TIANJIN PHARMACEUTICAL DA REN TANG GROUP CORPORATION LIMITED
(Formerly known as Tianjin Zhong Xin Pharmaceutical Group Corporation Limited)
(Company Registration N0.91120000103100784F)

(Incorporated in the People’s Republic of China)

ANNOUNCEMENT IN RELATION TO COMMUNICATION AND ENGAGEMENT WITH
STAKEHOLDERS

— PARTICIPATION IN AN ONLINE INVESTOR SURVEY

The board of directors (the “Board”) and every individual director of Tianjin Pharmaceutical Da
Ren Tang Group Corporation Limited (formerly known as Tianjin Zhong Xin Pharmaceutical
Group Corporation Limited) (the “Company”) hereby confirm that they will individually and
collectively accept full responsibility for the accuracy of the information given in this
announcement, and confirm, having made all reasonable enquiries, that to the best of their
knowledge and belief, the facts stated in this announcement are fair and accurate in all material
respects as at the date of this announcement, and that there are no material facts the omission
of which would make any statement in this announcement misleading.

The Board wishes to inform the shareholders of the Company that, on 1 September 2023, the Company
participated in an online investor survey (¥ %3 187F) (the “Investor Survey”) which is one of the
communication channels for the Company to communicate and engage with the stakeholders of the
Company. Please refer to Appendix A to this announcement for further details in relation to the Investor
Survey.

BY ORDER OF THE BOARD

Jiao Yan
Secretary to the Board of Directors
6 September 2023



APPENDIX A
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RECORDS OF PARTICIPATION IN AN ONLINE INVESTOR SURVEY
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Survey method: Online joint survey
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1 September 2023, from 3:30pm — 4:53pm
Participants of the Company
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Chairman of the Board: Ms. Zhang Mingrui Director and General Manager: Ms. Wang Lei
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Secretary to the Board: Ms. Jiao Yan

HEMEE: S
Chief Financial Officer: Mr. Ma Jian
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Participating Investors
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More than 140 institutional investors participated in the Investor Survey
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Questions from the Participating Investors and Company’s Responses
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Chairman: Thank you to all the investors for your interest in our Company. In the first half of 2023,
we have successfully met our overall sales targets as planned at the beginning of the year.
Particularly, when looking at our industrial segment, we have achieved a remarkable growth of nearly
25% (excluding herbal decoction pieces) in sales revenue. This achievement comes against the
backdrop that we completed our brand revitalisation efforts last year, optimised our marketing
organisational structure, implemented the strategic positioning of "Three Cores and Nine Wings (=
#JL#)", actively deepened our industrial sales, and relied on the continuous expansion of industrial
sales scale and market share. In the first half of 2023, our major product lines have performed well
and both the market share and product positioning of our Suxiao Jiuxin Wan (GEZCRCr#L) in the
medical and retail systems have seen progress. Additionally, our collaboration with the National
Chest Pain Center (* [Ef§Jf 4 .(») has also made significant strides in development.
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AR 1. AR ZERELL 2021 N EES, TIWWAEEE I 18%. RATEECLBE T ER
B, S EYERAWMBLET. ELEIHRET, FRA-NBITRLSHRIRK R B i5?

Question 1: The Company previously set an industrial revenue growth target of 18% based on
2021. The Company achieved good results last year, and the first half of 2023 has also been strong.
In the current environment, does the Company have any updated performance plans or development
goals?

EIE: 2021 4 N PAERIRSYIEM B, FRAE 2021 45530 T 54k, HATHEATHIATE T
VEFZ HR % (0 b 2GR RS R 1) B AREEAT 6 3, H ATIRA TN T2 E B MiEbn G2, AF
AAELEHE— DA 4 o 2R & AR R et MV OR M B B IR =L AR
ezl .

Company’s Response: In the second half of 2021, the mixed-ownership reform was in the initial
stage and the Company initiated a 5-year strategic plan. Currently, all our efforts are being carried
out in accordance with the objectives set under the strategic plan for the green traditional Chinese
medicine segment. There have been no changes to the Company's target of doubling its business
performance. In 2023, we are further refining the planning for various sub-segments within the green
traditional Chinese medicine segment and are actively promoting the sales of major industrial
varieties according to the strategy of "Three Cores and Nine Wings (=% fL#)".

