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From Longda Roushi
to Longda Meishi
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1.1 Enterprise Introduction
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1.1 Enterprise Introduction
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1.2 Stratagy & Business
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New strategy of "one

body two wings”

food as the main body and slaughtering and

breeding as the two wings.
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1.3 Products Classification
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Redefine

prefabricate food

Based on the degree of prefabrication,Divided into
Prefabricated Foods. Prefabricated Semi-Finished Products

Prefabricated Finished Products



1.4 Core Products
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Pop Products

YUZHIBANCHENGPIN

FoR ) 3 A 6

AFH

L RBMES b, &
AEUR;
W TZEm A WESE b Vs

e, BAREERD, #NEHE
BRHEE;
SHEF T H FRL R0

o=

BalelE

Eann

BEIBE scrcsisle sssomesm

wEER. EEAE {FEHA: A
500g -18°C 1218 5000/ 8" 108/8
kg WT9® Tkg/@* 108 /88

iﬁm A RE O, SERammE (<

FEE: ERAE: FRETRR: B
500g -18°C 1298 5009/ 2082/8
LT8R

~ FhERR .,-',';.f. . B MR

WitF G
B E TR E

WER R
=T E

#=1:150g 300g A1E:
450g

#EE: 1218

150g/ 8408 /8
3009/ 8208/
450g/$ 208/

F5H:300g
#8M:129H

% 300g/E*208/8
TEAE 18T TSE

EAE: -18CEL TR

WEHE ssovnoasissmmaste

pam: | CEAL TR e
1kg -18°¢ 1248 Tkg/S*108/58
EAFHE

Hﬁlj\ﬁﬁ EEAHECHES GERREELE (X

FEE: EEE FRBIHA: s
1kg -18°C 1248 Tkg/S*108/8
TS



Experience Cooking Fun and Become a Chef in
seconds - Water Boiled Sichuan Cuisine Series







2.1 Industry opportunities

Trillion dollar market turbulence
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2.1 Industry opportunities

Opportunities, challenges, infinite possibilities
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2.2 Current situation

Fierce competition among heroes
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There are many participants in the industry, and in the short term, it will still maintain a dispersed situation. In

the long run, core competitive barrier enterprises are expected to tap into their growth potential and form

large-scale development, leading the industry.




2.3 The Pain Points of Current Prefabricated Food Enterprises and the

Advantages of Longda Meishi

Cost

R&D

Quality

Channel

Delivery

he Pain Points of Current Prefabricated Food Enterprises

>The main raw materials for prefabricated dishes are affected by market
conditions, and the prices of raw materials fluctuate greatly, which in turn
affects product costs and prices.

>Prefabricated vegetable products have high requirements for color,
aroma, and taste, as well as high requirements for product restoration,
and have a certain technical threshold

>There are many types and varieties of pre made dishes, covering
different cuisines and scenes, and there are significant differences in the
demand for regional specialty ingredients.

»>Lack of industry standards, leading categories without top brands, and
some companies using inferior products as substitutes to mislead
consumers into recognizing pre made dishes.

>Prefabricated dishes have a high popularity, and many capital blindly
intervene, but lack product understanding and channel awareness, and
the actual effect is not obvious.

> At present, 80% of pre made dishes are mainly produced on the B-end,
and consumer education on the C-end is insufficient, resulting in high
channel costs and requiring joint efforts from the same industry.

>Prefabricated dishes have high requirements for cold chain, and
although logistics cold chain has been improved, it is not sound. The last
Tkm of delivery at the C-end has not been completely solved.

The Advantages of Longda Meishi

v'/Advantages of the entire industry chain - efficient coordination of breeding,
slaughtering, and import trade, large-scale production, cost reduction, cost
control, and creating products with ultimate cost-effectiveness.

v'Research and development advantages - combining "production, learning,
and research" to form a "three sword combination” research and development
model, establishing leading domestic pre made food research and development
centers in Shandong, Shanghai, and Chengdu, driven by big data and renowned
chefs, to meet the research and development needs of different flavors and
categories of pre made food.

v'Quality advantage - With 26 years of excellent quality genes exported to
Japan as a guarantee, we have established a complete set of scientific, rigorous,
and safe production and processing control processes. Our products are fully
traceable and meet international food testing standards in terms of quality.

v'Leading B-end service foundation - Currently, the sales of prefabricated food
channels are still mainly focused on the B-end, while the C-end is in the
cultivation and growth stage. The company has many years of experience in
large-scale B-end services, has established cooperation with thousands of well-
known enterprises, has a strong customer service foundation, strong customer
stickiness, and is familiar with customer needs.

v'National Layout - With the support of the national layout of slaughterhouses,
the storage and processing steps of raw materials in the production of
prefabricated vegetables can be completed at the slaughterhouses. Each
production base is equipped with a complete supply chain system, which can
share logistics and channels. In the later stage, the production capacity of
prefabricated vegetables can be increased around the slaughterhouses to
ensure the full cold chain supply of products.



