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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 ThisPresentationincludescertainstatementsthat 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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Investment Highlights

V We are a leading health food manufacturer in Greater China, specializingin probiotics,
ﬂ We are mushroomand other herbatbasedsupplements We commandNo. 1 positionin probioticsand

. medicinalmushroomssupplementswvith 31%and45% marketshare, respectivelyin 2019
industry leader PP ° ° el

V  We operate the secondlargestdirect-sellingcompany¢ Pro-Partnerin Taiwan (2019 market
share 8.3%).
V We are one of the few health food companiesin Taiwanthat possesghe capabilityto produce
our own raw materials,manufactureproductsanddistribute throughown brandsandchannels

Strong R&D V  Ourexpertisein raw materialsallow usto develophealth supplementsservingdifferent benefits
capabilities Therefore manyof our productsare TFDAapprovedfor different healthbenefits

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

V Wehavedelivereda solidearningsduring20082020(CAGRf 19%/averageROE25%).

— Solid growth WE 5y _ :
=5 with sustainable V Wehavemaintainedmore than 60%dividendpayoutin the pastfive years
|:|¢¢I:I payout ratio VvV Onthe backof a growing health and wellnessmarket in Asia,we strive to deliver double digit

topline growth throughdifferent growth catalystsrom our individualbusinesaunit.
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2014
1991 2009
Bio Engineering Centerwas pProt I NIiy S %ig f;ﬁi??gii::me
established. ranked No.6 among the CEQ and
Taiwan direct  Prot | NIi y S NI &
1982 1997 selling companies.ranked No.3 '

among Taiwan AGrape King is

Listed on Taiwap Shanghai Grape

ADr. Andrew Tseng 2015

direct selling selected as Forbégnsecutive year

2019

A Grape King Bio
Tech Research
Institute was

Grape King is .
-\ 2017 established. 2021
C2NbSa 4T an |;M Grape Kingv Pro-Partner was

200 Best Under AP NJ '-J_S Portn¥dA PAwith ranked No. 41
LAt t A2y JJEStIGHESIAIlGOSMOS Bio  among all Global
s. Center  Tech (4148 TT)  Direct Selling

Stock EXChang 33 Klng was Companies. al! aAF U3 H N : S 3 L,Iopﬁnled in to expa_nd into Companies based
established. l LY RSNI Y LA el o s U Malaysia market.on 2020 revenue.
1969 ® ‘
Grape King was
founded 2020 2021
2016 ; Uni-President
1993 Grape King
2012 B (g Bio e A é1216 T
ProPart_nerwas Prot I NIy SNDR& NI y] SR Tech Headquarter strategic alliance P€came a
established. . - - shareholder
2008 No.4 among Taiwan 2014 started operation with TST¢ a i -
direct selling Prot | NIy § ND & in SNejJtcifmlbeé. = leading social anpasrtrnaetréglc
- NI v S ' & i rot r a ' selling compan
PNr(c)}; (latml\lo\riJ 34§Wgﬁ2®mpamlqs.1 >® No2 among Taiwan 2018 ingChinaF.) y ROl 2
di t lli g ; direct selling companies. Taipei Grape King private
irect selling companies. placement.

Sales headquarter
was established.



Company Overview Three core business units
2021 REVENUE

9% 9%

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

Locus of all key ingredient design, formulation, NT$
and production for the whole Group. 9.8 bn
A differentiated distribution channel with products sold through 9M21 NET PROEIT

directselling by members under the Heartner brand.

9%  14%
3. Grape King Shanghai (100%-own)
China OEM & ODM L

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

m Grape King Taiwanm Pro-Partner m Grape King Shanghai



" Complete Product Range

Health Children
maintenance healthcare

Feminine Chinese
beauty herbal




Competitive Strengths Strong Products Capabilities

We acquired more thafh86 patentsand publishedver84 research papers
Also, we acquired more thatD TFDA Health Food certificaticors our products.

A [B;r\aflz'r}};;"';]';;s\ i === Eye protection @ With TFDA
Mushroom Powder e Yo-Shi Premium Lutein Health Food
..... ! g certifications

» Feminine beauty----._
Snow Brightening Essential Drink ‘\\

-------

2 @ . Bloodsugar . Immune system

(20t ¢ Tang Liia Ganodermaing, LING ZHI
5 ANTIALLERGY 995 Bictech
Nourishment,  AntrodiaBio Aid, 0 i
Pro-Partner Meal Supplement e et E_&‘,; =

Gastrointestinal healtt ® h\ @

LGG PROBIOT,ICBROBIOTICS
KING OLIGO PROBIOTJCS ‘
Super 13 Probiotics & Prebloglcs
Super 13 Probiotics & Prebiotis)

Liver protection -~ -

ﬁ - ANTRODIA KING
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m &1 Stomach
j?}g Wei-Jie

A AEd Energy---------------
o ComeBesBeries Golden
o ComeBets PowerBOMB i Menopause symptoms
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2017~2020 8 countries , 125 awards
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Exhibitign of Inventions
10th - 14th April 2019,
Geneva, Switzerland

Special awards
of
rehimedes-2019 \



Competitive Strengths stateof-the-Art Production Facilities

Glass Bottle
Packaging Line
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1. Grape King Taiwan




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 OUEE Probiotics/Enzymes ~ Products
I | | |
I
| | |
Physical Virtual Customers
I +1= i
3 0 :
Channels/ L 2] +1 i 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




Our bestsséller

Slim TurmericcComplex Our 29 seller .
ComeBesBeries .“;

17% of 1H revenue

22% of 1H20 revenue

EEEAD & [ & B

E:tﬂ:—tl—\

95%|_J E;—;E o W
L o B
E%GKC%E_&E B ey @

AETARBRMRRAREHES
B B #T B A -

¢ # ‘M.x
- {’ *STAR T«
— 1T
- — \‘ -

Energy drinks that restore energy and provides necessary vitami

Metabolismpromotion and digestion/defecation improvement



Our fourth best sellerg
Antrodia King
13% of 1H21 revenue

iﬁ\ nx.ié]f I:}E.