B 2. EHINGE— TR “ZBAR” BT R mRIE L ?
Question 2: Please provide a more detailed introduction of the major varieties involved in
the product planning under the strategy of "Three Cores and Nine Wings (=& JL&)".

B ZAFEAFER 599 A= h, 122 MG AT MES, $El “ =BIUE” PR,
1% A2 DAIBSCRO 0 FUOAARGR IO LA 7= i 2 o 38 A% 2 ARt T AL B AR @ BRI e IR FRTE . 26
SRR E AR PO RN AN B AL AE RS [ 2ok A R e R A 6
B, “LIR” ZFFRARG. MRS WIRRF. MRERG. KRHERERS, 7052 IS 5N
A 2.

Company’s Response: In 2021, after a thorough review of 599 products, including 122
exclusive products, the Company formulated the strategy of "Three Cores and Nine Wings (=Z# /L
#)". The first core it to build the cardiovascular and cerebrovascular product line with Suxiao Jiuxin
Wan (GEZR0 1) as the representative. The second core focuses on the health and functional
skincare with Jing Wan Hong (%% /i 4L) ointment as the main variety. The third core targets health and
wellness and is centered around premium traditional Chinese medicine products including Angong
Niuhuang Wan (% & 4% #.), Niuhuang Qingxin Wan (4% 0> A1), Qinggong Shoutao Wan (i& & %
Bk #L) and Haima Bushen Wan (i & #h ' #1). "Nine Wings" refers to the promotion of the development
of various product lines, including, amongst others, the respiratory system, digestive system, urinary
system, oncology and rheumatology, each represented by an exclusive variety.

AFMAE TAERS “ =R RIT, i, WABRL T “&F0. R0 oo, 50” 1 “
Bl o AT 7 4T3l GRS ROR FUAT 3o ML AR BL AR OO I R SR TE, S ROt RUTE N BE 2
A RS A B0 AR 55 B RIS ARSREEF TG A iy 42 A I 0 o A R - & o RATIETT R AR, 5
AR A B T AR B S BA G 1 B AR IR T R R S BT I E S5 . T ORI R A
OTC iz REEN 11, AREZ) 7 LLFE W U AEER P ERRR7, R ARREEG , f#)
TREWNIE & TAE. RRIEHES) “hERR” 5.

Our operational efforts are aligned with the strategy of "Three Cores and Nine Wings (=% /L
#)". For example, we have initiated the "Zhongguo Xin*Jiankang Xing (' [E 0> i H1T)" campaign
focusing on " Shuxin (£7.0»), Yangxin (F#.0), Jiuxin (L), Qiangxin (5%.0») ". With Suxiao Jiuxin Wan
(B &K #1) taking the leading role, we aim to build the future of cardiovascular system including
cardiovascular and cerebrovascular product line and build a comprehensive lifelong cardiovascular
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and cerebrovascular health management platform in the future to serve the health needs of more
people. In the meantime, we have also engaged in academic promotion, for example, we initiated
research project in collaboration with academic experts and scholars on the use of Suxiao Jiuxin
Wan (G ) to treat high-altitude sickness. To expand the Company's brand influence in the
Over-the-Counter (OTC) market, we have launched the "Zhongguo Sang Plan (HE B it-%)" with
Qingyan Di Wan (J&"ii% *L) as its representative variety, and have undertaken extensive market
coverage efforts based on academic research. In the future, we will also promote initiatives like the
"Zhongguo Nao Plan ([ i+ £1)".

FEVEHL “ =R JLR” P2 RIS R, AT RGNS FEE, BRI — AR p EAT
7, FERMNW AR,

In the process of implementing the strategy of "Three Cores and Nine Wings (=% /L3#)", we will
focus on the cardiovascular and cerebrovascular product line and add one more variety each year
as part of the "Zhongguo Xingdong (' E473))" series to enrich our product matrix.

9% 3. 7£ 2022 45 2023 FLE BT RIEL T, ZHTH 18%RIEKEEHZL.
Question 3: With the good performance in 2022 and 2023, has the 18% growth target set
previously changed?

Bl XA ET 2 2 I S T U s FRA TR R AR R I R A KR, AR IRA AR A A T )
HH, WAV Y PSS TUTAE, AR5 R0E . XN R PR FRAT Tk A7 5 R R i LAk 1) — A48
W, A EH DN EERZER, 6.

