them to develop the business of
branding services.

Future opportunities

Extended service scope: Along with the development of branding service market, brand
owners have put forward higher requirements for service quality and service scope whilst
branding service providers have also been dedicated to extend their service scope which covers
a complete marketing process mainly including preliminary market research, project
organization and planning, formulation and implementation of branding strategies, and
evaluation of the implementation results. Due to the extended service scope, the branding
service providers with expertise in offering relevant services can maintain competitiveness and
further improve their market share.

Cooperation with professional third-party institutions: Owing to the continuous
business expansion of branding service providers and the growing popularity of branding
services in various industries, branding service providers have to offer tailored services to
different industries, which will promote the cooperation between branding service providers
and professional third-party institutions such as universities and market research companies as
they have data and market information on relevant industries and can conduct scientific
analysis with the application of new technologies such as big data and Internet of Things to
identify latest market trends and potential demands from customers across different industries,
which can provide a reliable basis for the formulation of branding strategies.
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Entry barriers

In-depth industry understanding: Branding service providers offer professional
services to help their customers to obtain brand recognition from customers, improve brand
reputation and enhance their competitive advantages. Therefore, branding service providers are
required to have in-depth understanding of related industries in which the brand owners are
involved so as to formulate effective branding strategies based on product features, consumers’
demand and market changes of such industries.

Professional talents: During the period of providing branding services, the branding
service providers will generally conduct a number of interviews with corporate executives to
understand operation conditions of their companies and their marketing objectives, present
professional branding and marketing proposals, and hold trainings for their customers to
support the implementation of such proposals. Thus, the provision of branding services
requires large number of professional talents who possess strong communication skills and
brand planning expertise.

Project experience: When selecting branding service providers, brand owners have the
preference to the service providers with sufficient project experience and proven track record.
With sufficient project experience, branding service providers can enhance the awareness and
reputation of the brands marketed by their customers through professional branding services
and are well positioned to further capture potential market opportunities.

Competitive landscape

The total sales revenue from branding service of all Hubei’s advertising service providers
in 2022 reached approximately RMBO0.4 billion. In 2022, the sales revenue from branding
service of our Group accounted for approximately 1.6% of total expenditure of brand owners
to advertising services providers in branding service market in China.

ANALYSIS OF ADVERTISING MARKET IN CHINA

Overview and introduction

Based on the type of delivery channel, advertising market could be categorized into two
main sub-segments, traditional offline media advertising market and online media advertising
market. The offline media advertisement is delivered through magazine and newspaper, radio,
television, and outdoor media advertising placement. Meanwhile, with the further penetration
of internet, particularly on mobile, increasing number of advertisers tend to post
advertisements through online channel attributed to its favorable nature including unlimited
geographic coverage, promptness and inclusivity.
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Main participants in advertising market

* Regularly report on the media

environment, evaluate * Report on the
advertising effectiveness and implementation of
optimize advertising strategies the media plan * Implement media plans

Advertisers

Media/Platforms

Consumers/Audiences

* Specify marketing indicators « Conduct media
and marketing requirements buying and planning

Source: Frost & Sullivan Analysis (including interviews conducted by Frost & Sullivan with experts from major
market players and reviews on the annual reports of other market participants regarding their positions in the

advertising market and their principal businesses)

The main participants in China’s advertising industry include advertisers, advertising
services providers, advertising media/platforms and consumers/audiences.

Advertisers refer to enterprises from various industries, organizations or individuals that
design, produce or publish advertisements on their own or by entrusting advertising services
providers. Advertising services providers, as the linking between advertisers and advertising
media/platforms, conduct media buying and planning according to the marketing indicators and
marketing requirements specified by the advertisers, and regularly report on the media
environment, evaluate advertising effectiveness and optimize advertising strategies to
advertisers based on the results on the implementation of the media plan from advertising
media/platforms. In recent years, advertisers have the preference to rely on advertising services
providers to contact advertising media or platforms as advertising services providers have
abundant resources of different media and can offer effective marketing strategies and
proposals of advertising placement for them. Moreover, it is common for advertising services
providers to rely on other advertising services providers to acquire media resources that they
do not have.

Advertising media/platforms refer to diversified media resources including traditional
offline media such as magazine and newspaper, radio, television and outdoor media
advertising, and online media advertising. The advertising media/platform normally implement
media plans according to the specific advertising strategies formulated by advertising services
providers.

When providing advertising services, our Group acts as an advertising services provider
in the value chain of advertising market. As a branding, advertising and marketing services
provider, our Group also provides branding services and event execution and production
services to the customers in addition to advertising services.
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Analysis of offline media advertising service market in China

Expenditure of advertisers in offline media advertising service market (China),

2017-2027E
Expenditure of Advertisers CAGR (2017-2022) CAGR (2023E-2027E)
TV Advertising 2.2% 2.1%
450 I Outdoor Advertising 2.6% 22%
I Others -8.4% 6.1%
Total 0.6% 1.3%

295.4

2959 2980
2809 275.7 282.8 288.4 292.8

3009 576 2708 2773

173 1213 1269 1320 M08 g0 1363 1406 1440 1466 1483

150

Expenditure of Advertisers (Billion RMB)

=}
1

2017 2018 2019 2020 2021 2022 2023E  2024E  2025E  2026E  2027E

Source: National Bureau of Statistics; Frost & Sullivan Analysis

Traditional offline media advertising is primarily delivered through television, outdoor
media in various outdoor scenes such as commercial buildings, metro lines, airports, buses and
others such as elevators and cinemas, magazine and newspaper, and radio advertising
placement. From 2017 to 2022, the total expenditure of advertisers in offline media advertising
service market in China experienced a slight increase from RMB267.6 billion to RMB275.7
billion, with a CAGR of 0.6%. In the future, mainly due to the increasing expenditure of
advertisers in TV advertising and outdoor advertising resulting from increasing TV
programmes and outdoor advertising scenarios, the total expenditure of advertisers in offline
media advertising service market in China is expected to reach RMB298.0 billion in 2027, with
a CAGR of 1.3% from 2023 to 2027.

TV advertising and outdoor media advertising, as major traditional offline media, has
entered the mature stage of development, whilst the expenditure of advertisers in TV
advertising and outdoor media advertising has maintained a moderate increase with a CAGR
of 2.2% and 2.6% from 2017 to 2022, and is anticipated to grow at a CAGR of 2.1% and 2.2%
from 2023 to 2027, respectively. Amongst which, the market drivers for outdoor media
advertising service market in China mainly include increasing public places for outdoor media
advertisements, growing demand for out-of-home entertainment and popularity of digital
outdoor media advertising.

In China’s offline media advertising service market, other media primarily include

magazine, newspaper and broadcast, which has experienced a continuous recession mainly due
to the decreasing number of magazines and newspapers readers and broadcast audience.
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Analysis of TV advertising service market in China

TV advertising is a form of advertising that uses television as a media for communication,
which can combine visual image and auditory information to deliver promotional marketing
messages. Based on TV advertising forms, TV advertising can generally be divided into
hard-sell advertising and others, such as propaganda. Hard-sell advertising refers to a direct
advertising method, which uses attractive language to guide consumers buy products or
services during TV advertising time slots.

Market size of TV advertising service market

Expenditure of advertisers in TV advertising service market (China), 2017-2027E
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Source: National Bureau of Statistics; Frost & Sullivan Analysis

As one of the major segments of the advertising industry, the TV advertising service
market observed a stable increase during the period from 2017 to 2022, with the expenditure
of advertisers in TV advertising service market increasing from approximately RMB117.3
billion in 2017 to approximately RMB131.0 billion in 2022, representing a CAGR of 2.2%. In
2022, the total sales revenue from TV advertising media service of all Hubei’s TV advertising
service providers reached approximately RMBO.7 billion, accounting for approximately 0.8%
of total expenditure of advertisers in TV advertising media services in China.
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With the further development of TV advertising service market in China, the popularity
of new TV advertising forms such as soft-sell advertising, and the growing number of
high-quality TV programs, the expenditure of advertisers in TV advertising service market in
China is anticipated to increase to approximately RMB148.3 billion in 2027, with a CAGR of
2.1% from 2023 to 2027. During the same period, the expenditure of advertisers in advertising
design, production and other services and advertising media services is expected to grow at a
CAGR of 1.0% and 2.6%, respectively. As a result of the emerging TV advertising forms and
growing number of TV programs which provide more media resources, the expenditure of
advertisers in advertising media services is likely to record a higher growth than that in

advertising design, production and other services.

Pricing policy of TV advertising resources

For hard-sell TV advertisements, TV advertising services providers charge fees based on
cost per time, which calculated the fees on the basis of different advertising duration such as
5 seconds, 10 seconds, 15 seconds and 30 seconds. The advertising prices for TV
advertisements varies by different time slots and different TV programs, and the average
advertising prices of major provincial satellite TV station operators have maintained stable
from 2020 to 2022.

Future opportunities of TV advertising service market

Quality improvement of TV advertising resources: TV advertising resources is
distributed according to different TV programs such as TV series and variety shows
broadcasted by TV station operators, thus the quality of TV advertising resources is highly
dependent on the quality of TV programs. In recent years, due to the increasing demand of
consumer entertainment and the growing requirements for TV programs, a considerable
number of TV programs have obtained high reputation, which provided an increasing number
of high-quality media resources for advertisers. In the future, with the continuously increasing
number of quality TV programs, there will be more quality TV advertising resources in the

future.

Competitive landscape of TV advertising service market

As of 31 December 2022, there are over 5,000 TV advertising media service providers in
China. The total sales revenue from TV advertising media service of all Hubei’s TV advertising
service providers in 2022 reached approximately RMBO0.7 billion. In 2022, in terms of sales
revenue from TV advertising media service, our Group accounted for approximately 0.3% of
total sales revenue of all Hubei’s TV advertising service providers.
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Analysis of online media advertising service market in China

Online media advertising is a kind of marketing which uses Internet and mobile Internet
to deliver promotional marketing messages to consumers in the form of text, pictures, audio,
video, etc.. According to different message delivery methods and channels, online media
advertising can be categorized into search engine advertising, e-commerce advertising, display
advertising, in-feed advertising, classified advertising and others. The characteristics of online
media advertising primarily include (i) extensive user contact; (ii) high user stickiness; (iii)
good cost performance; (iv) flexible advertising strategies; and (v) comprehensive data
analysis.

Market size of online media advertising service market

Expenditure of advertisers in online media advertising service market (China),
2017-2027E
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The expenditure of advertisers in online media advertising service market in China
increased from approximately RMB351.8 billion in 2017 to approximately RMB766.2 billion
in 2022, representing a CAGR of 16.8%. In 2022, the decrease in the expenditure of advertisers
in the online media advertising services market is mainly due to the economic downturn that
adversely affects the advertiser’ marketing budgets. Short video advertisement, being the most
popular and effective advertising method, is the only advertisement method that achieved
positive growth in 2022. As of December 2022, short videos accounted for the highest
percentage of users’ time spent online, with over 25%, and will continue to grow at a high rate
for the foreseeable future. More advertising agencies expanded their business to short video
advertisements. Some of them, who are new to this field, would like to choose to work with
experienced advertising agencies because they have more resources and the ability to meet
their diverse needs. Therefore, some experienced online media advertising service providers
with specific online advertising strengths, such as solid relationships with media suppliers, and
professional marketing teams, experienced rapid growth against the negative industry growth
in 2022. In 2022, the total sales revenue from advertising media service of all Hubei’s online
media advertising service providers reached approximately RMB12.9 billion, accounting for
approximately 1.7% of total expenditure of advertisers in advertising media services in China.
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In the future, given that the number of Internet users in China is expected to grow at a
CAGR of 3.3% from 2023 to 2027 with the penetration rate of Internet increasing from 79.8%
in 2023 to 91.3% in 2027, and more advertisers have the preference to online advertising due
to its high efficiency and effectiveness, the expenditure of advertisers in online media
advertising service market in China is expected to grow further at a CAGR of 8.9% and reach
approximately RMB1,227.4 billion by the end of 2027. Amongst which, during the same
period, the expenditure of advertisers in advertising design, production and other services and
advertising media services is anticipated to increase at a CAGR of 7.3% and 9.1%,

respectively.

Pricing policy of online media advertising resources

Advertising services providers primarily discuss with advertisers and advertising
media/platforms to determine the basic pricing model and standard price mainly based on the
costs of acquiring the online media resources. Most common indicators of pricing model in
online media advertising service market includes cost per mille, cost per click, cost per install,
cost per action and cost per sale. According to advertisers’ demand, advertising services
providers further confirm the additional indicators, such as registration rate, retention rate, next
day retention rate, etc., to evaluate the effectiveness of the advertisements.

Market drivers of online media advertising service market

Increasing number of internet users and mobile internet users: The development of
online advertisement placement services has been driven by the increasing number of Internet
users, as it could reach more customers than offline media advertising. According to China
Internet Network Information Center, the total number of Internet users in China increased
from 772.0 million in 2017 to 1,067.0 million in 2022, with a CAGR of 6.7%, whilst the total
number of mobile Internet users in China increased from 752.7 million in 2017 to 1,065.0
million in 2022, with a CAGR of 7.2%. The continuously increasing number of Internet users
and mobile Internet users will expand the exposure of online media advertising, driving
advertisers to choose online channels for advertising due to the large audience base. Therefore,
more advertising service providers entered online media advertising service market.

Advantages of online media advertising: Compared to offline media advertising such as
TV advertising and outdoor media advertising, online media advertising has the advantages
that online media advertising has wider coverage, the effectiveness and performance of online
media advertising can be monitored and measured, and online media advertising can precisely
reach target audience. For example, depending on the needs of advertisers, the advertising
service providers could help them create advertising videos for placement on online media
platforms and easily monitor customer preferences. With such advantages, online media
advertising has gradually gained popularity among advertisers, with the proportion in total
expenditure of advertisers in advertising market in China increasing from 56.8% in 2017 to

73.5% in 2022 in terms of advertisers’ expenditure.
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Application of new technologies: The application of new technologies such as big data,
Al and cloud computing has promoted the development of online media advertising service
market in China. With the application of new technologies, online media advertising can
realize precision marketing and effect monitoring, and gradually develops from traditional
online media advertising to real time bidding advertising, which refers to the placement of
advertisements through third-party online media exchange platforms and database operators to
targeted internet users which are selected according to the database relating to the users’
interests, searching history, browsing history and the track of previous activities. The online
media advertising services providers with mature experiences of applying new technologies
can maintain competitive advantages and obtain greater market shares.

Future opportunities and challenges of online media advertising service market

Increasing popularity among advertisers: With the slowdown of China’s
macroeconomic growth, enterprises have gradually ended the growth mode of rapid expansion,
and the demand for high-quality and efficient marketing channels has been increasing.
Therefore, more advertisers pay attention to the advantages of online media advertising,
including user positioning, precision marketing and measurable effect. The main industries of
advertisers that prefer online media advertising have gradually expanded to traditional
industries, such as financial, medical, manufacturing and education industry. In the future, the
popularity of smart phones and the commercial landing of 5G technology will further facilitate
the advantages of online media advertising, thereby promoting the further development of
China’s online media advertising service market.

Performance based advertising become increasingly favorable: Technology radically
changed advertising industry and empowered advertisers to become incredibly specific with
how they target potential consumers. Advertisers are able to aggregate search data and social
media data to paint precise customers profile and identify whether they are targeted customers
or not. With the increasing penetration rate on Internet and mobile Internet, both advertisers
and online media advertising services providers are expected to pay more attention to online
media and the marketing campaigns distributed online have become increasingly performance-
oriented. In the future, the prevalence of marketing technologies in online media advertising
service market is projected to further help advertisers to enhance campaign efficiency and
effectiveness in order to maximize ROI (return on investment).

Prevalence of marketing technology for integrated service capability: Technology
capacity has become the core competency for online media advertising services providers.
Nowadays, well-established service providers have been striving to offer one-step integral
marketing services to the advertisers. Big data and cloud computing technology help
advertisers to gather a large amount of customer behavior information and establish
comprehensive customer profile base for targeted and integrated advertising services based on
multiple tools and platforms. As more advanced technologies emerges and be applied, there
will be broader development potentials for online media advertising services providers in
China.
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Intense competition: As at 31 December 2022, there are over 5,500 online advertising
media service providers in China. Due to intense competition in China’s online media
advertising service market, the online media advertising services providers, especially small
and medium-sized providers that do not have leading online media resources and mature
experiences of applying new marketing strategies such as programmatic advertising buying and
real time bidding, may face great challenges to maintain market shares and expand their
business. Meanwhile, along with the trend of industrial consolidation, the concentration rate of
the online media advertising service market will continue to increase in the future.

Entry barriers of online media advertising service market

Industry database: The width and depth of marketing data and customer behavior
information and their data analytical capabilities are critical to online media advertising
services providers for providing effective targeted marketing services. A well-established
services provider that has access to large volume of data, information and media resources will
be able to develop more precise data analytics tools and to generate more in-depth marketing
strategies and industry insights, which is one of the major entry barriers for new entrants in the
online media advertising service market in China. However, the integrated branding,
advertising and marketing services providers can apply the database of different industries they
have accumulated from other media resources such as marketing data and customer behavior
information in the placement of online media advertisements and their in-depth industry
expertise are also applicable to online media advertising service market in China, which can
be one of the competitive advantages of integrated branding, advertising and marketing
services providers.

Brand awareness: The advertisers have the preference to cooperate with existing online
media advertising services providers as these advertising services providers especially
renowned services providers have proven track records with high-quality services, sufficient
media resources and mature experiences, and tend to have more insights on the advertisers’
products and marketing requirements. For new entrants, it is difficult for them to establish their
own brand awareness in short time and compete with renowned online media advertising
services providers. However, the integrated branding, advertising and marketing services
providers with own customer bases can easily start to develop business of online media
advertising for their existing customers who have recognized their in-depth industry expertise
as the placement of advertisements in online media advertising can further enrich the
multi-dimensional branding, advertising and marketing services.

Advertisers and media resources: Easy access to advertisers and media resources is
critical for online media advertising services providers. Such access is built through years of
providing appropriate infrastructure and investments in market know-how, social connection
and customer behavior tracking to establish a sufficient and efficient resource network.
Meanwhile, online media resources are highly concentrated and the advertising opportunities
in most of the leading online media resources suppliers have already been occupied by leading
online media advertising services providers. Therefore, existing market players have
established stable advertisers and media networks while new entrants are expected to face
difficulties in obtaining advertiser and media resources to support their business. Mainly as
there are a variety of online media resources, they are more accessible than TV advertising
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whereby TV advertising services providers have to establish a stable cooperative relationship
with TV station operators to obtain limited resources of TV advertising. Therefore, it is much
easier for integrated branding, advertising and marketing services providers who have proven
track record in the cooperation with TV station operators to acquire online media resources.

Competitive landscape of online media advertising service market

The online media advertisement services include advertising media services, advertising
design, production services, and advertisement placement services. In 2022, the total online
media advertising service sales revenue in Hubei Province reached approximately RMB21.8
billion. In 2022, the sales revenue from online media advertising service, including
advertisement placement service of our Group accounted for approximately 0.008% of total
expenditure of advertisers in online media advertising service in China.

ANALYSIS OF EVENT EXECUTION AND PRODUCTION SERVICE MARKET IN
CHINA

Overview and introduction

Event execution and production service refers to the actions and activities that are taken
by event execution and production service providers to create a good social environment and
obtain the support from public opinion. Specifically, event execution and production services
refer to a variety of professional services including creative planning, copywriting, venue
leasing, material procurement, on-site management and coordination in both offline scene
activities such as literary events, programs, exhibitions, roadshows, conferences, press
conferences and symposiums, and online scene activities such as online forums and social
networking services platforms. The event execution and production service providers generally
determine their service fees to their customers on a cost-plus basis according to the costs of site
leasing and procuring materials of scene activities and relevant services from third-party
companies.

Market size of event execution and production service market

Total expenditure in event execution and production service market (China),
2017-2027E
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The total expenditure in event execution and production service market in China is
positively affected by the Chinese economy as measured by nominal GDP mainly as various
industries can experience a stable growth due to sound economic development whilst the
companies in such industries may increase their demands for event execution and production
services to create a good social environment and obtain the support from public opinion. Due
to the increasing demand from downstream industries such as automobile industry, IT &
communication industry, Internet industry and FMCG (Fast Moving Consumer Goods)
industry, the total expenditure in event execution and production service market in China has
experienced a continuous growth in recent years, increasing from RMBS51.6 billion in 2017 to
RMB66.2 billion in 2022, representing a CAGR of 5.1%.

In the future, with the stable development of macro economy in China which is expected
to grow at a CAGR of 5.6% from 2023 to 2027, the further development of downstream
industries such as automobile industry, IT & communication industry and Internet industry and
the application of various kinds of new media marketing such as word of mouth marketing and
KOL (Key Opinion Leader) management, the event execution and production service market
in China is expected to maintain a stable development, with the total expenditure in event
execution and production service market reaching RMBS83.8 billion in 2027, growing at a
CAGR of 4.3% from 2023 to 2027.

Future opportunities of event execution and production service market

Diversified Marketing Methods: The combination of diversified marketing methods and
scene activities is one of the major future opportunities in the event execution and production
service market in China. With the extensive application of new technologies and the popularity
of new media, event execution and production service providers have applied Internet
technology for accurate and effective communication, which not only creates valuable content,
but also enables better communication and interaction between brands and consumers. With
diversified marketing methods, event execution and production service providers can improve
customer satisfaction while expanding their business scope.

Competitive landscape of event execution and production service market
Event execution and production service providers in China primarily include event
planning companies, public relations companies and advertising service companies. In terms of

revenue from event execution and production service, our Group accounted for approximately
0.06% of total expenditure in event execution and production service market in China in 2022.
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A summary of the main PRC laws, rules and regulations applicable to our business and

operations is set out below.
PRC LAWS AND REGULATIONS ON COMPANY AND FOREIGN INVESTMENT
Company Law

The establishment, operation and management of corporate entities in the PRC are
generally governed by the Company Law of the PRC ( (HF#EANRILFELAFE) | the
“Company Law”), which was promulgated by the Standing Committee of the National
People’s Congress (the “SCNPC”) on 29 December 1993, became effective on 1 July 1994, and
was last amended on 26 October 2018. The Company Law applies to both PRC domestic
companies and foreign-invested enterprises, except that for matters otherwise prescribed by
PRC laws in relation to foreign investment, such laws shall prevail.

Regulations on Foreign-invested Enterprises

According to the Foreign Investment Law of the PRC ( (¥ A RILFE S &) |
the “Foreign Investment Law”) adopted by the National People’s Congress (the “NPC”) on
15 March 2019 and coming into effect on 1 January 2020, the PRC government implements a
system of pre-entry national treatment plus Negative List (as defined below) for the
administration of foreign investment. The pre-entry national treatment means that the treatment
given to foreign investors and their investments at market access stage of the investment shall
not be less favourable than that given to domestic investors and their investments. The
Negative List refers to the special administrative measures for the access of foreign investment
to specific fields as stipulated by the PRC government. The PRC government gives national
treatment to foreign investment unless it is subject to the Negative List. Foreign investors are
not allowed to invest in any field prohibited by the Negative List. For any field restricted by
the Negative List, foreign investors’ investment shall conform to the conditions as stipulated
in the Negative List, and foreign investment in fields not included in the Negative List shall
be managed according to the principle of equal treatment of domestic investment and foreign
investment. The organisation form and structure and operating rules of a foreign-invested
enterprise shall be governed by the provisions of the Company Law, the Partnership Enterprise
Law of the PRC ( {H#ENRILFE A 4F75) ) and other relevant laws. Along with the
Foreign Investment Law’s coming into effect on 1 January 2020, the Law of the PRC on
Sino-foreign Equity Joint Ventures ( "% A R ALFNE Hh /M5 & 585 2 2E75) ), the Law of the
PRC on Wholly Foreign-owned Enterprises ( (% N\ RILFIE /M EAF£EL) ) and the Law of
the PRC on Sino-foreign Cooperative Joint Ventures ( 93 A RILANE] oA VELE & A 2E
%) ) were repealed simultaneously, and foreign-invested enterprises established in accordance
with such laws before the implementation of the Foreign Investment Law may retain their
original organisation forms and other aspects for five years upon the implementation of the
Foreign Investment Law.
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On 26 December 2019, the Implementing Regulations of the Foreign Investment
Law ( (P2 N RILFIE AP HCEIE E M) , the “Implementing Regulations”) was
promulgated by the State Council and came into effect on 1 January 2020, which further
replaced the Implementing Regulations of the Law of the PRC on Sino-foreign Equity Joint
Ventures ( {H#E N RILFNE 78G5 & 488 S ELE AR ), the Interim Provisions on the
Joint Operation Period of Sino-foreign Equity Joint Ventures ( {H4MGELKE MG S HAMRE
1THIZE) ), the Rules for the Implementation of the Law of the PRC on Wholly Foreign-owned
Enterprises ( (" A RILFIESME BZELHHAAL) ) and the Rules for the Implementation
of the Law of the PRC on Sino-foreign Cooperative Joint Ventures ( (% A RN 505
VER S ZEPVE AN A) ). According to the Implementing Regulations, the registration of a
foreign-invested enterprise shall be processed pursuant to the law by the market regulation
department of the State Council or its authorised local counterparts. A foreign investor or a
foreign-invested enterprise shall submit investment information to the competent commerce
department via the enterprise registration system and the enterprise credit information publicity
system. The Foreign Investment Law and the Implementing Regulations also apply to the

investment made by a foreign-invested enterprise in the PRC.

