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Disclaimer

A Theinformation containedin this confidentialdocument("Presentation"hasbeen preparedby GrapeKingBio (the "Company") It hasnot beenfully verified andis subject
to materialupdating,revisionandfurther amendment

A Whilethe information containedhereinhasbeen preparedin goodfaith, neither the Companynor any of its shareholdersdirectors, officers,agents,employeesor advisers
gives,hasgivenor hasauthority to give, any representationsor warranties (expressor implied) asto, or in relation to, the accuracy reliability or completenessof the
information in this Presentationor anyrevisionor supplementthereof, or of any other written or oral information madeor to be madeavailableto anyinterestedparty or
its advisers(all such information being referred to as "Information™) and liability therefore is expresslydisclaimed Accordingly,neither the Companynor any of its
shareholders directors, officers, agents,employeesor adviserstakes any responsibilityfor, or will acceptany liability whether direct or indirect, expressor implied,
contractual,tortious, statutory or otherwise, in respectof, the accuracyor completenesr injury of the Information or for any of the opinionscontainedhereinor for any
errors,omissionsor misstatementsor for anyloss,howsoeverarising,from the useof this Presentationor the information.

A Neitherthe issueof this Presentatiomor any part of its contentsis to be takenasanyform of commitmenton the part of the Companyto proceedwith anytransactionand
the right is reservedby the Companyto terminate any discussion®r negotiationswith any prospectiveinvestors In no circumstancewill the Companybe responsiblefor
any costs,lossesor expensesncurredin connectionwith anyappraisalor investigationof the Company In furnishingthis Presentationthe Companydoesnot undertakeor

agreeto anyobligationto providethe recipientwith accesgo anyadditionalinformation or to updatethis Presentationor to correctanyinaccuraciesn, or omissionsrom,
this Presentatiorwhichmaybecomeapparent

A ThisPresentationshouldnot be consideredasthe givingof investmentadviceby the Companyor any of its shareholdersdirectors, officers,agents,employeesor advisers
Eachparty to whom this Presentationis madeavailablemust makeits own independentassessmentf the Companyafter makingsuchinvestigationsandtakingsuchadvice
as may be deemednecessaryIn particular, any estimatesor projectionsor opinions contained herein necessarilyinvolve significantelementsof subjectivejudgment,
analysisandassumptionsand eachrecipientshouldsatisfyitself in relation to suchmatters.

A ThisPresentatiorincludescertainstatementsthat maybe deemeda T 2 NdbdkiNgd G I G S YAB sfafiednéntsin this discussionpther than statementsof historicalfacts,
that addressfuture activitiesand eventsor developmentsthat the Companyexpects,are forward-looking statements Althoughthe Companybelievesthe expectations
expressedin suchforward-looking statementsare basedon reasonableassumptions,such statementsare not guaranteesof future performanceand actual results or
developmentsmay differ materiallyfrom thosein the forward-lookingstatements Factorsthat could causeactualresultsto differ materiallyfrom thosein forward-looking
statementsincludemarket prices,continuedavailabilityof capitaland financing,generaleconomic,marketor businessonditionsand other unforeseenevents Prospective

Investorsare cautionedthat any such statementsare not guaranteesof future performanceand that actual results or developmentsmay differ materially from those
projectedin forward-lookingstatements
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Company Milestones
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Company Overview Three core business units
2022 Revenue

o 4

1. Grape King Taiwan (Parent Co)
Taiwan own brand & global OEM & ODM

Locus of all key ingredient design, formulation,
and production for the whole Group.

A differentiated distribution channel with products sold through
directselling by members under the Heartner brand.

3. Grape King Shanghai (100%-own)

China OEM & ODM

Our manufacturing in China that focuses on OEM and
ODM for domestic and global health food companies.

NT$
10.39bn

0
84% m Taiwan Grape King

Pro-Partner

2022 Net Profit m Shanghai Grape Kin

2

NT$
1.45bn

73%



Consistent Organic Revenue Growth

—Before IFRS15—After IFRS15 Unit: NT$bn
$10.9 $11.7
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2% $1.3
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ODM Key Growth Driver

Grape King Taiwan ODM Sales
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Botanical Drug Submitted to USFDA

A Antrodia is a traditional Chinese mushroom unique to Taiwan, know for its liver protection and
cancers fighting benefits.