Company’s Response: This figure was initially established as a compound growth rate based
on the strategic proposal provided by Boston Consulting Group. Each year, we conduct a
comprehensive review and assessment of our ongoing initiatives to ensure alignment with our current
goals. The said target was our original most basic benchmark for the Company which would be
subject to further internal assessment requirements.

AR 4. FRAE MBI BRI, 287 8BNS R YUK G ?
Question 4: Are there any measures in place to control accounts receivable, and would
the Company consider relaxing credit terms to increase revenue?

B B %B‘L%*Wiﬂfﬁfiﬁ%u, RG> B SISO R 08 27 6 AN H N, BEARAE R
W, FRATEAR AL BRI IZE P A . FRAT Db A S P RAEIR o AT — L6 (R A 155 1 5 i A 7 oL
V55 B P K S FR) S0

Company’s Response: Accounts receivable are closely tied to our revenue scale. The majority
of our accounts receivable have an ageing period of within 6 months and are generally well-
maintained within a healthy range. We rigorously manage accounts on a case-by-case basis
according to their payment terms. Our industrial accounts receivable is managed quite responsibly.
There are instances where the impact of the COVID-19 pandemic and certain internal billing factors
have affected accounts receivable.

FATR B PR AE AU PR, 25 BACE BRE, ANe Ty 1 IURGHE B (5 30 R A 5%
We have a credit limit management system in place for our customers, which is administered
through an IT system. We do not deliver goods beyond customers' credit limits for the sake of scale.

AR 5. FEWRY T T A AR LA -

Question 5: What are the plans for incentives?

M. 2022 FERBANRSUEHE DR BNEEEE, LEITR, RAMREZENTIERZ AN

TSh 1 B 5, S AR AT B B R R R, BRI N R SN A B A AL .

Company’s Response: The year 2022 marked our first complete operational year after the
mixed-ownership reform. Since last year, we placed significant emphasis on reforming our
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compensation and incentive system, taking into account the Company's unique development
characteristics, we have diversified and enriched the forms and contents of incentives.

B, EAAGIHE R, AWRH T EAANEAIRSE, DLRIEAA 513 55 e T8A R A3
PR R TE . EEE, XFRAHRGHAT 7 A, FEEAn Farm ik Rt — Bk, Ssizom R
MR255 243, WIRARISE. 8= RIAVEERE B A — A i AU . AF55 5¢ i E B
WOEUR, AERFBEM TSR IE B B CAERKN TIES T, @S IR IRE 2 KK —Miai. 002
FEREA AR b, SN E R 2, Lo, FEAE= AT I, AR e, 2 RE
W2 a7 V8 d ok B TN, B ST A TR BJE A, RTIBUEUR, %R,
HESHERIR ST T, R8T AR b 2R 2.

Firstly, in terms of talent acquisition, we have introduced personalised negotiations for salary
packages to ensure competitive offers tailored to individual needs. Secondly, we have redesigned
the entire compensation system for various job positions. Last year, we conducted a comprehensive
review of job roles, which served as the basis for further optimisation of the compensation structure.
The core principle is a performance-based approach that rewards employees based on their
contributions to their respective roles. Thirdly, we have implemented timely excess performance-
based incentives for our management team. This incentive plan rewards management personnel
who have exceeded performance targets which enable management personnel to see the potential
benefits of their efforts in the future. Fourthly, for specific roles and positions, we have introduced
various incentive awards including, amongst others, those related to cost reduction in production or
innovation in technology. Multiple channels of rewards have been put in place to motivate and
recognise those who contribute to our Company. Lastly, regarding equity incentives, the last round
of incentive has just ended, the Board, under the leadership of the shareholders’ meeting, is actively
discussing ideas and strategies for the next round of equity incentives.

SOHRYE, VRECAR, AT B A T URh (4 ) B2 T TR AR R 5] T SR bR IR TR AT B AR AN T
KFEEIRF| T Hi ) AE, RRBREFEIL A RS, LR TR, Ik R
HR AR 2 JEL B AH S FRAN T — BAESS R AR 7 1m),

In summary, since the mixed-ownership reform, the Company has proactively benchmarked
itself against the market in terms of compensation and incentives. Our overall compensation levels
now align with the market median, and we plan to continue adjusting them upward annually to
motivate all our employees. The development of the Company is closely related to the interests of
our employees, which is what we have been striving for.