On 30 December 2019, the Ministry of Commerce (the “MOFCOM?”) and the State
Administration for Market Regulation jointly promulgated the Measures for the Reporting of
Foreign Investment Information ( (FMR#% &[5 S8 H#E) | the “Reporting Measures™),
which came into effect on 1 January 2020 and replaced the Provisional Measures on
Record-filing Administration over the Establishment and Change of Foreign-invested
Enterprises ( (HMEHEAFER A RAFBEMHREIEITHE) ) simultaneously. Pursuant to the
Reporting Measures, a foreign investor or a foreign-invested enterprise shall report investment
information by submitting initial report, changing report, deregistration report, annual report
and etc.

The Catalogue of Industries for Guiding Foreign Investment

The Special Administrative Measures (Negative List) for the Access of Foreign
Investment (2021 Version) ( CHME8EMEARRRIE P I (EL IS 5 (202 14FR)) | the
“Negative List 2021”) and the Catalogue of Industries for Encouraging Foreign Investment
(2022 Version) ( SEEh4/Ma & 2 2 H BL(20224F /) , the “Encouraging Catalogue 2022”)
were jointly promulgated by the National Development and Reform Commission (the
“NDRC”) and the MOFCOM on 27 December 2021 and 26 October 2022 respectively, and
became effective on 1 January 2022 and 1 January 2023 respectively. The Negative List 2021
and the Encouraging Catalogue 2022 enumerate prohibited, restricted and encouraged
industries in relation to foreign investment. Foreign investment in the encouraged industries is
entitled to certain preferential treatment extended by the PRC government, while foreign
investment in the prohibited and restricted industries is subject to special administrative
measures for the market access of foreign investment including but not limited to equity
requirements and senior manager requirements. According to the Negative List 2021, our PRC
subsidiaries do not engage in any restricted industries or prohibited industries for foreign
investment.
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PRC LAWS AND REGULATIONS ON ADVERTISING INDUSTRY
Advertising Law

The Advertising Law of the PRC ( {3 A RIFNFE A 1E) | the “Advertising Law”),
which was promulgated by the SCNPC on 27 October 1994, became effective on 1 February
1995, and was amended on 24 April 2015, 26 October 2018 and 29 April 2021, applies to the
commercial advertising activities in the PRC whereby product business operators or service
providers, through certain media or forms, directly or indirectly introduce the products or
services they are marketing. As defined in the Advertising Law, the term “advertisers” refer to
any individuals, legal persons or other organisations that, for the purpose of promoting
products or services, design, produce and publish advertisements either by themselves or by
entrusting others to do so; the term “advertising agents” refer to any individuals, legal persons
or other organisations that are entrusted to provide advertising design, production or agency
services; the term “advertising publishers” refer to any individuals, legal persons or other
organisations that publish advertisements for the advertisers or the advertising agents entrusted
by the advertisers. The SAMR and its local counterparts shall be main authorities in charge of
the supervision and administration of advertising industry.

According to the Advertising Law, advertisements shall not contain any false or
misleading information, and shall not deceive or mislead consumers. Advertising agents shall,
in accordance with laws and administrative regulations, examine the relevant supporting
documents to verify the content of the advertisements. For any advertisement with inconsistent
content or incomplete supporting documents, the advertising agents shall not provide design,
production or agent service. Where the advertising agents know or should have known that the
content of the advertisements is false but still provide advertising design, production or agent
services in connection with the advertisements, they might be subject to penalties, including
confiscation of revenue and fines, revocation of business licenses, or even criminal liabilities.
Where false advertisements infringe on the rights and interests of consumers and the
advertising agents are unable to provide the real name, address and valid contact information
of the advertisers, the consumers may require the advertising agents to make compensation in
advance. Where such false advertisements are for products or services relating to the life and
health of consumers, the advertising agents shall bear joint and several liabilities with the
advertisers concerned. Where false advertisements for products or services other than those set
out before cause harm to the consumers, in case that the advertising agents know or should
have known that the content of the advertisements is false but still provide advertising design,
production or agent services, they shall bear joint and several liabilities with the advertisers
concerned.

According to the Advertising Law, the display of outdoor advertisements may not:
(1) utilise traffic safety facilities or traffic signs; (ii) impede the use of public facilities, traffic
safety facilities, traffic signs, fire extinguishing facilities or fire control signs; (iii) obstruct
production or people’s living, or damage city appearance; (iv) be within building control areas
of government offices, cultural landmarks or historical or scenic sites, or within areas
prohibited by local governments from installing outdoor advertisements. Administrative
measures for outdoor advertisements shall be prescribed by local regulations and rules.
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The State Council also promulgated the Regulations on the Administration of
Advertisements ( {FE5HEHAEH]) ) on 26 October 1987 with effect from 1 December 1987 to
regulate the advertising activities.

Internet Advertising

According to the Advertising Law, the advertising activities conducted through the
Internet shall also be subject to the Advertising Law. The use of Internet to publish or distribute
advertisements shall not affect the normal use of the Internet by users. Advertisements
published on Internet pages such as pop-up advertisements shall be indicated with conspicuous
mark for close to ensure the close of such advertisements by one click.

According to the Interim Measures for the Administration of Internet Advertisements
( (HEHESEEHEITHHE) . the “Internet Advertisement Measures”), which was
promulgated by the State Administration for Industry and Commerce (currently known as the
SAMR) on 4 July 2016 and became effective on 1 September 2016, Internet advertisement shall
be distinguishable, marked with “advertisement”, to enable consumers to identify it as an
advertisement. A written contract shall be concluded according to law among Internet
advertisers, advertising agents and advertising publishers in the Internet advertising activities.
Following activities are prohibited under the Internet Advertisement Measures: (i) providing or
using applications and hardware to intercept, filter, cover up, fast forward or restrict in other
manners the advertisements lawfully operated by others; (ii) using network access, network
equipment and applications to disrupt the normal transmission of advertising data, tampering
with or blocking the advertisements lawfully operated by others, or uploading advertisements
without permission; or (iii) seeking illegitimate interests or harming the interests of others by
using fake statistics, dissemination results or Internet media value to induce a false offer.

On 25 February 2023, the SAMR promulgated the Administrative Measures for Online
Advertising ( CHBFRESEIHHL) ) (the “Administrative Measures”), which became
effective on 1 May 2023 and simultaneously repealed the Internet Advertisement Measures.

Pursuant to the Administrative Measures for Online Advertising, commercial advertising
activities conducted within the territory of the PRC that directly or indirectly promote a
product or service through websites, internet applications, text, images, audio, video or any
other forms, web application or other online media, shall be governed by these measures and
the Advertising Law.

Application of the laws and regulations

The Administrative Measures imposes, among others, the following requirements or
prohibitions on the publication of advertisements:

(i). advertisements for products or services that are prohibited from being produced or
sold by laws and administrative regulations are prohibited;

(i1). advertisements for tobacco (including e-cigarettes) and prescription drugs are
prohibited;

- 107 -



REGULATORY OVERVIEW

(ii1). advertisements for medical treatment, drugs, medical devices, pesticides, veterinary
drugs, health care food and formula food for special medical purposes shall be

reviewed by the relevant regulatory authority before publication;

(iv). where the advertisements relate to introduction of health and wellness knowledge,
such advertisements shall not at the same time contain any address, contact
information, shopping links or other information of the product or service providers
related to medical treatment, drugs, medical devices, health care food and formula
food for special medical purposes; and

(v). advertisements for medical treatment, drugs, health care food, formula food for
special medical purposes, medical devices, cosmetics, alcohol and online games that
are detrimental to the physical and mental health of minors shall not be published
on websites and other Internet applications which are targeted at minors.

The Administrative Measures shall apply to, among others, advertising operators (J& 1548
##). According to the Advertising Law of the PRC (*F#E A\ R IANE & 57%), advertising
operators (J 15 #8453 refer to natural persons, legal persons or other organisations which are
entrusted to provide advertising design, production and agency services. The Group is
principally engaged in branding services, traditional offline media advertising services, online
media advertising services, event execution and production services and the provision of
advertising placement services. For the online media advertising services, our Group would
liaise with the relevant advertising resources providers, such as operators of social media
platform and advertising agents to place advertisements on the relevant online media platforms
for our customers. For the provision of advertisement placement services, our Group has
entered into a cooperation agreement with the Media Partner for advertisement placement for
our customers including direct advertiser customers and advertising agents on the various
online media platforms operated by the Media Partner. Therefore, our Group’s online media
advertising services and provision for advertisement placement services fall within the scope
of advertising operators and therefore is subject to the provisions of the Administrative
Measures.

An advertising operator or advertising publisher shall establish, improve and implement
systems for the registration, review, file management in respect of their online advertising
business. In particular, an advertising operator or advertising publisher shall inspect and verify
the information of the advertisers, such as their names, addresses, and valid contact
information. They shall maintain and regularly update the electronic record of the advertising
activity conducted by them, and such record shall be kept for at least three years from the date
on which the relevant advertisement is published. An advertising operator or advertising
publisher shall also obtain the relevant supporting documents from the advertisers in relation
to the contents of the advertisements. Furthermore, advertising operator and advertising
publishers shall cooperate, in accordance with the law, with the investigations of the online
advertising industry conducted by Market Regulatory Authority, and provide truthful, accurate

and complete information in a timely manner.
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Any entity which violates the Administrative Measures may be subject to punishment,
including but not limited to fines, confiscation of advertising fees, suspension of advertisement
publishing business or revocation of business licence.

Notice on Special Governance of Online Advertising

On 9 February 2018, the State Administration for Industry and Commerce issued the
Notice on Special Governance of Online Advertising ( <[ B J& B 48 13 45 ST BG TAER
#HT) ), which stipulates an intensive rectification of the following false and illegal online
advertisements with severe social impact, strong public outcry and harm to people’s personal
and property safety:

(i). illegal online advertisements that involve guiding issues, political sensitivity and
harm to national interests;

(i1). false and illegal online advertisements related to food, health products, medicine,
medical devices and other products that endanger people’s personal safety and
health;

(iii). false and illegal online advertisements in financial investments, business
promotions, collectibles and other categories that contain deceptive and misleading
content, damaging people’s financial interests;

(iv). false and illegal online advertisements that disrupt public order, contravene social
norms, create a negative social impact and harm the physical and mental health of

juveniles; and

(v). other false and illegal online advertisements that have elicited strong public
complaints.

Notice on In-Depth Governance of Online Advertising

On 22 March 2019, the State Administration for Market Regulation issued the Notice on
In-Depth Governance of Online Advertising ( B VR A B J& B0 A8 B2 806 TAERY AN ),
which specifically targets the following illegal online advertisements:

(1). illegal Internet advertisements with politically sensitive or vulgar contents;

(ii). advertisements for medicines, medical products and devices and health products that
are published without proper examination;

(ii1). medicine, medical products and devices and health product advertisements that

make illegal claims regarding efficacy, safety, cure rates, effectiveness and utilize
advertising spokespersons for endorsement or validation;
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(iv). advertisements for food and health products that exaggerate product efficacy and

promote disease prevention or treatment functions;

(v). financial investment, financial management, collectibles and business
advertisements that make guarantees or imply risk-free or guaranteed returns;

(vi). real estate advertisements that make promises regarding future returns or investment
profitability, or engage in misleading promotion regarding transportation,
commercial facilities and cultural and educational facilities related to real estate

projects;

(vii). advertisements that disrupt public order, violate social norms and create a negative

social impact; and

(viii). other false and illegal Internet advertisements that have elicited strong public
complaints.

To ensure compliance with the above notices, our media operation department will
examine the content of the advertisement to ascertain if the content of the advertisement
contains any false or misleading information or contents which are prohibited by laws and
regulations. After the review by our media operation department, the content of the
advertisement will also be reviewed and approved by the general manager of our Group before
they can be published.

Medical Advertising

Pursuant to the Measures for the Administration of Medical Advertisement (55 & & &
FHH¥Z:) promulgated by the State Administration for Industry and Commerce (currently known
as the SAMR) on 27 September 1993 and amended on 10 November 2006 with effect from 1
January 2007, no medical advertisement may be published without the Medical Advertisement
Examination Certification. Where an advertising agent or publisher intends to publish a
medical beauty advertisement, the advertisement examiner thereof shall inspect the relevant
Medical Advertisement Examination Certification to verify the content of the advertisement. In
addition, pursuant to the Law Enforcement Guideline on Medical Beauty Advertising (B3
Z A5 I5F5 ) promulgated by the SAMR on 1 November 2021 and effective on the same
day, medical beauty advertising belongs to medical advertising. Advertisers must obtain a
medical institution practice license in accordance with the law before they can publish or
entrust an agency to publish any medical beauty advertisement. To publish a medical beauty
advertisement, the advertiser shall obtain the Medical Advertisement Examination Certification
according to law; the advertising agency or publisher shall inspect the Medical Advertisement
Examination Certification according to law before designing, producing, acting as an agent for
or publishing any medical beauty advertisement, and shall publish the advertisement in strict

accordance with the approved content.
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PRC LAWS AND REGULATIONS ON PERSONAL INFORMATION AND DATA
SECURITY

On 20 August 2021, the SCNPC promulgated the Personal Information Protection Law of
the PRC {(#ENRILFE A AMG ER#7L) , the “Personal Information Protection
Law”), which will become effective on 1 November 2021. The Personal Information Protection
Law sets forth that the personal information of natural persons shall be protected by law, and
no organization or individual may infringe upon the personal information rights and interests
of natural persons. The processing of personal information shall have clear and reasonable
purposes, be directly related to the purposes of processing, and be carried out in a way that has
minimal impact on personal rights and interests. The collection of personal information shall
be limited to the smallest scope necessary for achieving the purpose of processing, and
personal information shall not be collected excessively. Personal information processors shall
bear responsibility for their personal information processing activities, and adopt necessary
measures to safeguard the security of the personal information they process. Otherwise, the
personal information processors may be ordered to make correction or suspend or terminate the
provision of services, or be imposed confiscation of illegal income, fines or other penalties.

On 10 June 2021, the SCNPC promulgated the Data Security Law of the PRC ( (" #EA
BN B B 22 4275 ) |, the “Data Security Law”), which became effective on 1 September
2021. The Data Security Law clarifies the scope of data to cover a wide range of information
records in electronic or other form, and defines data processing as including the collection,
storage, use, processing, transmission, provision, disclosure of data. The Data Security Law
requires that data collection shall be conducted in a legitimate and proper manner, and theft or
illegal collection of data is not permitted. The PRC government shall establish a data classified
and categorised protection system. Data concerning national security, lifelines of the national
economy, important people’s livelihood, and major public interests are core data, and shall be
subject to a stricter management system. Data processors shall establish and improve the
whole-process data security management rules, organise and implement data security education
and trainings, and take appropriate technical measures and other necessary measures to protect
data security. In case of data security incidents, responding measures shall be taken
immediately, and disclosure to users and report to the competent authorities shall be made in
a timely manner.

PRC LAWS AND REGULATIONS ON HIGH AND NEW TECHNOLOGY
ENTERPRISES

Pursuant to the Administrative Measures for Recognition of High and New Technology
Enterprises ( {EppiH i 2588 EHHHE) | the “No. 32 Measure”), which was promulgated
on 14 April 2008 and amended on 29 January 2016 with effect from 1 January 2016 jointly by
the Ministry of Science and Technology (the “MST”), the Ministry of Finance (the “MOF”)
and the SAT, high and new technology enterprises recognized under the No.32 Measure may
apply for enjoying the preferential tax policies in accordance with the Enterprise Income Tax
Law of the PRC ( {*#E A RALANE 2558474 ) ) and its implementing regulations and the
Law of the PRC on the Administration of Tax Collection ( {HF3E A LA B B Ui ol s £
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%) ) and its implementing rules. The No.32 Measure provides for the conditions and
procedures for the recognition of a high and new technology enterprise. The qualification of
a recognised high and new technology enterprise shall be valid for a term of three years
commencing on the date of the issuance of the certificate. Where there is change in the name
or any major change to the conditions for recognition (such as a merger, division,
reorganization, or change of business, etc.) of a high and new technology enterprise, the
enterprise shall report such changes to the recognition department within three months.

PRC LAWS AND REGULATIONS ON INTELLECTUAL PROPERTY
Copyrights

According to the Copyright Law of the PRC (% A\ RILHAI B E/ERED) | which was
promulgated by the SCNPC on 7 September 1990 and last amended on 11 November 2020 with
effect from 1 June 2021, Chinese citizens, legal persons or other organisations shall enjoy
copyright in their works, whether published or not, which include, among others, works of
literature, art, natural science, social science, engineering technology and computer software
created in writing, orally or in other forms. Copyright holders can enjoy multiple rights,
including the right of publication, the right of authorship and the right of reproduction. Unless
otherwise stipulated by law, anyone who uses others’ works shall enter into a licensing contract
with the copyright holder.

The Measures for the Registration of Computer Software Copyright ( {FFEHiRF 35 1E
REEFEHHL) ), which was issued by the National Copyright Administration on 20 February
2002, came into effect on the same day and was revised on 18 June 2004, regulates the
registration of software copyright, the exclusive licensing contract and transfer contracts of
software copyright. The National Copyright Administration is mainly responsible for the
nationwide registration management of software copyright and designates the Copyright
Protection Centre of China as the software registration organization. The Copyright Protection
Centre of China will grant certificates of registration to computer software copyright applicants
in compliance with the provisions of the Measures for the Registration of Computer Software
Copyright and the Regulations on Protection of Computers Software ( {FIE MR TEE
1)) ) which was promulgated by the State Council on 20 December 2001 and last amended
on 30 January 2013 with effect from 1 March 2013.

Domain Name

Domain names are protected under the Administrative Measures on Internet Domain
Names ( CEIFAIR 4 & BHFE) ) promulgated by the Ministry of Industry and Information
Technology (the “MIIT”) on 24 August 2017 and coming into effect on 1 November 2017. The
MIIT is the major regulatory authority responsible for the administration of the PRC Internet
domain names. The principle of “first come, first served” is adopted for domain name
registration in the PRC.
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PRC LAWS AND REGULATIONS ON FOREIGN EXCHANGE
Foreign Exchange Settlement

The principal regulation governing foreign exchange in the PRC is the Regulations of the
PRC on Foreign Exchange Administration ( 1% A RILFNE SR HEE PRI ) promulgated
by the State Council on 29 January 1996, taking effect on 1 April 1996 and amended on
14 January 1997 and 5 August 2008 respectively. Under the Regulations of the PRC on Foreign
Exchange Administration, foreign exchange payments for current account transactions, such as
trade and service-related transactions and dividend payments, are not restricted, but shall be
based on truthful and legitimate transactions and be made with self-owned foreign exchange
or foreign exchange purchased from relevant financial institutions by presenting valid
documents. However, foreign exchange payments for capital account transactions, such as
overseas direct investment and trading in securities and derivative products abroad are subject
to registration with the competent authorities for foreign exchange administration and approval
or record-filing with the relevant governmental authorities (if necessary).

According to the Notice of the State Administration of Foreign Exchange on Reforming
the Management Approach for the Settlement of Foreign Exchange Capitals of Foreign-
invested Enterprises ( ([ ZZHMHEA IR BRI O A1 7 450 A S A0 /A < 4 e A8 1L 7 =7l
A1) ) which was promulgated by the SAFE on 30 March 2015 and became effective on 1 June
2015, foreign-invested enterprises shall be allowed to settle their foreign exchange capitals on
a discretionary basis. The foreign exchange capitals in a foreign-invested enterprise’s capital
account, which has been confirmed by the local foreign exchange bureau as the interests of
monetary capital contributions or registered with a bank as monetary capital contributions, can
be settled at a bank according to such enterprise’s actual business needs. For the time being,
the proportion for the discretionary settlement of foreign exchange capitals of foreign-invested
enterprises is 100%.

According to the Notice of the SAFE on Reforming and Regulating the Administrative
Policies on Capital Account Foreign Exchange Settlement ( <[H 54N FE ) B 7 ehc 5 Fn B i
EATE H 45 M FREUR Y4 AT) ) promulgated on 9 June 2016 and effective as from the same
date, policies for the discretionary settlement of foreign exchange income under the capital
account by domestic institutions are unified, which means that domestic institutions may settle
their foreign exchange receipts under the capital account (including foreign exchange capital,
foreign debts and repatriated funds raised through overseas listing) to which the application of
discretionary settlement has been specified by relevant policies according to relevant policies
with banks as actually needed for business operation. For the time being, the proportion for the
discretionary settlement of foreign exchange receipts under the capital account for domestic
enterprises is 100%.

On 23 October 2019, SAFE issued the Notice on Further Promoting the Facilitation of
Cross-border Trade and Investment ( B{Z /MR B 5 Bt i — LS 5 B 5 # & @ AL

%8 %1) ), which canceled the restriction on domestic equity investment by non-investment

foreign-invested enterprises using their capital funds, and according to which, non-investment
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foreign-invested enterprises are allowed to make domestic equity investment with their capital
funds in accordance with the law on the premise of not violating the current special
administrative measures for the access of foreign investment (negative list) and the projects
invested in the PRC are true and compliant.

Foreign Exchange Registration

On 4 July 2014, SAFE issued the Circular on Relevant Issues concerning Foreign
Exchange Administration in Overseas Investment and Financing and Roundtrip Investments
Conducted by Domestic Residents through Overseas Special Purpose Vehicles ( ([ RN
PR B S5 A i BB AR R IR B B0 RIS AR SORTEBCE M EE P B B R E ) |, the
“Circular 37”) which became effective on 4 July 2014. Under Circular 37, both domestic
institutions and individual residents of the PRC are required to register with SAFE for their
overseas investments prior to contributing their legitimate domestic and overseas assets or
equity interests into “offshore special purpose vehicles”, which are defined as overseas
enterprises that are directly established or indirectly controlled by domestic residents
(including domestic institutions and domestic individual residents) for the purpose of
investment and financing.

On 13 February 2015, SAFE published the Circular on Further Simplifying and
Improving the Foreign Exchange Administration Policy on Direct Investment ( [ /M55 3
JE BRI — A5 AL A O B PO SN BLBOR 9% A1) | the “Circular 13”) which became
effective on 1 June 2015. Pursuant to Circular 13, the foreign exchange registration under
domestic and overseas direct investment can be directly conducted with qualified banks in
accordance with the Operating Guidelines for Foreign Exchange Business in Direct Investment

( (HEREIMNEFEFRIERES]) ) annexed to Circular 13,

PRC LAWS AND REGULATIONS ON MERGER AND ACQUISITION BY FOREIGN
INVESTORS

The Regulations on Merger and Acquisition of Domestic Enterprises by Foreign Investors
( CBHAAMNRBE E DF ISR R A BLE) |, the “M&A Rules™) was promulgated jointly by the
MOFCOM, the SAFE and four other government authorities on 8 August 2006, which took
effect on 8 September 2006 and was subsequently revised and re-implemented by the
MOFCOM on 22 June 2009.

According to the M&A Rules, merger and acquisition of domestic enterprises by foreign
investors include: (i) a foreign investor’s acquisition of any equity interests of any shareholder
of a non-foreign-invested enterprise (the “Domestic Company”) in the PRC or subscribing to
any increased capital of a Domestic Company, thus converting the Domestic Company into a
foreign-invested enterprise, or; (ii) a foreign investor’s establishment of a foreign-invested
enterprise and acquisition of, through such enterprise, any asset of any domestic enterprise by
agreement and operating such asset, or the foreign investor’s acquisition of any asset of a
domestic enterprise by agreement and injecting such asset to establish a foreign-invested
enterprise to operate such asset. Pursuant to Article 11 of the M&A Rules, the merger and
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acquisition by a company legitimately established or controlled by PRC individuals, companies
or enterprises outside the PRC of any Domestic Company affiliated with such PRC individuals,
companies or enterprises shall be submitted to the MOFCOM for approval.

Pursuant to the Notice on Issuing the Guiding Manual on the Administration of Foreign
Investment Access (2008 Edition) ( FH5HB/MNE w] B HA T #E< MR & #EA B IS 51 FF>(2008
AERR) A HN) ) promulgated by the Foreign Investment Department of the MOFCOM on 18
December 2008 and taking effect on the same day, the M&A Rules is not applicable to the
transfer of equity interests in existing foreign-invested enterprises from a Chinese party to a
foreign party regardless of whether there is any affiliated relationship between the Chinese
party and the foreign party, and whether the foreign party is the original shareholder or new
investor. The target company of the M&A Rules shall only include domestic non-foreign-

invested enterprises.
LAWS AND REGULATIONS RELATING TO OVERSEAS LISTING

On 17 February 2023, the CSRC released the Trial Administrative Measures of Overseas
Securities Offering and Listing by Domestic Companies (3% A {55 /M E 1778 55 b 17 & H
1T#FZ) and the supporting guidance documents (collectively, the “Measures on Listing”),
which came into effect on 31 March 2023. According to the Measures on Listing, any overseas
offering and listing made by an issuer will be deemed to be indirect if it meets both the
following conditions: (1) 50% or more of the issuer’s operating revenue, total profit, total
assets or net assets as documented in its audited consolidated financial statements for the most
recent accounting year is accounted for by domestic companies; and (2) the main parts of the
issuer’s business activities are conducted in China, or its main places of business are located
in China, or the senior managers in charge of its business operation and management are mostly
Chinese citizens or domiciled in China. The determination as to whether or not an overseas
offering and listing by domestic companies is indirect, shall be made on a substance over form
basis. Initial public offerings or listings in overseas markets shall be filed with the CSRC
within 3 working days after the relevant application is submitted overseas.

