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Disclaimer 7R

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
intented 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 truthfulness, 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 recipients 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
statements are based on a number of assumptions about the Company's operations, its future development plans, market (financial and other) 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.
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Financial Summary

For the six months ended

June 30, 2026

(RMB Thousand)

Revenue 1,461,327
Gross profit 799,873
Profit before tax 132,954

Net profit 91,496

For the six months ended
June 30, 2025

(RMB Thousand)
1,222,561
716,585

146,141

107,940

2025-2026
YoY Growth

+19.5%

+11.6%

-9.0%

-15.2%



The Proportion of Revenue from Channel Operations has Increased Significantly, RS

Reshaping the Overall Revenue Structure

2026H1
2025H1 (RMB) Others ¥

\
Channel Business (@ -
18.6%
228 million |

Retail-store Business ®
— 80.1%
979 million

(RMB)

Channel Busines @
28.2%
412 million

Retail-store Business @
70.8%
1,035 million

(1) Channel business=Online (Primarily includes revenue from e-commerce platforms and new retail platforms) + Offline (Primarily includes revenue generated from the third-party offline channels excluding physical stores)
(2) Store business=Self-operated retail stores + Franchisees (Primarily include revenue generated from franchisees in connection with sales of products, upfront franchise fees and brand royalty fees)
(3) Non-operating income
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. Upfront Costs Weigh on Profit, Restructuring Sets the Stage for Long-term Growth

Gross Profit Selling and Distribution expenses Net Profit
(million RMB) (million RMB) (million RMB)
717
= 472
-15.2%
108 \
-
2025H1 2026H1 2025H1 2026H1 2025H1 2026H1
Online® 234 Offline®
(million RMB) (million RMB) 178
170

+37.4%

D

58 +207.2%

__ e

2025H1 2026H1 2025H1 2026H1

(1) Primarily includes revenue from e-commerce platforms and new retail platforms.
(2) Primarily includes revenue generated from the third-party offline channels excluding physical stores.



A Healthy Balance Sheet and Ample Cash Flow

Debt-to-asset ratio Net cash flow from operating activities
(million RMB)
211
22.90% 23.0%
| | |
2025/12/31 2026/6/30 2025H1 2026H1

*Includes: cash and bank balances, funds in transit, restricted funds, fixed-term deposits, structured deposits and other financial investment products, etc.

p
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45 =95

Bank deposits and financial
investment products®

(million RMB)
1,640
1,415
2025/12/31 2026/6/30
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Industry in Transition
Preference Migration Enhanced Experience Expansion of Demand
Vote for value for money From ‘shop and leave’ to ‘shopping and Seeking a one-stop shopping experience

A focus on quality and freshness dining in one’ Emphasise product range breadth and suitability

Factors Consumers Care Most When Buying Braised Products
69.7%

Hygiene

Taste 67.4%

Price / Value for Money 57.3%

Freshness of Ingredients 57.3%

Brand Reputation 34.8%
T TN e

Promotional Activities 21.3%
T

Others 1.1%

Source: Hongcan Industrial Research Institute, “2025 Brised Food Consumer Behavior and Preeferce”

The competitive landscape has intensified further: consumers are placing greater emphasis than ever on product

quality, user experience, product variety and the ability to cater to different consumption scenarios.
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Strategic Map -
Dual-Engine Drive + Building a New Growth Engine

@ Stores — Stable Growth Engine

o Channels - Accelerated Growth Engine

—— Stabilize & Optimize for Steady Growth —— — Expand Aggressively + Scale Rapidly —
e Inventory Optimization D \ 9 Breakthrough in Key Accounts
ual
® . ®
@ Incremental Exploration Englne Pan-Regional Channel Expansion
. Drive
e Organization Empowerment @ Accelerate Online Growth
A Solid Foundation + Quality Growth P Unleash Potential + Scale Expansion
\ o h . —
Three Core Pillars
Product Innovation Brand Marketing Supply Chain

Systematic R&D
Adapt to Multi-Channel Scenarios

Rebuild Brand Growth Center
Forge New Brand Assets

Core Competitive Advantage
Growth with Resilience

O
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Store Network: Proactive Optimisation, Quality First =

Stores O Franchised retail stores

O Self-operated retail stores

Store Locations

cranernnnns £ 3,019 : : 2972
E 2,864 "iasssmssmmms -
333 Stores
1,214 1,112 11.2‘%
1.291 INorthern Ch
+155 -47 399 Sfff Central China (©
B 4 N, 1.7 1321 Stores
44.5%
1,805 1,860
1,573
524 Stores
17.6%
2025/6/30 2025/12/31 2026/6/30
Proactively optimise underperforming locations The regional layout remains stable

and consolidate high-potential locations

(1) Comprises Hubei Province, Hunan Province, Henan Province, Jiangxi Province, Anhui Province and Shanxi Province.

(2) Comprises Guangdong Province, Fujian Province and Hainan Province.

(3) Comprises Shanghai, Jiangsu Province and Zhejiang Province.