 BEIREE—X

semmEnAcang

Our third best sellerc

Probiotics King
14% of 1H21 revenue

Improves digestion and defecation Liver protection and hangover prevention and alleviation
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2. Pro-Partner




*“ Pro-Partner Overview <&

220,000

A Largest local direct selling company in Taiwan Members# (+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 018

Taiwan (2019marketshare 8.3%) 2015

95,802

2072

3 A Smallest product range 35 Health and Beauty 46.689
products among the top 5 : 2 719m
7,429m
6,708m Sales (NT$)

3,690m
1,960 m

rankingsfor 2021

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

4 1 A No. 41 in the worldwide direct selling company



Our best selle Probiotics & Prebiotics Our second best selle,rBic'\id 995
18% of 1H21 revenue 16% of 1H21 revenue \

(MmO

cﬁnhé',,; m,. meﬁfﬁ‘z& RAN AR

l Promote healthy digestive system and suppress allergy | 11l Post operative convalescence



Bal YiJie(toothpaste)

ADNJ LIS YAYy3IQa
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

'J‘.‘ Q"\‘d than

© @




““ How is PrePartner different from other direct selling companies?q

85%of Pre¢ | NIiySNDa alfsSa Executive distributor growth inline with membership growth
Pro-Partner sales contribution(2020) Thegrowth rate of our executivedistributorsare similarto the growth rate
Sales fro of our membersin the past years This implies that our members are
new proportionally promoted eachyearbasedon their contribution to the group.
members However,dueto Covid19, our membershipgrowth pausedin 2020asmost
(less than 1 of the training activities were restricted, nonetheless, our executive

year), 15.0% distributorscontinueto grow alongwith their contribution.

Sales from

Eaing Pro-Partner membership growth rate
members

(more than 1 30%

25%
20%

: 15%
10% II I
4
More than II I I II . I [ | _I

B Members = Executive Distributors

7200 BT N W 505 2012 2013 2014 2015 2016 2017 2018 2019 2020

gui5: 20162017 2018 208892020



““ How is PrePartner different from other direct selling companies?ﬂ

A

k.

V No minimum

purchase
requirement.

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

V 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 1993 GrapeKing Shanghaivas initially targeted as the production basefor Grape
Y A yadvhdiandproductsin China

P
A Achangein strategysteeredby the new managemento an OEM/ODMmodel hasreversedseveral (—\ \ A2 1% 3
yearsof lossesandturned the operationprofitable. . '

A We seetremendousgrowth potential for GrapeKingShanghaasit continuesto acquiremore ODM
clientslocallyin China

60
- C s N
- 1
0 RN O O N - W . General foods  PKL Health Beauty Energy
i g g g B LD Se o O TN i Lo~ supplements  drinks supplements drinks  drink
-20 OO0 0 OO0 00 OO0 O O O O SIS
AN AN AN AN ANANANNNANNANNNNNNNNN

*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 .
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"" Our Goals and Strategies



To become a global leading health
and wellness company that
promotes a healthier living and
a more sustainable future




Our business tied to 5 megatrends; amplified by Covid

Urbanization and Increased Growing Digitalization Sustainability
Globalization Awareness of Ageing Society
Seltcare
Hygiene is a basic need Rising conscious of a,  Low birth rate and Digital is reshaping Sustainability is a
and also the foundation  healthier lifestyle and a growing ageing consumer behavior growing business
of health of all mankind  personal wekbeing population and shopping habits priority, and even

and societies more so after Covid



We have identified our R&D focus fitting in the megatrends

Personal Hygiene

I
Respiratory Health/AntiBacterial

Medicinal Mushrooms

Lower risks factorAntrodia)

Memory Improvement Lionsmané

Eye Health (Cordyceoboliferg
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Our Mission

a/ dzf G A D@L GS I VR
best healthfood supplements

that are affordable to everyone.

Think Healthy, Think Grape
YA Y JE

How?

Offer scientificallyproven specialty
products with competitive pricing

Createlifestyle branding and storytelling
based on personal experiences

Leveragewebsites, ecommerce and
digital marketing to drive customer
excitement and loyalty

Delivercustomized experiences to
encourage trial and repeat purchases



85%of Pro-Partner

orders were placed onlinr
in 3Q21 vs. 9% in 201



44902 + DNI LS. YAy 3 Qa—

spend are in In 2020



Powerful Brand Buildin
[ LI dZNRA Yy 3 GKS RAaGNAOGdzO 2 NE FIY2ZR O yRY SN
Protection < ;

,.“

\

e ) r  Grape KingAntrodia King(liver protection)
SRS O L Stress causes high blood pressure but also harms liver



Grape King Probiotics

Probiotics like a golden warrior who protects your digestion



