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Standard Foods Corporation
2023 Results




%R S 200 Disclaimer

BHaHPHBHFGRREBEERVBZRELERRR - KRS ETMEXHERE
The Consolidated financial numbers are based on International Financial Reporting Standards

(IFRS) and also audited by CPA.

BHABFELHER LB - HUE=BASEETEHIER -
The presentation and its contents may not be reproduced to a third party without the prior

written consent of the Company.
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Key Focus on Product Development
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Brands/Products Performance
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2023H1 Operation results




SFEIPESETR
Condensed Consolidated Income Statement

I H Item 2023H1 2022H1
SEALFTEMTIT , BRAERBTT N N

Unit: NT thousand ; EPS is NT £ (Amt) % YOY(%) £ (Amt) %
SEIWA
glperating revenue 12,203,968 100% -4% 12,722,669 100%
SEER
GEross profit 2,686,139 22% -6% 2,870,342 23%
=XFH
Operating income 456,577 4% -25% 606,926 5%
A HEE A
Net income 451,167 4%  -10% 503,176 4%
BREER ')
Earning per share (Note) 0.49 0.54

B it BREFGRREREBIZELIENRRE ZMETOREEE -

Note : Earnings per share is calculated in accordance with the weighted average shares after the retrospective adjustment proportionallyto the capitalized earnings.
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Condensed Consolidated Income Statement

BAHaBEasgET ,, BREFRDT

K H et I kR AI\

B A (Revenue) AEFF (Nl) /B B% & & (EPS)

12000 2000 1.20
1500 0.90

8000 +59%
1000 0.60

4000

I I 500 030
| 0
'\ > g N 42
O O O O O O O O N
» m"'i"b 'i" m’” "C" W

standard Foods Group Y



Emfnd- EXWIA

Product Portfolio — Operating revenue

m 88 (E18/ER)
Taiwan (SF/SDP)

® £48 Cereal =@ Edible Cooking Oil = {R#/5E8& Health/Nutritional Food =i Milk Powder = %7 Chilled
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Operating segment - Operating revenue

Taiwan SF
H1 SFG (SF. SDF) (China) Others
2023 12,204 6,293 5,111 799
2022 12,723 6,280 5,106 1,336
RE -4.1% 0.2% 0.1% -40.2%
2023 H1 2022 H1

w5 (/)

Taiwan (SF, SDP)

m ch R ({£18)
Standard Foods (China)
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Condensed Consolidated Statement of Cash Flows

12 B Item

BAIFEEEE T Unit: NT millions 2023H1 2022H1
HYIRERANERE
Cash and cash equivalents at the beginning of the period 4,348 3,748
SXREHFRTARACKLY)
Net Cash Provided by Operating Actiities (676) 479
IREMF
Cash dividends paid ) )
REREAM
Investing activities and others (716) (850)

HRIRERNERE

Cash and cash equivalents at the end of the period 2,956 3,377
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SHEAEEEER
Condensed Consolidated Balance Sheet

18 H Item 2023H1 2022H1
ENLFHAMEBEETT Unit: NT millions +%8 % £58 %
== =
iiﬁjﬁ;:-s ots 27,868 100% 27,984 100%
Z\ 'Ll:lu‘
RERWERE 2,956 11% 3,377 12%
Cash and cash equivalents
=hm g
B B 3 2R . 3,691 13% 4,036 14%
Accounts and notes receivable-net
ﬁint i 6,949 25% 6,736 24%)
AEgE BMENR E&&fﬁ'f&*@]& . 4,921 18% 5077 18%
Property, plant and equipment & Investment propertie
I=8EEEE o o
Total Liabilities 10,858 39% 10,848 39%
i I=N =
Current Liabilities 10477 38% 10,189 37%
ERFEEB o o
Non-Current Liabilities 381 1% 659 2%
I'H}Zi*lgeﬁ:uitv 17,010 61% 17,136 61%
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S ZIBEEIR(EH)
Key financial indexes (Consolidate)

