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%R S 200 Disclaimer

B HPHBHFGRREBEERVBERELARERE  CHIFMEZZERE -
The Consolidated financial numbers are based on International Financial Reporting Standards

(IFRS) and also audited by CPA.

BHABFLHERLTE BT - HOUE=—_BAFEEINHIER
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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Eg ﬁgfz:lé*g (About US): established in 1986 $

Standard Food Group (SFG)
Taiwan's leading manufacturer of nutritional and health supplements.

We firmly believe that “a balanced diet is the foundation of good health”.

Branc! Vision & Mission
Promise

Your family’s Nutrition and Health Partner A LIFETIME OF WELL-BEING!

EXANZBREBH mb AEETFN 8—Z |
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XACDSS (Major Milestones)

QUAKER

1978 1986

1994

Quaker Oats, the largest ~ Standard Foods Co., Ltd. ~ The "Great Day" brand Standard Foods was
cereal food company in  of Taiwan purchased all ~ was founded, and the officially listed in Taiwan
the United States, started  of Quaker's assets and Great Day sunflower oil to bgtter fu'IﬁII our
its investments in the employees in Taiwan. was introduced. mission to improve
Taiwanese market. nutrition and health.
A i Freaw
N ]
2011 2003 2002
Shanghai Standard Foods Standard Foods Launched the brand Standard Foods entered
decided to strengthen its established the edible “NurturEssence”, the Chinese market and
investment and established  oil brand "Mighty” and ~ opening our high- established Shanghai
Standard Foods entered the Chinese quality healthcare Standard Foods Co., Ltd..
Investment (China) and market. product lines.

Standard Foods (China)

1997

Standard Foods entered
the health drink market
with Taiwan's first plant-
based health drink,
“Quaker Ginseng Drink.

)
v
ey

Standard Foods acquired
Yoplait and Fresh Delight's
dairy plants and used their
equipment and trademark to
establish Standard Dairy
Products Taiwan Limited.

Company. $ C Hiiiii ETII'STE‘

2015 2022

2023

Standard Foods established To embrace a new era, we Launched the "CHiiiiiiiii" Established Quaker
the Standard Foods Food restructured the resources of energy drink brand, KonCare, entering the
(Xiamen) Company in Standard Foods and Standard Dairy,  entering the energy drink scientific health and
Xiamen (southern China). increased investments, enhanced market. wellness industry.

manpower, and integrated them
into Standard Foods Group.

Standard Foods Group
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FZ=mh¥ (Brands)
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Standard Foods Group (SFG)
|
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Standard 1:I:1:|:| EF({:I:*I:I) .
Dairy Products Standard Foods Standard Foods (China)
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nnﬂi.i/ EEmni<Ia (Brands/Products Performance) e

# 1 (House Penetration)
Taiwan's leading #1

manufacturer of nutritional

and health supplements | *  Oats/Grains Cereals

#1
Cerssrsessssnsannan un OatS/GrainS Drinks

o Adult Milk Powder

: #1 Low Milk Powder,
SR . . : Skimmed Milk Powder

L'*“E“ Health T bI t o ° K3
P ¢ & Complementary food
[ Beverage ﬁ #4 Dairy &
L4 Special g d Dai
C Hzisiii Fermented Dairy
S #1: Functional Milk, Yogurt
Products

Standard Foods Group



Edible Oil (NPD)
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Ready to Eat (NPD)
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reamy Chicken Stew
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Oats/Grains Cereals (NPD)
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Beverage /Oats Drinks (NPD)
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Dairy & Fermented Dairy (NPD)
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Baby IMF & Complementary food (npD)
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Adult Milk Powder (NPD)
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Special Nutrition Products (NPD)
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Health Tablets &
Ca psule (aunch in Dec/2023)
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202353

Monde Selection

tRmETEAE
Gold Medal 20
Total 38

T

N

B iE (Honor and Recognition)

