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Technology Innovation
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fechnology Av f“fr;”‘ D' China Food Inausftry Association
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In December, Doubendou soymilk's additives-free Techno!@gv, Heqizheng herbal ted’s boil
and extraction technology and Doubendou’s room-temperature plant-based yogurt category
innovation received Grand Prize, First Prize and Second Prize of China Food Industry Association’s

Science and Technology Award respectively. Initiated in 1997, this award is the most authorita-
five and high-honored science and technology award in Ching.,
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At the award, Vice President Mr. Tian Yuanxin shared opinions on driving growth through tech-
nology innovation with industry leaders. For our Group, it is a three-layer concept, including
reshaping consumption demand 1o creafe consumpfion sceneries, enhancing product com-
petiveness 1o build high-repurchase category, optimizing industry ecology fo form a long-lifecy-
cle business model.
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In the future, Dali Foods will continue 1o deepen insights on consumer demands, promaore
rfechnology Innovarion and achieve breakrhroughs 10 drive development, and launch “healiny
eating and high gquality living” new products.
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Doubendou
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O Doubendou Launched New Product Organic le-bean Soymilk in Beijiing
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In December, Doubendou launched premium new product Organic Whole-bean soymilk in
Beijing. The Group’s management Vice president Mr. Tian Yuanxin and Head of R&D Depariment
Mr. Meng Haipeng presented the event and introduced new product’s technology breakthrough
and contribution on promoting industry development. Together with Doubendou, Chinese
National Geography exhibited the co-produced upstream farm tracing documentary o
advocate more people to pay attention 1o the ecology environment and start an organic life-

style.

BEH LK, SARIRZUTHDNERBEXBG, FEHEL~™REIFEES, HXTEIR
HEBRENEXRAREL =G, SIETEMITIENZINE— EF LARANRERE, EXK
SHEIRFIPCIFAT “28WE" ITZMRBENEIKEBEAR, RARENFRERINEFR
hE, FEENMRIAEFENERSH. EYEQURENERNGABASE T,

Doubendou has been leading healthy consumption trends since launch, and achieved
several preakinroughs through enhancing product innovaftion and launching new products
catering 1o fargeted consumer's demand. Affer hundreds of trials, Doubendou’s R&D team cre-
atively applied whole-bean grinding and enzyme deactivation technology to maximize the
maintained soybean nutrition, including sufficient dietary fiber, plant protein and sleep-condu-
cive GABA ([gamma-aminobutyric acid).
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The presence of Doubendou’s spokesman Mr. Wang Yuan pushed the atmosphere of the

event to a climax. He used new product to make soymilk tea and then composed a freestyle
rap to share his passion for Doubendou’s soymilk.
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Looking forward, Doubendou will continue to stick to "Better for Earth and Environment”
concept, keep exploring in the plant nutrition area to promote further development of China's
soymilk industry, bring more healthy plant-based products for Chinese consumers, and promaote
green and healthy life style concept.
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E-commerce
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Traditional platform Tmall and JD.com seized the Double Eleven and Double Twelve e-com-
merce festival opportunity and recorded impressive sales through innovative campdaigns and
highly efficient operation strategy. During 2021 Double Eleven period, the Group’s flagship store
registered a 43.4% year-on-yedr growth, and Doubendou broke into several Tmaill Lists, including
top and second posifion of Plant-based Beverage Good Reviews, top position of Plant-based
Beverage Best Sellings, and second position of Plant-based Beverage High Repurchases,
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Social e-commerce platform established multi-dimensional live-broadcasting approach,
iIncluding enhancing self-broadcasting ability, establishing branding mairix through Key-opinion
Consumers (KOCs) and strategically co-operated with Key-opinion Leaders (KOLs) to expand
brand reputation and traffic. In addition, social e-commerce team kept exploring innovative
marketing approaches to drive scaling and enlarge fans group.
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During Double Eleven period, Tic Tok team’s co-operation with Key-opinion Leader (KOL) Luo
Yonghao recorded over 420 thousand online audience and over 1.1 million GMV. Kuadishou
team expanded sales by deploying several Key-opinion Consumers (KOCs) in December and
achieve 1.6 milion KOC sales for food category, and many SKUs such as Boxiaoluo Bread and
Xianfeng Cake received warm responses by consumers.
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