The Measures on Listing also provided that no overseas offering and listing shall be made
under any of the following circumstances: (1) where such securities offering and listing is
explicitly prohibited by provisions in laws, administrative regulations and relevant state rules;
(2) where the intended securities offering and listing may endanger national security as
reviewed and determined by competent authorities under the State Council in accordance with
law; (3) where the domestic company intending to make the securities offering and listing, or
its controlling shareholders and the actual controller, have committed crimes such as
corruption, bribery, embezzlement, misappropriation of property or undermining the order of
the socialist market economy during the latest three years; (4) where the domestic company
intending to make the securities offering and listing is suspected of committing crimes or major
violations of laws and regulations, and is under investigation according to law, and no
conclusion has yet been made thereof; (5) where there are material ownership disputes over
equity held by the domestic company’s controlling shareholder or by other shareholders that
are controlled by the controlling shareholder and/or actual controller.
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Furthermore, according to the Measures on Listing, where a domestic company fails to
fulfill filing procedure, the CSRC shall order rectification, issue warnings to such domestic
company, and impose a fine of between RMB 1,000,000 and RMB10,000,000. The CSRC shall
also, in accordance with law, incorporate the compliance status of relevant market participants
in respect of the Measures on Listing into the Securities Market Integrity Archives and upload
the record to the National Credit Information Sharing Platform, with a view to strengthening
cross-agency information sharing through concerted efforts with competent authorities, and
enforcing punishment and deterrence in accordance with laws and regulations.

We had completed the filing procedures with the CSRC for the Listing and on 14
September 2023, the CSRC issued a notification to us confirming the completion of the filing
procedures for the overseas listing on the Stock Exchange.

PRC LAWS AND REGULATIONS ON TAXATION
Enterprise Income Tax

According to the EIT Law ( (¥ A\ RILFIE £S5 8i75) ) which was promulgated
by the NPC on 16 March 2007, became effective on 1 January 2008, and was amended on 24
February 2017 and 29 December 2018, enterprises are divided into resident enterprises and
non-resident enterprises. Resident enterprises are defined as enterprises that are established in
the PRC in accordance with PRC laws, or that are established in accordance with the laws of
foreign countries or regions but whose actual de facto control entity is within the PRC.
Non-resident enterprises are defined as enterprises that are set up in accordance with the laws
of foreign countries or regions and whose actual de facto control entity is outside the PRC, but
which (i) have offices or premises in the PRC, or (ii) have no offices or premises within the
PRC but have income generated from China. A uniform income tax rate of 25% is applied to
resident enterprises on their income generated from or outside China and to non-resident
enterprises which have offices or premises in the PRC on their income that is derived from such
offices or premises inside the PRC and on their income that is sourced outside the PRC but is
actually connected with the said offices or premises. Pursuant to the EIT Law, non-resident
enterprises, which have not set up offices or premises in the PRC, or which have set up offices
or premises in the PRC but whose income have no actual relationship with such offices or
premises, shall pay enterprise income tax in relation to the income originating from the PRC
at the tax rate of 20%. However, according to the Regulation on the Implementation of EIT
Law ( (HpaE N RICFI B 3£ TS BIIL E Mk 91) ) which was promulgated by the State
Council on 6 December 2007, became effective on 1 January 2008, and was amended on 23
April 2019, the rate was reduced from 20% to 10%. The EIT Law provides that the enterprise
income tax should be levied at the reduced rate of 15% for “High and New Technology
Enterprises” in need of special support by the PRC government.
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Pursuant to the Announcement of the SAT on Issues Regarding Implementation of
Preferential Income Tax Policy for High and New Technology Enterprises ( €[B & BiHs 45 #
B 5 B A A SE T AR B A B BOR A B R 215 ) ) issued by the SAT on 19 June 2017
with effect from the same day, an enterprise qualified as high or new technology enterprise
shall enjoy preferential tax treatment from the year of issuance indicated on its certificate of
high and new technology enterprise, and go through record-filing procedures with the
competent tax authority in accordance with relevant provisions. In the year of expiry of its
qualification as high and new technology enterprise, enterprise income tax shall be temporarily
levied at the rate of 15% before renewal of the qualification; if the enterprise fails to obtain
such qualification by the end of the year, the tax underpaid during the corresponding period
shall be made up according to relevant provisions.

Dividends Withholding Tax

The PRC and Hong Kong governments entered into the Arrangement between the
Mainland China and Hong Kong Special Administrative Region for the Avoidance of Double
Taxation and Prevention of Fiscal Evasion with respect to Taxes on Income ( A HIFIFHE
AT B [ s 3 i 45 2 £ B8 OB AN B IR TR B 2 HE) | the “Arrangement”) on 21 August
2006. According to the Arrangement, the withholding tax rate on dividends paid by a PRC
company to a Hong Kong resident entity is 5% if such Hong Kong resident entity directly holds
at least 25% of the equity interests in the PRC company.

Pursuant to the Circular of the State Administration of Taxation on Relevant Issues
relating to the Implementation of Dividend Clauses in Tax Treaties ( <[ ZFBiH A5 B A AT
B boh e e S0 2 B ) RELRE A1) ), which was promulgated by the SAT on 20 February
2009 and became effective on the same day, all of the following conditions shall be satisfied
in order to enjoy the preferential tax rate provided under the tax treaty: (i) the tax resident that
receives dividends should be a company as provided in the tax treaty and the beneficial owner
of the dividends; (ii) the equity interests and voting shares directly owned by such tax resident
in the PRC resident company should reach the percentage specified in the tax treaty; and (iii)
the equity interests directly owned by such tax resident in the PRC resident company shall, at
any time during the twelve months prior to receiving the dividends, reach the percentage
specified in the tax treaty.

Pursuant to the Administrative Measures for Non-resident Taxpayers to Enjoy Treatment
under Treaties ( IFJ& RANFLNZZ W€ FEBE B ), which was promulgated by the
SAT on 14 October 2019 and came into effect on 1 January 2020, non-resident taxpayers
satisfying the conditions for claiming treaty benefits may enjoy treaty benefits on their own
when filing a tax return by themselves or making a withholding declaration through a
withholding agent, and shall gather and retain the relevant materials for future inspection and
accept the subsequent administration by the tax authorities.
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Value-added Tax

According to the Provisional Regulations of the PRC on Value-added Tax ( ('3 AR 3L
BB (ERCE 1T 51) ) promulgated by the State Council on 13 December 1993, taking effect
on 1 January 1994 and last amended on 19 November 2017, as well as the Implementation
Rules of the Provisional Regulations of the PRC on Value-added Tax ( <+ % A R [E 44 (H
BUE AT E a4 ) ) promulgated by the MOF on 25 December 1993, taking effect on the
same day and last amended on 28 October 2011, entities and individuals that engage in sale of
goods, provision of processing, repairing and replacement services, sale of services, intangible
assets or real estate, or import of goods within the territory of the PRC shall be taxpayers of
value-added tax (the “VAT”). The tax rate for sale of services shall be 6% unless otherwise
stipulated. As to small-scale taxpayers, the levy rate of VAT shall be 3%, except as otherwise
specified by the State Council.

PRC LAWS AND REGULATIONS ON LABOUR PROTECTION
Labour Law

The Labour Law of the PRC ( {1# ARILFIE 5582 ) ), which was promulgated by
the SCNPC on 5 July 1994 and became effective on 1 January 1995, and was amended on 27
August 2009 and 29 December 2018, sets out that an employer shall develop and improve its
internal rules and regulations in accordance with the law to safeguard the rights of its workers.
An employer shall develop and improve its labour safety and health system, stringently
implement national rules and standards on labour safety and health, provide labour safety and
health education to workers, prevent accidents during work and reduce occupational hazards.
An employer shall develop a vocational training system. Vocational training funds shall be set
and used in accordance with national regulations and vocational training for workers shall be
carried out in a systematically planned way based on the actual conditions of the company.

Labour Contract Law

The Labour Contract Law of the PRC ( (¥ A\ RILFE S5 E) 5 1R7%) | the “Labour
Contract Law”) was promulgated by the SCNPC on 29 June 2007, came into effect on
1 January 2008 and was amended on 28 December 2012, while the Regulations on the
Implementation of the Labour Contract Law of the PRC ( {H#E A\ R 3115 25 8 A [7] 12 B it 15
%) ) was promulgated by the State Council on 18 September 2008 and came into effect on the
same day. The Labour Contract Law and its implementation regulations are enacted to define
the rights and obligations of parties to a labour contract, including matters with respect to the
establishment, performance and termination of a labour contract. It is stipulated that an
employer shall enter into written labour contracts with its employees and pay labour
remuneration to the employees timely and in full amount in accordance with the terms of the
labour contracts. An employer may legally terminate a labour contract and dismiss an employee
after reaching agreement upon due negotiations with the employee or by fulfilling the statutory
conditions.
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Social Insurance

The Social Insurance Law of the PRC ( (¥ A RILAIE 4L & fRFREE) ), which was
promulgated by the SCNPC on 28 October 2010, came into effect on 1 July 2011 and was
amended on 29 December 2018, requires that enterprises in the PRC shall make social
insurance registration with the local social insurance authorities and pay social insurance
premiums, including basic pension insurance, basic medical insurance, work-related injury
insurance, unemployment insurance and maternity insurance, for their employees. Under the
circumstance where an employer fails to pay social insurance premiums on time and in full, it
might be subject to a rectification order by competent authorities and an overdue fine at the rate
of 0.05% of the outstanding amount on a daily basis from the due date. In addition, if the
employer still fails to make such payment in full amount within the prescribed time limit, a fine
in the amount of one to three times of the outstanding payment might be imposed by the
competent authorities.

Housing Provident Fund

According to the Regulations on the Management of Housing Provident Fund ( {fEFE 2
FE M) ) promulgated and implemented by the State Council on 3 April 1999 and
amended on 24 March 2002 and 24 March 2019, enterprises in the PRC shall make housing
provident fund deposit registration and open housing provident fund accounts for their
employees with the housing provident fund management centre. The monthly amount of
housing provident fund deposited by each the employee and the employer shall not be less than
5% of the monthly average salary of the employee in the previous year. If an employer fails
to make full payment of housing provident fund for its employees in accordance with relevant
laws and regulations, the relevant housing provident fund management centre shall order it to
make the payment within a prescribed time limit. If payment is still not made within the
prescribed time limit, an application may be made to the people’s court for compulsory
enforcement.
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HISTORY AND BUSINESS DEVELOPMENT

Our Company acts as the holding company of our Group and was incorporated in the
Cayman Islands as an exempted company with limited liability on 18 February 2021. Our
Group is a branding, advertising and market services provider based in Hubei Province and
offer branding, advertising, and marketing services which comprise (i) branding services; (ii)
traditional offline media advertising services; (iii) online media advertising services; (iv) event
execution and production services to our customers; and (v) provision of advertisement
placement services. Our history can be traced back to 2011, when our founders, Ms. Zheng
Qingxiang (M7 7) and Mr. Chen Chishun (Ff%%/[) established Huashi Media under the initial
name of “Wuhan Shengshi Tongyuan Cultural Communication Company Limited* (%85t
] JC AL % A BR A F])”. Ms. Zheng Qingxiang and Mr. Chen Chishun are the parents of Mr.
Chen, one of our executive Directors and Controlling Shareholders of our Group. Mr. Chen
joined our Group in February 2011. On 20 August 2012, Mr. Chen made a capital injection into
Huashi Media in the amount of RMB970,000 and upon completion of the said capital injection,
Mr. Chen became the owner of Huashi Media as to 97%, and since then Mr. Chen has become
the primary person responsible for the management of our Group.

In January 2016, the shares of Huashi Media were listed on the NEEQ, and was
subsequently delisted in April 2019 in preparation for the Listing. In 2016, we had obtained the
qualification as advertisement agent of a state-owned national broadcaster in the PRC. To
expand our business, in 2017, we started to provide branding services to our customers, and in
2018, having noted the increasing demand for multi-channel advertising services and the rapid
development of technology and the internet, we expanded our advertising services to provide
online media advertising services. Huashi Media was accredited as a High and New
Technology Enterprise* (=#1#£fl1{23) in November 2017 which was renewed in December
2020.

Mr. Chen has accumulated over 12 years of experience in the branding, advertising and
media industry. Since he joined Huashi Media, Mr. Chen has been the pillar of our
management. For further details about Mr. Chen, please refer to the section headed “Directors
and Senior Management” in this prospectus.

BUSINESS MILESTONES

The following table sets forth key developments and milestones of our Group since our

establishment:
Year Event
2011 Huashi Media was established in Wuhan, the PRC
2012 We commenced and started to develop our advertising and market services

Huashi Chuangxiang was established in Wuhan, the PRC
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Year

2013

2016

2017

2018

2020

Event

We commenced and started to develop our event execution and production
services

We obtained the qualification as advertisement agent of a state-owned
national broadcaster in the PRC

Huashi Media and its then subsidiaries was recognised as a Strategic
Cooperation Partner of the “Five Stars Alliance” (*“FL /2 5 %8k 5 1E %
f£) by Guangdong Weishi* (J& ##i#%), Henan Weishi* (7 B 41), Hubei
Weishi* (i#1db#i#5), Liaoning Weishi* (EEZ##) and Sichuan Weishi*
(P91 A

The shares of Huashi Media were listed on the NEEQ in January
(subsequently delisted in April 2019)

Huashi Media was accredited as a High and New Technology Enterprise*

(R RTH A AR 2E)
We commenced and started to develop our branding services
Dabieshan Culture was established in Macheng, the PRC

Huashi Media was awarded the Macau International Advertising Festival:
2017-2018 Most Influential Communication Company* ({8 ['] 5] [ J& 15 &
2017-201 84F 1% 1[5 f5r L5 B 71 {84 2 )

We commenced and started to develop our online media advertising service
Wuyuan Fujie was established in Beijing, the PRC

Huashi Media was awarded as the China International Advertising
Festival: 2020 Golden Partner Advertiser Award* ([ [ 4% J& 25 810 J& 4 &
BE20204F B 1158)

Huashi Media successfully renewed its accreditation as a High and New
Technology Enterprise* (/11 H i1 {>2)

Huashi Media was accredited as a China Level One Advertising Company:

Media Service* (I —# M [HHE | R

Huashi Media was accredited as a Enterprise Credit Rating AAA Credit
Enterprise® ({3515 FRERAAASAE A 235)
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Year Event

2021 Huashi Media was awarded as the China International Advertising
Festival: 2021 Golden Partner Advertiser Award* (H [ [ 4% J& 2 810 Ji& 4 &
BE2021 4 B 1158)

Huashi Media successfully renewed its accreditation as a China Level One
Advertising Company Media Service® (1B —#R B3 [HEHE ] IREHE)

2022 Huashi Media was awarded as a Provincial 4th Batch Specialized,
Sophisticated, Special and New Little Giant Enterprise® (& 8% 55 VU #HL # A
Fi#i/NE A4EZE) by the Department of Economy and Information
Technology of Hubei Province (W1t #8AI(E EALEE) effective from
May 2022 to April 2025

CORPORATE HISTORY AND DEVELOPMENT
As at the Latest Practicable Date, Huashi Media, Huashi Chuangxiang, Dabieshan Culture

and Wuyuan Fujie were the operating subsidiaries of our Group. The following table contains
brief information of our Company and our subsidiaries as at the Latest Practicable Date:

Date of Place of

incorporation/ incorporation/
Name establishment establishment Principal activities
Our Company 18 February 2021 Cayman Islands Investment holding
Subsidiaries
Huashi International 24 February 2021 BVI Investment holding
Huashi HK 16 March 2021 Hong Kong Investment holding
Huashi Brand 7 April 2021 PRC Investment holding

Management
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Date of
incorporation/

Name establishment

Huashi Media 23 February 2011

Huashi Chuangxiang 26 December 2012

Dabieshan Culture 7 April 2017

Wuyuan Fujie

5 February 2018

Donghu Brand
Research

20 April 2021

Place of
incorporation/

establishment Principal activities

PRC Provision of
branding services,
traditional offline
media advertising
services, online
media advertising
services, event
execution and
production
services and
advertisement
placement
services

PRC Provision of
branding services,
traditional offline
media advertising
services, online
media advertising
services and event
execution and
production
services

PRC Provision of
traditional offline
media advertising
services, online
media advertising
services and event
execution and
production
services

PRC Provision of
traditional offline
media advertising
services, online
media advertising
services and event
execution and
production
services

No business
operations

Hong Kong
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Our Directors consider that by retaining Donghu Brand Research, which is inactive and
does not currently have any business operation, within our Group, such readily available
corporate vehicle may be used by our Group if and when any need arise in the future and in
such circumstances the time of incorporating new corporate vehicles can be saved in this
regard.

Our Company

Our Company was incorporated in the Cayman Islands as an exempted company with
limited liability on 18 February 2021 with an authorised share capital of US$50,000 divided
into 50,000 ordinary shares of US$1.00 each, and is an investment holding company and
became the holding company of our Group upon completion of the Reorganisation for the
purpose of the Listing with our businesses conducted through our operating subsidiaries in the
PRC.

For further details of the corporate development of our Company, please refer to the
paragraph headed “Reorganisation” in this section.

Our Operating Subsidiaries
Huashi Media

Huashi Media was established in the PRC on 23 February 2011 with an initial registered
capital of RMB30,000 under the initial company name of “Wuhan Shengshi Tongyuan Cultural
Communication Company Limited* (BEEBAHFRTCALERFEARAR])”. As at the Latest
Practicable Date, Huashi Media was principally engaged in the provision of branding services,
traditional offline media advertising services, online media advertising services, event
execution and production services and advertisement placement services.

The name of Huashi Media was changed from “Wuhan Shengshi Tongyuan Cultural
Communication Company Limited* (ZEBEM [ TTALEEARAF)” to “Wuhan Huashi
Shujin Communication Company Limited* (EEHEW FEEEABR/AF)” on 13 December
2013, then to “Huashi Zhongguang International Media (Wuhan) Co., Ltd.* (FE#H H & B P58
I () 45 A BR A F]” on 24 August 2015, then to “Wuhan Huashi Zhongguang International
Media Company Limited (R P B EEA R ETAF)” on 30 April 2019, and
further to the current name of “Huashi Zhongguang International Media (Wuhan) Company

Limited* (FER R B0 PR () A IR AL A 7)) on 13 May 2019.

On the date of its establishment, Huashi Media was owned by Ms. Zheng Qingxiang (¥
#H#) and Mr. Chen Chishun (F&J[H) as to 70% and 30% respectively. Ms. Zheng Qingxiang
and Mr. Chen Chishun are the parents of Mr. Chen. On 20 August 2012, Mr. Chen made a
capital injection into Huashi Media in the amount of RMB970,000, which was determined with
reference to the then paid-up capital of the then shareholders. The capital injection was settled
and was legally completed on the same day. Upon completion of the said capital injection, the
registered capital of Huashi Media increased to RMB1,000,000, and Huashi Media was owned
by Mr. Chen, Mr. Chen Chishun and Ms. Zheng Qingxiang as to 97%, 0.9% and 2.1%
respectively.
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On 6 April 2015, Mr. Chen made a capital injection into Huashi Media in the amount of
RMB1,970,000, which was determined with reference to the then paid-up capital of the then
shareholders. The capital injection was settled on 10 April 2015, and was legally completed on
13 April 2015. Upon completion of the said capital injection, the registered capital of Huashi
Media increased to RMB3,000,000, and Huashi Media was owned by Mr. Chen, Mr. Chen
Chishun and Ms. Zheng Qingxiang as to 99%, 0.7% and 0.3% respectively.

On 3 June 2015, Mr. Chen, Ms. Wang, Mr. Hu and Ms. Xue, amongst other shareholders,
made a further round of capital injection into Huashi Media in the aggregate amount of
RMB7,000,000, which was determined with reference to the then paid-up capital of the then
shareholders. The capital injection was settled on the same day, and was legally completed on
12 June 2015. Upon completion of the said capital injection, the registered capital of Huashi
Media increased to RMB10,000,000.

The following table sets forth the shareholding structure of Huashi Media upon

completion of the said capital injections:

Amount of

registered Approximate

capital % of equity

Shareholders (Note 1) subscribed interest

(RMB)

Mr. Chen 8,680,000 86.8%
Huang Shujun (F/E) 600,000 6%
Ms. Wang 200,000 2%
Song Qiong (KH) 200,000 2%
Mr. Hu (Note 2) 50,000 0.5%
Wang Ming (F ) 50,000 0.5%
Liu Rongshi (B1&11) 40,000 0.4%
Guo Jianhui (FREHE) 30,000 0.3%
Zheng Qingxiang (¥ %) 21,000 0.21%
Cheng Ying (F#5%) 20,000 0.2%
Hu Anwei (8% f#) 20,000 0.2%
Li Ying (i) 20,000 0.2%
Zhang Feng (5%%) 20,000 0.2%
Ms. Xue 10,000 0.1%
Chen Ying (Pf4%) 10,000 0.1%
Yang Long (#F#E) 10,000 0.1%
Chen Chishun (BRIIE) 9,000 0.09%
Li Na (Z=4IF) 5,000 0.05%
Wang Wushuang (EiXF5) 5,000 0.05%
Total 10,000,000 100%
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Note(s):

1. Other than Mr. Chen, Mr. Hu, Ms. Wang and Ms. Xue who are current shareholders of the Company after
completion of our Reorganisation, the shareholders above consist of (i) seven previous employees of the
Group, being Zhang Feng, Wang Ming, Chen Ying, Guo Jianhui, Li Ying, Li Na and Liu Rongshi; (ii)
four current employees of the Group, being Song Qiong, Cheng Ying, Wang Wushuang and Yang Long,
who is one of our senior management; (iii) Hu Anwei, who is the current supervisor of Huashi
Chuangxiang; (iv) one Independent Third Party, being Huang Shujun; and (v) Zheng Qingxiang and
Chen Chishun, who are the parents of Mr. Chen.

2. Mr. Hu is a cousin of Mr. Chen, and prior to his capital injection, he worked as the assistant general
manager of Huashi Chuangxiang from June 2013 to August 2014, and decided to make the capital
injection into Huashi Media as he was optimistic about the strategic planning and developments of our
Group considering our business prospects and growth potential.

Listing on and delisting from the NEEQ

In order to attract financing to further expand its business, Huashi Media decided to tap
into the capital market by seeking a listing on the NEEQ. In view of the listing on the NEEQ,
on 24 August 2015, pursuant to a shareholders’ resolution, Huashi Media was converted into
a joint stock company with limited liability in the PRC. On 29 January 2016, Huashi Media was
listed on the NEEQ under the stock code of 835724 and with a registered capital of
RMB10,000,000.

By a shareholders’ resolution passed on 13 May 2017, Huashi Media proposed to issue an
aggregate of not more than 4,500,000 new shares to certain then existing and new shareholders,
for a total consideration of not more than RMB11,250,000, which was determined after arm’s
length negotiation with the subscribers, taking into account, among others, the financial
performance of Huashi Media for the year ended 31 December 2016 and its prospects. On 30
June 2017, Huashi Media confirmed to issue such 4,500,000 new shares. RMB4,500,000 was
injected into the registered share capital of Huashi Media and the remaining RMB6,750,000
was credited to the capital reserves of Huashi Media. As a result, the registered capital of
Huashi Media increased to RMB14,500,000 and its total number of issued shares increased to
14,500,000 shares. Upon completion of the said share issue, Huashi Media was owned by Mr.
Chen, Ms. Wang, Mr. Hu, Ms. Xue and other shareholders as to approximately 79.6827%,
2.7587%, 4.669%, 0.2068% and 12.6828% respectively. Save for the above, Huashi Media did
not have other fund raising activities during its listing on the NEEQ.

By a shareholders resolution passed on 18 September 2017, Huashi Media declared
interim dividends to be distributed by the issue of five shares to all then shareholders for every
ten shares being held by way of capitalisation of capital reserve, based on the then total number
of issued shares of Huashi Media of 14,500,000 shares. As a result, the registered capital of
Huashi Media increased to RMB21,750,000 and its total number of issued shares increased to
21,750,000 shares. Upon completion of the said distribution, Huashi Media was owned by Mr.
Chen, Ms. Wang, Mr. Hu, Ms. Xue, Beijing Yuese Chuangxiang Internet Technology Company
Limited* (ALat & 58 ZH4FHL A RAF]) (“Beijing Yuese”) and other shareholders as to
approximately 74.8575%, 2.7586%, 5.7609%, 0.4138%, 4.5011% and 11.7081% respectively.
Beijing Yuese has been indirectly owned by Mr. Chen as to 1% equity interest since 29 August
2018, while the remaining 99% equity interest in Beijing Yuese is owned by Independent Third
Parties.
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Subsequently, Huashi Media was delisted from the NEEQ on 17 April 2019. Upon the
delisting, Huashi Media’s registered capital was RMB21,750,000. As confirmed by our PRC
Legal Advisers, the delisting of Huashi Media from the NEEQ was legally completed and the
necessary approvals have been obtained. Based on the closing share price of Huashi Media of
RMB19.9 per share on the last day when it was listed on the NEEQ, its market capitalisation
was RMB432,825,000.

Non-compliance during listing on the NEEQ

Particulars of the non-compliance

Huashi Media provided short-term loans to its related parties (the “Loan Advances”),
including Mr. Chen and Ms. Xue, in breach of the relevant PRC laws and regulations and the
internal rules and measures of Huashi Media between January 2016 and June 2016 (the “Period
of Advances”), and did not make disclosure in a timely manner in relation to such continuing
connected transactions (the “Non-compliance Incidents”).