Superior Taste Award
AREERE

4 Award 6
9

*%* Award
* Award 10
25

Total

AA Taste Awards
2k ftie [ml bR ST 85

* %% Award

*% Award

Award

*

Total

Standard Foods Group




2024F FHF SEHS

2024H1 Operation results




SFEIPESETR
Condensed Consolidated Income Statement

I8 H Item 2024H1 2023H1
SEALMAETT , BRERRT N N
Unit: NT thousand ; EPS is NT £ (Amt) % YOY(%) £ (Amt) %
=XEUWA
glperating revenue 13,153,365 100% 8% 12,203,968 100%
=%FEA
?ross profit 3,191,504 24% 19% 2,686,139 22%
=FFN
Operating income 757,125 6% 66% 456,577 4%
AHEFE R
Net ilncome 805,033 6% 78% 451,167 4%
S EER @ 0.85 0.49

Earning per share (Note)

it BREFGRREREIZELIENRAZEE Z METFIOREE -

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

standard Foods Group U Y



SGiRERRIES S =B

Condensed Consolidated Income Statement

R 2022 m2023 m2024 B HEeREaET ; SRARRT
FRUIA (Revenue) BEEF (GP) (Unit: NTSM ; ESP: NT$)
10000 YTD: +3% 2500 YTD: +19%
8000 +1M 1% 2000 +73% 14%
° + (s}
6000 1500
4000 1000
2000 500
0 0
Q3 Q4
ZXFH (Ol) AEEF (NI)
300 800 EPS 22" 23" 24
(o)
600 YTD: +66% 600 YTD: +78/° QL 036 029 0.52
+63% +88%J
Q2 018 020 0.32
400 +70% 400 +65%
Q3 054 055
200 200
I III I I II II Q4 026 031
0 0
Q1 Q1 Q4
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Emfnd- EXWIA

Product Portfolio — Operating revenue

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

m %48 Cereal =@ Edible Cooking Oil = {R{#/5Ek& Health/Nutritional Food =i Milk Powder =43 Chilled

20% 20%

Standard Foods Group



BRFT Bll- = EUA

Operating segment - Operating revenue

H1 SFG |Taiwan(SF, SDF)| SF(China) Others
2024 13,153 6,439 5,790 924
2023 12,204 6,293 5111 799
Growth 7.8% 2.3% 13.3% 15.5%
2024 H1 2023 H1

B & (EB/ED)
Taiwan (SF, SDP)

m oh ] (1)
Standard Foods (China)

" E
Others
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AAEARERER o]

Condensed Consolidated Statement of Cash Flows

I8 B Item

BAIFEEEE T Unit: NT millions 2024H1 2023H1
HYIRERNERE
Cash and cash equivalents at the beginning of the period 2,939 4,348
SEXREHFIRETRACKE)
Net Cash Provided by Operating Actiities 1,366 (676)
IREMF
Cash dividends paid - -
REREAM
Investing activities and others (1,349) (716)

HRIRERNERE

Cash and cash equivalents at the end of the period 2,956 2,956

standard Foods Group U



SHEAEEEER
Condensed Consolidated Balance Sheet

18 H Item 2024H1 2023H1
BEALF A EETT Unit: NT millions %R % E% %
== =
iﬁﬁ“’::s ots 26,862 100% 27,868 100%
Z\ 'Lzlu‘
RERMERE 2,956 11% 2,956 11%
Cash and cash equivalents
PR DR FRFHER o o
Accounts and notes receivable-net 3,644 14% 3,691 13%
ﬁint i 5,590 21% 6,949 25%
AEE - BEMK %&&fﬁ'fﬁ*@]& . 4,898 18% 4921 18%
Property, plant and equipment & Investment propertie
I=8EEEE o o
Total Liabilities 3,258 34% 10,858 39%
MENBE
Current Liabilities 8,900 33% 10,477 38%
FEREEE o o
Non-Current Liabilities 358 1% 381 1%
I'H}xo%a*lgeﬁ:uitv 17,604 66% 17,010 61%

standard Foods Group U Y



S ZIBEEIR(EH)
Key financial indexes (Consolidate)