BEE 6. PAMERKY, EMERA LS, ARKTHGHBERENEE, BRINE—TE
.

Question 6: With the rising prices of traditional Chinese medicinal materials and
increased raw material costs, the Company is also reevaluating the value chain for its
traditional Chinese medicine products. Please provide some insights into this situation.

B JATAEETFUR XS A 2 G Al 1 — e i R EBEAT I AR . AT i e il iR
IS A BORRIE R 0] . KT RETTGR, EaimEsE T, SaRAh e iimm s, =
HE RS G E 0N T i 2 R BN, KAl SRR AT R AR . SA A S AR B R R 2 S A s e b
I SR, AT AU s b ? 3R S AE T ARG, 7 il R BT RO A A —
i, SE EUCRBAT P R T EAL . FATIE ™ 5 15 R R @ BT =T
Y B ARG S VLIS o A 4F JA 42 IR O LE B A4 2R R AR B AT o A {8 o B 57 5 JRATT 7 ity B
A A ILECRIER R, BIERA RME -

Company’s Response: We began a comprehensive evaluation of the entire value chain of our
traditional Chinese medicine products starting last year. There is still significant room for efficiency
improvement in our product manufacturing processes. In the latter half of last year, as part of our
work on the entire value chain, we took into account our predictions for the traditional Chinese
medicinal material market and, more importantly, aligned our strategies with the national
development goals for traditional Chinese medicine, to layout our work plans. Our Company’s overall
value proposition is to provide products with high cost-effectiveness. We emphasise "high cost-

A-4

Disclaimer: The English translation is intended to be for reference only. In the event of any inaccuracy,
conflict or inconsistency between the English version and the Chinese language version of the contents
of this Appendix A, the Chinese language version shall prevail, and the English version will be deemed
to conform to the Chinese language version.



effectiveness" because historically, our products were undervalued in the market. There was a
disconnect between the quality and efficacy of our products and their prices, leading some to perceive
our products as lower quality. We are now working to align our product quality and efficacy with
market value. This year, we are reevaluating the value of our product varieties based on this cost-
effectiveness framework. We aim to establish a value system that matches our product costs and
quality while returning to their rightful value.

MEFERLR, FRATR 2584 1 BT R B AT AR &, JATHE ERFERE T 3 4> GAP M,
R R EEREEE T 114 GAP e, Aok, X FRATREFERN LML KHES) L+ GAP £
Mg, CREEGENASE, fRIERUE, BhJJisAs s iy 2 b sSeBOe s e .

Since last year, we have raised our standards for medicinal material quality to unprecedented
levels. In the first half of 2023, we built 3 Good Agricultural Practices (“GAP”) bases by ourselves
and 11 GAP bases jointly with the Yun Tian Shang Alliance (=K ). In the future, for the
medicinal materials we need in bulk, we will vigorously promote the construction of dozens of
additional GAP bases to ensure stable supply and quality, and help the Company's traditional
Chinese medicine varieties achieve high quality and competitive pricing.

BEE 7. RILATN RS BRI, NAEETRES, aF-L/\ATKRE, SRAIIBEN™ M
MHERESE —EEEREW, UKRINE2ER %A% R0 .

Question 7: Recently, there has been increased industry focus on anti-corruption in the
pharmaceutical sector. From the current trend, including those in July and August 2023, do
you anticipate any impact on the sales of the Company’s products? How does the Company
perceive the impact in the medium and long term?

M. X% E B A F R EARKE 5, ROETSERIT R TIE. JAOIBK
Wi )87 [ SR, PR e R T SRR I Sk 55 o KT IRST R, RATL A B A . AR EE T
Wi ERYE, Eens e RETESNEUE, 2 /0H —5im . AW Bl A sl &R TE— R4 =
M, FATRAEZIHEE . BRATESL T EME IR R, @57 7 S E BALULEM SR . AT
RTHEIERZ ), BT T EMBE - AN BRI 555 A0 o = 80 T 19T+ 28— 201 T .