The Loan Advances provided by the Group to Mr. Chen and Ms. Xue were mainly used
for the transportation expenses and entertainment expenses which were also for the purpose of
the business development and network building activities of Huashi Media. The loans
advanced to Mr. Chen in the amount of RMB1,377,000 were repaid in full in July 2016, while
that advanced to Ms. Xue in the amount of RMB60,000 was repaid in full in March 2016. In
August 2016, Mr. Chen and Ms. Xue paid interests on such loans in the amount of
RMB6,811.99 and RMB324.1, respectively, which were determined based on the then
prevailing bank lending rates.

For further details of the Loan Advances and the circumstances rendering the Loan
Advances to be Non-compliance Incidents, please refer to the paragraph headed “Business —
Non-compliance — NEEQ Non-compliance Incidents” in this prospectus.

Our Directors confirmed that, save as disclosed above, (i) during the period in which the
shares of Huashi Media were listed on the NEEQ, Huashi Media, its subsidiaries and directors
were not involved in any breach or suspected breach of the applicable rules or regulations of
the NEEQ in all material aspects; and (ii) there has not been any matter that need to be brought
to the attention of the regulators and investors in Hong Kong in respect of Huashi Media’s
listing on the NEEQ. Our Directors further confirmed that, during the process of delisting from
the NEEQ, the relevant regulatory authorities had not raised any concern as to the
non-compliance incident set out above. Our PRC Legal Advisers are of the view that during the
period in which the shares of Huashi Media were listed on the NEEQ, save as disclosed above,
(i) Huashi Media and its subsidiaries had complied with the applicable rules and regulations
of the NEEQ in all material aspects; and (ii) to the best of their knowledge, none of the
directors of Huashi Media was involved in any material breach or suspected breach of the
applicable rules or regulations of the NEEQ.
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The Sole Sponsor has undertaken independent due diligence against Huashi Media
including conducting background and litigation searches and reviewing the announcements
published by Huashi Media on the NEEQ website as well as the legal opinion of our PRC Legal
Advisers. Based on the said due diligence work, nothing has come to the attention of the Sole
Sponsor which suggests that our Group and our Directors were not in compliance with all
relevant PRC laws and regulations in all material aspects during the listing on the NEEQ, save
for the non-compliance incident set out above.

Having considered that NEEQ is a market in the PRC open to qualified investors only and
it currently has a low trading volume, our Directors believe that the Listing on the Stock
Exchange, which we believed to be a mature financing platform with a sound regulatory
regime, will benefit our Group’s operations and future business development strategies by
providing direct access to the international capital markets, raising our brand awareness,
enhancing our fund-raising capabilities and broadening our shareholders base.

The following table sets forth the shareholding structure of Huashi Media immediately
after its delisting on the NEEQ:

Number of

shares in Approximate

Huashi % of equity

Shareholders (Note 1) Media held interest
Mr. Chen 16,281,500 74.8575%
Mr. Hu 1,253,000 5.7609%
Beijing Yuese 979,000 4.5011%
Huang Shujun (/8 ) 900,000 4.1379%
Zhang Feng (5/%) 619,000 2.8460%
Ms. Wang 600,000 2.7586%
Song Qiong (KH) 300,000 1.3793%
Wang Ming (F ) 270,000 1.2414%
Chen Ying (Pf%%) 120,000 0.5517%
Ms. Xue 90,000 0.4138%
Liu Lirong (ZIE%) 69,000 0.3172%
Zhang Xing (5RMEE) 60,000 0.2759%
Wang Wushuang (FRF5) 52,500 0.2414%
Cheng Ying (F23) 45,000 0.2069%
Zheng Qingxiang (¥} ) 31,500 0.1448%
Hu Anwei (#%f&) 30,000 0.1379%
Liu Ming (%15) 15,000 0.0690%
Yang Long (#F#E) 15,000 0.0690%
Chen Chishun (Bf%IE) 13,500 0.0621%
Liu Rongshi (#1411) 6,000 0.0276%
Total 21,750,000 100%
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Note(s):

1.

Subsequent to the delisting from the NEEQ, on 30 April 2019, Huashi Media was

Other than Mr. Chen, Mr. Hu, Ms. Wang and Ms. Xue who are current shareholders of the Company after
completion of our Reorganisation, the individual shareholders above consist of (i) six previous
employees of the Group, being Zhang Feng, Wang Ming, Chen Ying, Zhang Xing, Liu Lirong and Liu
Rongshi; (ii) four current employees of the Group, being Song Qiong, Cheng Ying, Wang Wushuang and
Yang Long, who is one of our senior management; (iii) Hu Anwei, who is the current supervisor of
Huashi Chuangxiang; (iv) two Independent Third Parties, being Huang Shujun and Liu Ming; and (v)

Zheng Qingxiang and Chen Chishun, who are the parents of Mr. Chen.

converted into a limited liability company.

Subsequent transfers of equity interests

In order to consolidate the shareholding of Huashi Media, and in view of the proposed
Listing and the intended shareholding structure upon Listing, various equity transfer
agreements were entered into for the transfer of the equity interest in Huashi Media, with

details as follows:

Transferor

Transferee Consideration

(RMB)

Equity transfer agreements entered into on 26 July 2020

e A Al o i

11.
12.
13.
14.

Mr. Hu

Huang Shujun (¥ )
Ms. Wang

Song Qiong (K¥)

Liu Lirong (FIE%)
Zhang Xing (7EE)
Wang Wushuang (F27H)
Cheng Ying (F£3%)
Zheng Qingxiang (¥}
)

Hu Anwei (8% 1)
Liu Ming (Z/1%)

Yang Long (#E)
Chen Chishun (FEA%IE)
Liu Rongshi (BI5AL)

. Chen
. Chen
. Chen
. Chen
. Chen
. Chen
. Chen
. Chen
. Chen

. Chen
. Chen
. Chen
. Chen
. Chen
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167,000
900,000
49,000

Nil (Note 1)
69,000
60,000
52,500
45,000

Nil (Note 1)

30,000
15,000
15,000

Nil (Note 1)
6,000

Approximate
% of

equity
interest
transferred

0.7678%
4.1379%
0.2253%
1.3793%
0.3172%
0.2759%
0.2414%
0.2069%
0.1448%

0.1379%
0.0690%
0.0690%
0.0621%
0.0276%

Date of
settlement of
consideration

20 July 2020
20 July 2020
18 July 2020
N/A

20 July 2020
20 July 2020
20 July 2020
20 July 2020
N/A

20 July 2020
20 July 2020
20 July 2020
N/A

20 July 2020
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Approximate
% of
equity Date of
interest settlement of
Transferor Transferee Consideration transferred consideration
(RMB)

Equity transfer agreements entered into on 4 December 2020

15. Wang Ming (E£H]) Ms. Wang 270,000 1.2414% 22 July 2020
16. Mr. Chen Mr. Nie 1,305,000 6% 23 July 2020
17. Mr. Chen Ms. Xue 130,000 0.5977% 22 July 2020

Equity transfer agreements entered into on 17 December 2020
18. Chen Ying (Fi%) Mr. Chen 120,000 0.5517% 21 July 2020

Equity transfer agreements entered into on 7 January 2021
19. Zhang Feng (R4) Ms. Wang 619,000 2.8460% 24 July 2020

Note:

1. Mr. Chen Chishun and Ms. Zheng Qingxiang are the parents of Mr. Chen, and Ms. Song Qiong was the
spouse of Mr. Chen at the time of the transfer. Considering that Mr. Chen is the primary person
responsible for the management of Huashi Media, and based on their family relationship, each of them
gifted their equity interest in Huashi Media to Mr. Chen.

Save for the transfers by Mr. Chen Chishun, Ms. Zheng Qingxiang and Ms. Song Qiong
which were made at nil consideration, the above considerations were determined with reference
to the then registered capital of Huashi Media. The considerations for the above transfers were
settled with the personal savings of the respective transferees. Upon completion of the said
equity transfers, Huashi Media was owned by Mr. Chen, Ms. Wang, Mr. Nie, Mr. Hu, Ms. Xue
and Beijing Yuese as to approximately 76.8736%, 6.6207%, 6%, 4.9931%, 1.0115% and
4.5011% respectively.

On 25 March 2021, Mr. Shen and Beijing Yuese entered into an equity transfer agreement,
pursuant to which Beijing Yuese transferred approximately 4.5011% equity interest in Huashi
Media to Mr. Shen at a consideration of RMB4,209,700. Upon completion of the said equity
transfer, Huashi Media was owned as to approximately 76.8736%, 6.6207%, 6%, 4.9931%,
1.0115% and 4.5011% by Mr. Chen, Ms. Wang, Mr. Nie, Mr. Hu, Ms. Xue and Mr. Shen
respectively. For further details including the basis of determination of the consideration,
please refer to the paragraph headed “Pre-IPO Investments” in this section.

As part of the Reorganisation, on 27 April 2021, each of Mr. Chen, Ms. Wang, Mr. Nie,
Mr. Hu and Ms. Xue entered into an equity transfer agreement with Huashi Brand Management,
pursuant to which each of Mr. Chen, Ms. Wang, Mr. Nie, Mr. Hu and Ms. Xue transferred their
76.8736%, 6.6207%, 6%, 4.9931% and 1.0115% equity interest in Huashi Media to Huashi
Brand Management at the consideration of RMB16,720,000, RMB1,440,000, RMB 1,305,000,
RMB1,086,000 and RMB220,000 respectively, which were determined with reference to the
then subscribed capital contribution of Huashi Media. On the same day, Huashi HK and Mr.
Shen entered into an equity transfer agreement (as further amended and supplemented by a
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supplemental agreement dated 6 May 2021), pursuant to which Mr. Shen transferred 4.5011%
equity interest in Huashi Media to Huashi HK at the consideration of RMB979,000, which was
determined with reference to the then subscribed capital contribution of Huashi Media. Upon
completion of the said equity transfers, Huashi Media was owned by Huashi Brand
Management and Huashi HK as to approximately 95.4989% and 4.5011% respectively.

Huashi Chuangxiang

Huashi Chuangxiang was established in the PRC on 26 December 2012 with an initial
registered capital of RMB2,000,000 under the initial name of “Hubei Huashi Television
Broadcasting Media Company Limited* (Jb#EWHEREEAR/AHR])”. At the date of
establishment, Huashi Chuangxiang was owned by Mr. Chen and Mr. Hu Anwei (i%4%), who
is the current supervisor of Huashi Chuangxiang, as to 90% and 10% respectively. As at the
Latest Practicable Date, Huashi Chuangxiang was principally engaged in the provision of
branding services, traditional offline media advertising services, online media advertising
services and event execution and production services.

On 4 August 2017, the name of Huashi Chuangxiang was changed from “Hubei Huashi
Television Broadcasting Media Company Limited* (1L #E4 5 B A FR/A ) to the name
of “Huashi Zhongguang Film (Hubei) Company Limited* (F#i & 5% 1) A BRA ). On
7 February 2021, the name of Huashi Chuangxiang was further changed from “Huashi
Zhongguang Film (Hubei) Company Limited* (FEd &5 (I A BRA ) to the current
name of “Huashi Chuangxiang Culture Media (Hubei) Co., Ltd. (FE#LA] = AL A R
TP

Subsequent to a series of equity transfer and capital injection, at the commencement of
the Track Record Period, Huashi Chuangxiang had a registered capital of RMB5,000,000,
which had been partly paid-up as to RMB2,000,000, and had been wholly-owned by Huashi
Media since the commencement of the Track Record Period up to the Latest Practicable Date.

Dabieshan Culture

Dabieshan Culture was established in the PRC on 7 April 2017 with an initial registered
capital of RMB5,000,000. Since the date of its establishment and up to the Latest Practicable
Date, Dabieshan Culture had been wholly-owned by Huashi Media. As at the Latest Practicable
Date, Dabieshan Culture was principally engaged in the provision of traditional offline media
advertising services, online media advertising services and event execution and production
services.

Wuyuan Fujie

Wuyuan Fujie was established in the PRC on 5 February 2018 with an initial registered
capital of RMB10,000,000. On the date of its establishment, Wuyuan Fujie was owned by
Huashi Media and Mr. Zhao Yulu (#5°#%), who is the current supervisor of Wuyuan Fujie, as
to 80% and 20% respectively. As at the Latest Practicable Date, Wuyuan Fujie was primarily
engaged in the provision of traditional offline media advertising services, online media
advertising services and event execution and production services.
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As part of the Reorganisation, on 6 January 2021, Huashi Media and Mr. Zhao Yulu
entered into an equity transfer agreement, pursuant to which Mr. Zhao Yulu transferred 20%
equity interest in Wuyuan Fujie to Huashi Media at nil consideration, given that Mr. Zhao Yulu
had not paid up the registered capital in respect of his interest at the time of the transfer. Upon
completion of the said equity transfer, Wuyuan Fujie was wholly-owned by Huashi Media and
remained a wholly-owned subsidiary of Huashi Media up to the Latest Practicable Date.

PRE-IPO INVESTMENTS
Mr. Nie

Mr. Nie was introduced to our Group and became acquainted with Mr. Chen through a
common friend, Mr. Sun Shaofeng (##U%), when Mr. Nie and Mr. Chen were invited by Mr.
Sun to a corporate event held in the PRC in early 2016 by a subsidiary of a company listed on
the Stock Exchange, of which Mr. Sun was the legal representative at that time. Subsequently,
around the time of delisting of Huashi Media from the NEEQ, Mr. Nie, having considered the
business prospects and growth potential of our Group and our proposed Listing, became
interested in investing in our Group and reached a preliminary understanding with Mr. Chen
on his intended investment. In around June 2020, Mr. Nie and Mr. Chen preliminarily agreed
on the terms of the equity transfer, and on 4 December 2020, Mr. Chen and Mr. Nie entered
into an equity transfer agreement, pursuant to which Mr. Chen transferred 6% equity interest
in Huashi Media to Mr. Nie at a consideration of RMB1,305,000, which was determined with
reference to the then registered capital of Huashi Media.

The equity transfer with Mr. Nie was made around the same period as the various equity
transfers made to consolidate the shareholding of Huashi Media and to prepare for the intended
shareholding structure upon our Listing, details of which are set out in the paragraph headed
“Corporate History and Development — Our Operating Subsidiaries — Huashi Media —
Subsequent transfers of equity interests” in this section, and the basis of determination of the
consideration of Mr. Nie was in line with the consideration for such other various equity
transfers.

Given his experience in investment and in corporate management and involvement in
directorship roles in listed companies, our Group believes that we will be able to benefit from
Mr. Nie’s investment through the strategic benefits that could potentially be brought by Mr. Nie
as set out in the summary below. Further, Mr. Nie also provided advice and assistance to our
Group through his resources and networks when Huashi Media was considering its delisting
from the NEEQ and our proposed Listing, including the introduction of certain professional
parties for our proposed Listing. Mr. Nie also assumed a higher risk than Mr. Shen due to the
uncertainty and unavailability of the financial performance of the Group for FY2020 and a
higher inherent exit risk of the investment as our proposed Listing may not materialise at the
time when his investment was made. Accordingly, there was a higher discount to mid-point of
the indicative Offer Price range of approximately 96.18% for Mr. Nie’s investment.
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The consideration for the said equity transfer had been fully and unconditionally settled
on 23 July 2020. Upon completion of the said equity transfer on the same day, Huashi Media
was owned by Mr. Nie as to 6%.

As part of and upon completion of our Reorganisation, Youxin Capital, an investment
holding company wholly-owned by Mr. Nie, became the owner as to 6% shareholding in our
Company. For details, please refer to the paragraph headed “Reorganisation” in this section.

Mr. Shen

Mr. Shen was introduced to our Group in 2017 through Mr. Chen Jiulin (B JLF), who is
the legal representative and the largest ultimate beneficial owner of Beijing Yuese. After rounds
of discussion among Huashi Media, Beijing Yuese and Mr. Shen, in April 2018, Beijing Yuese
decided to become a strategic investor of Huashi Media and purchased 979,000 shares of
Huashi Media on the NEEQ, but Mr. Shen, who had reservations on the prospects and liquidity
of the NEEQ market, did not make any investment at the time. Subsequently, around the time
of delisting of Huashi Media from the NEEQ, Beijing Yuese expressed interest in exiting its
investment and on the other hand, Mr. Shen, who was optimistic about the business prospects
and growth potential of our Group and our proposed Listing, became interested in investing in
our Group. After further discussion between Beijing Yuese and Mr. Shen, on 25 March 2021,
Mr. Shen and Beijing Yuese entered into an equity transfer agreement, pursuant to which
Beijing Yuese transferred approximately 4.5011% equity interest in Huashi Media to Mr. Shen
at a consideration of RMB4,209,700, which was determined based on arm’s length negotiation
between Mr. Shen and Beijing Yuese with reference to (i) the appraised net asset value of
Huashi Media and its subsidiaries of approximately RMB57.4 million as at 31 December 2020
pursuant to the asset valuation report dated 22 March 2021 prepared by an independent valuer;
and (ii) a premium of approximately RMB1.6 million to the appraised net asset value
represented by the approximately 4.5011% equity interest, which was determined taking into
account the financial performance of our Group for the two years ended 31 December 2020
based on the unaudited management accounts of Huashi Media and the future business prospect
of our Group.

Mr. Shen had a moderate inherent risk at the time of his investment as the time of
application for our Listing and the Listing Date were then uncertain, and thus the discount to
the mid-point of the indicative Offer Price range was approximately 83.56% for his investment.
Given his experience in investment and corporate financing, our Group believes that we will
be able to benefit from Mr. Shen’s investment through the strategic benefits that could be
brought by Mr. Shen as set out in the summary below.

The consideration for the said equity transfer was fully and unconditionally settled in cash
on 14 April 2021. Upon completion of the said equity transfer on 30 March 2021, Huashi Media
was owned by Mr. Chen, Ms. Wang, Mr. Nie, Mr. Hu, Ms. Xue and Mr. Shen as to
approximately 76.8736%, 6.6207%, 6%, 4.9931%, 1.0115% and 4.5011% respectively, and as
a result Huashi Media was converted from a PRC domestic company into a foreign invested

company.
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As part of and upon completion of our Reorganisation, Mr. Shen became the owner as to

approximately 4.5011% shareholding in our Company. For details, please refer to the paragraph

headed “Reorganisation” in this section.

Details of the said Pre-IPO Investments are summarised as below:

Pre-IPO Investor Mr. Nie/Youxin Capital
Date of the agreement 4 December 2020
Amount of consideration RMB1,305,000

Basis of determination of the  Based on the then registered
consideration capital of Huashi Media

Date of unconditional 23 July 2020
settlement of consideration
of the Pre-IPO Investments

Shareholding/equity interest 6%
in Huashi Media subscribed

~ 134 -

Mr. Shen

25 March 2021

RMB4,209,700

Based on arm’s length

negotiation between Mr. Shen
and Beijing Yuese with
reference to (i) the appraised
net asset value of Huashi
Media and its subsidiaries as
at 31 December 2020
pursuant to the asset
valuation report dated 22
March 2021 prepared by an
independent valuer; and (ii) a
premium to the appraised net
asset value which was
determined taking into
account the financial
performance of our Group for
the two years ended 31
December 2020 and the
future business prospect of
our Group

14 April 2021

4.5011%
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Investment cost per Share
paid by the Pre-IPO
Investors upon Listing
(immediately upon
completion of the
Capitalisation Issue and the
Global Offering) (Note 1)

Discount to mid-point of the
indicative Offer Price range
(Note 2)

Use of proceeds from the
Pre-IPO Investments

Strategic benefits brought to
our Group

Shareholding of the Pre-IPO
Investors in our Company
immediately following
completion of the
Reorganisation but prior to
completion of the
Capitalisation Issue and the
Global Offering

Shareholding in our Company
immediately following
completion of the
Capitalisation Issue and the
Global Offering (Note 3)

Special rights

Lock-up period

Approximately RMB0.0337 Approximately RMB0.1449

Approximately 96.18% Approximately 83.56%

No proceeds to our Group No proceeds to our Group

- Providing advice on the Leveraging his connections in

management of our Group’s the financial services market
financial reporting and to potentially help with our
internal controls corporate activities in the
— Leveraging his business capital market
network to introduce potential

customers and business

opportunities to our Group

6% 4.5011%

5.03% Approximately 3.77%
Nil Nil

Nil Nil
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Public float The Shares held by Mr. Nie/ The Shares held by Mr. Shen
Youxin Capital are regarded are regarded as part of the
as part of the public float for public float for the purpose
the purpose of Rule 8.08(1) of Rule 8.08(1) of the Listing

of the Listing Rules as he Rules as he will not become
will not become a substantial a substantial shareholder of
shareholder of our Company our Company upon Listing

upon Listing
Notes:

1. For illustration purpose assuming completion of the Global Offering and the Capitalisation Issue, but
without taking into account any Shares which may be issued upon the exercise of the options which may
be granted under the Share Option Scheme.

2. For illustration purpose assuming that the Offer Price is HK$0.96 per Offer share (being the mid-point
of the Offer Price range between HK$0.88 and HK$1.04 per Offer Share) and the exchange rate of
RMB1.00 to HK$1.0896 is adopted.

3. Assuming that the options which may be granted under the Share Option Scheme are not exercised.

Information regarding the Pre-IPO Investors
Mr. Nie

Youxin Capital, an investment holding company, was incorporated as a limited liability
company under the laws of the British Virgin Islands on 29 December 2020, and is wholly-
owned by Mr. Nie. Mr. Nie graduated from Jiangxi College of Finance and Economics (VL4
HWHREELRT) (subsequently renamed as Jiangxi University of Finance and Economics (VL4 B4
KH)) in the PRC with a bachelor’s degree in economics in July 1986 and obtained a master’s
degree in business administration from the Open University of Hong Kong through distance
learning in December 2000.

Mr. Nie has over 15 years of management experience and has previously made personal
investments in other private equity and venture capital firms as well as in industrial sector. Mr.
Nie became the deputy chief operating officer of China Green (Holdings) Limited (7[5 %k
BERAEEBARAT) (stock code: 904.HK), a company listed on the Stock Exchange
specialized in green food business, in June 2001 and was subsequently appointed as an
executive director in November 2008. Mr. Nie resigned from the office of executive director
in November 2013 but remained as the chief operating officer of such company until January
2017. From 2003 to 2008, Mr. Nie was an independent director of Guomai Technologies Inc.
(B ARE 7 B4 A FRAF]) (stock code: 002093.SZ), a telecom outsourcing service provider
listed on the Shenzhen Stock Exchange. From June 2008 to June 2023, Mr. Nie was an
independent non-executive director, the chairman of the audit committee and a member of the
remuneration committee of China Lilang Limited (4B F|B8A FR/A F]) (stock code: 1234.HK),
a men’s clothing company listed on the Stock Exchange. From December 2014 to June 2017,
Mr. Nie was an independent non-executive director and chairman of the remuneration
committee and the nomination committee of Luxxu Group Limited (B IRE L B A FRA 7D
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(previously known as Time2U International Holding Limited (IRF [ 1 /R B BRI A FRA F)))
(stock code: 1327.HK), a company principally engaged in the manufacture and sales of
own-branded watches and jewelleries. From January 2016 to October 2019, he was a director
of Fu Jian Time Cannel Information Technology Limited (&% K&IF EFHZ B A R H), a
company principally engaged in software development, system integration and technical
services relating to social and public security which was previously listed on the NEEQ (stock
code: 837908).

Mr. Nie also owns and operates the business of Xiamen Juxin Investment Co., Ltd.* (=
MR EE H & A FR/A 7)), a company principally engaged in investment in the primary, secondary
and tertiary industries and providing corporate management advisory services, in which he has
served as a director since January 2010. His source of fund mainly includes accumulated
profits from his own investment gains from securities and other investments as well as his
personal savings. Mr. Zhang Bei, one of our executive Directors, is the nephew of Mr. Nie.
Save for the aforesaid and his investment in our Group, as at the Latest Practicable Date, Mr.
Nie did not have any past or present relationships (including, without limitation, family, trust,
business, employment relationships) and did not enter into any agreements, arrangements or
understanding with our Group, our Shareholders, Directors or senior management or any of
their respective associates.

Mr. Shen

Mr. Shen obtained a bachelor’s degree in French from Beijing Foreign Studies University
(AL RTAPEEE K EE) in the PRC in July 1984, a master’s degree in laws from Peking University
(JEHTREL) in the PRC in July 1987. He also obtained an international diploma in public
administration from the National School of Administration (Ecole Nationale d’ Administration)
in France in November 1991.

Mr. Shen has extensive capital markets and investment experience. From January 1998 to
March 2000, he worked at China International Capital Corporation Limited as a vice president.
He was a responsible officer of BOCI Asia Limited from April 2003 to February 2004, and also
subsequently worked at CLSA Capital Markets Limited and Credit Suisse (Hong Kong)
Limited, before returning to China International Capital Corporation Limited as the executive
general manager from September 2007 to December 2010. Since January 2011, he has been
working at Beijing Yuese Corporate Management Co., Ltd.* (LA B ZEEHARAF]), a
company engaged in the provision of corporate management services, and is currently its
general manager. He is also currently the chairman of Shenzhen Yuese Equities Investment
Management Co., Ltd.* (FRIIZ)BEREREEHAFRAF), which is a private equity firm.
Since January 2016, he has been appointed as a director of Sun Miracle Education (It K#F
BB PR A PR/ 7]), a company principally engaged in provision of educational services
which is listed on the National Equities Exchange and Quotations (stock code: 870263), and
has remained in such position up to the Latest Practicable Date.

