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

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

This presentation does not constitute an offer or invitation to purchase or subscribe for any securities or financial instruments or the provision of any investment
advice, and no part of it shall form the basis of or be relied upon in connection with any contract, commitment or investment decision in relation thereto, nor does
this presentation constitute a recommendation regarding the securities or financial instruments of the Company.

DISCLAIMER

Unless otherwise stated, this presentation provides the financial information from 1st April 2024 to 30th September 2024 (abbr. 1H FY24), and the comparative
financial information from 1st April 2023 to 30th September 2023 (abbr. 1H FY23).

Readers are reminded to read and construe this presentation in conjunction with the announcement of the Company dated 25th November 2024 in relation to its
interim results for the six months ended 30th September 2024.

NOTE
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Financial Highlights

1H FY23 1H FY24 YOY

Revenue 11,275 10,877 3.5%

Gross Margin 45.2% 47.3% 210bps

Operating Profit 2,476
22.0%

2,541
23.4%

2.6%
140bps

Profit Attributable
to Equity Holders
of the Company

1,732
15.4%

1,863
17.1%

7.6%
170bps

Unit: RMBmn
(unless otherwise stated)

ü Primarily the result of weakening popsicles 

sub-category, due to weather and sales 

operational rhythm 

ü Channel diversification：emerging channels ↑;

snack specialty retail system ↑

ü Overseas market ↑ double-digit

ü Income tax rate 25.7%

ü Cost of key raw materials ↓
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Unit cost trend
1H FY24 1H FY23

ü Trends in gross margin

White sugar

Apr Sept

Unit: RMB

Apr Sept

Paper Unit: RMBLow-teensLow Single Digit

Apr Sept

Tinplate Unit: RMBLow-teensWhole milk powder Unit:RMB

Apr Sept

Low-teens

42.8%
44.9% 45.2%

47.8% 47.3%

1H FY22 2H FY22 1H FY23 2H FY23 1H FY24



43.8% 41.8%

1H FY23 1H FY24

 Rice crackers  Gift packs Gross margin

Unit: RMBmn

YoY=0.2%

2,060 2,057
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ü Revenue breakdown and gross margin

RICE CRACKERS SEGMENT
ü 1H FY24 revenue of rice crackers segment

• Low single-digit ↑ in sales volume

• Overseas markets grew rapidly
• Content e-commerce, vending machine, OEM,

and other emerging channels ↑ double-digit

Overseas 
market

c.30%

Wholesale & modern 

channels 

>60%

Emerging 

channels
c. 10%

47.3% 50.3%

1H FY23 1H FY24

 Milk  Beverages & others Gross margin

1H FY23 1H FY24
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DAIRY PRODUCTS and BEVERAGES SEGMENT

6,097 6,009

ü Revenue of Hot-Kid Milk

Unit: RMBmn

ü Revenue breakdown and gross margin

1H FY23 1H FY24

ü Revenue of beverages & others

• Revenue from canned milk

↑ low-single digit

• Revenue from ”O-bubble Fruit

Milk“ ↑ double digit

YoY=1.4%

YoY=1.2%

YoY=1.6%



43.0% 44.3%

1H FY23 1H FY24

 Candies  Popsicles

 Biscuits  Beans, jellies& others

Gross margin

3,032

YoY=9.9%

2,731

1H FY23 1H FY24
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SNACK FOODS SEGMENT

Unit: RMBmn

ü Revenue breakdown and gross margin

ü Revenue of popsicles • Continuous product innovation

and multi-channel development

• Revenue contribution from new products

launched within past 5 years >20%

• Revenue from “Lonely God” and “Tube

Sweetie” achieved new record high

• Overseas market maintained rapid growth

momentum

13.2% 14.0%

1H FY23 1H FY24

13.1% 12.6%

1H FY23 1H FY24
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ü Operating expenses breakdown

ü Distribution costs

ü Administrative expenses

OPERATING EXPENSES and EXPENSE RATIO

Unit: RMBmn

1,483 1,525 

1,475 1,369 

26.2% 26.6%

1H FY23 1H FY24

 Administrative expenses
 Distribution costs
 Expense ratio

YoY=2.2%

2,958 2,894



1H FY23 1H FY24
 A&P expenses

 Transportation expenses

 Others (mainly staff costs)

ü Distribution costs breakdown

1,475
1,369

YoY=7.2%
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ü Distribution costs as % of revenue

DISTRIBUTION COSTS

Unit: RMBmn

2.5% 2.4%

3.6% 3.7%

7.0% 6.5%

1H FY23 1H FY24

A&P expenses
Transportation expenses
Others (mainly staff costs)

• Other costs to revenue ratio ↓ due to :

staff efficiency ↑, leading to staff costs ↓
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WORKING CAPITAL

ü Turnover days

6Days

Item 2024.03.31 2024.09.30

Inventory 81 77

Trade receivables 13 14

Trade payables (29) (32)

Cash conversion cycle 65 59

(Unit: Days)



2024.03.31 2024.09.30 YOY

Cash&bank balances
+ long-term bank deposits

16,006 15,425 (581)

- Total borrowings 5,351 6,331 980

Among：RMB denominated borrowings 5,092 6,213 1,121

% 95% 98%

Net Cash 10,655 9,094 (1,561)

Item

220 

359

1H FY23 1H FY24
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CASH and BORROWINGS

Unit: RMBmn Unit: RMBmn

CAPEX

Marketing Highlights

1H FY24



DAIRY PRODUCTS and BEVERAGES SEGMENT

Dairy products and beverages
revenue ↓ 1.4%
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Limited sports edition of “Hot-Kid Milk” catering to
consumers' sports enthusiasm

Affected by insufficient economic momentum,
demand has weakened

Scenario marketing during key seasons enhancing
product selling points

Actively exploring new channels，content e-
commerce and OEM ↑ double-digit

Beverages ↑ low-single digit

Canned milk ↑ low-single digit

“O-bubble Fruit Milk”、”Mr. Bond Coffee”↑ double-digit
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RICE CRACKERS SEGMENT

Rice crackers revenue Flat

Volume ↑ low-single digit

Overseas market rice crackers revenue↑ double-
digit，accounted for around 30%

Product expansion brings new growth
opportunities

Content e-commerce, emerging channels ↑
double-digit
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SNACK FOODS SEGMENT

Snack foods revenue ↓ 9.9%

ü Affected by weather and sales operational rhythm of popsicles

ü Through products upgrades, strengthening cooperation with

popsicles distributors, cultivating points of sale to prepare for

next year’s peak season

ü “Lonely God” and “Tube Sweetie” achieved new

record high

ü Overseas market experienced rapid growth, particularly

candies and biscuits
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Channel Diversification

ü Rice crackers and snack foods ↑ double-digit

ü Asia, America, and Oceania ↑ significantly

ü Established overseas subsidiaries to support deeper penetration in

local mainstream markets

ü Benefited from the full-scale production at the Vietnam factory, the

Vietnam market revenue nearly doubled

Overseas market ↑ double-digitTraditional channels ↓ low-single digit

ü Primarily impacted by popsicles and the economic downturn

ü Strategically partnered with snack specialty retail systems to

adapt to the shifts in consumer habits

Emerging channels grew rapidly

ü Content e-commerce and social e-commerce ↑ high-teen

ü Vending machines upgrade; OEM channel maintained rapid

growth

OEM



17

Prospect
Continuing brand differentiation and
product diversification strategy

Embracing the Chinese New Year peak
sales season

Creative and interesting digital marketing,
enhancing interaction with consumers

OEM

Exploration of the diversified
emerging channels



Contact us:
investor@want-want.com