Company’s Response: The Company has had a state-owned background from the past to the
present, and we carry out all our work based on a compliance system. We actively respond to national
requirements and strictly adhere to national laws and regulations in our operations. Regarding anti-
corruption in healthcare sector, our Company conducts self-examinations. From a broader
perspective in the pharmaceutical market, activities such as academic events have slowed down,
and there has been some impact. As a publicly listed company, we have always placed great
emphasis on compliance work, and we are actively conducting self-inspections. We have established
a compliance management system, compliance organisational structure and culture of compliance.
We have carried out compliance education again for our employees and cooperative customers.
Additionally, we have elevated our Legal and Compliance Department from a second-tier department
to a first-tier department.

MARIRE, BRIT IRJEXT T AR A ARHE R, AR AR R LRI, AT 2A
HE), #HRFTIERT, BEWIRTHEIRATIAA R IZRE RN A B MR D). fEaRE 5
N, FETIRAE PTG AR, RATEARAUTRTE. 4%, L 8 AN
Wil 25, BUER SO0 T2 E MBS T, AT, RAZo A &bl ARm. JATH e
uf s AT i AR RO AR A T 2517 i, BRI A IR . FATREAF IR IA T A R
fidles, FATE SRR TR, XTI RERMERER, BRI, FARMRS TR E S5
TGERATHY SRR S 7= i SRR RSl , B HERATHIEE P Wil 82, I RATR 5 2.

In the long term, we view anti-corruption measures in healthcare sector as favorable. They help
standardise future academic promotions, which is advantageous for larger enterprises like our
Company. It prevents subpar products from dominating the market and enhances the market share
and influence of companies like us. Under a compliance framework and with confidence in the
efficacy of our products, we will continue to invest in research and innovation. Although August has
just passed, it is true that the impact on the entire national pharmaceutical sector, not just us, is
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notable. However, we are currently not heavily affected, as our products like Suxiao Jiuxin Wan (i
MR HU) are considered essential medications. We see this as an opportunity for our Company's
development. Our ongoing transformation efforts, focus on, amongst others, consumer health
management, digitalisation and academic services are all actively aimed at strengthening our brand,
product offerings and service capabilities. We are working to ensure that our high-quality products
reach patients and expand our market share.

B R 8. 1§ A F) HET OTC & e AR AR B E FEF B AL -
Question 8: What is the Company’s’ current Over-the-Counter (OTC) product ratio and
channel inventory?

E&E: JATMFIZ, 599 ANahf, 122 Mg, FATTEZ 588 LR I7 AR B RO E Ll 2
1:1, BARGEHEGH. BEEREE T WAVERRK AR ZE TN =&0m1iily, MR, %46
BOL L ERLLSS , fSL 7 IRATTHI R LA AL, 43D e B, Adil Cle AT i AR IEH
AR H B 4 AR AT L), RS, i Bt EAr, 2 RYERITEIS.

Company’s Response: We have a wide variety of products, with a total of 599 varieties,
including 122 exclusive varieties. Our main business is divided roughly equally between the medical
and retail sectors, with a ratio of approximately 1:1. This overall structure is considered reasonable.
As we expand our efforts to reach more consumers, particularly in retail and the three-end markets,
we are actively embracing the internet. Since establishing our e-commerce department last year, we
have opened flagship stores on platforms like Alibaba, enabling online sales and reaching end
consumers (C-end). Our product inventory is currently in a normal state, and we closely monitor the
inventory at our factories, in our sales channels, and in the market on a monthly basis. It follows a
healthy and cyclical pattern.

B 9. BT ASH M. BEROIWEEANTER, BERBCOAIER AR

Question 9: Fufang Danshen Di Wan (5 f1Zi%#) and Shexiang Bao Xin Wan (&R L
#.) have been included in the centralizsed procurement program. What is the risk of the
centralised procurement of Suxiao Jiuxin Wan (GEZRRLFL)?

. 7RG RER S HERBERRE, AlalkEr. OGN, AW
BAERAER T 2 M BIFATC O TE, FRATZ OF EHIE &R R0 B E IER N 2 D70
M R RO I R SR AL AR 55, .

Company’s Response: Whether a product is included in the centralised procurement program
is determined by national policies, not by the enterprise. We cannot evaluate this, and we do not
place excessive emphasis on it in our work. Our primary concern is whether Suxiao Jiuxin Wan (i
FRUty AL) can truly serve the heart health of as many cardiovascular patients as possible.

