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Disclaimer

This presentation and the accompanying slides (the “Presentation”) have been prepared by Zhou Hei Ya International Holdings Limited (“Zhou Hei Ya" or the
"Company") solely for information purposes.

This Presentation does not constitute or form part of and should not be construed as, an offer or invitation to acquire, purchase or subscribe for any securities of the
Company nor is it calculated to invite any such offer or invitation nor shall it constitute any offer or sale of such securities in any jurisdiction. No part of this
Presentation shall form the basis of or be relied upon in connection with any investment decision, contract or commitment whatsoever.

This Presentation has been prepared by the Company based on information and data which the Company considers reliable, but the Company makes no
representation or warranty, express or implied, whatsoever, on the truth, accuracy, completeness, fairness and reasonableness of the contents of this Presentation.
The Company reserves the right to amend or update all or any part of this Presentation at any time, but the Company shall not be under any obligation to provide the
recipient of this Presentation with any such amended or updated information or correct any inaccuracies herein unless otherwise required by the Rules Governing The
Listing Of Securities On The Stock Exchange Of Hong Kong Limited or any applicable law.

This Presentation may not be all-inclusive and may not contain all of the information that you may consider material. Neither the Company nor any of its affiliates or
representatives make any representation or warranty, express or implied, as to the accuracy or completeness of the information contained herein or any other written or
oral communication transmitted or made available to any recipient. The Company and its affiliates and representatives expressly disclaim any and all responsibility or
liability based, in whole or in part, on any of the information contained herein, errors herein or omissions here from. In all cases, interested parties should
conduct their own investigations and analyses of the Company, its businesses, assets, financial conditions and prospects, and of the information set forth in this
Presentation.

This Presentation contains statements that reflect the Company's intentions, beliefs or expectations about the future or future events (the “forward- looking
statements"). These forward looking statements are based on a number of assumptions about the Company's operations, its future development plans, market
(financial and otherwise) conditions, growth prospects and certain plans and objects of the management of the company, and are subject to significant risks,
uncertainties and other factors beyond the Company's control, and accordingly, actual results may differ materially from these forward-looking statements. You
should not take any forward-looking statements contained in this Presentation regarding past trends or activities as a representation that such trends or activities
will continue in the future. The Company expressly disclaims any obligation to update these forward-looking statements.




Section 1

Results Overview




2018 Key Strategies

Continued to Expand Store Network, and Enhanced the
Market Coverage Across China

Upgraded and Optimized Nationwide Production
Capacity

Enhanced Analysis for Membership, and Improved the
Precision of the Marketing Efforts

Further Invested in Big Data Analysis, Improving
Efficiency from Back-end to Front-end Operation




Key Financials

Financial Summary
(RMB thousand)

2017 2018 Y-0-Y growth
Revenue 3,248,943 3,211,521 (1.2%)
Gross Profit 1,979,723 1,847,432 (6.7%)
Profit before tax 999,414 726,971 (27.3%)
Net profit 761,628 540,093 (29.1%)
Dividend per share(HKD) 0.12 0.16 33.3%

No. of Self-operated
Retail Stores

Total Sales Volume

Average Selling Price

(Number of stores) (Tons) (RMB/Kg)
1288 83.0 85.1
1027
2017 2018 2017 2018 2017 2018

Self-operated stores

Total sales volume

Average selling price

Average Spending per
Purchase Order
(RMB)

60.46 63.66

2017 2018

Average spending peLpurchase
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Financial Performance




[ ] [ ]
Financial
.
Revenue Gross Profit
(RMB MM) (RMB MM)
Growth:-6.7%
60.9%
Growth: -1.29 57.5%
3,249 3,212 1,980 1,847

2017 2018 2017 2018

FR ) ) .
evenue M Gross profit —e—Gross profit margin

Profit before Tax Net Profit

(RMB MM) (RMB MM)

Grthh.
- ~27.3¢ G
30.7% N rowth: .29 10,
23.4%
22.5%
762

2017 2018 2017 201855

540

& Profit before tax —e— Profit before tax margin I Net profit —o—Net profit margin




Financial Data Analysis

Revenue by Channels Store Geographic Coverage
(%) (# of cities)