2.4 Why Choose Prefabricated Food
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Based on the "One Body, Two Wings"

development strategy, we strive to become the

best supplier of Chinese pre made dishes and a

LRI leading food enterprise in China in the future.
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03 How to do it well
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3.1 Strategic Upgrade

From "Longda Roushi” to "Longda Meishi", renaming to
achieve strategic upgrading

BERN - MR

In order to adapt to the development trend of the new era and the requirements of high-quality development in the Chinese consumer market,
Longda Food actively promotes strategic upgrading in 2021, clarifying the overall development strategy of "one body, two wings” with food as the main
body and breeding and slaughtering as the support. In order to better match the company name with strategic direction and business, the Chinese
securities abbreviation of the company has been changed to "Longda Food", and the company's securities code remains unchanged, still "002726". In the

future, the company's business focus will be on developing pre made vegetables, and breeding and slaughtering businesses will be the support and

support for the growth and strength of the food business.



3.2 How to do it well
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3.3 National layout

@ Industrial layout
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National production capacity layout
Building advantages in supply chain integration

€ R&D advantages
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Building a "trinity" research and development system

Significantly improving the conversion efficiency of the
food industry




3.4 Strict quality control

Longda Meishi adheres to 12 processes in food production, as well as
the "six unifications" principle of unified breeding, unified supply,
unified management, unified epidemic prevention, unified recycling,
and unified testing, to ensure the safety of each node, create a strict
food safety guarantee system, and form a quality management
department independent of the business system, which controls the
entire process of raw materials, production, and products, achieving

batch inspection and strict quality control Full traceability.
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3.5 Targeting channels

Longda Meishi strengthens the resource advantages of the B-end, while k*? S 3 *
A KZDEREE

the C-end actively implements its brand strategy. The company continues
to leverage its advantages in the big B-end market, consolidating old KEPIS BIXRiE Feait £ KTCiRFE LKILWTERE
customers and opening up new ones, serving existing customers well 2
while expanding new ones, and expanding and strengthening its business
in the big B-end market. At the same time, we are actively exploring

professional sales channels for pre made dishes, and currently have nearly

1200 new pre made dish professional distributors.



3.6 Brand Renewal
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development, and is committed to becoming the "best supplier of

Chinese pre made dishes"
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4.1 Constantly enrichedproduct matrix,

Constantly expanding B-end customers
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LONGDA MEISHI

v Recreating a matrix of pre made food products, focusing on
consumption scenarios such as Chinese cuisine, hot pot ingredients,
barbecue skewers, and snacks, we have developed 185 new products,
including 8 pre made ingredients, 138 pre made semi-finished products,
and 39 pre made products. Some categories already have explosive

potential.

v Through the strategy of consolidating old customers and opening
up new ones, cooperation with large B customers is further
deepened, sales of newly developed customers are gradually
increasing, and the number of small and medium-sized B
customers is continuously expanding, with a focus on cultivating

a core dealer system.



4.2 Innovation leads the advantage of "freshness" in the
production of large intestine products
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4.3 "Production base+processing enterprises+e-
commerce sales" drive C-end growth

Longda Meishi has continuously improved its online sales capabilities,

expanded its online sales channels, and formed an innovative model of ‘e

A

"production base+processing enterprise+e-commerce sales", promoting —-—;
i \7J\
sustained growth in online channel expansion.

In 2022, the revenue realized on JD, Dingdong, Tiktok, Kwai and other

platforms will grow by 110% year on year, of which the sales of JD platform will + 1 1 0%
grow by 425% year on year, the pork category will rank first, and the sales of

Dingdong will grow by 33.7% year on year.



4.4 The proportion of revenue from the food and
pre made dishes sector continues to increase
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The revenue and proportion
ofprefabricate food continue to
increase
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5.1 Short Term: Fast market breakthrough in food
sector business

A 16.91%

Strengthen the resource advantage of B-end,

and actively implement brand strategy on C-end

A 16.02% 2023Q1-Q3

Make every effort to create targeted development 2023H1
A 10.25%

of large items that meet regional characteristics 5022

Expand professional sales channels for pre made 4 7-90%

dishes and strengthen customized services

2021



5.1 Short Term: Fast market breakthrough in food
sector business
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5.2 Medium and Long Term: Food sector business drives the
upgrading of slaughtering and breeding sector

Strengthen the basic advantages of slaughtering sector

As the raw material supply of the food business, the precision processing sector will continue to carry out R&D of
new products and new processes to provide more product support for the food sector; At the same time,

consolidate the basic advantages of the original slaughtering and processing plate.

Dynamic allocation of production capacity of breeding sector

The development strategy of our company's breeding sector is to strengthen epidemic prevention and health protection,
improve efficiency and reduce costs, control the scale and stabilize development. It is positioned to control the cost of raw
materials for the food business, meet the product needs of key customers, develop the breeding sector prudently, allocate
the breeding capacity according to the needs of key customers; After the food business is increased, the industrial sector

will be planned and developed according to the actual product demand of the food business.
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