- 137 -



HISTORY, REORGANISATION AND CORPORATE STRUCTURE

Mr. Shen’s source of fund mainly includes accumulated profits from his own investment
gains from securities and other investments as well as his personal savings. As at the Latest
Practicable Date, save for his investment in our Group, Mr. Shen did not have any past or
present relationships (including, without limitation, family, trust, business, employment
relationships) and did not enter into any agreements, arrangements or understanding with our
Group, our Shareholders, Directors or senior management or any of their respective associates,
and, to the best knowledge of our Directors having made reasonable enquiry, Mr. Shen is an
Independent Third Party.

Save as disclosed above, our Directors confirmed that the Pre-IPO Investors do not have
other agreements, arrangements, understanding or undertakings with the Company, its
subsidiaries, shareholders, directors or senior management or any of their respective

associates.
Sole Sponsor’s confirmation

The Sole Sponsor has confirmed that the Pre-IPO Investments are in compliance with the
Guidance Letters issued by the Stock Exchange, namely HKEx-GL43-12 issued in October
2012 and updated in July 2013 and March 2017 and HKEx-GL29-12 issued in January 2012
and updated in March 2017, as (i) the considerations for the Pre-IPO Investments were fully
and irrevocably settled on 23 July 2020 and 14 April 2021 respectively which were more than
28 clear days prior to the date of the first submission of the listing application to the Stock
Exchange in relation to the Listing; and (ii) no special rights were granted to the Pre-IPO
Investors that will survive upon the Listing in respect of the Pre-IPO Investments. The
Guidance Letter HKEx-GL44-12 issued by the Stock Exchange in October 2012 and updated
in March 2017 is not applicable to the Pre-IPO Investments as no convertible instrument was
issued.

REORGANISATION

The following chart sets forth our corporate structure immediately before the
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Reorganisation:
Mr. Chen Ms. Wang Mr. Nie Mr. Hu Ms. Xue Beijing Yuese
(PRC)
76.8736% 6.6207% 6% 4.9931% 1.0115% 4.5011%
Huashi Media
(PRC)
100% 100% 80%
Dabieshan Culture Huashi Chuangxiang Wuyuan Fujie®
(PRC) (PRC) (PRC)
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Note:

(1)  The remaining 20% of the equity interest of Wuyuan Fujie was owned by Mr. Zhao Yulu, who is the current
supervisor of Wuyuan Fujie.

In preparation for the Global Offering and as part of Reorganisation, we carried out the
following steps:

1. Incorporation of JaiYi Culture, Yuanjin Culture, Youxin Capital, Zhong Lun
Culture and Hubei Jiaying Culture

JaiYi Culture

JaiYi Culture, an investment holding company, was incorporated as a limited liability
company under the laws of the British Virgin Islands on 24 December 2020. On the date of its
incorporation, one share of par value of US$1.00 was allotted and issued to Mr. Chen. Since
then and up to the Latest Practicable Date, JaiYi Culture had been wholly-owned by Mr. Chen.

Yuanjin Culture

Yuanjin Culture, an investment holding company, was incorporated as a limited liability
company under the laws of the British Virgin Islands on 24 December 2020. On the date of its
incorporation, one share of par value of US$1.00 was allotted and issued to Ms. Wang. Since
then and up to the Latest Practicable Date, Yuanjin Culture had been wholly-owned by Ms.
Wang.

Youxin Capital

Youxin Capital, an investment holding company, was incorporated as a limited liability
company under the laws of the British Virgin Islands on 29 December 2020. On the date of its
incorporation, one share of par value of US$1.00 was allotted and issued to Mr. Nie. Since then
and up to the Latest Practicable Date, Youxin Capital had been wholly-owned by Mr. Nie.

Zhong Lun Culture

Zhong Lun Culture, an investment holding company, was incorporated as a limited
liability company under the laws of the British Virgin Islands on 24 December 2020. On the
date of its incorporation, one share of par value of US$1.00 was allotted and issued to Mr. Hu.
Since then and up to the Latest Practicable Date, Zhong Lun Culture had been wholly-owned
by Mr. Hu.
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Hubei Jiaying Culture

Hubei Jiaying Culture, an investment holding company, was incorporated as a limited
liability company under the laws of the British Virgin Islands on 24 December 2020. On the
date of its incorporation, one share of par value of US$1.00 was allotted and issued to Ms. Xue.
Since then and up to the Latest Practicable Date, Hubei Jiaying Culture had been wholly-owned
by Ms. Xue.

2. Transfer of equity interest in Wuyuan Fujie

On 6 January 2021, Huashi Media and Mr. Zhao Yulu entered into an equity transfer
agreement, pursuant to which Mr. Zhao Yulu transferred 20% equity interest in Wuyuan Fujie
to Huashi Media at nil consideration, given that Mr. Zhao Yulu had not paid up the registered
capital in respect of his interest at the time of the equity transfer. Upon completion of the said
equity transfer, Wuyuan Fujie was wholly-owned by Huashi Media and remained a wholly-
owned subsidiary of Huashi Media up to the Latest Practicable Date.

3. Incorporation of our Company, Huashi International and Huashi HK
Our Company

Our Company was incorporated in the Cayman Islands as an exempted company with
limited liability on 18 February 2021, with an authorised share capital of US$50,000 divided
into 50,000 ordinary shares of US$1.00 each, of which one ordinary share was allotted and
issued to the initial subscriber, an Independent Third Party, which then transferred to Mr. Chen
on the same day. On the same day, 16,719 ordinary shares, 1,440 ordinary shares, 1,305
ordinary shares, 1,086 ordinary shares and 220 ordinary shares were allotted and issued to Mr.
Chen, Ms. Wang, Mr. Nie, Mr. Hu and Ms. Xue respectively. Upon completion of the said
allotment and issue, our Company was owned by Mr. Chen, Ms. Wang, Mr. Nie, Mr. Hu and
Ms. Xue as to approximately 80.5%, 6.93%, 6.28%, 5.23% and 1.06% respectively.

Huashi International

Huashi International, an investment holding company, was incorporated as a limited
liability company under the laws of the British Virgin Islands on 24 February 2021. On the date
of its incorporation, one share of par value of US$1.00 was allotted and issued to our Company.
Since then and up to the Latest Practicable Date, Huashi International had been wholly-owned
by our Company.

Huashi HK

Huashi HK, an investment holding company, was incorporated as a limited liability
company under the laws of Hong Kong on 16 March 2021. On the date of its incorporation,
50,000 ordinary shares were allotted and issued to Huashi International. Since then and up to
the Latest Practicable Date, Huashi HK had been wholly-owned by Huashi International.
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4. Transfer of equity interest in Huashi Media to Mr. Shen

On 25 March 2021, Mr. Shen and Beijing Yuese entered into an equity transfer agreement,
pursuant to which Beijing Yuese transferred approximately 4.5011% equity interest in Huashi
Media to Mr. Shen at a consideration of RMB4,209,700. Upon completion of the said equity
transfer, Huashi Media was owned by Mr. Chen, Ms. Wang, Mr. Nie, Mr. Hu, Ms. Xue and Mr.
Shen as to approximately 76.8736%, 6.6207%, 6%, 4.9931%, 1.0115% and 4.5011%
respectively, and as a result Huashi Media was converted from a PRC domestic company into
a foreign invested company. For further details, please refer to the paragraph headed “Pre-1PO
Investments” in this section.

5. Establishment of Huashi Brand Management

Huashi Brand Management, an investment holding company, was established in the PRC
on 7 April 2021 with an initial registered capital of RMBS5,000,000. Since the date of its
establishment and up to the Latest Practicable Date, Huashi Brand Management had been
wholly-owned by Huashi HK.

6. Establishment of Donghu Brand Research

Donghu Brand Research was incorporated under the laws of Hong Kong on 20 April 2021.
On the date of its incorporation, 50,000 ordinary shares were allotted and issued to Huashi HK.
Since then and up to the Latest Practicable Date, Donghu Brand Research had been
wholly-owned by Huashi HK. Donghu Brand Research did not have any business operations
as at the Latest Practicable Date.

7. Transfer of Shares in our Company

On 25 April 2021, Mr. Chen, Ms. Wang, Mr. Nie, Mr. Hu and Ms. Xue transferred 16,720
ordinary shares, 1,440 ordinary shares, 1,305 ordinary shares, 1,086 ordinary shares and 220
ordinary shares in the Company to JaiYi Culture, Yuanjin Culture, Youxin Capital, Zhong Lun
Culture and Hubei Jiaying Culture respectively. Upon completion of the said transfers, our
Company was owned by JaiYi Culture, Yuanjin Culture, Youxin Capital, Zhong Lun Culture
and Hubei Jiaying Culture as to approximately 80.5%, 6.93%, 6.28%, 5.23% and 1.06%
respectively.
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8. Acquisition of Huashi Media by Huashi Brand Management

On 27 April 2021, each of Mr. Chen, Ms. Wang, Mr. Nie, Mr. Hu and Ms. Xue entered
into an equity transfer agreement with Huashi Brand Management, pursuant to which each of
Mr. Chen, Ms. Wang, Mr. Nie, Mr. Hu and Ms. Xue transferred their 76.8736%, 6.6207%, 6%,
4.9931% and 1.0115% equity interest in Huashi Media to Huashi Brand Management at the
consideration of RMB16,720,000, RMB1,440,000, RMB1,305,000, RMB1,086,000 and
RMB220,000 respectively, which were determined with reference to the then subscribed capital
contribution of Huashi Media. Upon completion of the said equity transfers, Huashi Media was
owned by Huashi Brand Management and Mr. Shen as to 95.4989% and 4.5011% respectively.

9. Transfer of equity interest in Huashi Media

On 27 April 2021, Huashi HK and Mr. Shen entered into an equity transfer agreement (as
further amended and supplemented by a supplemental agreement dated 6 May 2021), pursuant
to which Mr. Shen transferred 4.5011% equity interest in Huashi Media to Huashi HK at the
consideration of RMB979,000, which was determined with reference to then subscribed capital
contribution of Huashi Media. Upon completion of the said equity transfer, Huashi Media was
owned by Huashi Brand Management and Huashi HK as to approximately 95.4989% and
4.5011% respectively.

10. Subscription of Shares by JaiYi Culture, Yuanjin Culture, Youxin Capital, Zhong
Lun Culture, Hubei Jiaying Culture and Mr. Shen

On 7 June 2021, the issued and unissued shares of US$1.00 each in the share capital of
our Company were subdivided into 20 Shares of US$0.05 each, such that the authorised share
capital of the Company be subdivided from US$50,000.00 divided into 50,000 ordinary shares
of US$1.00 each to US$50,000.00 divided into 1,000,000 Shares of US$0.05 each. On the same
day, our Company allotted and issued 434,336 Shares, 37,407 Shares, 33,900 Shares, 28,211
Shares and 5,715 Shares to JaiYi Culture, Yuanjin Culture, Youxin Capital, Zhong Lun Culture
and Hubei Jiaying Culture respectively at par value.

Further on the same day, our Company and Mr. Shen entered into a subscription
agreement, pursuant to which our Company allotted and issued 45,011 Shares to Mr. Shen at
the consideration of RMB979,000, which was determined with reference to the consideration
for the transfer of the 4.5011% equity interest in Huashi Media from Mr. Shen to Huashi HK.
Upon completion of the said allotment and issue and subscription, our Company was owned by
JaiYi Culture, Yuanjin Culture, Youxin Capital, Zhong Lun Culture, Hubei Jiaying Culture and
Mr. Shen as to 76.8736%, 6.6207%, 6%, 4.9931%, 1.0115% and 4.5011% respectively.
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GROUP STRUCTURE IMMEDIATELY AFTER THE REORGANISATION

The following chart

sets

forth our corporate

structure

immediately after the

Reorganisation and prior to completion of the Capitalisation Issue and the Global Offering:
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GROUP STRUCTURE UPON LISTING

The following chart sets forth our corporate structure upon Listing and not taking into

account any Shares which may be allotted and issued pursuant to the exercise of options which

may be granted under the Share Option Scheme:

Mr. Chen
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Mr. Hu

Ms. Xue

‘ 100%

‘ 100%

‘ 100%

‘ 100%
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(BVI)
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(BVI)

Zhong Lun Culture
(BVI)

Hubei Jiaying Culture
(BVI)

Mr. Shen

Public Shareholders

‘ 64.4%

‘ 5.55%

‘ 5.03%

‘4.18%

‘ 0.85%

3.77%

16.22% (Note 1)

100%

Our Company
(Cayman Islands)

‘ 100%
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(BVI)

‘ 100%
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(Hong Kong)
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4.5011%
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‘Wuyuan Fujie
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1. The Shares held by Mr. Shen and Mr. Nie will be counted as part of the public float for the purpose of Rule
8.08 of the Listing Rules. As such, the shareholding percentage of Mr. Shen, Mr. Nie together with the public
Shareholders upon Listing would be able to meet the minimum requirement of 25% of the total issued Shares
in accordance with Rule 8.08 of the Listing Rules. Therefore, the shareholding of the public shareholders
(including Mr. Shen and Mr. Nie) will be 25% upon Listing.
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PRC LEGAL COMPLIANCE

The Reorganisation was completed on 7 June 2021. Our PRC Legal Advisers have
confirmed that the share transfers and any changes in the registered capital in respect of the
PRC companies in our Group as described above have been legally and properly completed
since all applicable regulatory approvals were obtained and have complied with all applicable
laws and regulations in the PRC in all material aspects.

SAFE Registration in the PRC

Pursuant to the Circular 37, promulgated by SAFE and becoming effective on 4 July
2014, (a) a PRC resident must register with the local SAFE branch before contributing assets
or equity interests in an overseas special purpose vehicle (the “Overseas SPV”) that is directly
established or indirectly controlled by the PRC resident for the purpose of conducting
investment or financing, and (b) following the initial registration, the PRC resident is also
required to register with the local SAFE branch for any major change, in respect of the
Overseas SPV, including, among other things, a change of Overseas SPV’s PRC individual
resident shareholder(s), the name of the Overseas SPV, terms of operation, or any increase or
reduction of the Overseas SPV’s capital held by PRC individual resident(s), share transfer or
swap, and merger or division. Pursuant to Circular 37, failure to comply with these registration
procedures may result in penalties.

Pursuant to the Circular 13, promulgated by SAFE and becoming effective on 1 June
2015, the power to accept SAFE registration was delegated to local banks where the assets or
interest in the domestic entity was located.

As advised by our PRC Legal Advisers, each of Mr. Chen, Ms. Wang, Mr. Nie, Mr. Hu
and Ms. Xue being a PRC individual resident has completed the registration under Circular 37.

The M&A Rules

On 8 August 2006, six PRC regulatory agencies jointly issued the Provisions on the
Merger and Acquisition of Domestic Enterprises by Foreign Investors ( <[~ 4% & 0 il
BN BIE) ) (the “M&A Rules”), which became effective on 8 September 2006, and
was amended on 22 June 2009 by MOFCOM. Pursuant to Article 11 of the M&A Rules, where
a domestic company, enterprise or individual person intends to take over his/her/its related
domestic company in the name of an offshore company which he/she/it lawfully established or
controls, the takeover shall be subject to the examination and approval of MOFCOM.
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As advised by our PRC Legal Advisers, Article 11 of the M&A Rules does not apply to
our Reorganisation, because (i) at the time of acquisition of the 4.5011% equity interest in
Huashi Media by Mr. Shen, Mr. Shen was a permanent resident of Hong Kong and was
independent from Huashi Media and its shareholders, therefore such acquisition whereby
Huashi Media was converted into a foreign invested company was not subject to the M&A
Rules; and (ii) at the time of the acquisition of the 95.4989% equity interest in Huashi Media
by Huashi Brand Management and the acquisition of the 4.5011% equity interest in Huashi
Media by Huashi HK, Huashi Media was a foreign invested company, therefore the acquisitions
of the equity interests in Huashi Media by Huashi Brand Management and Huashi HK were not
subject to the M&A Rules.

Our PRC Legal Advisers have also confirmed that save for the completion of the filing
procedures with the CSRC, our Company and its PRC subsidiaries are not required to obtain
approval from CSRC, MOFCOM or other relevant PRC authorities for the purpose of the
Listing.

~ 146 -



BUSINESS

OVERVIEW

We are a branding, advertising and marketing service provider based in Hubei Province,
the PRC, providing services across the entire value chain from market research through
collaboration with research institutes to execution of branding, advertising and marketing
projects through collaboration with different media resources suppliers so as to assist brand
owners, advertisers and advertising agents in formulating and implementing effective service
proposals to fulfil their promotional needs and marketing objectives, thereby further enhancing
their brand reputation to targeted recipients, and improving the competitiveness and market

share of their products or services.

Our customers comprise (i) brand owners and advertisers, including private and
state-owned enterprises and government authorities; and (ii) advertising agents, from a
diversified spectrum of industries including beverage, healthcare food production, automobile
manufacturing, household essentials manufacturing, tourism and agricultural and related food
processing.

During the Track Record Period, we derived revenue from the provision of:

(i) branding services, primarily including (a) market research and industry data analysis
on industries in which our customers are engaged through collaboration with
research institutes; (b) planning of brand development strategies, involving
identification of core values of brands and advice on brand positioning and target
customers; (c) design of brand image; and (d) formulation of products and/or
services marketing and brand promotional plans;

(i) advertising services, comprising traditional offline media advertising services and
online media advertising services, through traditional offline media such as TV,
radio and outdoor advertising space and online media such as websites, search
engines, applications and social media platforms, primarily including (a)
identification and selection of the appropriate media mix; (b) preparation of
advertising proposals; (c) procurement of advertising resources; and (d)
arrangement and supervision of placement of advertisements;

(iii) event execution and production services through organisation and implementation of
marketing events to promote the brands, products and/or services of our customers;
and

(iv) provision of advertisement placement services (including rebates from Media
Partner), which comprises formulation of online advertisement plan, maintaining the
accounts of the customers opened at the advertising platform of the Media Partner
and arranging advertisement placement on the designated online media platforms of
the Media Partner according to the requests of our customers. As an ancillary
service, we will also design and produce short advertisement videos based on the

request of our customers.
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To optimise our customers’ advertising and marketing strategies, after provision of our
traditional offline and online advertising services and event execution and production services,
we will prepare a summary report to analyse and evaluate the effectiveness of our advertising
proposals or marketing events based on the results provided by advertising media or platforms.

Our Directors believe that our scope of services and business model will allow us to
enhance the competitiveness of our services as we can lower our customers’ costs and time in
sales and marketing and improve our business efficiency as we can fully capture the business

opportunities from each customer across the entire value chain.

Our management team, in particular, Mr. Chen, Ms. Wang and Ms. Xue, our executive
Directors, have implemented effective business strategies to position our Group as a branding,
advertising and marketing service provider. Under their leadership, we have diversified our
service offering, enhanced our advertising resources in various media platforms, strengthened
our operational capabilities and expanded our client base to include brand owners, advertisers
and advertising agents across different industries in the PRC throughout the Track Record
Period. During the period from 29 January 2016 to 17 April 2019, the shares of Huashi Media,
our indirect wholly-owned subsidiary, were quoted on the NEEQ.

Taking advantage of our capability in formulating branding, advertising and marketing
services to our customers as well as our established market reputation and proven track record,
we are experienced in offering tailor-made services to our customers through formulating
branding, advertising and marketing proposals based on our analysis of market and industry
data with a view to meeting the business needs and achieving the marketing objectives of our
customers. During the Track Record Period, our branding, advertising and marketing services
were offered to customers from different industries in the PRC, which include: (i) automobile
manufacturing industry: a leading manufacturer of electric tricycles based in Jiangsu Province;
(ii) household essentials manufacturing industry: a mattress manufacturing company
headquartered in Hubei Province; (iii) medicine manufacturing industry: a national
pharmaceutical group company specialised in R&D, production and sale of pharmaceuticals in
the PRC, the shares of which are listed on the Shanghai stock exchange; (iv) beverage industry:
a brewing company based in Hubei Province; and (v) advertising industry.

We have a strong customer base as evidenced by the increase in revenue generated from
our recurring customers and our ability to attract new customers during the Track Record
Period. During the Track Record Period, revenue contributed by our recurring customers out
of our total revenue increased significantly from approximately 66.2% for FY2020 to
approximately 72.7% for FY2021 and remained stable at approximately 74.1% and 76.6% for
FY2022 and 4M2023, respectively. We believe our past cooperation experience with these
customers contributed to our understanding and familiarity of their backgrounds, specific
needs and expectations on our services, which in turn ensures a smooth and efficient working
process when they return to us. Moreover, we believe our recurring customers have a good
understanding of our strengths and capabilities that certain of these recurring customers have
substantially increased their marketing budget for our services and/or engaged us for more
service types. For example, certain customers engaged us to prepare and implement advertising
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and/or event execution and production proposals after engaging us to provide branding
services. During the Track Record Period, revenue generated from our customers which
requested us to provide more than one service for the same year or period amounted to
approximately RMB75.2 million, RMB120.7 million, RMB134.4 million and RMB23.8
million, respectively, representing approximately 72.7%, 76.6%, 64.9% and 31.7% of our total
revenue, respectively. Our Directors expect that these recurring customers will continue to
contribute to our growth in the future.

During the Track Record Period, we have increased our marketing effort and achieved
business growth by expanding the geographic reach of our services to various provinces in the
PRC. We have entered into the Anhui Province market since FY2020. In FY2021, we entered
into the new markets in Shanghai, Jilin Province, Hebei Province and Zhejiang Province. In
FY2022 and 4M2023, we have entered into the new markets in Jiangxi Province, Sichuan
Province, Chongqing, Shaanxi Province, Liaoning Province, Inner Mongolia, Ningxia,
Guangxi, Xinjiang, Henan Province, Hunan Province, Gansu Province, Qinghai Province,
Heilongjiang Province and Tibet. For FY2020, FY2021, FY2022 and 4M2023, we generated a
total revenue of approximately RMB37,000, RMB6.8 million, RMB4.4 million and RMBI.5
million, respectively from aforesaid new markets due to our continuous marketing efforts. To
sustain our growth, we plan to expand the geographical reach of our services in Northern China
and Eastern China by establishing offices in Beijing and Shanghai, details of which are set out
in the paragraph headed “Business Strategies — Expand the geographical reach of our services”
in this section.

During the Track Record Period, there was also an increase in revenue contributed by our
customers located in Hubei Province, Jiangsu Province and Zhejiang Province. Riding on our
market position as a branding, advertising and marketing service provider in Hubei Province
and leveraging on our established long-standing relationships with major provincial satellite
TV station operators, media companies and advertising agencies based in Hubei Province, we
recorded revenue contributed by customers located in Hubei Province in the amount of
approximately RMB71.9 million, RMB115.7 million, RMB126.3 million and RMB41.5 million
for FY2020, FY2021, FY2022 and 4M2023, respectively. Jiangsu Province is also one of the
locations where some of our key customers are located, including a leading manufacturer of
electric tricycles based in Jiangsu Province, which have increased their marketing budget for
our services along with their business expansion. Revenue generated from customers in Jiangsu
Province amounted to approximately RMB16.6 million, RMB19.9 million, RMB28.5 million
and RMB9.7 million for FY2020, FY2021, FY2022 and 4M2023, respectively. Our revenue
from Zhejiang Province increased significantly from approximately RMBO0.7 million for
FY2021 to approximately RMB13.0 million for FY2022 and from approximately RMBO0.3
million for 4M2022 to approximately RMB9.6 million for 4M2023, which was mainly due to
the commencement of our provision of advertisement placement services in FY2022 and we
secured new projects for provision of advertisement placement services from customers in
Zhejiang Province in FY2022 and 4M2023.

With over 10 years of operating history, we have established solid and strategic
relationships with suppliers of a wide range of advertising resources, including major TV

station operators, online social media, e-commerce and OTT platforms and owners or agents
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of outdoor advertising spaces in shopping malls, buses, and subway in the PRC. In particular,
we have been appointed by a state-owned national broadcaster in the PRC, as its authorised
advertising agency for seven consecutive years since 2016. We have also established
long-standing relationships for approximately four to six years with other major provincial
satellite TV station operators, media companies and advertising agencies based in Hubei
Province, Hunan Province, Zhejiang Province, Shanghai and Beijing, such as a radio and
television advertising corporation based in Hunan Province, a radio and television group based
in Zhejiang Province, an internet information service company based in Hubei Province, an
information technology company based in Shanghai and a media resources company based in
Beijing. These long-established relationships give us competitive edge in securing valuable
advertising resources such as (i) TV advertising time slots during prime time; (ii) online
advertising resources in popular online social media, e-commerce and OTT platforms; and (iii)
the most updated and first-hand information regarding the advertising resources available
across different media platforms and channels. Please refer to the paragraph headed “Suppliers
— Agreements with our suppliers” in this section for the salient terms of contracts we entered
into with our suppliers. For our provision of advertisement placement services, we have
entered into a cooperation agreement with the Media Partner, a renowned Chinese internet
technology company which operates various popular online media platforms in the PRC. For
details, please refer to the paragraph headed “Our Principal Business — Provision of
advertisement placement services (including rebates from Media Partner)” in this section.

Although we have only started providing online media advertising services since 2018,
leveraging our existing business network and experience in the advertising industry, we were
able to secure placement of advertisements from our customers and online media advertising
spaces from our suppliers. The significant growth of our revenue generated from online media
advertising services for FY2020, FY2021 and FY2022 was primarily attributable to (i) the fact
that we allocated more resources from traditional offline media advertising services to online
media advertising services, in view of our strategic shift of focus on such business segment
during the Track Record Period; (ii) the increasing demand for online media advertising
services and the rapid development of live streaming and e-commerce business following the
COVID-19 Outbreak since early 2020; and (iii) the general increase in demand from
advertisers who opt for promoting their businesses, product and/or service through online
platforms with large amounts of user traffic. We plan to expand our online media advertising
services in order to sustain our growth, details of which are set out in the paragraph headed
“Business Strategies — Continue to expand our online media advertising services” in this
section.