A Grape King Bio has been researching Antrodia for more than 20 years, with various health food
supplements already being sold in Taiwan .

AhdzNJ ySg 06201 yAOI £ R NHzB8amphDratamyceliung H0D% exdRusivid yo GKBJ (i NJ
has been submitted to the US Food and Drug Administration (USFDA) for a Phase Il clinical trial
review (IND) for nonalcoholateatohepatitisSsNASH) in humans.

A Key components were found in clinical geperiments, which can 3
significantly improve liver function in patients with nafcoholic fatty
liver disease (NAFLD). This disease is the initial stage of the
development of liver disease suchsisatohepatitisNASH), cirrhosis,
and hepatocellular carcinoma (i.e. liver cancer).

A If our botanical is drug is passed by USFDA, it will be the first drug ‘
its kind to treat noralcoholic fatty liver disease (NAFLD),' '



Going Global

Pro-Partner
A ProPartner will be heading to Malaysia as part of their expansion to overseas Tt
il W\
markets o’:" “"‘JQ
A Malaysia has a well regulated and accepting MLM market {7 ;;
A 5 products have been submitted for MAL certification \\‘q .L/
A
A Sales are expected to start at the end of 2023
BREFE

PRO-PARTNER

Taiwan Grape King

A

A
A

Working with multinational clients we have been developing new products for
ASEAN markets

We are in discussions with European clients to supply probiotic products
GKB (Malaysia) established in 2018, selling products to the Malaysian and T\ o
neighboring countries.

GRAPE KING BIO




Our Sustainability Progress

) @ @

PURPOSEED BRAND CLEANER PLANET FAIRER SOCIETY STRONGER STEWARDSH

815hrs 33%
of our revenues are aligned with of COZ2e of carbon service hours were invested Of Boarq independence is
' YAGSR bl UA2Y Q& edissorredicdzdini20ZL y | ia €Eo®munity investment expected in the coming Board
Development Goals (SDGS) projects in 2021 election
TCFD - RE [T NT$1.38mn 420

Adopted SASB indicators for ESG Of renewable energy usage invested in employee of female board members expected

communications with investors. = health management and in the coming Board election, higher
We have also added TCFD D> (1500 Dy 0st) health promotion than TWSE average of 13.4%



Delivering on ESG Scores

Sustainalytics MSCI FTSE Russell ISS

ESG [EMEETE 75 s ESGEEER ) ESG &R ) ESGiF &R )
B/ aTEW (100-0, 05 Mmix) () (AAA-CCC, AAARE) (7)) (0-5, 5eRmE) () (A-D, AfR® ) ()
1707 #& £ 19.11 Not covered 3.5 Not covered

Grape King Bio 1707

ESG Risk Rating of

19.11 ranked no. 5 _»TBRONzi
SUSTAINALYTICS i Global Personall ecovadis
Product companies \ "o

Top 35%of all
global companies,
and the top scoring
supplier of our
ODM client

S&P Global TWSE CG Score
ESGF % £ A B4 IR T L
(0-100, 1004 mix) () (mis5%@miE) (O
21 A1 5%
Started data inputon ~ Top 5%
10/2021

Published by IR Platform websit&ept 2022

Top 5%among all
@ TWSE companies in
2020 Corporate
Eﬁﬁﬁiﬁﬁ Governance
Assessment
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and wellness company that
promotes a healthier living and
a more sustainable future




Our Core Competence

We are
industry leader

V

We are a leading health food manufacturer in Greater China, specializingin probiotics,
mushroomand other herbatbasedsupplements We commandNo. 1 positionin probioticsand
medicinalmushroomssupplementswith 31%and45%marketshare respectivelyin 2020

We operate the secondlargestdirectsellingcompany¢ Pro-Partnerin Taiwan (2021 market
share 8.3%).