EH Item 2023H1 2022H1
TRENEEER (%)

Current ratio -% 182.7 192.9
EENEEER (%)

Quick ratio - % 100.4 114.1
EHHERE (R) 124 117
Average inventory turnover — days

EHUWIRBE 2 (R) 66 20
Average collection — days

BERMZE (%)

Return of assets - % 3.4 3.7
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Development Strategy in Taiwan &

Increased focus on

health and nutrition

: - Many health issues (hypertension, high - Consumers place a greater emphasis - Competitors continue to introduce new
- cholesterol, diabetes) , Strong health : on added value products
9, - awareness : - Trend towards higher prices: Oil - Blurred product category boundaries
:ES 'g |- Functional food : products, powdered milk, dairy (Biotech entering the beverage sector,
2 E : Consumer demand trends (2021-2023)* products :je.llry proc(lju;ts expanding ”.“0 the
: ¢ eisure and dessert categories
ok 22 =
“ERnmER  RRn TEOnEE . RemIAE
o =5
76x 047x » 23% 68xbu:
- Continuously cultivating the leading - Enhancing high added value to - S"trength'ening the Ie.ading brand anq
-E position in core products such as oats, strengthen product capabilities: diversifying across d|ffgrent categories to
o > ginseng, and sunflower oil, leveraging Leveraging the core advantages of the capture opportunities in all age groups
] 8‘ SFG innovative technology to enhance SFG, in addition to developing new a;d overseas markets. . .
Q. existing strengths products, continually upgrading the ) B es%grce ;rg&chom%etlttl.venessdlntegratlon.
% g - The explosion of health information, added value of existing products, dirjtr:iblg'g'cm production. an
a 0 strengthening word-of-mouth and dlffergnt|at|ng and improving the - Through the HealthGO platform, establish
building branding trust/visibility percelvgd value gap compa\rﬂed to a direct mechanism for serving consumers
o competitors A - g <
. : P : g - - Adhering to ESG trends and continually
§ \é' ’ff; introducing natural and additive-free clean
- green foods

Standard Foods Group *Data Source: EICP —
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Development Strategy in China-Healthy Kitchen &

Post-Pandemic

Dining Boom

- The edible oil market continues to grow. : - Promoting the dev'eloprnent of ' - Consumer interest in functionality :
: - Sunflower oil is expected to have the : compound seasonings in the condiment The three reductions and three

- highest future growth (22-27 CAGR: : market (22-27 CAGR:8.7%) .

Q ., 5.9%) : health lifestyle

Eg : &= Immunity and gut health

5 C SR =TS R EGSAME | YOV 957 : MR AR (EAME | YOV S8 __ mmunity and gut healt

- - 2,003 .
c |g 1300 1119 1a7a is7 242 1286 TEE VI ases 330 M50 7 V8 Functional foods with a focus
8 4925 | N 38% 359 3S.5% . W:ijﬁ on beauty
1.F%6 L
@ Foods that cater to both
g B B B B B B E B E B EBE B = physical and mental well-being
- Maintaining the stable strength of - Including seasonings in the new product - Managing edible oil products
"Migthy” brands planning list through the Golden Three Benefits

"E TEaBEREAES-S R se.riﬁsbto proﬁdg consumers o

U > with better choices

€O 2023 2022 2021 2020 2019 2018 )%

w £ A

2y | | Ea>EaEEmEED e B
@ & |- Continuing to maintain the leading el =

> WU market position in the sunflower oil e .