As a branding, advertising and marketing service provider, our Group can maintain
competitive advantages due to developed strategy formulation and data analytical capabilities,
proven track record in providing quality branding, advertising and marketing services, stable
and long-standing business relationships with suppliers of a wide range of media resources,
capabilities to formulate tailor-made ideas and concepts which can be applied to produce
different forms of branding, advertising and marketing contents across a wide range of media
platforms, business relationships with customers from diverse industries, and an experienced
management team with in-depth industry expertise.

- 150 -



BUSINESS

For the Track Record Period, our Group had experienced a significant growth of the
financial performance as compared with those of the Group prior to the Track Record Period.
We had managed to develop our business to the present scale of operations mainly due to the
following factors:

1. Difference in the types of services offerings and composition of projects portfolio

During FY2016 and FY2017, our Group’s service offerings were mainly (i) traditional
offline media advertising services; and (ii) video productions services (which was part of
services offered in our event execution and production services). For traditional offline media
advertising services, our Group assisted customers to place advertisements on the appropriate
advertising platforms based on our understanding of the needs and the type of products and/or
service of the customers. For video productions, our Group assisted customers to design the
contents of their promotional videos and arranged for the video production works. In 2017, our
Group was approached by three existing and sizable customers which expressed their demand
for branding services. Considering that the expansion into branding services could diversify
our Group’s service offerings and source of income, enhance the Group’s profitability and
strengthen the business relationship with the customers, our Group was first engaged in
branding services projects in 2017 and started to recognise revenue from branding services
projects since FY2017.

Our Group adopted cost-plus approach in determining the prices for traditional offline
media advertising services and video productions services. Since (i) traditional offline media
advertising services and video productions generally involve simple analysis of the customers’
needs and placing advertisements and producing videos as per customers’ instructions, and (ii)
there are many competitors providing similar services in the market, the contract value of
traditional offline media advertising services and video productions was generally not high.

In contrast, branding services involve conducting market research and formulating
comprehensive and customised branding services proposals for customers covering various
aspects, including corporate brand building, overall branding positioning and marketing and
sales strategies. As compared with traditional offline media advertising services and video
production services, the scope of works under branding services is relatively more complicated
and involves detailed analysis of the customer’s business, industry and competitive
environment and target customers and formulation of the overall brand image and marketing
strategies. As such, the contract value of branding services projects is generally higher.
Following the increase in provision of our branding services since 2017 and our branding
services represented our largest service component by revenue during the Track Record Period,
the average contract value of our Group during the Track Record Period was larger than those
prior to the Track Record Period and in turn, our revenue during the Track Record Period was
higher than those prior to the Track Record Period. Further, as disclosed in the section headed
“Financial Information” in this prospectus, the gross profit margin of branding services
projects was generally higher than that of traditional offline media advertising services
projects.
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Given that (i) our Group has maintained close relationship with certain existing and
sizable customers who have strong demand for branding services; (ii) after its market
cultivation in 2017 and 2018, our branding services were gradually recognised by customers
since 2019; and (iii) market demand is growing as more enterprises began to focus on
strengthening and rebuilding own brand competitiveness, the number of projects and average
revenue per project for branding services have generally increased over the years, resulting in
the revenue for our branding services increased gradually for FY2020, FY2021 and FY2022
and amounted to approximately RMB61.3 million, RMB74.9 million and RMB90.5 million for
the respective years, respectively, which were higher than those in FY2018 and FY2019. Our
revenue for our branding services also increased from approximately RMB27.6 million for
4M2022 to approximately RMB28.7 million for 4M2023. Our Group did not record any
revenue for branding services in FY2016 and recorded minimal revenue for branding services
in FY2017.

In FY2018, our Group’s event execution and production service has expanded to include
organising and implementing marketing events to promote the brands and products of
customers, leading to an increase in the number of projects undertaken by our Group. This
segment achieved a significant growth in FY2020, FY2021, FY2022 and 4M2023 in terms of
revenue recognised and average revenue per project, which was primarily attributable to (i) the
increase in market demand after the general stabilisation of COVID-19 with the rapid recovery
of offline scene activities; (ii) the popularity of the integration of new media which made the
advertisers more likely to select different means of marketing such as scene activities and
internet marketing to implement an effective marketing campaign; and (iii) the increase in the
complexity and scale of the events organised and videos produced by our Group.

Further, as disclosed in this section, our Group has begun providing online media
advertising services to its customers in 2018. Attributable to (i) our Group’s continued strategic
focus on this segment; (ii) after its market cultivation in 2019, the Group’s online media
advertising services were gradually recognised by customers since 2020; and (iii) the general
increase in demand from advertisers for online media advertising as a result of the rapid
development of live streaming and e-commence with a CAGR of approximately 16.8% in terms
of expenditure of advertisers in the PRC from 2017 to 2022, the number of projects and average
revenue per project for online media advertising services have generally increased over the last
four years. As such, revenue generated from online media advertising services amounted to
approximately RMB18.5 million, RMB46.2 million and RMB48.1 million for FY2020,
FY2021 and FY2022, respectively, representing approximately 17.9%, 29.3% and 23.2% of our
Group’s total revenue for the respective years, which were higher than those in FY2018 and
FY2019. Our Group did not record any revenue for online media advertising services projects
in FY2016 and FY2017.

In FY2022, we had further expanded the scope of our online media advertising services
and started to provide advertisement placement services through the online media platforms of
the Media Partner. As compared with our traditional online media advertising services where
we only provide intermediary services to assist our customers to identify and select the
relevant online advertising resources suppliers, we had further expanded the scope of our
online media advertising services by designing and producing video content to customers and
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assisting the customers to operate their account and directly place their advertisements on the
online media platforms operated by the Media Partner according to the instructions of the
customers. Depending on the needs of the customers, we also assist them to design and produce
short advertisement videos for placing on the online media platforms of the Media Partner. For
details of our provision of advertisement placement services, please refer to the paragraph
headed “Our Principal Business — Provision of advertisement placement services (including
rebates from Media Partner)” in this section. Revenue generated from provision of
advertisement placement services (including rebates from Media Partner) amounted to
approximately RMB24.9 million and RMB18.7 million, representing approximately 12.0% and
24.9% of our Group’s revenue for FY2022 and 4M2023, respectively.

In view of the above factors, our Group had recorded significant growth in the revenue
generated from the top ten customers during the Track Record Period as compared to those of
the Group prior to the Track Record Period. The aggregate revenue generated from our top ten
customers increased from approximately RMBS81.0 million for FY2020 to approximately
RMB93.9 million for FY2022, which were higher than those prior to the Track Record Period.
Our aggregate revenue generated from our top ten customers increased from approximately
RMB32.6 million for 4M2022 to approximately RMB39.1 million for 4M2023.

During the Track Record Period, while our Group provided traditional offline media
advertising services, our Group had expanded our service offerings on branding services,
online media advertising services, event execution and production services and provision of
advertisement placement services to our customers. The followings are a summary of certain
major projects undertaken by our Group for our top ten customers during the Track Record
Period:

. in FY2020, we provided branding services and online media advertising services for
a customer in Hubei province which was principally engaged in medical technology
development and manufacturing and sale of disinfection products and chemical
products. The services provided mainly included (i) research and analysis on the
marketing data on the medical and healthcare industry of the PRC; (ii) formulation
of sales and promotion strategies for enhancing the brand images of the products of
the customer; and (iii) placing of online advertisements for various product lines of
the customer on a popular online messaging platform in the PRC. The aggregate
revenue generated from this customer amounted to approximately RMB17.9 million,
representing approximately 17.3% of our revenue for FY2020;

. in FY2020, we provided branding services, event execution and production services
and traditional offline media advertising services for Hubei Lianle Bedding Group
Company Limited (HJUH#4EK 2B AR A]) which was principally engaged in
manufacture and sales of mattresses, sofas sponge bedding, galvanized tiles and
other furniture. The services provided mainly included (i) research and analysis on
the marketing strategies and trends of the major household product brands of the
PRC and formulation of the marketing, public relations and advertisement
placement strategies of this customer for FY2020; (ii) formulation of theme and
preparation of execution plans for marketing events for the promotional activities of
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various product lines of mattress, beds and sofas of the customer; and (iii) placing
of TV advertisements with a TV station operator in Hubei province. The aggregate
revenue generated from this customer amounted to approximately RMB9.6 million,
representing approximately 9.3% of our revenue for FY2020;

in FY2021, we provided branding services and event execution and production
services for a customer which was principally engaged in manufacture and sales of
electric vehicles, bicycles, electric motorcycles and accessories. The services
provided mainly included (i) research and analysis on the development trends of
electric motorcycles and three-wheeled motorcycles in the PRC and formulation of
the marketing, public relations and advertisement placement strategies of this
customer for FY2021; and (ii) formulation of the theme and preparation of execution
plans for marketing events for the promotional activities of the various product lines
of this customer. The aggregate revenue generated from this customer amounted to
approximately RMBS&.7 million, representing approximately 5.5% of our revenue for
FY2021;

in FY2021, we provided branding services and online media advertising services for
the same customer in Hubei province in FY2020 which was principally engaged in
medical technology development and manufacturing and sale of disinfection
products and chemical products. The services provided mainly included (i) research
and analysis on the marketing data on the medical and healthcare industry of the
PRC; (ii) formulation of the strategies for enhancing the brand image in 2021 and
the marketing strategies for the promotion of the online sales platform across the
country; and (iii) placing of online advertisements for the various product lines of
the customer on a popular online messaging platform in the PRC. The aggregate
revenue generated from this customer amounted to approximately RMBS8.5 million,
representing approximately 5.4% of our revenue for FY2021;

in FY2022, we provided branding services, online media advertising services and
event execution and production services for a customer in Jiangsu province which
was principally engaged in design, production and sales of three-wheeled
motorcycles and electric vehicles. The services provided mainly included (i)
analysis of the latest industry environment and market trends and formulation of the
strategies on brand positioning and advertising channels; (ii) preparation of
execution plans for the customer’s annual marketing event; and (iii) placing of
online advertisements for customer’s products on online media platform. The
aggregate revenue generated from this customer amounted to approximately
RMB13.6 million, representing approximately 6.6% of our revenue for FY2022; and

in 4M2023, we provided online media advertising services for a customer in Wuhan,
Hubei province which was an advertising agent and was principally engaged in
design and promotion of Internet games and softwares, design, distribution and
agency service of advertisements. The services provided mainly included placing of
online advertisements for the products and services of the end customers of this
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advertising agent on various online media platforms in the PRC. The aggregate
revenue generated from this customer amounted to approximately RMB6.2 million,
representing approximately 8.2% of our revenue for 4M2023.

2. Strengthening and expansion in the geographical coverage of customers

Prior to the Track Record Period, our Group mainly provided services to customers
located in Hubei Province, Jiangsu Province and Shanghai, respectively. On the one hand, our
Group continued to enhance its market position in Hubei Province as a branding, advertising
and marketing service provider by leveraging on (i) its established market reputation and
proven track record; (ii) its knowledge and experience in the local market dynamics, industry
practice and preferences of the local customers; and (iii) its relationships with customers and
suppliers based in Hubei Province. During the Track Record Period, the revenue generated
from Hubei Province amounted to approximately RMB71.9 million, RMB115.7 million,
RMB126.3 million and RMB41.5 million, respectively, generally accounting for not less than
50.0% of our Group’s revenue. On the other hand, our Group expanded its business into Anhui
Province in FY2020, and expanded into Shanghai, Jilin Province, Hebei Province and Zhejiang
Province in FY2021. In FY2022 and 4M2023, we have entered into the markets of Jiangxi
Province, Sichuan Province, Chongqing, Shaanxi Province, Liaoning Province, Inner
Mongolia, Ningxia, Guangxi, Xinjiang, Henan Province, Hunan Province, Gansu Province,
Qinghai Province, Heilongjiang Province and Tibet due to our continuous marketing efforts.
The expansion of the geographical coverage of our Group’s customers provided additional
business opportunities and source of income, and contributed to our Group’s significant growth
of the financial performance during the Track Record Period.

3. Enhancement in the industry coverage of customers

For the three years ended 31 December 2018, our Group mainly provided services to
customers in industries such as automobile manufacturing, beverage and beauty-care. In
FY2019, our Group expanded the coverage of its services to customers in agricultural and
related food processing industry by exploring several new customers with relatively strong
demand on marketing. In FY2020, as affected by the outbreak of the COVID-19, our Group
enhanced its services to customers in healthcare food production and recorded revenue of
approximately RMB17.9 million, representing approximately 17.3% of our revenue for
FY2020. In addition, our Group expected that the demand would pick up for some industries
after the general stabilisation of COVID-19 such as daily necessities and/or healthcare-related
industries including automobile manufacturing, beverage, healthcare food production,
medicine manufacturing and household essentials manufacturing in the PRC, and tourism
industry would rebound following the ease of travel and lockdown restriction. The demand for
automobile manufacturing is expected to increase since some citizens prefer using own vehicle
instead of public transport to avoid infections in the second half of FY2020. Thus, our Group
focused on liaising and communicating with corporate clients in these industries with enhanced
sales efforts and broadening of service scope. The aggregate revenue generated from customers
in these industries amounted to approximately RMB77.4 million and RMB88.8 million in
FY2020 and FY2021, respectively, representing approximately 74.8% and 56.3% of our
Group’s revenue for the corresponding year respectively. In FY2021, our Group further
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enhanced its services to customers in real estate development, education, retail, metal products
manufacturing and food production industries and recorded approximately RMB3.6 million,
RMB4.0 million, RMB10.5 million, RMB4.0 million and RMB5.7 million of revenue from
these industries, respectively in FY2021. With the commencement of our provision of
advertisement placement services in FY2022, we had recorded increase in our revenue from
advertising industry from approximately RMBS&.8 million for FY2021 to approximately
RMB46.5 million for FY2022, and from approximately RMBS5.2 million for 4M2022 to
approximately RMB29.1 million for 4M2023. In addition, the industry growth of automobile
manufacturing industry recorded an increase of approximately 4.4% in the first quarter of 2023
as compared to the corresponding period of 2022, according to the National Bureau of
Statistics, which caused the brand owners in this industry to increase their spending on
branding and advertising. Such growth led to the increase in our revenue from automobile
manufacturing industry from approximately RMB7.9 million for 4M2022 to approximately
RMB16.8 million for 4M2023.

4. Additional business opportunities generated from follow-up engagements of
branding services projects (the “Follow-up Engagements”) during the Track Record
Period

As disclosed in the paragraph headed “Our Principal Business — Branding services” in this
section, after receiving the branding service proposals prepared by our Group, the customers
may further engage our Group to execute the proposals on project basis as separate
engagements for our advertising services and/or event execution and production services. Since
the commencement of provision of branding services in FY2017, the Follow-up Engagements
for our Group’s offline and online advertising services and/or event execution and production
services have provided additional business opportunities and source of income to our Group
and contributed to our Group’s significant growth of the financial performance during the
Track Record Period. During the Track Record Period, the aggregate revenue generated from
Follow-up Engagements amounted to approximately RMB30.2 million, RMB43.4 million,
RMBO61.6 million and RMB15.9 million, respectively, representing approximately 29.2%,
27.6%, 29.8% and 21.2% of our Group’s revenue, respectively. Please refer to the paragraph
headed “Our Principal Business — Branding services” in this section for details.

5. Strategies adopted by our Group during the Track Record Period

Our Group maintained close and on-going communication with the existing customers to
understand their business conditions, demand on marketing services and the progress on the
execution of advertising plans during the COVID-19 Outbreak in FY2020. Although our
Group’s ability to explore new customers through business trips was affected in the first half
of 2020 due to the travel restrictions and city lockdown, our Group was of the view that the
demand would pick up for some industries after the general stabilisation of COVID-19 such as
automobile manufacturing, daily necessities and/or healthcare-related industries including
beverage, healthcare food production, medicine manufacturing and household essentials
manufacturing in the PRC and tourism industry would rebound following the ease of the travel
and lockdown restrictions. The demand for automobile manufacturing is expected to increase
since some citizens prefer using own vehicle instead of public transport to avoid infections in
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the second half of FY2020. Thus, our Group focused on liaising and communicating with
corporate clients in these industries to discuss their marketing plan, advertising strategies and
execution. Accordingly, the revenue generated from these industries became the major source
of our Group’s revenue in FY2020. In addition, after the general stabilisation of COVID-19 in
the second half of 2020, our Group enhanced sales efforts by increasing business trips and
social activities with customers and business partners and employing more sales staff to
improve its financial performance.

In FY2021 and FY2022, we continued to strengthen our marketing activities and efforts
to explore new customers. According to Frost & Sullivan, as affected by the COVID-19
Outbreak in 2020, live streaming and e-commerce have become popular and these two
businesses have been experiencing a rapid development since 2020. Advertisers were more
inclined to conduct advertising and marketing through online platforms with large amounts of
user traffic, thus further promoting the development of the online media advertising market.
Therefore, we continued our strategic shift to focus on online media advertising services and
strengthen our efforts on expanding our customers base for this segment in FY2021 and
FY2022. As a result, the number of projects for online media advertising services increased
from 27 for FY2020 to 87 for FY2022, and the revenue from online media advertising services
also increased significantly from approximately RMBI18.5 million for FY2020 to
approximately RMB48.1 million for FY2022. In FY2022, we further expanded the scope of our
online media advertising services and started to provide advertisement placement services.
Revenue generated from provision of advertisement placement services (including rebates
from Media Partner) amounted to approximately RMB24.9 million and RMB18.7 million for
FY2022 and 4M2023, respectively.

As mentioned above, in FY2020, we had focused our marketing efforts on certain
industries such as beverage, automobile manufacturing, medicine manufacturing and tourism,
as we expect that the demand from those industries would pick up after the general stabilisation
of COVID-19. In view of the significant increase in revenue from the aforesaid industries in
FY2020 and the growth potential of those industries, we continued to focus our marketing
efforts to explore additional business opportunities from those industries in FY2021. The
revenue from customers in beverage, automobile manufacturing, medicine manufacturing and
tourism increased by approximately 45.6% from approximately RMB47.1 million for FY2020
to approximately RMB68.6 million for FY2021. Further, we had also strived to diversify the
industry portfolio of our customers so as to broaden the source of revenue of our Group and
reduce of risk of customers concentration in a small number of industries. As such, we had also
made efforts to secure customers from different business sectors and increase the revenue
contribution of customers from various industries. In particular, the revenue from customers in
retail, food production, real estate development, metal products manufacturing, education and
civil engineering industries increased significantly from approximately RMBO0.7 million for
FY2020 to approximately RMB30.3 million for FY2021. While we did not focus our marketing
efforts on any particular industry in FY2022 and 4M2023, we continued to proactively explore
customers from different background and industries so as to continuously expand our customer
base and achieve sustainable growth.
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Apart from exploration of new customers, we continued to maintain close communication
with our existing customers after the completion of branding services projects so as to secure
from them the Follow-up Engagements for the execution of their marketing plans. The amount
of revenue from the Follow-up Engagements increased by approximately 43.7% from
approximately RMB30.2 million for FY2020 to approximately RMB43.4 million for FY2021,
which had further contributed to the growth of our Group’s revenue for FY2021. The amount
of revenue from the Follow-up Engagements further increased by approximately 41.9% from
approximately RMB43.4 million for FY2021 to approximately RMB61.6 million for FY2022.
Please refer to the paragraph headed “Our Principal Business — Branding services” in this
section for details.

6. Strong employee backup and consistent pricing strategy

Our Group’s number of employees has experienced a rapid growth along with the increase
in revenue to support its business expansion. Our Group’s revenue increased from
approximately RMB103.4 million in FY2020 to approximately RMB207.2 million in FY2022,
representing a CAGR of approximately 41.6%. Our Group’s revenue increased from
approximately RMB60.7 million in 4M2022 to approximately RMB75.0 million in 4M2023,
representing an increase of approximately 23.6%. In the meantime, the number of employees
increased from 99 as at 31 December 2020 to 184 as at 30 April 2023. In addition, our Group
has adopted a consistent pricing strategy over the years which is a cost-plus pricing approach,
which enabled our Group to build its brand reputation, enhance customer confidence and better
determine its service fee based on more accurate estimation of its costs and customers’ budgets,
thus managing its profitability.

Due to the increasing demand for multi-channel advertising services and the rapid
development of technology and the internet, we have expanded our advertising services to
provide online media advertising services since 2018. During the Track Record Period, we
have entered into strategic cooperation and/or advertising agency agreements with market
leading operators of online search engines, websites, social media, e-commerce and OTT
platforms, thereby enabling our Group to offer a wide range of online advertising resources and
services to our customers based on the analysis on the preference and behaviour of internet
users and the characteristics and effectiveness of various online media platforms.

According to Frost & Sullivan, total expenditure of advertisers in online media
advertising service market in the PRC grew at a CAGR of approximately 16.8% from
RMB351.8 billion in 2017 to RMB766.2 billion in 2022 and is expected to grow at a CAGR
of approximately 8.9% from RMB®&73.9 billion in 2023 to RMB1,227.4 billion in 2027.

We believe our diversified coverage of offline and online media advertising channels
would allow us to adapt to the rapid changes in the advertising industry, and thereby enabling
us to identify the most appropriate and effective advertising resources to satisfy the needs of
our customers. Our Group recorded a growth in revenue from approximately RMB103.4
million in FY2020 to approximately RMB157.6 million in FY2021 and RMB207.2 million in
FY2022, representing an increase of approximately 52.4% and 31.5%, respectively. Our
Group’s revenue increased from approximately RMB60.7 million in 4M2022 to approximately
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RMB75.0 million in 4M2023, representing an increase of approximately 23.6%. Our net profit
decreased from approximately RMB24.3 million in FY2020 to approximately RMB18.5
million in FY2021, mainly due to the increases in our administrative expenses and selling and
marketing expenses resulting from business expansion and the Listing expenses, respectively.
Our net profit increased by approximately 147.0% from approximately RMB18.5 million for
FY2021 to approximately RMB45.7 million for FY2022, mainly attributable to the increase in
gross profit as a result of the increase in revenue and the decrease in Listing expenses. Our net
profit increased from approximately RMB7.3 million for 4M2022 to approximately RMB26.0
million for 4M2023, mainly attributable to the increase in gross profit and the decrease in
Listing expenses.

We believe that the demand for integrated branding, advertising and market services in
the PRC will continue to grow. According to Frost & Sullivan, total expenditure in integrated
branding, advertising and marketing service market in the PRC grew at a CAGR of
approximately 11.0% from RMB624.1 billion in 2017 to RMB1,049.8 billion in 2022 and is
expected to grow at a CAGR of approximately 7.2% from RMB1,165.5 billion in 2023 to
RMB1,538.0 billion in 2027. We believe our in-depth experience and adaptive ability to the
changing environment provide us with a favorable position to capture additional market share
and achieve overall growth in the advertising market in the PRC.

In light of the anticipated increase in demand for integrated branding, advertising and
market services, we intend to capture such emerging business opportunities to further expand
our customer base and geographic reach in different regions in the PRC. We believe that with
our proven track record in providing quality branding, advertising and marketing services, our
capabilities in strategy formulation and data analysis and our business relationship with our
customers and suppliers, we are well positioned to maintain business relationship with our
recurring customers and attract new customers, which we believe enables us to capture the
growing demand in the integrated branding, advertising and marketing service industry in the
PRC. In particular, we intend to strengthen our data analytical capabilities and further enhance
our branding services after the Listing by (i) establishing our branding data platform and R&D
database; and (ii) acquiring more comprehensive market and industry data. Please refer to the
paragraph headed “Business Strategies — Strengthen our data analytical capabilities and further
enhance our branding services” in this section for details. To capture the significant growth in
the online media advertising service market in China, we also intend to enhance our online
media advertising platform and develop in-house content production capabilities to capture the
growing opportunities in the online media advertising service market in the PRC after the
Listing. Please refer to the paragraph headed “Business Strategies — Continue to expand our
online media advertising services” in this section for details.
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OUR COMPETITIVE STRENGTHS
We believe that the following strengths differentiate us from our competitors effectively.
We have developed strategy formulation and data analytical capabilities

Leveraging on our strategy formulation and in-depth industry knowledge and experience,
we are capable of formulating tailor-made branding, advertising and marketing services for our
customers through analysing market and industry data procured by us from third party research
institutes such as projection of the market demand for the products and/or services to be
marketed and promoted by our customers, consumers’ behaviours and preferences, branding,
advertising and marketing strategies adopted by customers’ competitors and target audience of
different advertising platforms and channels. During the Track Record Period, we have
established strategic cooperation with a renowned university with market research expertise in
central China and other renowned research institutes to strengthen and enhance our Group’s
capabilities in terms of (i) extraction of industry data and market information from relevant and
reliable sources; (ii) conducting scientific analysis on the industry data and market information
collected, which enables our Group to identify the latest market and industry trends, accurately
detect the evolving preferences and potential demands from customers across different
industries and determine the appropriate media platforms and advertising resources to be
procured for achieving the marketing objectives of our customers; and (iii) incorporating the
findings and results of our market and industry analysis into our service proposals.