Approximately50 OEM/rawmaterialscustomersn Taiwan

Strong R&D
capabilities

We are one of the few health food companiesin Taiwanthat possesghe capabilityto produce
our own raw materials,manufactureproductsanddistribute throughown brandsandchannels

Ourexpertisein raw materialsallow usto develophealth supplementsservingdifferent benefits
Therefore,manyof our productsare TFDAapprovedfor different healthbenefits

We are also a frequent winner of major international conventions/competitionsn respectto
new productdesign/concept

Solid growth
with sustainable
payout ratio

We havedelivereda solidearningsduring2008-2021(CAGRf 19%/averageROE25%).
We havemaintainedmorethan 60%dividendpayoutin the pastfive years

Onthe backof a growing health and wellnessmarket in Asia,we strive to deliver double digit
topline growth throughdifferent growth catalystsfrom our individualbusinesaunit.



Our Growth Strategies for Three Key Businesses

Key Objectives

Grape King Taiwan

AMarket share gain
AExpanding through new
adjacencies

|‘ 2 AAccelerate overseas ODM &
raw materials businesses

HTro-Fartner

AUnlock growth ceiling

Almproving demand forecast,
sales visibility, and products
time to market

£ \
Sustainable NS

topline and Grape King Shanghal
bottomline AcClients diversification
growth APrepping for the probiotics

boom

Levers

V' Market share gain through products upgrade and deeper

Vv

channels penetration

Business expansion through penetrating new product
categories

V/I2yidAydzS G2 LINRBY203GS DNJ LIS

S <T

capabilities in probiotics and medicinal mushrooms.

Accelerate new product launches from onh2 hew
products to 35 products per year.

Focus on growing younger members.
Duplicate Taiwan success in new geographies

Cultivate 10 new customers with the potential of each
contributingRmb10mn sales per annum

Develop nordirect/WeChat customers

Capture more business opportunities through local
strategic partnerships and alliances






Competitive Strengths Strong Products Capabilities

We acquired more thafh86 patentsand published ovet 17 research papers
Also, we acquired more thatD TFDA Health Food certificaticors our products.
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@ with TFDA
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.
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2015~2022 21 countries , 198 awards
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Our Sustainability Progress

¥ @ & @

PURPOSEED BRAND CLEANER PLANET FAIRER SOCIETY STRONGER STEWARDSH

815hrs 33%
of our revenues are aligned with of CO2e of carbon service hours were invested Of Board independence is
I YAUSR Dbl UA2YQa emissiorredicdzhbirii2b2L y I ia €oMmunity investment expected in the coming Board
Development Goals (SDGS) projects in 2021 election
) {13 100 NT$1.38mn 42%

Adopted SASB indicators for ESG Of renewable energy usage invested in employee  Of female board members expecied
communications with investors. by 2035 (15% by 2030) health management and in the coming Board election, higher
We have also added TCFD health promotion than TWSE average of 13.4%

Third-Part Top 5%among all ESG Risk Rating of -« __* Top 35%of all
Y @ TWSE companies is e g global companies,
Prwdle 2020 Corporate SUSTAINALYTICS ;. ~|obal Personall ‘AGE:?;ZSELS and the top scoring
Creden'“aIS sockexcnnge  GOvernance Product companies ) supplier of our

Assessment ODM client
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Revenue Breakdowii2022 vs2021)

2022Revenue +6.1%YoY
NTS$
10.39bn

B Grape King TW! Pro-Partnerm Grape King S
2022Net Profit
‘

NT$
1,45bn

+11%YoY

1. Grape King Taiwan
NT$1,104mn (+ 21%0Y)

Strong orderdrom existing and new
ODM business. Owhbrand productsalso
performed well, particularly the drinks.

Enhanced concept of health care due to
the pandemic benefiting the mushroom
products along with the new launched
products to drive the overall sales growth.

3. Grape King Shanghai
NT$560mn € 37%YoY)

The recovery of China consumptiamas
heavily impacted bythe pandemic.

