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INTERIM RESULTS
FOR THE SIX MONTHS ENDED 30 JUNE 2024

FINANCIAL HIGHLIGHTS

Six months ended 30 June

2024 2023 % of

RMB’M RMB’M Change

Revenue 3,681.1 3,511.9 4.8
Gross profit 1,597.7 1,473.4 8.4
Gross profit margin (%) 43.4 42.0 1.4 pps
EBITDA 306.4 363.7 (15.8)
Profit attributable to equity holders of the Company 145.4 184.6 (21.2)

For the six months ended 30 June 2024 (the “2024 Interim Period” or “1H 20247), Ausnutria Dairy
Corporation Ltd (“Ausnutria” or the “Company”) and its subsidiaries (collectively, the “Group”) recorded the
followings:

. Revenue increased by RMB169.2 million or 4.8%.

. Gross profit increased by RMB124.3 million or 8.4%.

. EBITDA decreased by RMB57.3 million or 15.8%.

. Profit attributable to equity holders of the Company decreased by RMB39.2 million or 21.2%.




The board (the “Board”) of directors (the “Directors™) of the Company hereby announces the unaudited
consolidated financial results of the Group for the 2024 Interim Period together with the comparative figures for
the six months ended 30 June 2023 (the “2023 Interim Period”). The Group’s interim results for the 2024 Interim
Period are unaudited but have been reviewed by the audit committee of the Company (the “Audit Committee”).

CONDENSED CONSOLIDATED INTERIM STATEMENT OF PROFIT OR LOSS

For the six months ended 30 June 2024
(All amount in RMB unless otherwise stated)

Notes

Revenue 3,4

Cost of sales 5

Gross profit

Selling and distribution expenses 5
Administrative expenses 5
Research and development expenses 5
Net impairment (losses)/gains on financial assets

Other income, other gains — net 6

Operating profit
Finance costs — net

Share of (losses)/profits of investments accounted for
using the equity method

Profit before income tax
Income tax expense 7

Profit for the period

Attributable to:
The equity holders of the Company
Non-controlling interests

Earnings per share attributable to the equity holders of
the Company

Basic earnings per share (RMB cents) 9

Diluted earnings per share (RMB cents) 9

2024 2023
Unaudited Unaudited
RMB’000 RMB’000
3,681,063 3,511,917
(2,083,374) (2,038,471)
1,597,689 1,473,446
(1,099,080) (963,533)
(260,445) (275,701)
(52,767) (56,178)
(144) 1,871
21,508 61,221
206,761 241,126
(31,105) (19,426)
4,577) 9,234
171,079 230,934
(21,811) (54,807)
149,268 176,127
145,392 184,600
3,876 (8,473)
149,268 176,127
8.17 10.25
8.17 10.25




CONDENSED CONSOLIDATED INTERIM STATEMENT OF COMPREHENSIVE INCOME

For the six months ended 30 June 2024
(All amount in RMB unless otherwise stated)

Profit for the period

Other comprehensive (loss)/income:
Items that may be reclassitied to profit or loss
Exchange differences on translation of foreign operations

Total other comprehensive (loss)/income for the period

Total comprehensive income for the period

Attributable to:
The equity holders of the Company
Non-controlling interests

2024 2023
Unaudited Unaudited
RMB’000 RMB’000
149,268 176,127
(20,337) 170,245
(20,337) 170,245
128,931 346,372
127,715 354,315
1,216 (7,943)
128,931 346,372




CONDENSED CONSOLIDATED INTERIM STATEMENT OF FINANCIAL POSITION

As at 30 June 2024
(All amount in RMB unless otherwise stated)

ASSETS

Non-current assets

Property, plant and equipment

Investment property

Right-of-use assets

Goodwill

Other intangible assets

Investments accounted for using the equity method
Financial assets at fair value through profit or loss
Prepayments, deposits and other assets

Long-term time deposits

Deferred tax assets

Total non-current assets

Current assets

Inventories

Trade and bills receivables

Prepayments, other receivables and other assets
Income tax recoverable

Restricted cash

Cash and cash equivalents

Total current assets

Total assets

As at As at

30 June 31 December
2024 2023
Unaudited Audited
Notes RMB’000 RMB 000
3,089,467 3,139,682
136,860 132,612
128,617 140,563
189,698 192,225
472,949 508,366
307,183 318,793
8,196 28,145
81,957 85,518
62,667 40,871
368,496 366,119
4,846,090 4,952,894
1,919,119 2,089,409
10 896,758 590,861
247,669 256,088
86,790 101,192
8,956 5,712
2,185,267 2,037,602
5,344,559 5,080,864
10,190,649 10,033,758