The following table sets forth an illustration of how we make use of the market and
industry data procured from third party research institutes to perform data analytics for a
customer in a branding service project:

Principal business of the . The customer was principally engaged in the
customer production and sale of beer
Customer’s marketing objectives . Developed a new brand of beer which targeted

young customers

. Design of brand name, positioning and philosophy,
analysis of the target markets and target customers
group and formulation of the market strategies for
the promotion of the new brand
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Major data purchased from third  ° Interview results from young customers on their

party research institutes consumption data and patterns in major cities of the
PRC

. Product characteristics and market trend of various

brands of beer in the PRC, such as market share,
sales volume, geographic coverage of various beer
brands, industry structure and consumption pattern

. Detailed market study on the brand development of
certain major beer brands in the PRC, such as sales
channels, product mix, target customers groups and
profitability of major products

. Detailed market study on the promotion strategies
of certain major beer brands in the PRC, such as the
brand images, spokesperson for the brands,
promotion channels, nature of cooperation with
other companies on product promotion and major
selling points of the products

Analysis of market and industry . Through analysing the brand image, strengths and
data the competitive environments of the products of the
clients, we identified the existing brand problems

faced by the client such as the problem of the aging

brand image and the need to enhance the

attractiveness of the brand among young customers

group

. Through analysing the consumption data and
pattern of various brands of beers and young
customers group in the PRC, we identified the
preference of the product style, beer taste of young
customers, their preferred consumption models and
experience

. Through analysing the detailed market data of
various major beer brands in the PRC, such as their
product characteristics, sales model and strategies,
we design and formulate marketing strategies to the
client under the then industry and competitive
environment
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Proposals to the customer . As for product strategies, we delivered proposals to
the client on overall positioning of brand image,
product names, product categories, product slogans,
consumption environment, the design and
packaging of the products and core selling points of
the products

. As for sales and promotion channels, we delivered
proposals to the client on overall promotion
strategies, design of layout and management of
promotion channels and handling the issues related
to its sales and promotion

. As for the execution of the promotion, we delivered
proposals to the client on the design of annual
promotion themes, means of promotion, budgets on
promotions and design of theme of marketing event
and cooperation with third parties on products
promotion

According to Frost & Sullivan, it is an industry norm that the branding, advertising and
marketing service providers and advertising agents may obtain market and industry data from
third-party research institutes. We believe that our competitive strengths can be evidenced from
our extensive experience in serving customers from various industries and long-term
relationship with research institutes. We have established long-term relationship with two
renowned universities in Wuhan with market expertise since June 2017 and March 2018,
respectively. Such long-term cooperation enables us to obtain a stable supply of market data
which can address customers’ needs in different projects. Further, the market and industry
knowledge accumulated by us through the long-term cooperation with research institutes and
our past experiences of providing branding services to clients from a wide range of industries,
such as beverage, healthcare food production, automobile manufacturing, household essentials
manufacturing and tourism, enable us to consolidate the common issues from various industries
and provide comprehensive branding services proposals that can fulfil the customers’
marketing objective. Therefore, we believe that our stable relationship with research institutes
and projects experience in serving customers from versatile industries enable us to provide
quality branding services to customers and enhance our competitiveness in the market.

With the increasing demand from brand owners, advertisers and advertising agents to
engage our Group for our tailor-made branding, advertising and marketing services during the
Track Record Period, we have joined force with a renowned university with market research
expertise in central China in 2020 to establish Donghu Brand Institute® (5 AR 75 F),
which is jointly led by the associate dean and professor of the said university together with the
senior management of our Group, supported by experienced professional specialising in media
and communication, industry experts, entrepreneurs, branding executives and scholars from
renowned universities. As at the Latest Practicable Date, Donghu Brand Institute served as a
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knowledge hub dedicated for providing useful resources, information and updates on various
branding and marketing related topics such as the latest industry trend for brand building and
marketing services, and the interrelationships between the sales performance and multi-
dimensional branding, advertising and marketing strategies. In addition, it has developed
market indices such as China City Brand Power Index* (9B & 14880, which is
updated and published on an annual basis, and Hubei Branding Vitality Index* (-t i B8 %
I J148%0), which is updated and published every one to two years.

By collaborating with renowned third party research institutes, we are capable of profiling
potential target audience, identifying the consumption pattern and preferences of the target
audience and displaying advertisements and marketing content specifically to these audience,
which can provide a reliable basis for the formulation of our branding strategies. Data procured
by us such as viewership, time spent on sites, pages visited, reach rate of the advertisements
and types of audience reached can be recorded, collected and analysed to evaluate the
effectiveness of the branding, advertising and marketing services. Upon completion of
implementation of our branding, advertising and marketing proposals, we would prepare a
summary report to set out the business impact and promotional effects generated from the
implementation of our branding, advertising and marketing proposals. Our Group usually
offers these data analysis services together with our branding, advertising and marketing
services to differentiate ourselves from our competitors. Our Directors are of the view that our
strategy formulation capabilities will enable us to capture business opportunities from both our
existing and potential customers.

We have proven track record in providing quality branding, advertising and marketing
services

We have demonstrated consistent and proven track record in delivering tailor-made
branding, advertising and marketing services through various media platforms and advertising
resources for our customers.

During the Track Record Period, we have successfully completed 168, 237, 368 and 91
branding, advertising, and marketing services projects for our customers, comprising private
enterprises, state-owned enterprises and government authorities in the PRC, respectively. In
providing our branding, advertising and marketing services, we were mainly involved in (i)
strategic planning of the overall branding, advertising and marketing services with suggestions,
concepts or ideas on advertising slogans, subtitles, scenes, texts and graphics based on the
market positioning, functions and characteristics of the subject products and/or services being
promoted and the marketing objectives to be achieved by our customers; (ii) procuring and
analysing market and industry data in relation to customers’ behaviours and preferences,
competitive landscape and the latest trend in the relevant industry and target audience of the
relevant products and/or services being promoted; (iii) collaboration with other third-party
service providers, such as production houses, public relation companies and marketing
agencies specialising in design and production of branding, advertising and marketing
materials, promotional video clips and marketing events; and (iv) procurement of appropriate
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advertising resources in various media platforms such as TV channels, online social media,
e-commerce and OTT platforms, and outdoor advertising space to maximise the exposure to the
targeted audience and optimise the promotional effects.

Through our branding, advertising and marketing services, we can enhance the awareness
and reputation of the brands, products and/or services marketed by our customers and thereby
improving the sales, performance and market share of their products and/or services with the
ultimate goal of achieving brand building and promoting the unique value of their products
and/or services among their target recipients. With our ability to provide branding, advertising
and marketing services to our customers, we believe our Group is well positioned to capture
potential market opportunities in a broad range of branding, advertising and marketing

services, thereby driving our revenue growth.

Due to the increasing demand for multi-dimensional advertising services and the rapid
development of technology and the internet, we have expanded our advertising services to
provide online media advertising services since 2018 and provision of advertisement placement
services since 2022. During the Track Record Period, we have entered into strategic
cooperation and/or advertising agency agreements with operators of online search engines,
websites, social media, e-commerce and OTT platforms and the Media Partner, thereby
enabling our Group to offer a wide range of online advertising resources to our customers
based on our analysis on the preference and behaviour of the internet users and the
characteristics and effectiveness of various online platforms.

With our in-depth experience and expertise in offering quality branding, advertising and
marketing services, we have received numerous awards in recognition of the quality of our
services, including Strategic Cooperation Partner of the “Five Star Alliance”* (“7i 51 ¥k
&S VERE) in 2016, High and New Technology Enterprise Certificate® (/5875 il @275 2)
in 2017 and renewed in 2020, Macau International Advertising Festival: 2017-2018 Most
Influential Communication Company* ([ 2 P4 & 5-£i:2017-201 8 4F B B i 5 28 ) {44
vF]) in 2018 and China International Advertising Festival: 2020 Golden Partner Advertiser
Award* (B R A B 1RO 2 88e20204F BB fF8E)  in 2020, China International
Advertising Festival: 2021 Golden Partner Advertiser Award* (7[5 [ [ J& 15 i & 75 = 4%+2021
AEREE G 1E5E), accreditation of China Level One Advertising Company Media Service* (H'[
—#A2E IS ] IRFBSED) in 2021 and a Provincial Specialised, Sophisticated, Special and
New Little Giant Enterprise* (& #EAEFH/NE A42£) in 2021 and 2022. For details of the
awards received by our Group, please refer to the paragraph headed “Awards” in this section.
Our Directors believe that these awards not only can serve as endorsement to the quality of our
services, effectiveness of content delivery and precision of our services, but also can attract
more reputable customers to our Group.
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We have established stable and long-standing business relationships with suppliers of a
wide range of media platforms and advertising resources

During the Track Record Period, we have developed strategic relationships with suppliers
of a wide range of media resources, including well-known TV station operators, market leading
online social media, e-commerce and OTT platforms and owners or agents of outdoor
advertising spaces in shopping malls, buses, and subway in the PRC. In particular, we have
been appointed by a state-owned national broadcaster in the PRC as its authorised advertising
agency for seven consecutive years since 2016. Riding on our strong customer base, we have
also established long-standing relationships with other major provincial satellite TV station
operators, media companies and advertising agencies based in Hubei Province, Hunan
Province, Zhejiang Province, Shanghai and Beijing. These long-established relationships give
us competitive edge in securing valuable advertising resources such as (i) TV advertising time
slots during prime time; (ii) online advertising resources in popular online social media,
e-commerce and OTT platforms; and (iii) the most updated and first-hand information
regarding the advertising resources available across different media platforms and channels.
Besides, we have established business relationships with third-party content production houses,
design companies and market research companies.

The large network of our suppliers enables us to choose from a comprehensive pool of
advertising resources and offer multi-dimensional branding, advertising and marketing services
to our customers, which save the time and cost of our customers in identifying and dealing with
different types of suppliers to implement their marketing strategies in maximising the exposure

of advertisements to the target audience.

Leveraging on our strategic relationships with suppliers of a wide range of media
platforms and advertising resources, we are able to (i) secure valuable advertising resources
with high demand across different media platforms; (ii) obtain the most updated and first-hand
information regarding the advertising resources available; and (iii) monitor the execution of the
branding, marketing and advertising projects accurately.

We have developed capabilities to formulate tailor-made ideas and concepts which can be
applied to produce different forms of branding, advertising and marketing contents
across a wide range of media platforms

Due to our in-depth experience and expertise in offering tailor-made branding, advertising
and marketing services, our project management team has developed own capabilities to
formulate tailor-made ideas and concepts such as advertising slogans, subtitles, scenes, texts
and graphics which can be applied to produce different forms of branding, advertising and
marketing content across a wide range of media platforms covering TV, online video platforms,
new media, outdoor platforms and marketing events.
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Depending on (i) the marketing objectives of our customers; (ii) the market positioning
and characteristics of the products, services and/or brands being promoted; and (iii) the market
research findings based on our industry data analysis, we are capable of formulating
tailor-made marketing ideas and concepts, which highlight the competitive strengths and
unique benefits of the relevant products, services and/or brands being promoted, and
incorporate them in different types of advertising contents such as themed TV programmes,
audio programmes, online video clips, texts and images, outdoor advertisements, marketing
events and activities. During the Track Record Period, we have (i) launched a brand building
campaign for a leading three-wheel electric vehicle brand; (ii) formulated an advertising and
marketing strategy for a leading mattress and bedding product brand to promote its newly
introduced products by organising a series of themed marketing activities; and (iii) provided
a tailor-made advertising project for a household beverage brand by implanting our advertising
ideas and concepts in a themed TV programme which created a set or scene that matched with
the advertised products in a natural and subtle way.

Through our all-encompassing approach that implements and spreads our tailor-made
ideas and concepts in different forms of advertising contents, ranging from videos, audios to
advertorials, via multimedia channels, from traditional media platforms (e.g. TV) to new media
channels (e.g. online social media, e-commerce and OTT platforms) as well as on-the-ground
experiences, we believe that such approach not only can enable our customers to achieve higher
cost efficiency, but also create synergies that enrich their target recipients’ virtual and real life
experiences, which in turn can maximise the branding and promotional effects of our
customers’ marketing strategies.

We have maintained business relationships with customers from diverse industries

We have established business relationships with a diversified customer base during the
Track Record Period. Our customers mainly include brand owners, advertisers and advertising
agents engaged in beverage, healthcare food production, automobile manufacturing, household
essentials manufacturing, tourism, agricultural and related food processing, retail and
advertising industries. We believe that having customers from a wide variety of industries
broadens the source of revenue of our Group and reduces the risk of over concentration on any
particular industry which prevents us from being vulnerable to seasonality, economic cycles
and fluctuations in a particular industry.

During the Track Record Period, we have successfully maintained years of business
relationships ranging from 1 to 8 years with our five largest customers and established business
relationships with 16, 55, 121 and 80 new customers in the said periods, respectively. As at the
Latest Practicable Date, we have entered into long-term framework agreements with five
recurring customers, which have engaged us in the previous year, and one new customer, which
did not engage us in the previous year, with a term of 12 or 30 months, in order to attract them
to allocate a larger share of their marketing budget to us for branding, advertising and
marketing purposes. These five recurring customers include (i) Hubei Lianle Bedding Group
Company Limited (i#JLH% K BB A FRA ) (a top 5 customer of our Group for FY2020
and FY2022); (ii) Customer D; (iii) Customer E; (iv) a company which is principally engaged
in research, development and sale of locks and security systems; and (v) a main contractor for
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housing construction based in Wuhan City. The new customer (i.e. Customer I) is a
manufacturer of automobiles, automotive components, and automotive body systems in Beijing
and Shandong Province. Please refer to the paragraph headed “Customers” in this section for
details of the background of Hubei Lianle Bedding Group Company Limited (#0144 K H 5
@Pﬁﬁﬁé}ﬁj), Customer D, Customer E and Customer I. Pursuant to the framework agreements,
we would provide them with periodic branding, advertising and marketing services, including
but not limited to design of the brand image, formulation of products marketing and brand
promotion plans, organisation of marketing campaigns and displaying advertisements and
production of promotional video, capped at a consideration ranging from RMBS5 million to
RMB40 million, which are payable by instalments in accordance with the progress of services
provided. The specific scope of service and content of advertisements are to be further agreed
between the parties. Neither party is entitled to terminate the framework agreements
unilaterally. If a party is in breach of the agreement and/or the relevant laws and regulations,
the other party is entitled to demand liquidated damages of up to 20% of the total consideration
and/or other uncovered damages (including but not limited to economic loss, legal fees and
notarisation fees etc.).

Although we did not proactively explore customers from new industries during FY2020
in view of the COVID-19 Outbreak, we anticipated that after the general stabilisation of
COVID-19 in the second half of 2020, there would be huge demand from some industries such
as daily necessities, healthcare food production, automobile manufacturing, tourism, medicine
manufacturing, beverage and household essentials manufacturing in the PRC. Therefore, we
strategically focused on liaising and communicating with these clients to discuss their
advertising plan, advertising strategies and execution, and therefore we recorded significant
revenue from these industries in FY2020. For details of the revenue generated from the
aforesaid industries during the Track Record Period, please refer to the paragraph headed
“Customers” in this section and the paragraph headed “Financial Information — Description of
Selected Items in Consolidated Statements of Profit or Loss and Other Comprehensive Income
— Revenue — Breakdown of revenue by industries of customers” in this prospectus.

We believe that by maintaining a close relationship with our customers, we are able to
familiarise ourselves with our customers’ corporate cultures, budgets and preferences and can

better manage their expectations and offer them with services that best suit their needs.
We have an experienced management team with in-depth industry expertise

Our management team is experienced in providing branding, advertising and marketing
services to customers in the PRC. In particular, Mr. Chen, Ms. Wang and Ms. Xue, our
executive Directors, are very knowledgeable in the branding, advertising and marketing
services industry in the PRC and have over 12, 13 and 10 years of industry and management

experience, respectively.
We believe that the rapid and diversified development of our Group was benefited from

the experience, insight and leadership of Mr. Chen, Ms. Wang and Ms. Xue, who have brought
a wealth of experience, resources, connections in the branding, advertising and marketing
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services industry to our Group and strengthened the customers’ confidence in our Group. In
particular, Mr. Chen was nominated as Top Ten Public Figures of China Economy* (H 2% %
TR A in 2016, 2017 and 2020, and was nominated as 2018 Annual Innovative
Personnel of Chinese Economic Reform®* (2018 B &8 7% i 4 BT A%) in 2018. In
addition, Ms. Wang has accumulated substantial experience and expertise in the branding,
advertising and media industry through advising leading brand owners and advertisers on the
formation and execution of various branding, advertising and marketing services projects. Ms.
Xue excels at applying her practical experience and professional knowledge to assist our
customers to formulate branding, advertising and marketing strategies, identify the core
strengths of the brands, and devise marketing services combined with relevant advertising

resources.

Leveraging our competitive strengths, our Group has built up an experienced management
team which can effectively oversee and coordinate our business operations across various work
streams to facilitate our smooth operations. The ability to devise, manage and coordinate
various aspects of a project and the delivery of quality services have allowed our Group to
assist our customers in addressing their challenges and to ensure the delivery of envisaged
services that meet the required standard. For further details and biographies of our Directors
and senior management, please refer to the section headed “Directors and Senior Management”
in this prospectus. With their experience, knowledge and insights, we believe that our
management team is able to lead our Group to grow with the expanding integrated branding,
advertising and marketing service market in the PRC.

BUSINESS STRATEGIES

We intend to strengthen our market position as a branding, advertising and marketing
service provider in the PRC and further increase our market share by implementing the
following strategies.

Strengthen our data analytical capabilities and further enhance our branding services

Our Directors consider that possession of strong data analytical capabilities, up-to-date
industry data and marketing information is one of the key factors leading to the success of a
branding services provider. According to Frost & Sullivan, total expenditure of brand owners
to advertising services providers in branding service market in the PRC grew at a CAGR of
approximately 14.5% from approximately RMB2.9 billion in 2017 to approximately RMB5.7
billion in 2022 and is expected to grow at a CAGR of approximately 10.4% from RMB6.6
billion in 2023 to RMB9.8 billion in 2027. To capture the growth potential of the branding
service market in the PRC, we intend to strengthen our data analytical capabilities and further
enhance our branding services by (i) establishing our branding data platform and R&D
database; (ii) acquiring more comprehensive market and industry data; and (iii) recruitment of
additional staff for our R&D department.

- 168 —



BUSINESS

(i) Establish our branding data platform and R&D database

According to Frost & Sullivan, the width and depth of branding and marketing data and
customer behavior information as well as data analytical capabilities are critical for branding
services providers to provide effective and tailor-made branding services. A well-established
branding services provider that has access to large volume of data, information, industry
insights and media resources will be able to develop more precise data analytics tools and to
generate more in-depth and effective branding strategies to meet the business needs and
marketing objectives of the customers. It is therefore an industry norm and common market
practice for sizable market players in the branding services industry to set up their own
branding data platforms and R&D databases to consolidate industry data and marketing
information such as (i) branding strategies and environment across different industries; (ii)
brand identities based on characteristics and competitive strengths of the brand owners; (iii)
market positioning intelligence; (iv) design and development of branding content covering
logos, patterns and icons, slogans, taglines, print collateral, signage, packaging, visual and
audio content, advertising messages, digital platforms and websites; (v) media resources
planning covering offline and online media advertising platforms and channels; (vi) competitor
and target audience analysis based on the types and features of products and/or services being
promoted and marketed; (vii) customers’ behaviours and preferences in different market
segments; (viii) market precedents and project experience for implementation of various
branding strategies; and (ix) evaluation and analysis on the effectiveness of the branding
proposals.

The setting up and development of branding data platforms and R&D databases can also
provide the branding services providers with competitive edge over other market competitors
in terms of (i) integration of the marketing data and information into the branding strategies
and proposals; (ii) displaying and showcasing data analytical capabilities to the potential
customers based on the industry-wide branding cases and data reports; (iii) addressing specific
needs and marketing objectives of customers from a diverse range of industries; and (iv)
enhancing efficiency of extracting relevant information and data to facilitate the branding
consultation and advisory services to the customers according to Frost & Sullivan.

Leveraging on the comprehensive coverage of industry data and marketing information
through the branding data platforms and R&D databases, it is also a common market practice
for branding service providers to develop an interface platform offering access to branding
data, industry insights and marketing related information and separately charge their customers
for the downloading fee, membership fee or subscription fee, thereby further diversifying the
revenue streams of the branding services providers.

During the Track Record Period, we mainly relied on third-party research institutes to
conduct market research and provide us with the relevant industry data and marketing
information based on the specific business needs and marketing objectives of our customers.
Hence, the data and information obtained by our Group is project specific and generally has
smaller coverage focusing on limited types of industry segments. In addition, there is generally
slower delivery time for third-party service providers to provide us with the relevant industry
data and marketing information which in turn lengthens the response time of our Group and
may adversely affect efficiency of our service delivery to our customers.
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In order to reduce our Group’s reliance on third party research institutes, further enhance
our Group’s service offering particularly in branding business and strengthen our data
analytical capabilities, thereby increasing our customer stability and market competitiveness,
we intend to establish our own branding data platform and R&D database to strengthen our
capabilities in (i) formulating effective and tailor-made branding strategies for customers in
different industries; (ii) analysing customers’ behaviours and preferences; (iii) profiling target
audience in different market segments; (iv) integrating the latest market positioning
intelligence, branding performance data and behavioural data in the consultation with our
customers and subsequent service proposals; (v) strategic planning for different types of
marketing and advertising resources; (vi) monitoring the latest industry trend for design and
development of brand identities and branding content; (vii) projection of the potential market
demands based on the types and features of products and/or services being promoted and
marketed; and (viii) evaluating the effectiveness of the branding strategies and marketing
proposals based on the market precedents and our project experience.

In order to establish the branding data platform and R&D database, we intend to acquire
various types of market and industry data from industry research consultancy groups, media
monitoring companies and market research companies, which mainly include (i) data on
consumers’ behaviours and preferences across different industry sectors, market positioning
intelligence and competitive market landscape analysis to be obtained from industry research
consultancy groups; (ii) data on viewership and profile of audience of different media and
promotional programmes on television or online channels to be obtained from media
monitoring companies; and (iii) data-based analysis of effectiveness of various e-commerce
platforms (including their target customers and the consumers’ behaviours on various
e-commerce platforms) and the latest industry trend and potential demands in the local market
to be obtained from market research companies. For further details of the market and industry
data to be procured by our Group, please refer to the paragraph headed “Business Strategies
— Strengthen our data analytical capabilities and further enhance our branding services — (ii)
Acquire more comprehensive market and industry data” in this section.

In particular, the data analytics can be applied to our branding services in the following

aspects:

. Consolidation of industry data, branding insights and market positioning
intelligence and integration of the relevant analysis into our service proposals.
Leveraging on our R&D database and the advanced industry data to be acquired by
our Group, we intend to develop our branding data platform to cover the entire value
chain of the data analytics, including business case evaluation, identification of data,
data filtering, data extraction, data aggregation, data analysis and final analysis
result, which in turn enable our Group to consolidate and analyse the latest industry
data, branding insights and market positioning intelligence and integrate the relevant
analysis results in our banding strategies and service proposals.

- 170 -



BUSINESS

. Profiling analysis and precise audience targeting. Through analysis of our data
assets, we can utilise data analytics to extract and monitor the data and information
regarding the users/recipients of different media platforms and channels, including
basic demographics such as age, gender, geographic location as well as personal
interest and preference, which can facilitate our Group to devise branding proposals
or marketing plans to precisely target and reach the types of audiences for the
products and/or services being promoted by the brand owners.

. Real-time monitoring and optimisation of branding and marketing performance.
With the support of data analytics and related technologies, we can analyse the raw
data from a wide range of media publishers on a real-time basis, including user
traffic, ad performance data and behavioral data, which in turn enable us to
continuously monitor and analyse these data in a timely manner and optimise the
branding and marketing performance to assist the brand owners and advertisers to
acquire, convert and retain their target customers in a more cost effective way.

. Enhancing the efficiency and effectiveness of branding strategies. Considering the
evolving demands and preferences from the target customers across different
industries, we intend to utilise data analytics to prepare simulation models and
forecasts of the market reactions to the branding strategies implemented by the
brand owners by analysing (i) the forthcoming industry trends; (ii) spending patterns
of the target audiences; (iii) features and pricing of comparable products and/or
services; (iv) projected demands based on the competitive market landscape
analysis; and (v) popularity and quality of different types of advertising and
marketing resources.