2022EPINT$9.84, +11.4%0Y

2021Revenue

>4

NT$
9.8bn

m Grape King TWm Pro-Partner m Grape King SH
2021Net Profit

8%

NT$
1,30bn



FiveYear Income Statement

YoY (%)
NTS$ m Yoy
2017 | 2018 | 2019 | 2020 | 2021 | 2022 —o=T50r=T %019 | 2020 | 2021 | 2022

Revenue 9,388 9,183 9,239 9,168 9,798 10,391 2.2 (2.2) 0.6 (0.8) 6.9
Gross Profit 7,865 7,329 7,566 7,537 7,855 8,481 (0.7) (6.8) 3.2 (0.4) 4.2 8.0
Operating Expenses (5,610) (4,979) (5,231) (5,232) (5,543) (5,929) (2.3) (11.2) 5.0 0.0 5.9 7.0
Operating Profit 2,254 2,350 2,335 2,305 2,312 2,552 0.9 4.2 (0.6) (1.3) 0.3 10.4
Non Operating Income /(Loss) 151 77 105 73 103 136 92.6 (49.2) 36.8 (30.2) 41.1 31.8
Pretax Income 2,405 2,427 2,440 2,378 2,415 2,688 4.0 0.9 0.6 (2.5) 1.6 11.3
Tax Expenses (471) (537) (502) (483) (467) (518) 10.6 14.0 (6.5) (3.7) (3.3) 11.0
Minority Interest (583) (595) (630) (623) (647) (713) (1.3) 2.1 5.9 (1.1) 3.9 10.0
Net income to Parent 1,352 1,295 1,309 1,272 1,300 1,457 4.3 (4.2) 11 (2.8) 2.2 12.0
Basic EPS(NT$) 10.03 9.57 9.63 9.34 8.81 9.84 21 (4.6) 0.6 (3.0) (5.7) 11.7

Key Financial Ratios ( %)
Gross Margin 83.8 79.8 81.9 82.2 80.2 81.6
Operating Expense Ratio 59.8 54.2 56.6 57.1 56.6 57.1

Operating Margin 24.0 25.6 25.3 25.1 23.6 24.6
Effective Tax Rate 19.6 22.1 20.6 20.3 19.3 19.3
Net Margin 14.4 14.1 14.2 13.9 19.9 20.9




FiveYear Income Statement

e
Total Assets 9,892 10,648 11,359 15,053 15.4 7.3 7.1
Cash 1,920 2,050 2,146 4,673 11 4.7 36.4 24.2 28.6
AR & NR 160 171 202 270  (21.5) 180  (0.2) 490 (10.3)
Inventories 492 563 546 688 131 (2.9) 26.2 4.4 (4.3)
Fixed Assets 6,355 5,927 6,454 7,360 4.5 8.9 13.2 (1.4) 2.1
Total Liabilities 3,564 3,715 3,888 3,912 (5.4) 4.7 31.8 (29.2) 7.7
AP & NP 323 262 223 294 63.2 (15.1) 14.7 55 9.3
Total Borrowing 1,022 1,119 1,177 0 (15.2) 5.2 63.3 (95.1) (100.0)
Total Equity 6,328 6,933 7,471 11,141 9.4 7.8 6.8 30.7 6.8
Total Financial Ratios (%)
A/R Turnover Days 7.0 6.5 7.3 10.1
Inventory Turnover Days 109.5 1024 119.3 139.8
A/P Turnover Days 61.6 56.8 52.2 53.8
Cash Conversion 54.9 52.1 74.4 96.1
ROE (%) 27.0 23.7 22.0 20.1
ROA (%) 13.9 12.6 119 14.9
Net debt (cash)/Equity % (14.2) (13.4) (13.0) (41.9)




Dividend Payout andCapex

Net Profit 1,297 1,352 1295 1,309 1,272 1,300 1,457
Cash Dividend 862 903 883 884 948 904 1,022
DPS (NT$) 6.4 6.7 6.5 6.5 6.4 6.1 6.9
Payout Ratio 65.2%  66.6%  67.9%  67.4%  685%  69.2%  70.1%
EPS 9.82 10.03 9.57 9.63 9.34 8.81 9.84
Capex 736 772 1,116 630 1,214 1,481 1,005

Notes: s e 5 e ¥

1. The big spike inapexin 20152017 is largely due to the investmentof 1) ré Ny SNXQa Yy Sg KSI| Rl dzI NI S
factory and tourist factory iRingzher(GrapéKing Headquarter), 3) the new factorylinongtan(Grapé King Bidech Research
Institute), and 4) additional production lines for Grape King Shanghai.