LIABILITIES
Non-current liabilities
Lease liabilities
Defined benefit plan
Deferred revenue
Deferred tax liabilities
Other liabilities

Total non-current liabilities

Current liabilities

Trade and bills payables

Other payables and accruals

Contract liabilities

Interest-bearing bank loans and other borrowings
Lease liabilities

Income tax payable

Total current liabilities

Total liabilities

EQUITY

Equity attributable to the equity holders of the Company
Share capital

Reserves

Non-controlling interests

Total equity

Total equity and liabilities

As at As at

30 June 31 December

2024 2023

Unaudited Audited

Notes RMB’000 RMB’000
18,683 21,025

1,778 1,823

80,178 81,020

92,713 81,339

8,015 9,096

201,367 194,303

11 605,225 516,960
768,366 716,229

332,930 451,316

2,451,717 2,377,952

11,523 16,623

8,792 11,179

4,178,553 4,090,259

4,379,920 4,284,562

12 154,226 154,226
5,586,027 5,539,242

5,740,253 5,693,468

70,476 55,728

5,810,729 5,749,196

10,190,649 10,033,758




NOTES TO THE CONDENSED CONSOLIDATED INTERIM FINANCIAL INFORMATION
For the six months ended 30 June 2024
(All amount in RMB unless otherwise stated)

1 CORPORATE INFORMATION

Ausnutria Dairy Corporation Ltd was incorporated as an exempted company with limited liability in the Cayman Islands on 8 June
2009. The registered office address of the Company is Cricket Square, Hutchins Drive, P.O. Box 2681, Grand Cayman KY1-1111,
Cayman Islands. The principal offices of the Group are located at (i) Unit 16, 36/F., China Merchants Tower, Shun Tak Centre, 168-
200 Connaught Road Central, Sheung Wan, Hong Kong; (ii) Block A, Building 1, Ausnutria Building, Suncity, Purui East Road,
Yueliangdao Street, Wangcheng District, Changsha City, Hunan Province, the People’s Republic of China (the “PRC”); (iii) Dokter
van Deenweg 150, 8025 BM Zwolle, the Netherlands; and (iv) 25-27 Keysborough Avenue, Keysborough VIC 3173, Australia.

The shares of the Company (the “Shares”) were listed on the Main Board of The Stock Exchange of Hong Kong Limited (the “Stock
Exchange”) on 8 October 2009. The Company and its subsidiaries are hereinafter collectively referred to as the “Group”.

The Company acts as an investment holding company of the Group. During the six months ended 30 June 2024, the Group is
principally engaged in the research and development (“R&D”), production, marketing and distribution of dairy and related products
and nutrition products to its worldwide customers, particularly in the PRC.

In the opinion of the Directors, the parent and the ultimate holding company of the Company is Hongkong Jingang Trade Holding
Co., Limited (“Jingang Trade”) and Inner Mongolia Yili Industrial Group Co., Ltd. (“Yili Industrial”), respectively.

2 BASIS OF PREPARATION AND CHANGES IN ACCOUNTING POLICIES
2.1 Basis of preparation

The condensed consolidated interim financial statements for the six months ended 30 June 2024 have been prepared in
accordance with International Accounting Standard (“IAS”) 34 Interim Financial Reporting issued by the International
Accounting Standards Board (“IASB”). The condensed consolidated interim financial statements do not include all the
information and disclosures required in the annual consolidated financial statements, and should be read in conjunction with
the Group’s consolidated financial statements for the year ended 31 December 2023. The condensed consolidated interim
financial statements are presented in Renminbi (“RMB”) and all values are rounded to nearest thousand (RMB’000), except
when otherwise indicated.

2.2 Change in accounting policies
(a) New and amended standards adopted by the Group

The following amended standards and interpretations have been adopted by the Group for the first time to the financial
reporting periods commencing on or after 1 January 2024:

Effective for

accounting

periods beginning

on or after

IAS 1 (Amendments) Classification of liabilities as current or non-current 1 January 2024
IAS 1 (Amendments) Non-current liabilities with covenants 1 January 2024
IAS 7 and IFRS 7 (Amendments) Supplier finance arrangements 1 January 2024
IFRS 16 (Amendments) Lease liability in a sale and leaseback 1 January 2024

As a result of the adoption of the amendments to IAS 1, the Group changed its accounting policy for the classification
of borrowings as below:

“Borrowings are classified as current liabilities unless at the end of the reporting period, the Group has a right to defer
settlement of the liability for at least 12 months after the reporting period.”