B 10. RiZ S SWRE], EIISE ELFERZG TV KR HEKESE 25%, PEATR O EMHE
MOBUL ARIE ST, LR AR RI LR, [REA R ?

Question 10: It was mentioned earlier that the year-on-year growth of the Company’s
industrial segment in the first half of 2023 was close to 25%. How is the performance of the
Company’s core product, Suxiao Jiuxin Wan (FEZ L #)? Which second-tier varieties
perform better and what are the reasons?

B BATERETAEMFAEEK T 24% ORE4MRA) . B 25%, FRATE SR 13
A REFEE BN Z 15 14 (2022 4F P ERAN 15 {67T, 2023 5 PR EIRNTE R 18.7
f256) , FIHEK 24%., XS R FMIERN VAR DI ES M F 53 75%, K 3.7 1278, K
PRI R IR, AR AL ERRE R I 27% CBERE)  FER NN EELRERA 5 —
BEEMBEIRE, ETREES THAL, WERE, BimM CimMisaT &8, T MEENNE
WAL 2R, P2 KA R AT, BEL M, BATFBR . A Se = M 718
Z 2 ARRI TAE, 35 Sl RoRe 0 ALYE RO AR B, 78 SO i T IR LLE, Bl
7 IR % BB S HE AR TAE, SR N4 H o IR A 2 ROR A 1 -
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Company’s Response: In the first half of 2023, our industrial sales revenue showed a year-on-
year growth of 24% (excluding herbal decoction pieces), which was close to 25%. The sales revenue
of the 13 major products we closely monitor reached RMBL1.5 billion in the first half of 2022 and
RMB1.87 bhillion in the first half of 2023, representing a year-on-year growth of 24%. These major
products account for 75% of our overall industrial sales and contributed to a year-on-year growth of
RMB370 million. The strategic effect of these major products has been significant. Suxiao Jiuxin Wan
(R0 A1) achieved a year-on-year growth of 27% in sales volume in the first half of 2023. This
growth can be attributed to our continuous channel optimisation efforts since last year. We separated
medical and retail channels, standardised the channels, and rationalised prices for both B-end and
C-end. Additionally, we implemented specialised academic promotions in the medical and retalil
sectors, which gained recognition from doctors and consumers. In the field of cardiovascular health,
we conducted extensive academic research in collaboration with Chest Pain Centers and Haihe
Labs, further confirming the unique benefits of Suxiao Jiuxin Wan (3 &0 #1) in emergency
situations. After conducting in-depth research in this area, we transitioned from an emergency-use
concept to include regular use in the product instructions.

TEWR AT FETE R Eg R, B BRI AR R, AR IR AL
ST 96% CEHEHE) MIGK. EAFAFELEK 46% CHEHE) , HME R ALE G K
52% (FHEEHE) , FoanthBNEE— B 5es, HE% b R BUR NE A M AL R, ST, R
VANE=c7 R

For Qingyan Di Wan (& "% L), we initiated the "Zhongguo Sang Plan (FF[E B i£1)" this year,
which has yielded excellent results in terms of increased sales volume and brand enhancement. In
the first half of 2023, Qingyan Di Wan ("% #.) achieved a 96% growth in sales volume. Angong
Niuhuang Wan (% & 4 #.) saw a 46% increase in sales volume year-on-year, and Qingfei Xiaoyan
Wan (J&filiyi 26 %) had a 52% increase in sales volume year-on-year. We further improved our
product lineup and shifted our strategy from business-driven sales to pure sales, focusing on
enhancing brand power, product quality and academic influence.

CRATA T3 PRy ot Aol i 0 4 5 R R L AR A D
(Note: Save as otherwise stated, the product performance mentioned in this Question 10is based
on changes in sales volume year-on-year.)

B 11 RTEHFENES, ZFEAFEXIMHEEFEMTEFNRE, SEXJIATEEH
BITRAAEBREERSEIIEERRR?

Question 11: Regarding the integration of marketing platforms, the Company restructured
these sales platforms last year. Has the performance of these platforms this year met the
objectives of the Company’s integration efforts?