2. The capex for 2022&2021 is mainly used for building of theRiegzhemplant for new production facilities.

3. On January 14, 2021 the Company increased cash capital by issuing ordinary shares through private placement with Uni
President Enterprise Co., Ltd. The Company resolved to offer for subscription and issued 11,851 thousand ordinarytshares c
Company.



Revenue OverviewWJanFeb2022)

(NT$mn
2,000 ----mmm e
1,184 400 3.58%
] ‘.“ +5: 0
»—- 991
957
200 ------------—----- - - - - - oTeR-------
+60.91%, 43 14% +34.95% 110,969
-------------------- 135" Sas 182 102
0 0
2022 2023 Jan-Feb' 22 Jan-Feb' 23
mmm Grape King TW Grape King SH mm Grape King TW Grape King SH
mmm Pro-Partner =4¢=Consolidated Sales mmm Pro-Partner =4=Consolidated Sales

26.13%Y0Y 7.74%Y0Y
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Talwan Health Food Industry

Taiwanese Takes Nutraceuticals Pé&indemic are 4 Times Greater than Americans

A The annual consumptionsof health food in TaipeiMetropolis is TWD 21,000 (USD700)/people in average,which is 3.7X

comparingto the spendingof TWD4,400(USDL47) in the US

A Statisticsshowedthat 74%of TaipeiMetropolispeopletakesNutraceuticalscomparingto 80%of peoplein the US

| Taipei Metropolis |

1 Vitamin B Group 42%
2 Probiotic 41%
3 Lutein 32%
4 Vitamin C 24%
5 Fish Oill 19%
6 Multivitamins 18%
7 Vitamin D 13%
8 Chicken Essence 7%
9 Lactic Acid Bacteria 7%
10 Collagen 5%
11 Turmeric 5%

Sourcelearneating Taiwan

USA
1 Vitamin D 73%
2 Magnesium 52%
3 Omega-3 51%
4 Q10 45%
5 Multivitamins  43%
6 Vitamin C 42%
7 Probiotic 39%
8 Zinc 37%
9 Turmeric 36%

10 Vitamin B12 33%
11 Vitamin B Group33%



China Health Food Industry

/| KAyl Qa | SIfidK C22R LyRdz G208

China Direct Selling Continues to Play an Important Role

Overall, there is no brand that can monopolize the market in China's health Direct selling remains as an important distribution channel in
supplement market. In 2021, the top 15 brands only occupied 32.8% of the China despite that the e-commerce become popular over the
market share, and no brand can owrore than 10% of the market. recent years.

China Health Supplements Market, 2016-2026E CAGR 6.4% 2021 Sales Distribution of Health Products in China by Channels
450 12%

108% W 10% Others

300

10.2% 10% Direct sales
27%
[}
L} o
a o, } . 6% eCommerce
1 45% Pharmacy
1 4% 18%
u 2%
0 0%

2016 2017 2018 2019 2020 2021 2022E  2023E 2024E  2025E  2026E

o
o

m Market size (RMB bn) m—YoY Growth (RHS)

Source: Euromonitor Source: Euromonitor

Despite the latest Administrative Measure of Health Food Registration and Filing having streamlined the certificatiorigrocess
GAGlFYAYAa YR YAYSNIYfaz 20KSNJ LINPRdzOGa audaAaftf ySSR (2 32

lj



China Health Food Industry

2021 China Health Supplement Consumer Age Distributio

/| KAyl Qa ! 3Ay3a {20ASG& wSlI OF

According taiMediaResearch, the market size of China's health
supplements for seniors accounting for more than 50% of the overall
market size. In recent years, the market of health supplements for
seniors has maintained a rapid growth rate, with a CAGR of 13% from
2014 to 2020.

China elderly group remain the largest consumption group for health
supplement. However, we are seeing consumer age are lowering as more
health supplement products are being introduced.