(b)

This new policy did not result in a change in the classification of the Group’s borrowings. The Group did not make
retrospective adjustments as a result of adopting the amendments to IAS 1.

Except for those as mentioned above, the Group did not change its accounting policies or make retrospective
adjustments as a result of adopting the abovementioned amended standards.

New and amended standards not yet adopted by the Group

Certain new accounting standards, amendments to accounting standards and interpretations have been published
that are not mandatory for the reporting period beginning on 1 January 2024 and have not been early adopted by the
Group. These standards, amendments or interpretations are not expected to have a material impact on the Group in the
current or future reporting periods and on foreseeable future transactions:

Effective for
accounting
periods beginning
on or after

IAS 21 (Amendments) Lack of exchangeability 1 January 2025
(early adoption
is available)

OPERATING SEGMENT INFORMATION

For management purposes, the Group is organised into business units based on their products and services and had two reportable
operating segments in the six months ended 30 June 2024 as follows:

(a)

(b)

The dairy and related products segment, comprises the manufacturing and sale of dairy and related products, particularly on
formula milk powder products, to its worldwide customers; and

The nutrition products segment, comprises the manufacturing and sale of nutrition products (mainly including probiotic
related products and gut relief products) to its customers principally in Mainland China and Australia.

Management monitors the results of the Group’s operating segments separately for the purpose of making decisions about resource
allocation and performance assessment. Segment performance is evaluated based on the reportable segment profit which is measured
consistently with the Group’s profit before tax except that interest income, non-lease-related finance costs as well as unallocated
head office and corporate expenses are excluded from such measurement.

Segment assets exclude cash and cash equivalents, restricted cash and long-term time deposits as these assets are managed on a group

basis.

Segment liabilities exclude interest-bearing bank loans and other borrowings as these liabilities are managed on a group basis.



Segment revenue (Note 4)
Sales to external customers

Revenue from operation

Rental income (Note 6)

Segment results

Reconciliation:
Interest income (Note 6)
Finance costs (other than interest on lease liabilities)
Corporate and other unallocated expenses

Profit before tax

Other segment information
Impairment recognised in profit or loss
Share of losses/(profits) of investments accounted
for using the equity method
Depreciation and amortisation
Capital expenditure

Segment assets

Reconciliation:
Elimination of intersegment receivables
Corporate and other unallocated assets

Total assets

Segment liabilities

Reconciliation:
Elimination of intersegment payables
Corporate and other unallocated liabilities

Total liabilities

Other segment information
Investments accounted for using the equity method

Six months ended 30 June 2024 (unaudited)

Dairy and

related Nutrition
products products Total
RMB’000 RMB’000 RMB’000
3,535,723 145,340 3,681,063
3,681,063
2,044 - 2,044
192,520 (8,695) 183,825
20,991
(30,530)
(5,251)
171,079
56,243 3,701 59,944
4,597 (20) 4,571
115,097 10,150 125,247
129,932 3,309 133,241

As at 30 June 2024 (unaudited)
Dairy and

related Nutrition
products products Total
RMB’000 RMB’000 RMB’000
7,928,749 464,826 8,393,575
(459,816)
2,256,890
10,190,649
1,880,905 507,114 2,388,019
(459,816)
2,451,717
4,379,920
306,139 1,044 307,183




Segment revenue (Note 4)
Sales to external customers

Revenue from operations

Rental income (Note 6)

Segment results

Reconciliation:
Interest income (Note 6)
Finance costs (other than interest on lease liabilities)
Corporate and other unallocated expenses

Profit before income tax

Other segment information
Impairment losses recognised in profit or loss
Share of profits and losses of investments accounted for
using the equity method
Depreciation and amortisation
Capital expenditure

Segment assets

Reconciliation:
Elimination of intersegment receivables
Corporate and other unallocated assets

Total assets

Segment liabilities

Reconciliation:
Elimination of intersegment payables
Corporate and other unallocated liabilities

Total liabilities

Other segment information
Investments accounted for using the equity method

Six months ended 30 June 2023 (unaudited)