JGH Item 2024H1 2023H1
mENEEER (%)
Current ratio -% 207.9 182.7
FEENEEER (%)
Quick ratio - % 1298 100.4
EIFHEHE (X) 103 121
Average inventory turnover — days
EHYBRBEE (X) 57 65
Average collection — days
BEHM=E (%)
Return of assets - % 6.3 3.4

standard Foods Group U Y
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Standard Foods (Taiwan)
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Development Strategy in Taiwan

Macroeconomic and

Retail Trend

: - The domestic consumer market remains ' - The consumer goods market is active, - Online shopping aam
- : robust, with increased spending ! with a noticeable rebound in demand continues to erode the om  maem e
- observed in both retail and dining : for food products. ' market position of B2 146 450
=g sectors. - The decline in consumer purchasing has physical retail channels. ¢ % )
£ g TERARREERRTEE : eased, while the average spending per - After consolidation, '
3 5 o s E transaction continues to rise. competition among 268 264 53
X o= - : sz WEE WRAE  WAORNDE physical retail channels
L E YTD24Q2 GR% : jﬁ o _ - has intensified, leading N B
i EEETEIE . .x to aggressive 2205 M2s0s MrE0s
WO 51% : LB mmm o = promotions and deep _
| } =! - . BEESOHS)  @hERY)  BHEE
: A2 3% discounts. EARSEBSEET ~BE - HS 88 208
> Fulfilling Our Brand Promise: Every Family’s Nutrition and Health Partner
Strengthening Our Leading Brand: Through close collaboration with online and offline channels, we offer a variety of products that
k= cater to the nutritional needs of the entire family, from morning to night.
@® > |- Product Development: We focus on nutrition, health, lighter options, great taste, and convenience while promoting green dietary
& 9 concepts to achieve a low-carbon, additive-free lifestyle. - o
g--la - Innovation and R&D: We continue to develop core product technologies such as oats, ginseng, and The first major food manufacturer In Tafwan
TS sunflower oil, utilizing emerging technologies and materials to further enhance our strengths.
-7, - Through SFG Health GO platform and cross-industry collaborations, we precisely target specific customer segments,
v expand direct consumer services and enhance user experience.
a - Expand ket tuniti A"
pand overseas market opportunities Non
- Stay ahead of ESG trends by continuously strengthening environmental protection, social responsibility, and Ve
corporate governance.

Standard Foods Group *E R Kantar



nvironmental
1B

L 4

W SDGs Action

The group's factories saved 132,937 tons of
water in 2023.

Qur top three factories completed 9 energy-
saving and carbon-reduction projects and
implemented TPM equipment maintenance
plans, reducing carbon emissions by 416 tons
and saving 7,984 MWh of electricity.

Our Dayuan plant's tonic beverage production
line implemented a water resource
management project, adding a bottle-washing
water recycling system, and reusing 12,165
tons of water annually.

The Dayuan plant's tonic beverage production
line invested in an LCC-S type water-saving
closed-loop cooling tower (LCC-V-125S,) saving

940 tons of water resources annually.

Our offices promote waste reduction policies,
and we use photocopy paper brands with eco-
friendly, green pulp labels.

ocial
3 v, | B i 1028

W|ele

Following government regulations, physically and mentally disabled individuals are
employed, constituting of our total workforce. The Standard Foods Group
provides colleagues with

Grow with Love: We cared for

of volunteer leave annually.
, collected
lesson plans and
nutrition education tools.

nutrition

education box donations from the public, delivered

nutrition boxes to rural schools, and distributed

The program’s YouTube videos were viewed times.

Live with Love: We cared for , educated R

for social welfare organizations. The

program’s YouTube videos were viewed

Standard Foods social engagement programs: We held
participating, and

joined the Christmas volunteer activity.

We organize annual health checks for employees.

We added to the Standard Foods e-Academy.

We set up a health consultation room (healthcare room), adding equipment, such

as blood pressure monitors and weight and body fat scales.