BE: FAVERERSZAIFE LI E SRS E#E, EFEVROL T RFER, oL LA
FEMEZEB MR, fEmcE, §RIBN. RN &SATF G g —iaiE, FEICSAR, $maRaim
HIHE o

Company’s Response: We initiated the integration of industrial marketing into entity operations
according to the arrangement of the Board, and established the Health Technology at the beginning
of 2023. The primary objectives of establishing these platforms were to optimise the structure,
improve efficiency and expand revenue. Additionally, we aim to standardise processes across the
platforms, reduce costs and increase profits.

1 A gk e 7 RS, R SRR, R RS, AN IR
FEHIRE, NOKFANE B TS B, B wess 5. Tt 9 A RHESISEM GSP M, 1Ak ikit
BBt WEBAR EVFSCRERTER . W8S, WinRs, ERESET TRIFRSR, BT
FIREL, BE IR T RE, SRR AR TR, MUK s, B g — R I &
gt, AR EHT 6B a R LU S

In January 2023, Health Technology completed middle-level competitive selections, including,
amongst others, product restructuring adjustments, the establishment of management systems and
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processes, the implementation of a unified external production-sales connection system, receivables
and inventory warning management, and digitalisation initiatives. We are expected to complete Good
Supply Practice (GSP) certification after September 2023 and further advancing toward entity
operations. Overall, the effects are quite noticeable. While integrating, we also expanded our
business. Marketing integration has yielded tangible results, including improvements in key metrics
such as reduced sales expense ratios, decreased management expense ratios, controlled accounts
receivable, and the establishment of a unified control and warning system for finished products.
These outcomes demonstrate that the integration of marketing platforms has been quite effective.

HE 12. B AR INA— T HEREE AR R .
Question 12: Please introduce the development plan for Qingyan Di Wan (&M AL).

B8 FATA AN BRI AR v 6] R e B BR0 B0) 1 B A5 B T £ 38 7 b ] £ POR e 2 16 A7
50 123 100 AZHIRUAE, 3o 25 FATxS T WA M s (A VRIE W MR AN, W B kg, B0 45 E b 51
MM RS, W ESCE, RAIFrE A & T, HRNARE, #A AT RemimpAd. Rl
ELRRR I, FH RO R M AN 1) T 2 BRI . JRATFR A IR R, s IRATTE S L
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Company’s Response: This year, in collaboration with People's Daily Online, we released a
white paper on the status of throat health in China, which suggests that the throat health market in
China has a potential size ranging from 5 billion to 10 billion. Traditionally, when we think about throat
conditions, we often consider discomfort or soreness in the throat, including conditions like chronic
bronchitis that can result from this. In a broader sense, everyone who uses their voice and in
particular, voice professionals, may experience throat discomfort. With the emergence of live
broadcasting, the market for products addressing throat discomfort among voice professionals is
substantial. This is why we introduced the "Zhongguo Sang Plan (' [E M 11%1)" to raise awareness
among voice professionals about the importance of throat health.

FESARIJHIATIE LI, IZA P i i F AR 0 2% 24 B 2 0 a2 R IO BAR R 25 B8 24, R AE 7SR AL
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In terms of academic influence, Qingyan Di Wan (&M% #) is a modern Chinese medicine
innovation drug selected using modern network pharmacology. It is derived from a combination of
Liushen Wan (75## #1) and Qingyin Wan (i # #L), but there are significant differences between our
formula and other throat medications on the market. Our formula focuses on throat protection and
the "Three Resistance and One Pain Relief (=Z#i—%4)" principle (resistance to viruses, bacteria,
inflammation, and pain relief). We have confidence in the effectiveness of this product. However, we
will continue to work diligently, and we plan to strengthen our cooperation with research institutes to
conduct in-depth studies on pharmacology and efficacy this year.

BRE 13. BRFEATRBE A BELSES, BRMNEZEHEN SRS D ? RREA BT
IV ERE B AN [ T B4R b g ?

Question 13: In the first half of 2023, the Company actively expanded its e-commerce
business. What is the current percentage of the Company’s online sales? Will there be
specific products or a greater focus on online sales in the future?
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Company’s Response: Currently, the online sales percentage is still relatively small. We only
established the e-commerce department in June of last year. The first step is to establish a presence
and brand showcase on platforms like JD and Alibaba. Our primary goal for the future is to focus on
online retailing for products that are suitable for this channel. In terms of the new retail sales variety,
we plan to differentiate and distinguish based on the service target for each product. For example,
our exclusive product, Shixiao Wan (#Z7H #.), is suitable for obesity caused by dampness in the body,
and its main function is to remove dampness and lose weight. The data for online sales of moisture-
expelling products exceeds that of offline sales, so we may position this product primarily for online
sales. Another innovative traditional Chinese medicine product, Wuji Baifeng Pian (33 H X ),
contains 18 types of amino acids and is known for its hormonal regulation and ovarian maintenance
benefits. It aligns well with the demand for improving sub-health conditions, which is a growing trend
in online consumption. Therefore, this product may also be primarily targeted for online sales.
However, we are not blindly pursuing online sales for all product varieties.