Dairy and
related Nutrition
products products Total
RMB’000 RMB’000 RMB’000
3,363,098 148,819 3,511,917
3,511,917
1,998 - 1,998
271,748 (28,738) 243,010
16,832
(17,575)
(13,331)
230,934
18,995 369 19,364
9,249 (15) 9,234
119,780 10,418 130,198
270,689 47,818 318,507
As at 31 December 2023 (audited)
Dairy and
related Nutrition
products products Total
RMB 000 RMB’000 RMB’000
7,939,880 470,334 8,410,214
(460,641)
2,084,185
10,033,758
1,857,739 509,512 2,367,251
(460,641)
2,377,952
4,284,562
317,769 1,024 318,793




(a) Non-current assets

30 June 31 December

2024 2023

Unaudited Audited

RMB’000 RMB’000

The PRC 1,220,820 1,255,851
The Netherlands 3,047,963 3,088,252
Australia and New Zealand 208,811 242,672
4,477,594 4,586,775

The non-current asset information above is based on the locations of the assets and excludes deferred tax assets.

(b) Information about major customers

During the six months ended 30 June 2024, there was no revenue from a single external customer accounting for 10% or more

of the Group’s total revenue (six months ended 30 June 2023: Nil).
REVENUE FROM CONTRACTS WITH CUSTOMERS

An analysis of revenue is as follows:

Six months ended 30 June

2024
Unaudited
RMB’000

Revenue from contracts with customers 3,681,063

2023
Unaudited
RMB’ 000

3,511,917

10



Disaggregated revenue information
Set out below is the disaggregation of the Group’s revenue from contracts with customers:

Six months ended 30 June 2024 (unaudited)

Dairy and
related Nutrition
products products Total
RMB’000 RMB’000 RMB’000
Type of goods or services
Sale of goods 3,532,835 145,340 3,678,175
Rendering services 2,888 - 2,888
Total revenue from contracts with customers 3,535,723 145,340 3,681,063
Geographical markets
The PRC 2,740,620 143,589 2,884,209
European Union 426,650 - 426,650
Middle East 197,967 - 197,967
North and South America 109,222 - 109,222
Southeast Asia 47,292 - 47,292
Australia 11,695 1,751 13,446
New Zealand 1,092 - 1,092
Others 1,185 - 1,185
Total revenue from contracts with customers 3,535,723 145,340 3,681,063
Timing of revenue recognition
At a point in time 3,532,835 145,340 3,678,175
Over time 2,888 - 2,888
Total revenue from contracts with customers 3,535,723 145,340 3,681,063

11



Type of goods or services
Sale of goods
Rendering services

Total revenue from contracts with customers

Geographical markets
The PRC

European Union

Middle East

North and South America
Southeast Asia

Australia

New Zealand

Others

Total revenue from contracts with customers

Timing of revenue recognition
At a point in time
Over time

Total revenue from contracts with customers

EXPENSES BY NATURE

Raw materials, packaging materials, consumables and
purchased commodity used

Changes in inventories of finished goods

Promotion and advertising expenses

Employee benefit expenses, including directors’ emoluments

Depreciation of property, plant and equipment

Office expenses

Write-downs of inventories to net realisable value

Transportation expenses

Consulting expenses

Amortisation of other intangible assets

Laboratory expenses

Repair and maintenance expenses

Travel and entertainment expenses

Short-term rental expenses

Sampling expenses

Depreciation of right-of-use assets

Depreciation of investment property

Others

12

Six months ended 30 June 2023 (unaudited)

Dairy and
related Nutrition
products products Total
RMB 000 RMB 000 RMB 000
3,361,774 148,819 3,510,593
1,324 - 1,324
3,363,098 148,819 3,511,917
2,664,239 144,522 2,808,761
387,720 - 387,720
151,874 - 151,874
82,383 - 82,383
53,274 - 53,274
15,560 4,297 19,857
1,369 - 1,369
6,679 - 6,679
3,363,098 148,819 3,511,917
3,361,774 148,819 3,510,593
1,324 - 1,324
3,363,098 148,819 3,511,917
Six months ended 30 June
2024 2023
Unaudited Unaudited
Note RMB’000 RMB’000
1,580,822 1,627,933
21,564 (33,373)
673,898 521,569
1) 673,779 714,737
74,571 76,570
71,712 41,153
59,800 21,235
57,833 62,671
42,589 31,846
42,447 31,321
38,328 40,031
33,772 30,266
33,557 51,394
29,061 30,592
15,251 20,811
5,761 19,857
2,468 2,450
38,453 42,820
3,495,666 3,333,883




Note:

) Employee benefit expenses (including directors’ remuneration)

