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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 opinionscontainedherein or 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 independentassessmenof the Companyafter makingsuchinvestigationsandtakingsuchadvice
as may be deemednecessaryIn particular, any estimatesor projectionsor opinions contained herein necessarilyinvolve significantelementsof subjectivejudgment,
analysisand assumptionsand eachrecipientshouldsatisfyitself in relation to suchmatters.

A ThisPresentatiorincludescertainstatementsthat maybe deemedda T 2 NdbdkiNgd G I G S YAB stafienéntsin 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



AIEIT %




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

g medicinalmushroomssupplementswvith 31%and45% marketshare,respectivelyin 2019
industry leader & ° ° 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 WeE 5y _ :
=5 with sustainable V Wehavemaintainedmore than 60%dividendpayoutin the pastfive years
uwl:l payout ratio V  Onthe backof a growing health and wellnessmarket in Asia,we strive to deliver double digit

topline growth throughdifferent growth catalystsfrom our individualbusinesaunit.



Company Milestones
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Grape King is selected as

2019
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set up GK Bio International to
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Company Overview Three core business units

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.

2020 REVENUE

9% 7%

NT$
9.2 bn

2020 NET PROFIT

1.3 bn

m Grape King Taiwan m 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.
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2017~2020 8 countries , 125 awards
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Competitive Strengths stateof-the-Art Production Facilities

v ~ . o~ >
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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 [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




Our bestsseller

Slim TTurmeric.Complex Our 29 seller :
ComeBesBeries -“ﬁ’

14% of 2020 revenue

23% of 2020 revenue

EEEAND & @ & B

95%ﬂ E ESE i W
Z%%G KC6ﬁ_&c §'=§:" op, ¢

BETARBRMR AR EHE S

B A7 Bl B AR

Energy drinks that restore energy and provides necessary vitami

Metabolismpromotion and digestion/defecation improvement



Our fourth best sellerc

Antrodla King
9% of 2020 revenue

iﬁ\ nx.ié]f I:}E.

 BEIREE—X

semmEnAcang

Our third best sellerc

Probiotics King
13% of 2020 revenue

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




“ Pro-Partner Overview

4 key numbers of Préartner

A Largest local direct selling company in Taiwan
1 based on revenue.
A One of the fastest growing direct selling companies
in Taiwan (15% sales CAGR from 2008 to 2020)

2 A Secondlargest overall direct selling companyin
Taiwan (2019marketshare 8.3%)

A Smallest product range 35 Health and Beauty
products among the top 5

3
A

A No. 49 in the worldwide direct selling company
rankingsfor 2018

(Source: 2019 DSN Global 100- based on 2018 revenues)

Members#

Growing sales and members#

220,000
(+2% YoY)

210,90

2018

7,429m
Sales (NT$)

157,262

2015
95,802
2012
46,689

6,708m

7,719m

3,690m
1,960 m



Our best sellex Probiotics & Prebiotics Our second best selle,rBic'\id 995
29% of 2020 revenue 15% of 2020 revenue \

Promote healthy digestive system and suppress allergy | il Post operative convalescence



Bal YiJie(toothpaste)

ADNJ LIS YAY3IQa
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

“
; -
"‘




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

Nearly 80% of Pro I NIy SNRa &l f Sa

' NB g Healthy membership growth

Pro-Partner sales contribution(2019) Thegrowth rate of our executivedistributorsare similarto the growth rate

of our membersin the past years This implies that our members are
New proportionally promoted eachyearbasedon their contributionto the group.
members(less
than 1 year)
18.7%

30% Pro-Partner member growth rate
Existing

e ibers(mofe m Members = Executive Distributors
than 1 year)
81.3% 20%
Our member retention rate is remarkably high number among pes
10%
Member retention rate I I
: Il
e I I I l I "

————————— 2012 2013 2014 2015 2016 2017 2018 2019

2015 - 2016 '+ 2017205882019



““ 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)

\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 welrespected
health food company
in Taiwan, so we can
offer dedicated
customer service and
support.

\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 yav@hdiand 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
. o »HAa
2° 1
0 PR O S - W _ General foods  PKL Health Beauty Energy
i g g é X WS e0 o o —I e i Lo~ supplements  drinks supplements drinks  drink
£o10) © 000000 O O OO O O/F NSNS
AN AN AN AN ANANANNNANANANNNNNNNNN

*In 2019, the overall demand was impacted by China g o v e r n metightelisg 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 welbeing population and shopping habits priority, and even

and societies more so after Covid



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

Medicinal Mushrooms

S 1
| I | I

Personal Hygiene Respiratory Health/AntiBacterial ~ Lower risks factorAntrodia) Memory Improvement Lionsmané

Eye Health (CordyceBobolifergd a)
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How?

Offer scientificallyproven specialty
products with competitive pricing

Our Mission

a/ dzt GA Dl 0SS | VR
best healthfood supplements Createlifestyle branding and storytelling
that are affordable to everyone. based on personal experiences

A .'- . L everagewnebsites, ecommerce and
KA S | Ke2 7 YR e

¢ y 1 Skt uKe digital marketing to drive customer
excitement and loyalty

Delivercustomized experiences to
encourage trial and repeat purchases




(8% of Pro-Partner

orders were placed onlinr
in 1Q21 vs. 9% in 201
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