On-site/resident (full-time) medical staff are available, conducting regular health

consultation services every month.

and recruited
times.
with a total of

W

Sustainability Performance Highlights

17 s

’

MY SDGs Action

We delineated our "Sustainability Practice Guidelines.”
We received 44 national health food
certifications, making Standard Foods the company
with the mast certifications in the Taiwanese food
industry.

We were awarded as the first large food manufacturer
in Taiwan to obtain the Whole Grain Certification.

We developed our own e-commerce platform
"Standard Foods Health Go," expanding into the
international market.

We launched a new brand "KonCare,” entering the
scientific research of health foods.

We were ranked in the 6% to 20% tier of the 10th
Corporate Governance Evaluation for publicly listed
companies.

To embody our corporate sustainability value, we
officially established our sustainability committee to
monitor and supervise our sustainable operations. Thr
committee also set up a sustainability department t-
implement ESG strategic actions.

standard Foods Group U
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Standard Foods (China)
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SF(China)- Healthy Kitchen

Macroeconomic, Edible Oil

Consumer Trend

Channel Trends

Consumer Trends

- Slowing GDP growth. apcPRinas anenzorn | - - - Offline: Discount formats T T - :- Household cooking
- The overall consumer 09 focusing on 'low prices' are needs are becoming
market is sluggish, with o expanding rapidly, while more diverse and ]

A

o : E E : . . iy b B E
. ] L - CHEBBTHAE - HA . AR
€ : low consumer confidence s 1o traditional hypermarkets - purposeful, with products % B BELTRESHIINNE | -
© ) :in the futyre :;lr]d aslow i1 continue to decline, ¥ required to offer both o r— :
c E = recovery in willingness to |, 11 attempting to transform :: emotional and functional T
oS spend. :: into 020 and membership -: value. ) BAE SNASUANEXE. |
- g - The main consumer base . = store models. ii- Con;gmers have varying LHREATIA - BE# .
Iﬁ -s : is shifting from major 0 i © - Online: Traditional e- ;= nutritional expectations RERE/MED :
& : cities to smaller cities, :: commerce is slowing down, -+ for cooking oils, B ) essEailAmuzeng |
W : withincreased N ., == while content-driven senm m m o= ow = oo particularly for children & RABHFRES :
= purchasing power in zorzs s e e 20 2 2 platforms like TikTok are i and the elderly, V\/Ith a & Eitism .
: second- and third-tier amawLEtEs @ 2o experiencing rapid growth. ww am wm wm wmeown - 2 StrONger emphasis on - EHEBRAENEOANIIAE
H ities e i health B BRETHE SR .
L
-Mighty: Widely recognized by consumers, with market share and - Brand Development: Continuously innovate marketing strategies to
household penetration steadily increasing. infuse the brand with a youthful, energetic, and healthy personality.
o ER S MChnbrand 8 589235 PRI & i B ERAZESERE120%  ROEARETEOET b - New Product Development: Respond to channel changes and
- M (e HE - HE . e 26.1% . . . .
b} ﬁ NPS) BEREREEREEAE % “% B 5 S, | consumer needs by offering a wider variety of product options.
S| MAT24P2 vs. MAT23P2 . N D
- c © 347 - B EO| Channel Expansion: Effectively develop distributor networks and
324 “ o . .
c g SR 26.1% 9.3 explore new opportunities in content-driven e-commerce.
. e I i -
E 5 g;eamsamsu w022 @ e I_ID w2pt A 2 E > B - FFEER - 3B
m O anEm ax me| IR B D - 7 KB S R 0 S RO B B [ 7 57 he 73 P R 1R B
b = — T >0 A i
- . 2% 0% 68% % - AFEESMMEED
Q o o [ q’ - BEIGHT E o IR S A0 5R kR
n_ Q - HARR T RIS EA R - BEiEsEd "EEIEkFHaT
o > GREE - 28R
0% B BENEEEARRR - A EEGEE) - T CHREET SRR T
- ws |2 - 3275 B SA 22 5 RO B E R R

Standard Foods Group Data Source : China National Brueau of Statistics * Kantar - Chnbrand



SF(China)- Healthy Kitchen )

» Strengthening the Supply Chain: Standard Food (China) signs a strategic cooperation agreement
with Xiamen C&D Inc.