Wages, salaries and staff expenses
Temporary staff costs

Pension scheme contributions
Other employee related expenses

Total employee benefit expenses

OTHER INCOME, OTHER GAINS - NET

Other income
Government grants
Interest income
Rental income

Other gains/(losses) — net
Foreign exchange losses, net
Charitable donations
Others

Total other income, other gains — net
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Six months ended 30 June

2024 2023
Unaudited Unaudited
RMB’000 RMB’000
526,912 542,958
100,499 95,613
34,245 28,604
12,123 47,562
673,779 714,737
Six months ended 30 June
2024 2023
Unaudited Unaudited
RMB’000 RMB 000
17,883 47,580
20,991 16,832
2,044 1,998
40,918 66,410
(18,243) (4,588)
(883) (4,465)
(284) 3,864
(19,410) (5,189)
21,508 61,221




INCOME TAX

Taxes on assessable profits of the Company’s subsidiaries have been calculated at the rates of tax prevailing in the jurisdictions in
which the subsidiary operates.

Under Mainland China income tax laws, enterprises are subject to corporate income tax (“CIT”) at a rate of 25%. Ausnutria Dairy
(China) Co., Ltd., Bioflag Co., Ltd. and Bioflag (Anhui) Co., Ltd. were designated as High-tech Enterprises and were granted a
preferential CIT rate of 15% up to the six months ended 30 June 2024.

Under the Netherlands income tax laws, enterprises are subject to the Netherlands CIT rate of 19% (six months ended 30 June
2023: 19%) for the first EUR200,000 (six months ended 30 June 2023: EUR200,000) taxable profits and 25.8% (six months ended
30 June 2023: 25.8%) for taxable profits exceeding EUR200,000 (six months ended 30 June 2023: EUR200,000). Ausnutria B.V. and
its subsidiaries (the “Ausnutria B.V. Group”) have been granted a preferential tax benefit in April 2021 for the assessable profits
generated in the Netherlands which covers the period from 2018 to 2024 for the recognition of Ausnutria B.V. Group’s contribution
on R&D in the past years. The preferential tax rates are 7% and 9% for the periods from 2018 to 2020 and from 2021 to 2024,
respectively, on earnings that were or are to be generated by qualifying intellectual property.

Under Hong Kong tax laws, profits tax has been provided at the rate of 16.5% on the assessable profits arising in Hong Kong during
the six months ended 30 June 2024 (six months ended 30 June 2023: 16.5%).

The Group has operations mainly in Mainland China, Hong Kong, Taiwan, the Netherlands, United Arab Emirates (the “UAE”),
United States of America (the “US”), Australia, Cayman Islands and British Virgin Islands. It is within the scope of the OECD Pillar
Two model rules. As of the reporting date, there is no public announcement in jurisdictions including Mainland China, Taiwan, the
US, Cayman Islands and British Virgin Islands. Hong Kong and Australia have announced the implementation regarding Pillar Two
model rules which have not come into effect. The Pillar Two model rules have entered into force in the Netherlands on 31 December
2023 and come into effect from 1 January 2024.

The Group, except its subsidiaries in the Netherlands, applies the exception to recognising and disclosing information about deferred
tax assets and liabilities related to Pillar Two income taxes, as provided in the amendments to IAS 12 issued in May 2023.

The Group has performed an assessment of the potential exposure of the Group with respect to Pillar Two Global Anti-Base Erosion
Proposal (“GloBE”) Rules. The assessment is based on the most recently available financial information and financial performance.

The Group has estimated that the potential exposure for the reporting period ended 30 June 2024 is immaterial.

The Group is continuing to assess the impact of the Pillar Two income taxes legislation on its financial performance in the financial
year 2024 and beyond.

Six months ended 30 June

2024 2023
Unaudited Unaudited
RMB’000 RMB’000

Current income tax
Mainland China current CIT 22,544 5,407
Overseas current CIT (246) 758
22,298 6,165
Deferred income tax (487) 48,642
Total tax charge for the period 21,811 54,807
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INTERIM DIVIDEND

The Board did not recommend the payment of any interim dividend for the six months ended 30 June 2024 (six months ended 30

June 2023: Nil).