()] cateao - Transitioning towards becoming a
(a gory-. . 'Health Food Conglomerate' with a

- Tactically improving the market share " L
of corn ol focus on nutritional diversity

Standard Foods Group Data Source: * Euromonitor; **Kantar



Development Strategy in China-Healthy Living &8

Consumer health awareness

Health and Wellness-oriented

Functionalization Trends
Products / Increased consumer

has risen
after the pandemic

The Rise of the 4th Meal

willingness to spend

- The large health market continues to - - Consumers are expected to increase their - : - Bi-directional integration of food

- willingness to consume health and - i becoming more health-oriented and

: B
- grow
Q n : - Sports nutrition and Weight Management : wellness-oriented products by 45% inthe : : health products becoming more food-
g 'g : are the faster-growing categories : © next 12 months : like
waeo - SRS EEEERE - YOy S6- : EmDEAcmssamms~ - . - Imall, with the theme of "The Fourth
g = so1y 3255 3339 3574 3795 oML 4289 | 4 cEMEN BN © = Meal," is creating an industry ecosystem, :
(¥ : Flase 0% omte ot o : 23% : : incubating 30 categories and 1,000
E SW | E o ﬁ E E brands.***
L E B E B B B B |i |rwunssue seE f@’ﬁ = ﬁ;:m%% meEs |
- e LR
- The products such as cartilage powder, - Positioning nutritional supplements in - Embracing the concept of portable
- vitamins, ginseng drinks, etc., have various functional categories nutrition as the fourth meal, we aim to
5 > already been launched, and we are - Diverse products are offered, Create a wide range of produc':ts,'
£ O continuously expanding providing choices in beauty (collagen including snacks, beverages, liquid
a9 drinks) and gastrointestinal health supplements, and tablets, to
o E (dietary fiber, probiotics), among comprehensively satisfy consumer
g & ry 5 others. needs.
w I:E.Angh % mE =R
Q é’%}f"’f | :;;::”“q ~ e 'SS;;IWW#
i SCAESHR, FHAaED ﬂ = {)F3 i

Standard Foods Group Data Source* Euromonitor; **PWC; *** Tmall



Brand Spirit-Healthy Living Division

We possess a comprehensive pyramid brand matrix ranging from regular
dietary supplements, blue cap health foods to specialized medical formula
foods, primarily using e-commerce and pharmacy channels to meet the
nutritional supply needs of different population segments.

Specialized = )
Diet e
Health § Pharmacy - Middle-aged and elderly
Supplement: ol health-conscious individuals
Nutritional
Supplements
Standard Foods Group—_

Pharmacy/hospitals - Special-
needs individuals
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E-commerce - Young professionals /
(white-collar workers) i
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2 Major Brand Series — Healthy Living Division i

Dual-brand operations have been initiated to establish a deeper presence in both pharmacy and e-
commerce channels, setting the groundwork for the upcoming launch of the specialized meal series.

L=B' NTA Gkl
K E W FIGHTOM
A creator of diverse health and nutrition lifestyles, dedicated to Specially tailored to the dietary preferences of Chinese people, making it a convenient
providing consumers with varied health and nutrition options and delicious "on-the-go fourth meal" for modern young individuals with busy
and promoting a healthy way of life lifestyles. It's lightweight, portable, and a tasty option without any burden °
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6 Key Health Domains - Healthy Living Division

Herbal Balanced
Rejuvenation Nutrition
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Blue Cap Health Food Assets -

Certified

11=

@ RERRZELAORK
@ FER®IPAED)ISORK
® FEHOIN MHINERERN
@ RERCESBMREEEERER
® RERCEFSAZSORK
® BHEMEBIRELERR
@ —SEREBIRBEERR

—HEnR TSR ZRDIAIR H GHIETR)
@ —HEhEERDEERKIER A (4-YI0K)
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Healthy Living Division

7 In

Application

8x

@ FERMELIUIR

@ —HERE(GREIKERMNK)

® —HEE (FEHXEK)

@ FREHROIFREASORK

® FHEHROUEERORRK

® FHEAEREEBM

@ RERCHIRIEDRYIRZH A
® FHEHOFRERRE

standard Foods Group U Y



[

Als I:l HE }

RE "EmREnEEEEEE, EEEMN

AREALE B

Established the 'Food Safety and Quality Management Committee' as the dedicated unit.