90

17

2017 2018

. . 2017 2018
© Online = Take-out m Offline Store m Others

. . . . m# of Provinces m# of Cities
Selling and Distribution Expenses

(RMB MM) @
<D

v~ The Company’ s take-out revenue increased from 8.7%
in 2017 to 11.9% in 2018

v As of 2018, the Company’ s self operated retail stores
covered 90 cities in 17 provinces and municipalities in
China.

v In 2018, selling and distribution expenses accounted for
33.7%

269

2017 2018
= Salaries ®mRentals mE-commerce Delivery Fee mLogistics ® Advertising ® Others 8
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Business Review




Rapid Changes in Casual Food Industry

Changes in Braised Food Industry, Intensified

Uncertainty in Macro Environment Competition in Online and Offline Channels

With the strong online promotion ability,
Slowdown of GDP growth rate in 2018 full-line food brands have posed threats to

single-line brands

Concurrence of consumption upgrade and Fierce competition amongst food
downgrade, changing of consumer behavior brands in regional market
Influence of 'New Retail' had an New braised food brands have emerged

Undergoing the Third Revolution in the Retail Industry

New retail became the Huge Potential in Take- Online competition
industry’s new trend out Business intensified
Consumer-focused, Massive consumer Full-line food brands
optimizing products and base with rapid join the competition
experience growth
Optimizing the Online traffic slowly
production, delivery and Change of consumers decline
sales process through Big habit: “] ”
Data and Al technology L e e
emerged




Continued to Expand Store Network and Enhanced Market Coverage

—

Northern China Presented Strong Growth Potential

Stable Offline Store Expansion

v In 2018, Zhou Hei Ya had T288self-operated
retail stores covering 17 provinces and 90
cities.(D

v Net opened 261 stores in 2018
Penetrated existing markets and expanded to
new markets

v Sales distribution by different regions became

more balanced.

Geographical Distribution of Retail Stores and Revenue Contribution in 2018

Northern China

Northern China Revenue

while Southern China Grew Steadily

Southern China Revenue

2017 2018 *

2,

132 196

,Eastern China

Southern China

199 225

448 562

wn

outhwestern China

185 230

Notes
1. As of 31 December 2018

63 74

(RMB MM) (RMB MM)
312 405

268 373
2017 2018 2017 2018

Revenue contribution from Northern China increased

significantly
Southwestern
Northern China
China 204
10%
Eastern
China

N

13%

Southern
China

13%
Central China
= Southern China 2017
= Eastern China
= Northern China

= Southwestern China

Southwestern
China
2%

Northwestern China
0.01%

Northern
China
11%

Eastern
China
12%

Central
China
60%

Centralggythern

China china
62% 150

Central China

= Southern China

= Eastern China

= Northern China

= Southwestern China
Northwestern China 11 I—_-‘g__)

2018

452 VA



Continued to Expand Store Network with a Focus on Strategic Regions
and Locations

Strategic Presence of Self-operated Stores

As of 2018, there were a total of
transport hub stores.

Furether develop new markets.

Tremendous potential in Tier 1 and 2 cities.

Airport Railway MTR
Store Store Store

Self-operated Stores Network has Tremendous Potential in Transport Hubs and Tier-1 and 2 Cities

The other tier-1 and 2 cities that Zhou Hei Ya Strong growth potential for store opening in
entered enjoy more growth potential than transport hubs
Wu han (Number of Transport Hub)
(Store/Million Population) 2,000+
22

200+ f
% 2 L

5 56
|
Wuhan Tier 1 Tier 2 Airport Railway Station
Store / Million Population # of Transport Hub in China = Company’s Presence

Note

1. Public transport infrastructures, such as airports, railway stations and metro stations as well as supporting facilities around transport infrastructures. Number of transport hubs in
China is from Frost & Sullivan, as of December 31, 2015; number of airports and railway stations covered by self-operated stores is as of December 31, 2018..

2. 4 Tier 1 cities here refer to Beijing, Shanghai, Guangzhou and Shenzhen. 27 New Tier 1 and Tier 2 cities include Wuhan, Chongging, Dongguan, Changsha, Nanjing, Suzhou,
Nanchang, Hangzhou, Ningbo, Wuxi, Zhengzhou and Chengdu etc. Wuhan is excluded in calculating both number of new first-tier cities covered and number of stores per million
people. Data as of December 31, 2018.