Proportion of the elderly population (age >50) in China 2021 China Health Supplement Consumer Age Distribution
500 35%

E L] Post-95s,
400 33% 11%
(1

. 9
300 N = e Post-90s, 12% Post-60s, 30%
200 - 29%
O
Post-85s, 14%
100 27%
Post-70s, 9%
0 25%

2014 2015 2016 2017 2018 2019 2020 Post-80s, 13% |, 1-75s, 12%

N E|derly population (mn) m— % of total population

SourceiiMedia Research SourceiResearch



China Health Food Industry
China Herbal/Traditional Products Market Continue to Grow

) _ _ " According tdResearch'survey, the core functional requirement of the
The increasing demand of the China herbal and traditional products may § t RS NF & 1LIS2 LK S A3d 2 KSfLJ NBIdA F ¢

0S OSYSTAOALL G2 DNI LIS YAy3Qa LN products are more popular among younger generation, we are seeing
elderly demand also picking up.

China Herbal/Traditional Products Market, 2016-2026E CAGR 4.9% Most Favored Health Supplements Functions Among Elderly Chinese
150 : 12% Consumers
10;”7 Regulate "three highs" | . 72
9.0% 10% Immune enhancement | - - 2%

120

Sleep improvement [ <2.4%

u
‘ 8%
Bone health NG 25.1%
- 6% Gastrointestinal maintenance _ 17.8%
[} Vitamins/minerals | NNNEE 13.9%
M, M, () | 1% )
Liver and lungs maintenance | o.8%
% 2% Beauty enhancement [ ©.3%
L]
- Invigorate the kidney | 3.0%

0%
2016 2017 2018 2019 2020 2021  2022E  2023F 2024E 2025  2026E probiotics [ 7.3%

w0
(s}

[=)]
o

w
o

0

. Market size (RMB bn) m—YoY Growth (RHS) 0% 15% 30% 45% 60%

Source: Euromonitor SourceiResearch



China Health Food Industry

Global Probiotics Market is Still Growing Grape King is thetTLargest Distributor globally

According to Research and Market, global probiotics market is

We are ranked as théargest probiotics supplement company

expecting to reach US$62 bn wilsia Pacificegion being the largest ~ globally, this also makes us the largest player in Greater China. Grape

of all. The market is still increasing and is estimated to grow 7.6% King is known for its capability in developing different strains of
CAGR between 201822. probiotics that target different health benefits.
Global Probiotics Market Size to grow at a CAGR of 7.6% Rank Company Brand
Others A“ n aT\‘gn
e - USD 111bn 1 p&G g é
Asia
o 100 - -
Pacific USD 62bn Enterogermina =
Western 44% 80 2 SA%FI U
Europe 60 g 2 3 ] g:
Ny 40 3 AER ShinBioferminS “
America X D§) O
18% 20
O ><
f 2022 S
S . . . . e T
e 20 © H\E M Probiotics & Prebiotigs PR
ot A Super 13robiotics & Prebiotlcf —_—
SourceResearch & Market 4 ’}: =

*Notes: Global probiotics market includes probiotics supplement, probiotic
yoghurt, and sour milk products.

Source: Euromonitor



China Probiotic Market

Probiotics Demand Remains Popular within Young and Middged Women

Functional needs of young and middle-aged women in purchasing health supplements

for parents for themselves for kids for partners
immune immune immune
Top 1 vitamins/minerals
enhancement enhancement enhancement
immune
Top 2 regulation of 3 highs bone health vitamins/minerals
enhancement
beauty sleep
Top 3 bone health probiotics
enhancement improvement
Top 4 sleep improvement sleep improvement vitamins/minerals kidney health
growth
Top 5 vitamins/minerals probiotics bone health
improvement

Source: iResearch 2021
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Taiwan- Grape King Brand Sales Channels

Business Line Own Brand Products Raw materials & global ODM

Health / Functional : Mushroom mycelium/ ODM
Bio P o
Products Beverages [CUEE Probiotics/Enzymes  Products
I | | |
I
| | |
Physical Virtual Customers
I+ = i
A | 0 :
Channels/ L1 2] +7 e I - [%
1
Customers e v , : : :
Traditional Pharmacy TV Shopping Channel Direct selling companies
Modern Retajl Cosmed Online Shopping(e.gaomo), Multi-level marketing companies
Watsons Post Officeetc Grape King-&hop Health Food companies

Pharmaceutical companies




Consumer Purchasing Power Continues to Grow

Spendings on buying health food for wellness increased YoY.