(4) Comprises Beijing, Tianjin, Inner Mongolia Autonomous Region, Liaoning Province, Hebei Province, Shandong Province, Ningxia Hui Autonomous Region, Gansu Province and Jilin Province.

(5) Comprises Chongqing, Sichuan Province, Shaanxi Province, Guizhou Province, Yunnan Province, Qinghai Province and Guangxi Zhuang Autonomous Region. 11



Store Operations: Achieved 6% Stabilized Growth

Improving the efficiency Organisational
Incremental approach o
of existing assets Empowerment
O Expanding into new store formats O Focusing on 020 channels O PK Incentive Training and
O Creating new consumer experiences O Optimisation of in-store customer Development
flow and product displays O Strengthening frontline combat
effectiveness

(1): Total store revenue = revenue from company-owned stores + franchise revenue
(2): Average revenue per store = (revenue from self-operated retail stores + franchisees) / total number of stores

Approximately 2 %

Average revenueper store (2)
increased y-o-y

>85%

Percentage of profitable
stores

12



Channel Business: A New Strategic Growth Engine

Focusing on online efforts A wide range of Developing flagship

products for the channel

Focusing on key clients

to shape mindsets products suited to
multiple sales channels

- [ [h &
1.9 =

412 million, +80.4%

234 million, +37.4% —

5 ]
o

178 million, +207.2% =
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Focusing on Key Customers
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Sam’s has launched a wide range of
products, with sales ranking among the top,
demonstrating a significant benchmark
effect

Key clients such as Hema, Busy Ming,

Wanchen and Pang Donglai are accelerating

their expansion
Operated by a professional team

o A
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BUSY MING.GROUP

O
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Offline Channels: Key Customers, Outlets, and Products

Terminal Expansion

The nationwide network of agents
continues to expand

There are over 50,000 sales outlets
nationwide

11,600 in-person events were
organised, and sales performance at
the point of sale continued to

improve
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FRESH LIFE
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Product Compatibility

O long/medium / short shelf-life
across multiple product categories

O Bulk packs / granule packs /
customised packaging / gift boxes —
a variety of formats

O Precise matching to channel contexts
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Online Channels: Investments Yield Results, All Channels Work in Synergyz

Up by over 120% y-o-y

The scale of Douyin E-commerce

@ Top 3 Snacks for 618’

€ Medium-shelf-life line: Top 3 Bestsellers for June

€ Centered on Douyin, we build brand-mindshare
touchpoints, deepen content marketing and

livestreaming, and hosted nearly 2,000 livestreams
in the first half.
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Up by over 20% y-o0-y

Scale of e-commerce platforms

€ Ranked TOP2 in duck-meat snacks on Taobao during
618; Ranked TOP1 in duck-meat snacks / meat
snacks on JD.com

€ Tiered-operation strategy with tailored products for
each platform

€ Omni-channel traffic linkage plus refined ad
placement
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Up by over 20% y-o0-y

Scale of fresh produce distribution

channels

€ Strengthen warehousing to secure supply and
boost traffic resources

€ Multi-scenario marketing to drive sales
growth
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Product Innovation: Organizational Restructuring & Enhanced R&D Capabilitie

Restructure R&D Organization and Iterate R&D

1C Iporade '
Operating Mechanisms Hardware Upgrade  Talent Development

Build a full-chain R&D Build core R&D workforce

Pilot-sales-based mass platform

production
[ I T I | . .
Product Product Basic Auxiliary-material Packaging R&D Basic Pilot-test
R&D Planning Research Research and Application research commercialization
Applied R&D

Align with Consumer Demands to Enrich
Multi-scenario Product Portfolio

O Launched over 20 new products including tiger-skin chicken feet, fresh-braised
four-treasure duck snacks and medium-shelf-life product series

O H1 sales of medium-shelf-life products exceeded RMB 50 million

O Monthly sales of tiger-skin chicken-feet single item surpassed RMB 10 million

16



Brand: Build Internal Strengths, Create External Value =

Organizational Upgrade Value Delivery

Newly established Insight Department and Media & PR Department to Advance brand rejuvenation, achieving sound growth in new-member
maximize capital efficiency acquisition and member repurchase rate
Identify user demands - Monitor indust w00
Insi(,ht De[)ﬂl‘tlllellt aentiry user demands - Vionitor 1ndaustry L= T LO?PY G2 d e £
= m dynamics - b

* Brand measurability: BHT health-tracking system to safeguard the core asset
of “Zhou-Heiya flavor”

User research: Dive into real-life user scenarios to precisely identify growth

opportunities

Industry monitoring: Continuous tracking of competitors, category trends
and consumer shifts to seize market opportunities

Product testing: End-to-end validation covering concept, taste, packaging,
launch test, satisfaction survey and NPS

Media & PR m Brand investment management : Improve
Department corporate spending efficiency
Brand investment management + Reputation asset operation + Content
conversion gateway

* Content infrastructure: Internalize content capabilities and build
reusable campaign assets

Media strategy: Deliver strategy templates and audience-targeting
methodologies

Non-standard resources: Build resource library based on “scenario x
audience x conversion” and reserve trending assets
FRN RRNERE