Optimized and Expanded Nationwide Production Capacity

Northern China Industrial Park Commenced Production, Aiming to Improve Productivity and Satisfy
Increasing Needs in The Region

Northern China

« Northern China Industrial
Park commenced full « Shanghai factory ceased

production in April 2018 g{ﬁ%uction on 25 June,

+ Plan to establish a new
facility in Nantong,
Jiangsu

Central China

« Phase | Wuhan Facility:
Underwent equipment
automation upgraded
and resumed production

Eastern China

Southwestern China in Oct 2018
« Establishing a new + Phase Il Wuhan Facility:
Commenced

facility in southwestern
China

Southern China

« The southern China
processing facility
located in Guangdong is
currently under
construction, which is
expected to commence
operation in 2019

commercial production
using the most
advanced production
and processing
technology

« Qianjiang Facility: Plan
to establish a new
facility in Qianjian,
Hubei to provide
support for the Crayfish
business

13




Expanded Product Portfolio with Innovation

Launched Crayfish Products version 2.0

v' Catering to the young customers’
habit, upgraded the flavor of the
Crayfish Product

v' Launched a new vegetable flavor

'»’ 7 " O T )

. R, % =\ —|

Continued to Enhance Customers Experience
and Launched “Zhou Xiao Ban”

v Launched “Zhou Xiao Ban” sparkling water
during the World Cup in 2018, and cross-sell
with duck products

Diversified Product Portfolio Styling with
Trendy Gift Boxes

v" Further enriched gifted box line

v Young and stylish presentation

Explored New Business, Zhouheiya in
Store Dining Experience

v" Store Design tailored to new generation's
taste

v" Provided simplitic fast braised food set meal




Enhanced Marketing Efforts with Media Interaction, Improving
Marketing Precision

Collaboration with New Media

sesec MEH(E 4G 18:15 @ 7 39%m

#EIRH LA RIGH

Campaign on Tik Tok

W ORI -

. #i%£9193.87 11iL6.27
ERA BRBESRE

e

S5 MKIE, BMEAK! HREEBLY
B, inHERFRRE!

Precision Marketing

« Sponsorship of E-sports competition
in Guangdong

« Endorsement of school Rock Music
Festivals in Northern China

B oz
KRR




Continued to Improve Members Benefits and Upgraded Store Image

Store Image Upgraded

More attractive, More stylish

Ly

Members Benefits

(l Member's Privilege Activity: Foodies
World Tour

PTFIRIZ L

o e Mol i o W




New Store Concept to Embrace “New Retail”

E-sports Theme Store
Shenzhen

Smart Store - Shenzhen

Join hands with WeChat to open
the first artificial intelligence

convenience store

Facial recognition and self-check-

Members' Club - Wuhan

Members benefit: point-for-exchange
beverage and souvenirs

Clip doll machines, coffee machines
and 24-hour vending machines

(-
E:Ei?l% E Famare
e By e ’
|




Integrated Online and Offline Resources, Strengthening Ordering

and Delivering Operation

Food Ordering and Delivery Platform

Revenue from Online Ordering and Delivery

(RMB MM)

381

284

2017 2018

Cooperated closely with take-out
platforms, revenue increased 34.3% Y-o-Y

Food Ordering In-app Mini-program
on Wechat

<uiX® 4G TH12:114 @ v o % .
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Over 330,000 orders

Third-party commission saved

18




Further Inﬁ_ in Big g’ata Anal

to Front-end Operation

e

Streamlined the process of operation, analysing big data through the SAP system, and carried out
precision marketing

data data
data data
‘? 7
T Decision- YR .
data data Prediction

making

Segmention Sl Customization




Section 4

Opportunities and
Outlook




Future Development Strategies

Further penetrate existing markets and strategically expand into new

production capacity to match the needs from regional markets

s

o
\\ regions, to improve operating efficiency by better allocating

1 Further enhance product innovation
®

4

TN
S

Leverage big-data technologies to realize precision marketing
strategy, and establish a effective membership system focusing
on stickiness

Develop the result-driven incentive programs

Enhance digital operations and data analysis, and
further optimize organization and process