A % | am worn out:

eye care, relieve fatigue, gastrointestinal function,
help digestion and absorption, improve immunity

. . 7 Caring for the elderly:

nutrition, exercise, joints, calcium
NT$6,200person/year

Average unit price n Link health and beauty:
increased bﬁ% nutrition, exercise, weight loss, intimate care, skin care

(Kantarworld panel, 202)
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Own Brand Revenue from Virtual Channels

Total membersexceeded 150,000 Virtual channel revenue u

160000 150k
140000

120000 :

100000 )

80000 :

60000 :

40000 :

20000 j I I
. NGl RN :

201720182019202020212022 2017 2018 2019 2020 2021




Own Brand Revenue ContributiorsPhysical vs. Virtual

5'bic b O m Physical Stores m Virtual Channels

400,000 -
300,000 -
200,000 -
100,000 -
O =

2018 2019 2020 2021 2022.1-11

Virtual began to surpass Hot sale of

physical under the pandemic Kombucha
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2. Pro-Partner




“ Pro-Partner Overview

4 key numbers of PrdPartner Growing sales and members#

_ _ _ _ 220,000
A Largest local direct selling company in Taiwan (+2% YoY)

based on revenue.
A One of the fastest growing direct selling companies
in Taiwan (15% sales CAGR from 2008 to 2020) 210,90
157,262 ,’
A Secondlargest overall direct selling companyin 2018 /
Taiwan (2021 marketshare 8%) 2015
95,802
2012
A 43 Health and Beauty products for the whole
family 46,689
8,000 m

7,429m
A No. 41 in the worldwide direct selling company 6,708m
4 1 rankingsfor 2021 3,690m

(Source: 2021 DSN Global 100- based on 2020 revenues) 1s960 m

Sales (NT$)




Bal YiJie(toothpaste)

ADNJ LIS YAyYy3IQa
Lactobacillus
pentosusGK4

MInhibit 13 kinds of
oral bacteria &
Prevent cavities

A Xylitol
MAnNti-plaque

A Sodium fluoride

MPrevent enamel erosion

A Mint
MSooth teeth

Hi Spray(oral spray)

ADNI LIS YA yASpitol
Lactobacillus MAnti-plaque
pentosusGK4 A Thyme

Inhibit 13 kinds of
g?al bacteria & MbFreshen breath

Prevent cavities

A Mint
MSooth teeth

"L (.\r\-() than

“
; -
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““ How is PrePartner different from other direct selling companies?

A
-y

V No minimum

purchase
requirement.

No inventory
pressure. (Members
buy products directly
from the company)

\Y,

\Y,

\Y,

Higher entry barrier
for Products (bie
researched and
engineered).

Symbol of national
certifications.

Products are mostly
manufactured in
house rather than
outsourced.

V Managed by Grape

King, a weltespected
health food company
in Taiwan, so we can
offer dedicated
customer service and
support.

\Y

\Y,

All the trainings and
venues are held by

the company, so we
can have consistent
training quality.

All the trainings are
free to members.

V Transparent

compensation
structure.

V All purchases can be

accumulated.

V All compensation are

paid to sales
contribution and
directly to the
members by the
company.






Grape King Shanghai Overview

A Establishedn 1994 GrapeKing Shanghaivas initially targeted as the production basefor Grape
Y A yadvdhdiand productsin China

A Achangein strategysteeredby the new managemento an OEM/ODMmodel hasreversedseveral (\ \ ;
yearsof lossesandturned the operationprofitable.

A We seetremendousgrowth potential for GrapeKingShanghaasit continuesto acquiremore ODM
clientslocallyin China

60
. C o ¥ HAa
- 1
0 RN O O - W _ General foods  PKL Health Beauty Energy
i g g Q B D Se o O e i Lo~ supplements  drinks supplements drinks  drink
-20 O 00 OO0 00 OO0 O O O O fFEEEENIESEE
AN AN AN AN ANANANNNANANANNNNNNNNN

*In 2019, the overall demand was impacted by China g o v e r n metighteliisg on direct -selling
and healthcare industry & in 2020 the China consumption recovery has been softer -than -expected
under the pandemic .



Grape King Shang

Plant Size




Onestop OEM Service Platfor

Regulatory assistance

t Training assistance
Declaration assistanc

50N




Customers of Grape King Shanghai
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OEM Products of Grape King Shanghai