Standard Food (China) and C&D Agricultural Products are
collaborating to establish the Agricultural and Nutritional Joint
Research Institute and the Nutritional Enhancement Center for

Specific Populations to deepen their partnership

By establishing partnerships, we strengthen upstream supply
capabilities to enhance Standard Food (China)'s supply
stability and procurement cost advantages.

Xiamen C&D Group is a large ‘ x . _a
enterprise ranked 85th on the S = oo i
Fortune Global 500 list. Its core i v - -
subsidiary, Xiamen C&D Inc., operates
as a modern service company with
dual main businesses in supply chain
operations and real estate
development. In 2023, it achieved a
revenue of RMB 763.6 billion.

The Joint Research Institute
will focus on key
technologies in deep
processing of sunflower
meal, agricultural and
nutritional advancements,
supporting both parties'

| ESG development, driving
industry upgrades through
. technological innovation,
nurturing and developing
industry expertise and talent,
and facilitating the
transformation and
upgrading of the
agricultural economy.

As a strategic partner, C&D
Agricultural Products Group and
its parent company will leverage
global resources to diversify
Standard Food (China)'s oilseed
raw material varieties and
channels, thereby reducing
procurement and logistics costs
and achieving a more efficient
supply chain operation

Standard Foods Group



SF(China)- Healthy Living e

» Market Advancement: Accelerate the end-sales model; Strengthen brand endorsement and
expertise

Upgraded in-house production of glucosamine chondroitin
powder with Blue Hat efficacy barrier (July 2024); exploring
pharmacy promotions to drive end-sales development.

Our flagship product has received multiple prestigious awards
and honors. Additionally, we have established a joint
laboratory with Wuhan University to strengthen professional
endorsements and enhance research capabilities.

Advancing pharmacy health checks and anniversary promotions Glucosamine chondroitin powder has won the World Food Innovation
I ; T Tk i ey Award, the Dietitian” s Choice Award at the Dietitian Conference, the
9 ¢ : ( ’ i Healthy China Innovative Product Award, and the Nutrition Box Special

Dietary Category Best Product Award

§ RERREREPRNEREALY
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NDARRTFAD

HOURRXARE

LEBCNIA

2 o=

REXE LNLAD

‘ h EEA S 4
Continued accumulation of advertising review materials (20+ accumulated); Ltaanis : EARGARFORTIRHER
ongoing advancement of online promotions. .
e B LU E T
Lebenta i
[ 3 D ) e~
FH5 7R R 116 1

RSN A2 W B
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Building on the brand’s four pillars, we are
committed to practicing corporate sustainability

Adhering to ethical management and
shouldering product responsibility

SDGs

17 e
o

&

We ensure product quality, expand the green
supply chain, pursue sustainable growth, and
promote a healthy, low-carbon diet using whole
grains.

Development Goals -

promote category education; ensure that the
food safety system management is ISO 22000 or
FSSC 22000 certified; obtain ISO 17025

Social responsibility is our duty, and
nutrition care is our job

SDGs

We donate products to charities, provide
supplies and food education to
underprivileged groups, and collaborate with
partners to promote health, food equity, and
love in Taiwan.

Development Goals —
Grow with Love Program; Live for Good
Program; Standard Foods social engagement

laboratory certification; implement animal Dedication Love programs; Donation Program
welfare management
Continuously innovate for Strengthening diverse partnerships to
environmental sustainability create a happy workplace
SDGs = BES ‘ : SDGs Sk |8 s vmEn
el K™ ) Innovation Family g‘ i‘./" @

We implement environmental actions and
energy-saving policies to meet international
standards, conserve energy, reduce carbon
emissions, and protect the environment.

Development Goals —

Reduce packaging material usage; implement
lightweight packaging; develop vegan products;
replace outdated equipment.