Company History

e The founder opened “Fuyu Guai Wei Ya
Store” in Wuhan

e Applied for trademark registration
e Established Wuhan ZHY Holdco

e Established the first processing facility
in Wuhan

Unpackaged
products

2008-2012

Business

Model

’ Upgrade

Upgraded retail model to
branded chain stores

Expansion outside of Hubei

Launched vacuum packaged and
MAP products

Established e-commerce retail
channels

Tiantu and IDG invested

Recognized as a
“Well-known
Trademark in
China”

Vacuum packaged
products

Recognized as “National Key
Leading Enterprise in
Agriculture Industrialization”

MAP products completely
replaced unpackaged products

Launched fixed-weighted MAP

products and individually-
packed vacuum products

MAP products

Stable
Growth

Recognized as “Gift from
China” in the “One Belt One
Road World Tour” organized
by Xinhua News Agency

Rapid growth of e-commerce,
which contributed 9%+ of
revenue in 2016

Enriches product mix by
launching new products such
as crayfish, braised beef, etc.

Continuous expansion of
product capacity and
coverage

Fixed-weighted MAP and
individually-packed vacuum
products

f——E\ &m ‘
B %9
2016

Opened various theme store,
including Finless Porpoise
protection, E-sports,
Zhouheiya-Ele.me Takeaway
Experience theme stores,
smart store and members’
club

Upgrade informatization level,
SAP system is launched online

Zhouheiya-Ele.me
Takeaway Experience
theme stores




Leading Brand and Retailer of Casual Braised Food in China

Leading Brand and Retailer in China’s Casual Braised
Food Industry

Zhou Hei Ya led the transition of China’s casual braised food
industry:

Upgraded the retail model to
branded chain stores

First braised food company to
achieve a complete shift from selling
unpackaged products to MAP
products

Deployed advanced processing and
packaging technologies to achieve
mass production

Pioneered the transformation of
braised food from table food to
casual food

Promoted brand philosophy of Yay 4] ﬂ%’
“More Entertainment, More Fun” ZM

Notes

1. According to Frost & Sullivan industry report and interviews with over 2,000 customers across 20 cities in China
2. In 12 months ended June 30, 2016

3. As of June 30, 2016

Leadership in the Casual Braised Food Industry (1)

/42 o Thesecond largest casual braised food company in China by
“s2% total revenuel?

/42 » Thesecond largest casual braised food brand in China by
eSS retail sales value®

/4 & Operates the second largest self-operated retail store network
%222 i casual braised food industry in China®

/w1 » Ranked first in terms of brand awareness and customer
e i . . .
©  satisfaction in 2015

% The largest casual braised food company in terms of revenue
2" generated from online channels?




Leading Brand and Retailer of Casual Braised Food in China (cont’d)

Customer-focused Corporate Value

Unique Competitive Advantages . .
Emphasizing Customer Experience

Key barriers to entry Our competitive advantage

Popular, hygienic, and conveniently-

® . e Stringent quality control across supply chain, able consumed products
Safe and Reliable to trace final products back to the key raw : : :
Product Quality material sources ) Nationwide famous brand with a young
« First to shift from unpacked products to MAP and exuberant image
products

Self-operated retail network with strict

: : * Works together with leading domestic poultry 3 inspection on product quality and service
.-R High-Quality Raw companies
=o™0 Material e Stringent quality standards on raw materials and

inspection upon arrival
e Procures spices from their regions of origin

Advanced « Automated manufacturing and processing Strict Quality
Manufacturing and facilities Control

Technology « Imported MAP production lines and quality
packaging materials

e Distinguishable brand image
Brand Awareness

e Ranked first in terms of brand awareness and
customer satisfaction

Product

Great Customer
Experience
\ .~

e Covering 78 cities in 16 provinces and
Convenient Sales municipalities®

Network e Located areas with high pedestrian traffic

Brand Store

e Quickly expanding online channels with stores on
16 online marketplaces

Excellent Store
e Customer-focused corporate culture

Management and
Customer Service

e Mature store management system

Notes

1. According to Frost & Sullivan industry report and interviews conducted on casual braised food with 2,000 customers across 20 25
cities in China

2. As of December 31, 2018