According to Frost & Sullivan, along with the development of branding service market,
brand owners have put forward higher requirements for the service quality and service scope
whilst branding service providers have also been dedicated to extend their service scope which
covers a complete marketing process mainly including preliminary market research, project
organisation and planning, formulation and implementation of branding strategies, and
evaluation of the implementation results. To showcase our data analytical capabilities to the
potential customers and capitalise on the rapid growth in demand for data driven branding
services in the PRC, we will also launch an user interface supported by our branding data
platform and R&D database, which will enable us to offer our potential and existing customers
with access to a comprehensive range of branding data, industry insights and marketing related
information. Depending on the types and volume of the data required to be obtained by our
customers and whether a preliminary market research report is required to be produced by us,
we will charge our customers with separate service fees, which in turn can further diversify and
drive up the revenue streams of our Group. The price to be charged for our Group’s user
interface, which covers branding data, industry analysis and marketing information is on a
cost-plus basis and may vary for different customers, which will be determined taking into
consideration (i) the costs of the branding data and marketing information acquired by our
Group; (ii) the amount and complexity of the data as requested by our customers; (iii) the time
schedule set by our customers for providing the relevant services; and (iv) the prices for similar
data charged by other third-party service providers in the market.
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The following table sets out the breakdown of the estimated costs
branding data platform and R&D database:

Engagement of IT service provider to develop and set up our
branding data platform and R&D database

Procurement of hardware (i.e. server, computer and database)

Procurement of software (e.g. tooling, operating system, resource
management, data mining and tracking related software)

Total

of establishing our

Estimated
amount for
two years to
be funded by
net proceeds
from the
Global
Offering
(HK$ million)

7.7
2.8

4.0

14.5

Cost and benefit analysis on the establishment of the branding data platform and R&D

database as opposed to cooperating with third party research institutes

The following table sets forth the cost and benefit analysis on the establishment of the

branding data platform and R&D database as opposed to cooperating with third party research

institutes:

For the year ending 31 December

2023 2024

2025 2026

(RMB’000) (RMB’000) (RMB’000) (RMB’000)

The amount expected to be paid to
third party research institutes™*’ /) 27,161 32,756

The expected percentage of decrease
in the extent of reliance on third
party research institutes as a result
of the establishment of the branding
data platform and R&D

(Note 2)

database 20% 25%
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For the year ending 31 December
2023 2024 2025 2026
(RMB’000)  (RMB’000) (RMB’000) (RMB’000)

The expected amount of reduced

expenses on engaging third party
research institutes¥o’ % 5,432 8,189 11,850 16,674

Accumulated savings on engaging
third party research institutes 5,432 13,621 25,471 42,145

Notes:

The amount expected to be paid to third party research institutes in future years is estimated with
reference to the compound annual growth rate of the third-party research expenses incurred by our
Group for FY2020, FY2021 and FY2022.

It is expected that with the establishment of the branding data platform and R&D database, we will be
able to consolidate various industry data and marketing information from time to time, including
branding strategies and environment across different industries, market positioning intelligence,
customers’ behaviours and preferences and competitive market landscape analysis in different
industries. Further, to complement the development of our branding data platform and R&D database,
we will also acquire more comprehensive market and industry data from various industry research
groups to strengthen our data analytical capabilities. Through the above processes, it is expected that our
Group will be able to possess and accumulate the market intelligence and market data of an increasing
number of industries from time to time, thereby gradually reducing our reliance on third party research
institutes for obtaining market data for our branding services projects in the forthcoming years.

The above cost and benefit analysis is prepared on the assumption that we will be able to reduce our
reliance on third party institutes and universities by 20% in the first year of the establishment of the
branding data platform, with an estimated 5% increment for each subsequent year as we accumulate
more market data and intelligence in the future. The aforesaid percentage decrease in the reduction of
reliance on third party research institutes is determined taking into consideration the tasks involved in
branding service projects, and our Directors’ assessment of the number of tasks which can be substituted
by our branding data platform and R&D database, which mainly include research works on industry
trend and analysis, competitive market landscape, consumers’ behaviours and preferences, etc..

The expected amount of reduced expenses on engaging third party research institutes is calculated by
multiplying the expected percentage of decrease in the extent of reliance on third party research
institutes by the amount expected to be paid to third party research institutes for the relevant year.

As disclosed in the paragraph headed “Amount of Funds to Execute Our Business

Strategies’

In or

’ in this section, the aggregate amount to be invested on the establishment of the
branding data platform and R&D database is estimated to be approximately HK$14.5 million
(equivalent to approximately RMB13.3 million). As we implement our branding data platform
and R&D
amount in

database in the future and as shown in the above table, we expect that our total
reduced expenses on engaging third party institutes will exceed our investment

amounts from 2025 onwards.

around November 2021, in contemplation of the Listing, our Directors started to

explore potential qualified service providers which can fulfill our needs and requirements for
establishment of the branding data platform and R&D database as part of our future
development plan. It was the intention of the Directors to secure a quality service provider at
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an early stage with due regard to the (i) scope and quality of the services; (ii) track record and
credentials; (iii) pricing; and (iv) after sales services and maintenance, thereby facilitating the
smooth implementation of our future development plan for establishment of the branding data
platform and R&D database after the Listing.

Our Group entered into a service agreement dated 25 November 2021 and a supplemental
agreement dated 28 March 2022 (collectively, the “Service Agreements”) with an independent
IT service provider (the “Service Provider”), pursuant to which our Group engaged the
Service Provider to provide design and development services for establishment of the branding
data platform and R&D database. The total contract sum for establishment of the branding data
platform under the Service Agreements amounted to approximately RMB21.2 million
(equivalent to HK$23.1 million). Pursuant to the Service Agreements, our Group utilised its
internal fund and made the deposit payment for the branding data platform and R&D database
in the amount of approximately RMB3.8 million (equivalent to HK$4.7 million) to the Service
Provider by 31 December 2021.

Our Directors decided to enter into the Service Agreements with the Service Provider
after considering the following factors:

(1) we had checked and reviewed the background of the Service Provider. Based on the
information available in the public domain, the Service Provider was established in
July 2010 and has a long history of operation. It is accredited as a “High and New
Technology Enterprise” of the PRC and possesses extensive experience in the design
and development of data platforms for companies from various industries and
different provinces of the PRC. Our Directors believe that the extensive experience
of the Service Provider in the field of data platform can fulfil our business needs and
requirements for the establishment of our branding data platform; and

(2) we had obtained and reviewed service proposals and fee quotations from three
different independent companies (including the Service Provider) for the design and
development of the branding data platform, and our Directors considered that the
price offered by the Service Provider was reasonable taking into consideration the
scope of services and the credentials and experience of the Service Provider.

Subsequently, taking into account (i) the updated timetable for Listing; (ii) the funding
required to complete the establishment of the branding data platform; and (iii) the fact that
other relevant future development initiatives, including acquiring more comprehensive market
and industry data and recruitment of additional staff for our R&D department, which can
complement the use of our branding data platform, will only be implemented upon Listing, our
Group and the Service Provider therefore agreed to postpone the implementation of the design
and development works of the branding data platform to the Listing Date so as to optimise the
synergy effects of the establishment of the branding data platform together with

implementation of other further development initiatives upon Listing.
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(it) Acquire more comprehensive market and industry data

With the proliferation of the internet, social media, mobile devices and sensors, massive
volume of data can be generated covering data and information relating to (i) the latest market
development across various industry sectors; (ii) different consumer groups’ behaviours and
preferences; (iii) target audience of different marketing and advertising means; (iv) the latest
industry trend and potential demands in the local market; and (v) the effectiveness of different

types of branding, advertising and marketing strategies as confirmed by Frost & Sullivan.

In order to strengthen our strategy formulation, monitoring and evaluation capabilities,
and to complement the development of our branding data platform and R&D database, we
intend to acquire more comprehensive market and industry data to strengthen our strategy
formulation capabilities in (i) assessing the latest market trend; (ii) satisfying the evolving
demands and business needs of our customers; and (iii) analysing different forms of branding,
advertising and marketing services best suitable for our customers to achieve their marketing
objectives. For example, more industry data on consumer groups’ behaviours and preferences
would allow us to offer our branding, advertising and marketing services with higher precision
targeted at audience selected by our customers. More comprehensive data for monitoring the
execution of advertising projects on multiple channels including TV, online and outdoor
platforms would allow us to strengthen our capability as a multi-channel advertising service
provider. More data for evaluating the effectiveness of various branding, advertising and
marketing services would allow us to strengthen our market position in the branding,
advertising and marketing services market in the PRC.

The following table sets forth the details of the data intended to be acquired by our Group:

Estimated amount

for two years to

be funded by net

proceeds from the

Data to be acquired Functions Global Offering
(HK$ million)

- advanced data from an industry To offer branding, advertising and 1.5
research consultancy group marketing proposals with higher
(Note 1) on (i) online consumers’ precision through obtaining more
behaviours and preferences across comprehensive data in terms of online
different industry sectors; (ii) consumers’ behaviours and
analysis on product portfolio and preferences across different industry
promotion mechanism of various sectors; the latest industry trend and
advertising platforms; (iii) market marketing information

positioning intelligence; and (iv)
competitive market landscape
analysis
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Data to be acquired

advanced data from an
international market research
consultancy group (Note 2) on

(i) spending patterns and projected
demands from high-end consumers
and government authorities in the
PRC; (ii) macroeconomics
research, market segmentation and
sizing analysis; (iii) competitive
strength of different market
players; and (iv) branding
strategies of various government
authorities on positioning and
promotion of images of cities and
brands

advertising/monitoring data from a
media monitoring company

(Note 3) on (i) implantation of TV
advertisements; (ii) effects of
online advertisements on the
number and types of internet users
covered, gross rating point and
reach rate; and (iii) viewership on
different online video platforms
and browsing data from different
types of mobile applications

advanced data from a well-known
market research company based in
the PRC (Note 4) on (i) online
branding and sales strategies
adopted by market players;

(ii) analysis of various e-commerce
platforms and their target audience;
(iii) latest industry trend for digital
branding and advertising services;
and (iv) consumption pattern of
smart device users on e-commerce
platforms

Functions

To provide our customers with more in-
depth analysis on the market demands
and spending patterns by high-end
consumers and government authorities
in the PRC; and formulating our
service proposals with reference to the
latest market research data

To strengthen advertising resources
planning and provide our customers
with comparative analysis on the
effectiveness of using different types
of advertising resources and platforms
which in turn enables us to formulate
advertising services proposals with
higher accuracy and efficiency

To monitor the effectiveness of various
online branding and advertising
strategies, the behaviours and
preferences of the smart device users,
the target audience of various
e-commerce platforms, and allow our
customers to adjust their branding and
marketing strategies accordingly
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Estimated amount
for two years to
be funded by net
proceeds from the

Data to be acquired Functions Global Offering
(HK$ million)
advanced data from a well-known  To conduct competitive and quantitative 1.7
market research company based in analysis on the popularity and quality
the PRC (Note 5) on of different types of advertising and
(i) quantitative analysis based on marketing resources through
the frequency, length of time in comparing the effectiveness of
browsing, number of impression different mobile applications and
and clicks and download times of online platforms and the behaviours
different types of mobile and preferences of their users and
applications and online platforms; obtain the latest information on the
and (ii) market data on the latest market environment and industry
market environment and industry development trends of various
development trends and assessment industries, so as to allow us to
of potential demands and growth provide corresponding evaluation
potential in different industries. services when we develop branding

content in our branding services

Total 7.0

Notes:

Such industry research consultancy group is a provider of data, analytics and consulting services in
China and possesses research expertise in the online marketing, e-commerce, mobile internet, big data
and Internet finance sectors. It has served clients covering various sectors, including advertising, public
relations, retail, telecommunication, investment, consumer goods, government and public services.

Such market research consultancy group is a global market research group with offices in different
countries and is principally engaged in conducting market research on market size, competitive
landscape, policies affecting the industry and the general market trend of various industry sectors.

Such media monitoring company is principally engaged in the monitoring of placement data of
advertisements on television and online platforms and assists brand owners and advertising agents to
evaluate and enhance the effectiveness of the advertisement placements.

Such market research company is principally engaged in marketing data analysis of various industries
and conducting research on various branding or marketing subjects, such as marketing and strategy
effectiveness assessment, pricing strategies for different groups of customers, study on consumers’
consumption behaviour and attitude, and analysis on market growth, competitiveness landscape and
prospects of different industries.

Such market research company is a marketing data and analytics company and is principally engaged

in monitoring and collection of purchase data and behaviour of consumers on different media platforms
and across different industries.
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(iti) Recruitment of additional staff for our R&D department

In line with the development of our branding data platform and R&D database, and to
further strengthen our capabilities in conducting data analysis and formulating effective
branding, advertising and marketing services to meet the evolving business needs and
marketing objectives of our customers, our Directors consider that it is important to recruit two
research experts who are specialised in data analysis and market research on branding,
advertising and marketing related services to (i) operate and maintain our branding data
platform and R&D database; (ii) provide data analysis and R&D support to our strategy
formulation team for developing tailor made branding, advertising and marketing services to
our customers; (iii) improve the quality and precision of our advertising and marketing services
proposals; (iv) assess and ascertain the accuracy and completeness of the market information
and industry data provided to our customers; and (v) prepare evaluation reports on the

effectiveness of our branding, advertising and marketing services proposals.

The research experts will be supported by the existing staff in our R&D department to
execute and implement the above objectives and provide better market research and data
analysis support for our business operation. The research experts will also provide internal
trainings and know-how sharing to the staff in our R&D department so that they can also
contribute to the operation and technical maintenance of the branding data platform and R&D
database on top of their existing responsibilities. For further details of our R&D department,
please refer to the paragraph headed “Research and Development” in this section.

The following table lists out the experience and qualification required from the research

experts to be recruited for our R&D department:

Estimated amount

for two years to

be funded by the

net proceeds from

Minimum year(s) of the Global

Position relevant experience Qualifications Offering
(HK$ million)

Two research  Fifteen years of experience or Doctoral degree in data 0.6
experts above in data analysis and research, advertising,
market research on media marketing, media and
and communication, digital communication or related
marketing, branding and disciplines

advertising communication

and promotion
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In view of the above, we intend to utilise approximately HK$22.1 million, representing
approximately 35.2% of the net proceeds from the Global Offering, to strengthen our data
analytical capabilities and further enhance our branding services among which, (i)
approximately HK$14.5 million, representing approximately 23.1% of the net proceeds from
the Global Offering, for establishing our branding data platform and R&D database; (ii)
approximately HK$7.0 million, representing approximately 11.2% of the net proceeds from the
Global Offering, for acquiring more comprehensive market and industry data; and (iii)
approximately HK$0.6 million, representing approximately 0.9% of the net proceeds from the
Global Offering, for recruitment of additional staff for our R&D department. For further
details, please refer to the section headed “Future Plans and Use of Proceeds” in this
prospectus.

Continue to expand our online media advertising services

We intend to continue to expand our online media advertising services through (i)
enhancing our online media advertising platform; and (ii) developing our in-house content
production capabilities so as to capture the growing business opportunities in the online media
advertising services market in the PRC.

(i) Enhance our online media advertising platform

According to Frost & Sullivan, China’s online media advertising services market has
experienced significant growth in recent years. The expenditure of advertisers in online media
advertising services market in China increased from approximately RMB351.8 billion in 2017
to approximately RMB766.2 billion in 2022, representing a CAGR of 16.8%. In the future, the
expenditure of advertisers in online media advertising services market in China is expected to
grow further at a CAGR of 8.9% between 2023 and 2027 and reach approximately RMB1,227.4
billion by the end of 2027. Further, as compared to offline media advertising such as TV
advertising and outdoor advertising, online media advertising has the advantages that online
media advertising has wider coverage, the effectiveness and performance of online media
advertising can be monitored and measured, and online media advertising can precisely reach
target audience. With such advantages, online media advertising has gradually gained
popularity among advertisers, with the proportion of online media advertising in China’s
advertising services market increasing from 56.8% in 2017 to 73.5% in 2022 in terms of
advertisers’ expenditure.

We have begun providing online media advertising services to our customers in 2018 and
generated revenue of approximately RMB18.5 million for FY2020. Our revenue generated
from online media advertising services increased to approximately RMB46.2 million and
RMB48.1 million for FY2021 and FY2022, representing a growth of approximately 149.7%
and 4.1%, respectively. Despite a decrease in revenue from online media advertising services
from approximately RMB21.8 million for 4M2022 to approximately RMB12.0 million for
4M2023 as a result of the application of net basis on revenue recognition for the provision of
online media advertising services to some advertising agents, we recorded an increase in gross
profit from this segment in 4M2023 from approximately RMB2.6 million for 4M2022 to
approximately RMB10.6 million for 4M2023. In view of (i) the potential opportunities brought
by the growth of China’s online media advertising services market as mentioned above; and (ii)
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the general growth of revenue during FY2020 to FY2022 and the significant growth of gross
profit from online media advertising services, our Directors are optimistic about the demand
and future development of the online media advertising services market in China. Currently, we
maintain an online media advertising platform which we mainly use to promote our online
media advertising business. In order to further expand our online media advertising services
and capture the potential business opportunities in the online media advertising market, we
plan to enhance our online media advertising platform by building in three new systems into
our online media advertising platform, namely (1) online media advertising effect monitoring
and evaluation system; (2) precision online media advertising data analysis system; and (3)
online media advertising data management system. The precision online media advertising data
analysis system will enable us to collect, consolidate and analyse the online media advertising
data from various online media platforms, and assist the customers to precisely identify the
target audience of the online advertisements and devise the relevant advertising strategy to
ensure that the online advertisements are placed to the appropriate recipients, thereby
enhancing the effectiveness of the online media advertisement placements. In particular, under
the precision online media advertising data analysis system, with the support of our branding
data platform as described in the paragraph headed “Business Strategies — Strengthen our data
analytical capabilities and further enhance our branding services” in this section, it will
consolidate various information on consumers’ behaviours and preferences across different
industry sectors, viewership and target viewers on different online advertising platforms. Such
system will then analyse the business nature of our customers, and provide suggestions on the
target audience and the appropriate advertising media platforms which can maximise the
exposure of the advertisements to the target audience. Further, such system will also monitor
the advertising placement strategies of the competitors of our customers, and enable our
customers to make reference to them in devising or fine-tuning their own advertising placement
strategies.

After the placement of advertisements by the customers, the online media advertising
effect monitoring and evaluation system will collect and analyse the data of the online media
advertisement placed on various online media platforms, and generate evaluation report on the
effectiveness of our online media advertising strategies based on the information and data
collected from the online media platforms. Such evaluation report allows our customers to have
real-time monitoring on the online media advertisement placement process, and enables them
to efficiently identify the potential issues and make the necessary adjustments so as to enhance
the overall effectiveness of the online advertisement placements. In the absence of the online
media advertising effect monitoring and evaluation system, currently we are only able to
inspect the status of the placement of advertisements and ascertain whether there is any
omission or mistake in the placement of advertisements by relying on the random inspection
performed by our employees and the reports issued by the advertising media platforms, and
such reports are generally only available after one week or month after the placements of
advertisements. With the implementation of the above monitoring and evaluation system, it
will regularly monitor and consolidate data on the advertisements placed on various media
platforms, such as the duration of the advertisements placed on various platforms, the number
of viewership and clicks, etc., and enable us to monitor the advertisements placed on a
real-time basis and identify any irregularities instantly during the entire advertisement
placements period.
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Further, the online media advertising data management system will consolidate the data
on online advertisement placements and allow us to directly obtain the data on the results of
online advertisement placements, thereby enhancing our efficiency of preparing evaluation
reports and management of the online media advertising projects. In the absence of the online
media advertising data management system, currently we need to separately liaise with various
advertising media platforms to obtain the data relating to the placement of advertisements. We
will then need to manually review and consolidate the data obtained from the various platforms
and compile the summary reports for our customers. With the implementation of the above data
management system, it serves as a centralised system which will monitor and consolidate the
data on the placement of advertisements on various platforms, and automatically generate the
summary reports to our customers, thereby saving the time and labour cost of liaising with
various advertising media platforms and reviewing and consolidating the data obtained

therefrom.

According to Frost & Sullivan, online media advertising services providers with
experiences in applying new technologies on precision marketing and effecting monitoring can
maintain competitive advantages and obtain greater market share. We believe that these new
systems will enhance our capability to monitor and evaluate the effectiveness of the online
advertisement placed on various third-party online media platforms by our customers and add
value to the existing online media advertising services provided by us to the customers, thereby
increasing our competitiveness to capture the growing business opportunities in the online
media advertising services market in the PRC. As at the Latest Practicable Date, our Group did
not have plans to allow our customers to directly place advertisements on our online media

advertising platform.

The following table sets forth the breakdown of the estimated costs for enhancing our
online media advertising platform:

Estimated amount
for two years to

be funded by

net proceeds from
the Global Offering
(HK$ million)

Engagement of IT service provider to enhance our online

media advertising platform 2.3
Procurement of hardware (e.g. server, computer and database) 1.4
Procurement of software (e.g. operating system, data

management and advertisement monitoring software) 1.0
Total 4.7
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(it) Develop in-house content production capabilities

During the Track Record Period, we did not have in-house team for the production of
content of online media advertisements for our online media advertising business and were
mainly responsible for the planning and formulation of the advertising strategy and contents of
the online advertisements. Although we can still conduct our online media advertising business
under the above arrangement, the absence of in-house content production capabilities for our
online media advertising business has restricted our ability to undertake online media
advertising projects of large contract sum and limited the growth of our online media
advertising business. Our Directors consider that customers with large-scale online media
advertising projects generally approach advertising service providers which have in-house
content production capabilities. According to Frost & Sullivan, customers of large-scale online
media advertising projects generally have more stringent requirements on the production of the
content of online advertisements and would generally prefer established advertising service
providers with in-house content production capabilities to better oversee and implement their
online media advertising plans. During the Track Record Period, our Group failed to secure six
online media advertising projects with the expected aggregate contract value of approximately
RMB30 million due to the lack of in-house capability for production of contents of the online
advertisements for our online media advertising business. In order to demonstrate to the
potential customers of our ability to undertake large-scale online media advertisement projects
and avoid the loss of business opportunities due to lack of in-house production capability for
our online media advertising business, we plan to develop our in-house content production
capabilities through setting up of video studio premises and purchase of equipment and
software, such as photography and video shooting equipment, video editing software, sound
recording and lighting equipment. In particular, we intend to purchase high quality video
shooting equipment and accessories with better performance on image quality and stability so
as to enhance the quality of the advertisement videos to be produced for customers, which we
believe can further increase the attractiveness of our online media advertising services to
potential customers. Leveraging on (i) our brand reputation established in the branding,
advertising and marketing service market throughout the years; and (ii) in-depth understanding
on the advertising objectives, preferences and needs of our customers, our Directors were
confident that, with the development of our in-house production capabilities for our online
media advertising business, our competitiveness will be further enhanced and our Group will
be better positioned to undertake more sizeable projects from large-scale customers and capture

the growing business opportunities in the online media advertising market in the PRC.
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The below table sets out the breakdown of the estimated costs for developing our in-house

content production capabilities:

Estimated amount
for two years to

be funded by

net proceeds from
the Global Offering
(HK$ million)

Setting up of video studio premises 4.3
Purchase of equipment and software (e.g. photography and

video shooting equipment, video editing software, sound

recording and lighting equipment) 5.9

Total 10.2

In view of the above, we intend to utilise approximately HK$14.9 million, representing
approximately 23.8% of the net proceeds from the Global Offering, to enhance our online
media advertising platform and develop in-house content production capabilities to capture the
growing opportunities in the online media advertising market in the PRC among which, (i)
approximately HK$4.7 million, representing approximately 7.5% of the net proceeds from the
Global Offering, for enhancing our online media advertising platform; and (ii) approximately
HK$10.2 million, representing approximately 16.3% of the net proceeds from the Global
Offering, for developing in-house content production capabilities. For further details, please
refer to the section headed “Future Plans and Use of Proceeds” in this prospectus.

As advised by our PRC Legal Advisers, (i) pursuant to the confirmation issued by and the
interview conducted with Hubei Communications Administration* (#HJt& (5 EH)E), the
functions and usages of the branding data platform and R&D database and the enhanced online
media advertising platform belong to non-operational Internet information services (JF &8 4
H #4415 B RH) and the Permit for Operation of Value-added Telecommunication Business
(HE(E B RS FF T #5) is not required; (ii) the development of in-house content production
capabilities only covers the production of advertising videos and does not involve the
production of movies or television programmes; and (iii) the above activities do not fall under
the scope of foreign-restricted investment under the “Special Administrative Measures
(Negative List) for the Access of Foreign Investment (2021)” (M43 & HEA G5 FIl & BEHE i (&
TAIV% BE)(20214EhR)). Based on the above, our PRC Legal Advisers are of the view that the
operation of the branding data platform and R&D database, enhancement of online media
advertising platform and the development of in-house content production capabilities will not
be subject to foreign ownership restriction under the PRC laws.
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Expand the geographical reach of our services

We intend to expand the geographical reach of our branding, advertising and marketing
services by establishing offices in Beijing and Shanghai.

Based on our Directors’ experience and as advised by Frost & Sullivan, customers would
generally select branding, advertising and marketing service providers with local presence
which are familiar with the local customers’ preference, market demand and business
environment. It is therefore an industry norm for branding, advertising and marketing service
providers to establish presence in different cities to strengthen their market position and
thereby further expand the geographical reach of their services and increase their market share
in the PRC. In addition, service providers with local presence are usually perceived as having
better knowledge and insight of the local market environment and therefore enjoy higher
degree of competitive advantage over other market competitors without local presence when
providing tailor-made branding, advertising and marketing services to the local customers.

Although the implementation of our certain services, such as online media advertising
services, can be performed over the Internet or mobile application, we generally need to have
a number of physical meetings with our customers at the preliminary planning stages of our
service proposals and prior to implementation thereof. In particular, we will need to have
detailed discussion with the management of our customers to understand their background,
expectations and marketing and advertising objectives so as to devise the appropriate
advertising proposal which can fulfil the needs of our customers. We will then discuss the
preliminary advertising proposals with our customers, and fine-tune our draft proposals
according to their feedback before the actual implementation thereof. Since our advertising
proposals will be tailor-made for our customers who generally expect us to have close and
timely communication with them, the establishment of offices in Beijing and Shanghai will
facilitate the communication with our potential customers in Northern China and Eastern China
and enhance their confidence in our Group, thereby increasing the likelihood of securing
service projects in the future.

During the Track Record Period, we mainly carried out our business operations through
our two offices in Wuhan and Macheng, both of which are located in Hubei Province.
Leveraging