EARNINGS PER SHARE ATTRIBUTABLE TO THE EQUITY HOLDERS OF THE COMPANY

The calculation of the basic earnings per share amount is based on the profit for the six months ended 30 June 2024 attributable to
ordinary equity holders of the Company and the weighted average number of ordinary shares of 1,780,111,841 (six months ended

30 June 2023: 1,800,111,841) in issue during the period.

Earnings

Profit attributable to ordinary equity holders of the Company,
used in the basic and diluted earnings per share calculations

Shares

Weighted average number of ordinary shares in issue during the period used in
the basic earnings per share calculations
Effect of dilution — weighted average number of ordinary shares: share options

Basic
— For profit for the period (RMB cents)

Diluted
— For profit for the period (RMB cents)
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Six months ended 30 June

2024 2023
Unaudited Unaudited
RMB’000 RMB’000
145,392 184,600

Six months ended 30 June

2024 2023
Unaudited Unaudited
number of number of

shares shares
1,780,111,841 1,800,111,841
1,780,111,841 1,800,111,841
8.17 10.25

8.17 10.25




10 TRADE AND BILLS RECEIVABLES

As at As at

30 June 31 December

2024 2023

Unaudited Audited

RMB’000 RMB’000

Trade receivables from third parties 670,698 447,529
Trade receivables from related parties 236,726 153,414
907,424 600,943

Bills receivables 5,266 6,120
Less: Provision for impairment of trade receivables (15,932) (16,202)
896,758 590,861

The Group normally allows a credit period from 1 to 6 months (six months ended 30 June 2023: from 1 to 6 months) to certain
customers. The Group seeks to maintain strict control over its outstanding receivables. Overdue balances are reviewed regularly by
senior management and followed closely by operation teams. In view of the aforementioned fact that the Group’s trade receivables
relate to a large number of diversified customers, there is no significant concentration of credit risk. Trade receivables are
non-interest-bearing.

An ageing analysis of trade receivables as at the end of the reporting period, based on the invoice date and net of loss allowance, is as

follows:
As at As at
30 June 31 December
2024 2023
Unaudited Audited
RMB’000 RMB’000
Within 3 months 757,163 502,257
3 to 6 months 73,123 42,240
6 months to 1 year 27,460 24,290
Over 1 year 49,678 32,156
907,424 600,943

The Group applies the simplified approach to provide for expected credit loss which was a lifetime expected loss allowance for all
trade receivables as prescribed by IFRS 9.
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11 TRADE AND BILLS PAYABLES

An ageing analysis of the trade and bills payables of the Group as at the end of the reporting period, based on the invoice date, is as

follows:

Within 12 months
Over 12 months

Trade payables are interest-free and are normally to be settled within 12 months.

12 SHARE CAPITAL

Issued and fully paid:

1,780,111,841 (2023: 1,780,111,841) ordinary shares of HK$0.10 each

A summary of balance of the Company’s share capital is as follows:

As at 1 January 2024 (audited) and 30 June 2024 (unaudited)
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As at As at

30 June 31 December

2024 2023

Unaudited Audited

RMB’000 RMB 000

605,225 510,993

- 5,967

605,225 516,960

As at As at

30 June 31 December

2024 2023

Unaudited Audited

HK$’000 HKS$°000

178,011 178,011
Number of

shares in issue Share capital

000 RMB’000

1,780,112 154,226




MANAGEMENT DISCUSSION AND ANALYSIS
BUSINESS REVIEW

In 1H 2024, due to the falling birth rate in the PRC (the Group’s principal market) in recent years, the infant milk
formula (“IMF”) industry continued to face relatively strong headwinds. Nonetheless, with the gradual roll out
of products under the new national standards (the “New GB”), the overall business environment of the PRC IMF
industry has been improving with continuous industry consolidation and steadily rising retail prices. According to
NielsenlQ, sales realised by the PRC IMF industry in 1H 2024 sustained a mid-single-digit year-on-year (“YoY”)
dip, which narrowed significantly as compared to the double-digit YoY drop for the whole year of 2023.