- BFf M XEMDNSREERRERE (FR&%)

34 products have received the health food certification mark, representing the highest is abi\‘ty R&D [nn
number within the industry. 06\}(' ODQ/ .
. ¥
- REERFEFREGMES 3% %
Invested in inspection equipment that exceeds industry standards. ‘:\a G

& %
g TiE & %
¢ | af |ai g E-
g @
2 <
- BART "EIEEESTA S o = &
+ Clearly defined the Ethical Corporate Management Best Dedication M:Jfﬂm é
Practice Principles. =
- SR T AR AR | )
- Established a Risk response team. %\e\
2 &
. @) Q
f 2= iz t{} Q)
g |af . 2
© R "EEeBREETA . o}%\}
9, N
Established the Standard Foods E-Learning Platform. 4'[’I.ISOJ S f\X‘.\'

- "THERZEHEEREG . DUTHKBER
«  Our 'Occupational Safety and Health Committee' aims for zero occupational accidents.
- BERIHETRIREE

Continuously promotes employee care programs.

SFG Proprietary
& Confidential

XN\ 2L X 4=
521]:%7](%5. Aligning ESG Strategy with Brand Pillar $

e =~;zsn =y
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F”E MR RETEAE ) 20ERMEE 20226)
Monde Selection: won a total of 20 awards in 2022.

B TERBERE 21ARESTE 20229
Super Taste Award: won a total of 22 awards in 2022.
#8862 (SKU)ifm (20221

Launched over 62 new products in 2022.

T TREREBE ) WSMEE o2

Conducted a 'Greenhouse Gas Inventory' and obtained the third-party
verification against 1ISO 14064-1.

BAEBERTXE - RHE 360 AW CO2e (2022¢)

Implemented an energy and carbon reduction plan, which led to a decrease in
emissions by 360 metric tons of CO2e in 2022.

BEHREESIBIEER - REtEE54 FEE/ F o239
With the launch of the 'Refinery Production Rationalization Project’, we
anticipate a savings of 54,000 kilowatt-hours per year.

REIES "UEER, BRREMRAE
Children Care Program.
REBEE) "UBYE ) SRREMIRGE

Elderly Care Program.



p—

1:,H\: ,E{E{ u.e'"i El‘J 7?(%% 'Eé EE Sustainable Development of the Supply Value Chain %

RREMETE RIEE] Environment Management
‘ Climate Adaptation

Environmental Packaging

— s i i - CDP/TCFD
RS ERA Air Pollution Control /

Material Plan ZERIS
¥ =iE = Water Resources / RIEEE
fREE L P QEI:IE = IR Bl 7J<ﬁﬁ/l§§,’57k B Woem o0
i I i Management
ol U0 N EmmER SEEIBHRES

BREiR AIREE

KIEBERE

Sustainable Procurement

mERISEE

Greenhouse Gas Management
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S EFEmEE (FEBERARE)

EREFEA (KERSE) NESFREIESE - VRERSEBRSINED K5EEE  BIAE
FRARREE , REZANENZRRAFMRIZEE B (NEMEGRARSE) BEZ -

Standard Foods Group annually addresses stakeholders' concerns in our 'Sustainability Report." We proactively engage with various
stakeholders through multiple continuous, two-way channels. Recognizing the importance of comprehending the major topics and issues
that stakeholders are concerned about or that have a potential impact, we have developed the 'Stakeholder Survey Questionnaire." This tool
allows us to communicate effectively with stakeholders while collecting and responding to their primary concerns.

S — TERERIGA
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Please fill out the Stakeholders Survey Questionnaire

http://bit.ly/46keEHY

SFG Proprietary
2 Confidential




Q&A

EEm (k) A4l
https.//www.sfworldwide.com/
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http://www.sfworldwide.com/

Thank you
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