17



Supply Supply Chain: Collaborative System Upgrade for Omnichannel Growth

Scale-up channels, flexible supply supporting Upgraded supplier management for win-win collaboration
multi-category new-product launches across the industrial chain
O Standardize new-product workflows and streamline O 300 suppliers attended the Supplier Conference; upgraded and launched the digital
cross-department collaboration SRM system
O Optimize production processes, upgrade production lines and O Adopt tiered supplier management to guarantee product quality and pursue
implement flexible scheduling value-oriented co-development

World-class manufacturing, Chinese-standard quality

Take quality as our mission and craftsmanship-as our commitment,

making Zhou"Her Ya a byword-for high-quality Chinese food
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Stores: Focus on the New Store Model

INew' Customer ixoute \m@_ :
New Intemctm‘ri Modes




. Channels: Quality Growth, Scaled up

e
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Deep Cultivation of
Key-account Clients

Add 1-2 new

strategic clients

V.

s
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Expand High-quality
Store Locations

Full-year target:

Over 75,000 sales points

1\

>

\2

Long-shelf-life
Product Upgrade

Accelerate roll-out of
upgraded long-shelf-life

products

E-commerce
Optimization

Optimize the
e-commerce business

model

BEES
Al




. Products: Category Strategy Clarity, Offline + Online Dual Growth

_\_\_\

Breakthrough: Rapid expansion
of long-shelf-life products

* Upgrade mature SKUs + develop new products
* Focus on core channels and build benchmark

cases

Strategic

Support

Foundation-building: Tap into core
value of fresh-locked packages

* Expand product portfolio to cater to market

trends

» Continuously consolidate product standards

* Flavor improvement, taste portfolio expansion

Empowerment: Steady development
of medium-shelf-life products

and packaging upgrade




Brand: Going up, Going Deep

Elevate

e Brand: Aesthetics X Emotion X Growth: In-depth Refined Operation
Experience

Sort out brand assets from scratch, define unified future brand

Deliver key IMC campaigns for new-product launch, back-to-school
direction, core messaging and evaluation criteria

and travel-related themes

Promote VI/SI system upgrade, establish consistent visual language Restructure the DTC operation system and build digital
and application standards for online and offline touchpoints infrastructure

‘ P> Outcome: Accumulate brand assets and | P> Outcome: Manage user assets and deliver
. build a long-term-oriented brand . predictable growth




New Business Incubation: Focus on ‘Hei Ya Flavor’

Top-tier channel cooperation

Gtm
ISIS TR S

® @

INREH  SiEiBh

ne >
IEI.IEVIEn *'\*b

LAWSON
Joybuy

customized products

f Channel-exclusive \\

Sustained top rankings
on e-commerce

platforms
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Sustained Product
Innovation

Expanded Footprint in
Top-tier Channels

Multi-Dimensional
Brand Awareness

Building

Supply-chain
Optimization

H2 2026 - Forge Ahead with
Instant-ready Food Business

Q)

G)

Zhou-Heiya Spicy Turkey
Noodles

Zhou-Heiya Konjac
Spicy Turkey Noodles

Zhou-Heiya Mixed Rice
Noodles

24



Sustained Expansion into Overseas Markets 7S

Core Breakthroughs in H1

Overseas revenue doubled, continuous expansion of global footprint

&5, o i e el AR G e T

United States

7N Markets Entered in 2025 & New Markets to Expand in 2026
Europe (Entered)
Canada + Netherlands + Japan
\ . L1 | . United Kingdom + South Korea
+ Germany |+ Uzbekistan
' ’S « France + Jordan

Mexico B e S Europe (New) f

Southeast Asia (Entered) 2

+ Malaysia
+ Singapore

3 Middle East (Entered)
Africa (Entered) + Middle East Region
(UAE, Saudi Arabia)
« Cameroon

Oceania (Entered)
e———  * Australia
+ New Zealand
.
Markets Entered in 2025 @ New Markets to Expand in 2026
Asia Oceania Americas Middle East Africa Europe Asia Americas Europe
+ Malaysia - Australia - Canada - Middle EastRegion - Cameroon - Netherlands + Japan « United States * ltaly
+ Singapore + New Zealand (UAE, Saudi Arabia) « United Kingdom « SouthKorea  « Mexico « Spain
- Germany + Uzbekistan « Brazil

- France « Jordan

Newly-entered 9 countries and regions in overseas markets

Key Strategies for H2

ACCELERATE MARKET STRENGTHEN PRESENCE EXPAND INTO
PENETRATION IN MATURE MARKETS NEW MARKETS
= o o S
\f_ocalize bra:di?g and products
Launch core products , for new market fit
o B BT R

channels

Accelerate market entry into developed economies

Roll-out listings in core channels of Europe, America, Japan and South Korea
to access mainstream channels in developed markets

Strengthen existing mature markets

Conduct refined operations for entered-markets, boost regional revenue by
expanding channel coverage and deepening marketing & promotion activities

Explore new markets

Expand into emerging markets such as Thailand. Develop localized products to
fit local consumption perceptions, taste preferences and dining scenarios

25
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