R {EEStock

BRARAT]

ARY | INITFD




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




Financial Highlights

Key Financial Highlights

(RMB Thousand)

1H2018 1H2019 Y-o0-Y growth (%)
Revenue 1,596,582 1,625,947 1.8
Gross Profit 955,677 908,633 (4.9)
Profit before tax 439,176 294,575 (32.9)
Net profit 331,511 224,055 (32.4)

Average spending per

Total sales volume Total purchase orders purchase order
(Tons) (Ten Thousand ) (RMB)
. 0.5%
18,235 ’
2,466 2,612 65.83 62.13

1H2018

1H2019

1H2018 1H2019 1H2018

1H2019



Section 2

Financial Performance




Financial Data Analysis

Revenue

(RMB MM)

Growth : 1.8%

1,697 1,626

1H2018 1H2019

[ Revenue

Profit before tax

(RMB MM )
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[0 Profit before tax === Profit before tax margin

Gross Profit
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. 0

¢ —

956 909

__ = I

1H2018 1H2019

[0 Gross Profit === Gross Profit Margin

Net Profit
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Financial Data Analysis

Cost of sales Sales and distribution expenses  Administrative expenses
(RMB MM ) (RMB MM ) (RMB MM )
717
641

551
495

Growth * 17.0%

87 101
1H2018 1H2019 1H2018 1H2019 1H2018 1H2019



Section 3

Business Overview




<D Intensified Competition in Casual Food Industry

Rapidly evolving consumption habits

. e Personalized
Diversified consumption Low brand

options habits loyalty

Intensified competition in online and offline channels

. Consumers are The intensified
The magic of whole-category casual diverted by emerging competition for better
online traffic has food brands entered - : :
been fadin into braised food sector new rigional casual store locations with
9 food brand higher passenger traffic



6 Self-operated Stores: Optimization

Revenue from Southern China and Southwestern
Optimized store distribution China grew quickly

» Southern China o Southwestern China

v Inthe 1H2019, Zhou Hei Ya had 1255 self-operated retail
(RMB mm) ( RMB mm )

stores in 96 cities ,17 provinces and municipalities(!)

v In the 1H2019, Zhou Hei Ya opened 34 stores and
closed 117 stores. g%

. 79
“ .
Central penetrated to low tier cities; V
. A%

Southern grew steadily; 225 Ww
175

Northwestern newly debuted

23 28
_ == B
1H2018 1H2019 1H2018 1H2019

Geographical distribution of retail stores and revenue contribution in 1H2019

1H2018 1H2019

178 180 I.; /O 2.0 0
0' (y[l 10.; o/() /

t ~— Eastern China
b 228 203

Central China

+ Revenue contribution from Southern China increased significantly

0.4%

12.2% 10.9%

520 560 12.6% 0.0%
. 16.0%
Southern China 207 226
H Central B Southern
Southwestern China s -7
W Eastern M Northern
1H201
Note 018 1H2019
1. As of 30 June 2019 B Southwestern B Northwestern
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5 Production Capacity : Further Expansion

Northern China

+ Located in Hebei
« Commenced production in April 2018 Eastern China

+ Shanghai facility ceased production
on 25 June, 2018

+ Located in Jiangsu

» Under construction

Central China

+ Phase | Wuhan Facility: Underwent

equipment automation upgrade and

Southwestern China

resumed production in Oct 2018

+ Located in Sichuan
+ Phase Il Wuhan Facility: Commenced

« Under construction

production

Southern China

+ Located in Guangdong

« Commenced production in June, 2019




J E-commerce and Take-out : Grew Steadily

Revenue from e-commerce(online
distribution channel)

| %,
(RMB mm) @?g?
jt b
EB
\
150 164
1H2018 1H2019

Revenue from take-out(online ordering
and delivery services)
(RMB mm )

201

136

AHERE
BBOUREEY

1H2018 1H2019



Section 4

Opportunities and Outlook




3 Challenges and Opportunities
> Business Models

> Marketing

> Channel

> Products ‘ 03

Challenges/
Opportunities

otivations
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3 Future Development Strategies

Launch franchise model

Multiple distribution channels

Enhance product innovation

Optimize and integrate marketing and promotion resources

Develop the result-oriented talent incentive programs
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Appendix

Company Overview




» Company Histo
J pany ry

2016-2018

2008-2012

Stable
. Growth
Business
0’% Model - _
Updrade e Zhou Hei Ya listed on the Main
e Upgraded retail model to DO LT Sl Exchange on 11 November
brp%d d chain stor Agriculture Industrialization” 2016
The founder opened “Fuyu Guai anded chain stores
Wei Ya Store” in Wuhan : . : MAP products completely e Rapid growth of e-commerce,
e Expansion outside of Hubei replaced unpackaged which contributed 10%+ of
Applied for trademark registration products revenue in 2017
e Launched vacuum packaged
Established Wuhan ZHY Holdco el (MRl [presiss Launched fixed-weighted * Continuous expansion of
MAP products and product capacity and coverage

Established the first processing ¢ Eai;ailbgﬁgﬁgeelécommerce individually-packed vacuum

facility in Wuhan products

e Tiantu and IDG invested

Recognized as a

o

] “Well-known
SE =5 Trademark in
A Fixed-weighted MAP and
individually-packed vacuum
Vacuum packaged MAP products products
Unpackaged products - B %
products g = P s — |
L j.ﬁsq i _‘__":‘\ ".‘\‘.- — 4 e iy s
‘ il 2016
2 A g 2013
2009
2002

17



a Leading Brand and Retailer of Casual Braised Food in China

Leading brand and retailer in China’s casual
braised food industry Leadership in the casual braised food industry ()

Zhou Hei Ya led the transition of China’s casual
braised food industry:
# 40 u The second largest casual braised food company in

i i
o i

Upgraded the retail model to “..2%  China by total revenue()

branded chain stores

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

“‘#2W The second largest casual braised food brand in China
“aot py retail sales value®

Deployed advanced processing
and packaging technologies to
achieve mass production

¢ w0y Operates the second largest self-operated retail store
“wu.2”  network in casual braised food industry in China®

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

Ranked first in terms of brand awareness and customer
satisfaction in 2015

Promoted brand philosophy of
“More Entertainment, More Fun’ o The largest casual braised food company in terms of

w” 2" revenue generated from online channels®

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 18



. Leading Brand and Retailer of Casual Braised Food in China

a (cont’d)

Unique Competitive Advantages Customer-focused Corporate Value

Emphasizing Customer Experience

Key barriers to entry

&/® safe and Reliable
Product Quality

.ﬁ. High-Quality Raw
)

Material

Advanced
Manufacturing and
Technology

@ Brand Awareness

Convenient Sales
Network

Excellent Store
Management and
Customer Service

Notes

Our competitive advantage

Stringent quality control across supply chain, able
to trace final products back to the key raw
material sources

First to shift from unpacked products to MAP
products

Works together with leading domestic poultry
companies

Stringent quality standards on raw materials and
inspection upon arrival

Procures spices from their regions of origin

Automated manufacturing and processing
facilities

Imported MAP production lines and quality
packaging materials

Distinguishable brand image

Ranked first in terms of brand awareness and
customer satisfaction (1

Covering 96 cities in 17 provinces and
municipalities

Located areas with high pedestrian traffic

Customer-focused corporate culture
Mature store management system

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

cities in China
2. As of June 30, 2019

Popular, hygienic, and conveniently-
consumed products

Nationwide famous brand with a young
and exuberant image

Self-operated retail network with strict
inspection on product quality and service

Excellent

Management Team

Strict Quality
Control
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