FA VAL BT B 2 A, B FoRHESIER RS 1E, B R RORCEE 98 NI B AN
s, B % FURE DL FCIX AN 75 K

For instance, we are currently exploring the potential of partnering with Meituan for our Wei
Chang An Wan (& %2 1), as it aligns with the needs of a large customer base dealing with digestive
discomfort related to dietary habits.
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Our approach is driven by the question of which products serve whom and where our target
audience is and accordingly, we position our products in the most suitable consumption scenarios.
This is the path we follow in developing our new retail strategy.

AR 14. BATARRLCERFEF O ZEFEL. BEFALXEERELGNEEK LRRA
PRFHI, A TFTHE dh [ 25 a0 T R e ?

Question 14: We believe that the Company's premium traditional Chinese medicines such
as Niuhuang Qingxin Wan (4#i&.04), Angong Niuhuang Wan (ZE4##) and Qinggong
Shoutao Wan (& E##k#L) have a heritage advantage. What are the Company’s plans for these
premium traditional Chinese medicines?
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Company’s Response: We have a deep heritage when it comes to premium traditional Chinese
medicines. For example, for Angong Niuhuang Wan (% & 4% #.), we are one of the three (3)
companies which has such intangible cultural heritage products, and our Niuhuang Qingxin Wan (4
THIE.OH) is the only national intangible cultural heritage in the country and is the only Niuhuang
Qingxin Wan (4 #7%.0> 71) representing China that has been exported to Japan.
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While we are currently focusing on the strategy of “Three Cores and Nine Wings (=% /L),
our efforts to match talents, financial and material resources have not yet reached the desired state,
including further changes in our marketing organisational structure and exploration of more marketing
models, as well as more efforts for building each product variety.
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Regarding our premium traditional Chinese medicines, the key is how to leverage our
advantages. We need to have persistence. While Angong Niuhuang Wan (% = 4-# ) has reached
a certain level of development in the market in recent years, we need to take stock of ourselves and
find differentiation. For premium traditional Chinese medicines, we will explore innovative marketing
models in the future. Our vision for premium traditional Chinese medicines should encompass two
aspects. The first is that, as President Xi Jinping has said, traditional Chinese medicine culture is an
important part of Chinese outstanding culture. We have great respect for those classic prescriptions.
The second aspect is that we should explore modern technology and scientific content to serve
patients while preserving the essence of those classic prescriptions. We need to capture both aspects
to pave the way for the Company's differentiated and innovative marketing and brand development
in premium traditional Chinese medicines. This is easier said than done because of the sheer number
of products. We need to have the discipline to gradually unlock and implement our plans. We prefer
to slow down a bit until our action plans are well-refined.

B 15, AR EETEEERHKAR, FARNFER. SETRERNRMNEREY ETaEs
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Question 15: The Company’s revenue increased significantly in the second half of last
year, particularly in the fourth quarter. Will there be some pressure on the base in the second
half of 2023, and will the industrial segment, especially the growth rate of industrial revenue
slow down in the second half compared to the first half of 2023?
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Company’s Response: There were some changes in the fourth quarter of last year due to the
impact of the COVID-19 pandemic. Currently, our overall revenue plans are still being executed
according to the plan. In the second half of 2023, we will also actively consider the overall
arrangements, and it should be a process of steady progress.

Risk Warning
RS 37N
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The Investor Survey, if it involves industry forecasts, the Company’s development strategic
planning and other related content, should not be regarded as a guarantee for the industry and the
Company's development or performance by the Company or the management of the Company. The
Company will make timely disclosures in accordance with the requirements of applicable laws and
regulations. Shareholders of the Company and potential investors are advised to make investments
in a rational manner and be aware of the risks involved.
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