After two years of adjustments and optimisation, the Group resumes revenue growth. For 1H 2024, the Group
recorded revenue of RMB3,681.1 million, representing an increase of RMB169.2 million or 4.8% when compared
to RMB3,511.9 million for the corresponding period of 2023. In particular, the revenue of the Group’s core
business, own-branded goat milk formulas (“Own-branded Goat Milk Formula(s)”), in the PRC increased by
15.7% YoY, significantly out-performing the market during the 2024 Interim Period. The overseas operations of
the Own-branded Goat Milk Formulas, being the Group’s second growth engine, also delivered the goods with a
50.7% YoY growth. The success of this business segment was, on the one hand, attributable to the continuously
improving sales performance of the existing operation in the Middle East given rising market acceptance and
penetration of goat milk powder; on the other hand, after Kabrita (the Own-branded Goat Milk Formulas of the
Group) Stage 1 IMF successfully entered the market of the US, the sales team in the US drew on the successful
experience in the PRC and other overseas markets and proactively promoted precise marketing strategies for
online sales channels while expanding the coverage across offline channels. With respect to costs and expenses,
while striving to enhance its performance in 1H 2024, the Group optimised its operations and implemented a
number of cost control measures, such as constantly increasing the efficiency of its supply chain, lowering its
overall inventory level in order to improve the freshness of its products, and gradually reaping the benefits of the
cost control measures put in place in the previous periods. For the 2024 Interim Period, the Group recorded profit
attributable to the equity holders of the Company of RMB145.4 million, demonstrating a rebound as compared
with the second half of 2023.

Own-branded Goat Milk Formulas

Sales of the Own-branded Goat Milk Formulas for 1H 2024 amounted to RMB1,808.4 million (2023 Interim
Period: RMB1,504.2 million), representing a YoY increase of RMB304.2 million, or 20.2%, and accounted for
49.1% (2023 Interim Period: 42.8%) of the Group’s total revenue.

The Group’s products continued to maintain their leadership positions in the goat milk formula market. Both
NielsenlQ and Frost & Sullivan recently affirmed that the market share of Kabrita in the imported infant and
toddlers’ goat milk powder market in the PRC exceeded 60% for six consecutive years and that Kabrita continued
to be the number one of the global goat milk powder market in terms of both sales volume and sales amount.
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In the PRC market, this business unit (“BU(s)”) focused on four aspects during the reporting period: products,
supply chain, channels and brands. In terms of products, the Group has been revamping its product portfolio
since 2023. On the one hand, it optimised the product lines by clearing all inventories of the old label
Youzhuang (&%) last year; on the other hand, it continued to innovate in 1H 2024 to cater for the niche feeding
needs of the consumers. In May, three Own-branded Goat Milk Formulas, namely Kabrita Glossom (Gh%E),
Kabrita Jingcuiyuebai (/i Z£ 1% ) and Kabrita Yueqi (1% B{), were majestically launched at the 2024 Distributor
Conference held in Sanya City, Hainan Province, the PRC, thereby completely solving this BU’s historical
weakness of not having enough product lines. With the small molecules and duo organic lactoferrins of organic
goat milk, Glossom (f%E) will set the standards in the “Ultra Premium+” IMF market with “a completely
organic formula that strengthens both absorption and protection”. Jingcuiyuebai (5&%51% H) provides infants
with comprehensive and leading double protection with “Duo Lactoferrin + 10x Human Milk Oligosaccharides
(“HMO”)-like nutrients”. Yueqi (151/80) leads the market by developing intelligence in 10 key aspects with 20
major active nutrients for the brain as well as the most extensive formula of DHAs. As for new toddler milk
powders, Kabrita Beibeigao (H H ), a new goat milk powder that focuses on nutrients for kids’ bones, was
rolled out in February. Furthermore, the Group has planned to launch two more new products in the second half of
this year to further stretch its leadership position. In respect of the supply chain, building upon the past efforts of
optimisation and upgrade, the overall capability of the factories in the Netherlands as the major production base of
the Own-branded Goat Milk Formulas has been further enhanced. The speed of producing and delivering products
under the New GB has been increased to support frontline sales activities. With respect to channels, Kabrita
continued to refine its value chain, thereby steadily improving retail prices as well as the confidence of the retail
channels. In terms of channel penetration into lower-tier markets, the “Thousands Counties and Townships (F
HA B $H)” campaign was pressed on to develop markets in model counties, villages and townships. As for brand-
building, Kabrita conducted multifaceted marketing campaigns according to the media preferences of its target
consumers to reinforce its image of “easier absorption and better nutrients”. On the online front, this BU leveraged
popular TV dramas that resonate with consumers; on the offline front, this BU strategically placed advertisements
in real-world settings that are closely aligned with consumers’ daily lives, work and activities. According to the
2024 White Paper on Infant Formula Feeding among the New Generation of Mothers ({20247 4= 145 45 475 477 88
ZEH K #F)) published by Babytree.com (a leading vertical maternal community), Kabrita ranked first in terms of
brand awareness among goat milk powders and 99% of the mothers that chose Kabrita were willing to recommend
Kabrita to their friends. These accolades fully demonstrated that the new generation of mothers has confidence in
and shows their support for Kabrita, and proved that Kabrita is their top choice of goat milk powders.