We advocate for diverse recruitment, fair
employment, employee needs and rights, work-
life balance, and long-term well-being and career
development.

Development Goals —

Standard Foods e-Academy; smooth employee
communication channels; quarterly employer
and employee meetings

standard Foods Group U Y



Workplace Well-being
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Badge of Accredited
Healthy Workplace

Taiwan iSport
Enterprise Certificate

J
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22 APSAA

Asia-Pacific
Sustainability
Awards

Standard Foods has been awarded

This recognition underscores our commitment
to sustainability and fostering healthier
communities.
Our "Live for Good" initiative, dedicated to
enhancing the nutritional well-being of the
elderly, has demonstrated a significant impact.

2,500+ seniors

100+ volunteers

241 worksho
directly i recruited for 92
. attendees ]
impacted locations
3,000+ Collaborated 4.72 million+
educational proof online

tools distributed

with 45+ NGOs

awareness




Six major
Financial Capital
Manufacturing
Capital
Intellectual

Capital

Human Capital

Social
Capital

Natural
Capital

"Ejlllfl

Continuously amplifying sustainable impact

Sustainability Impact

2023
Performance

@ Revenue: NTD$13.136 billion
@ Net profit before tax: NTD$1.524 billion

Impact

By investing in manufacturing ftems EA/Min tems EA/Min
capital, we ensure the guality St and aduit formula sz Gruat Day el 150
of the main production line Oatmust 52 Quker ginseny tonic drink 380
products and [—— aan

Through effective financial management, the greatest contribution is made s
as to create the best economic value and move toward sustainable

managameant.

We added over 80 new products (including products with new forms, flavors,
and packaging).

We ensure the best product quality and production model through equipment
maintenance, improvement, and replacement. This creates a win-win for
producers and consumers and enhances competitiveness and consumer trust.

Total number of employees: 1,381
Talent development instances: 20,344
Annual turnover rate: 18.69%

We expanded new product development to meet diverse consumer needs
and expand our domestic and international business.

@ The "Growwith Love" program cared for 5,500+ children and distributed
8,000 nutrition kits. We collected 667 baxes for rural schoals.

@ The "Live for Good” program held six nutrition workshops, empowering
214 volunteers and caring for 2,500 seniors; recruited 105 new volunteers
and distributed 3,000 health education fans. In total, 22,500 cans of
supplies were donated.

Continuous talent development ensures sustainable business operations.
Training enhances organizational effectiveness, stimulates employee
innovation, and drives the company's growth.

@ Gresn purchasing focuses on energy-saving eqguipment like variable
frequency drives, IE3 motors, LED lighting, air conditioning units, and UPS
systems.

@  We reduced electricity usage by 7,984 MWh, water usage by 13,937 tons,
and carbon emissions by 416 tons compared to 2022,

The nutrition box promotes nutrition education in schools and addresses
childhood overweight.

@  “Live for Good"” helps community nutrition centers provide nutritious
meal plans to assist seniors in living comfortably.

@  Our energy-saving and carbon-reduction projects reduce carbon
emissions by 4,103 tons per year and recycle 13,937 tons of water.

@  Our annual local procurement accounts for approximately 78.25% of
our total expenditure.

standard Foods Group U Y




& Standard Food Group ( Stakeholder Survey )
EEEFERE KERSE) NESFETEE - FREBZRHSINER  SEEE - ASANE
EERABIRER ;, RETEWSNEBRAFMBIZER RN (NEEBRABSE) 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.

EEFEREZRA

BT BRER /1 IREBA HEE

SFG Proprietary
& Confidential



BEEIHE
EREmEE (FIZEEZARBRS)

Please fill out the Stakeholders Survey Questionnaire

[m] 24 n]

GEzE

https://stdfoods.cc/StakeholdersSurvey24

SFG Proprietary
& Confidential




Q&A

E%Em (K ) 2Tl4dut
https.//www.sfworldwide.com/

s coe U


http://www.sfworldwide.com/

Thank you
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