Sales of Kabrita in overseas markets (including Europe, the US, the Middle East, the Commonwealth of
Independent States (the “CIS”), Mexico, South Korea and Vietnam, etc.) for 1H 2024 exceeded expectations and
amounted to RMB291.7 million, representing a YoY increase of RMB98.1 million or 50.7%, also representing a
further increase to 16.1% of the total revenue of the Own-branded Goat Milk Formula business. Such significant
increase in revenue was mainly attributable to the facts that (i) Kabrita Stage 1 IMF officially passed the inspection
of the US Food and Drug Administration (the “FDA”) in July 2023 and was officially launched in the US and
Canadian markets in January 2024. Drawing on the successful experience in the PRC and other overseas markets,
the sales team for the US market proactively promoted precise marketing strategies for online sales channels while
expanding the coverage across offline channels during 1H 2024. The team has also been awarded “Goat Milk Baby
Formula Product of The Year” by 2024 Baby Innovation Award in the US as a recognition of Kabrita’s outstanding
performance; (ii) stable YoY growth was recorded during 1H 2024 in the UAE, which is the principal market of
the Group’s overseas Own-branded Goat Milk Formula business. In addition, the rising market acceptance and
penetration of goat milk formulas in Saudi Arabia also contributed to the sales performance in the region; and
(iii) high double-digit growth was recorded in the CIS, and such growth has further driven the sales of other
products in Kabrita’s portfolio, such as snacks, cereals and pureed foods.
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While Kabrita has embarked on its overseas expansion journey, more overseas markets remain to be explored. The
Group has listed India and several other markets as the next key development targets for investment in order to
seize the markets with the most newborns in the world. As such, Kabrita has completed the formulation of strategic
plans for the top three markets across the globe and consolidated its leadership position as the number one goat
milk brand in the world.

In respect of the future development goals of this BU, the Group entered into an agreement to acquire the
remaining 50% shares in Amalthea Group B.V. and its subsidiaries (the “Amalthea Group”, a goat cheese
company in the Netherlands) in July with the aim of building a reliable moat around the goat milk industry chain.
Since then, the Amalthea Group officially became wholly-owned subsidiaries of Ausnutria. Established in the
Netherlands in 1990, the Amalthea Group is principally engaged in the processing of goat milk and the production
of cheese around the world. Not only does it have a wholly-owned cheese production factory, but it also has a
wholly-owned industry chain spanning from dairy farm production and processing to retail outlets. It is capable of
offering the market a comprehensive series of soft and hard cheeses, which are popular in 35 countries and regions
worldwide. The production volume of its semi-hard goat cheese ranks the first in the Netherlands, the “Kingdom of
Cheese®. It has also won the gold medal for its goat cheese in the Netherlands several times during the past years.
Upon completion of this acquisition, the Amalthea Group will support the Group to achieve self-sufficiency for
Kabrita in terms of the core ingredients of its goat milk formula products and reinforce its absolute competitive
strength in the goat milk industry chain. The acquisition will also help to reinforce the Group’s leadership position
in the goat milk industry while supplementing the Group’s product portfolio with cheese products.

Own-branded Cow Milk Formulas

In 1H 2024, revenue from the Group’s own-branded cow milk formulas (the “Own-branded Cow Milk
Formula(s)”) amounted to RMB1,130.1 million, representing a YoY decrease of RMB131.5 million or 10.4%,
and accounted for 30.7% of the Group’s total revenue (2023 Interim Period: 36.0%). The drop in sales was mainly
due to the fact that the overall market shrank as the whole IMF industry in the PRC was affected by the falling
birth rate and demand. The performance of the Own-branded Cow Milk Formula BU also fell short of expectations
because the approval of certain of its products under the New GB were behind schedule and sales was partially
negatively affected by the transition of products from the old national standards (the “Old GB”) to the New GB.

In 1H 2024, in respect of channels, to cope with the challenges in the industry, brands and channels have teamed
up to build in-depth “systematic competitiveness” and this became an effective measure to realise win-win results
and provide better service to consumers. As such, Hyproca 1897 (the Group’s core brand of the Own-branded Cow
Milk Formulas) established the Hyproca 1897 Honour-win Maternal and Infant Alliance (fif K N RF2Hi#ER) last
year and convened the Hyproca Honour-win Maternal and Infant Alliance Summit (753 3% 8l fif K N £ 22 B B
I ) in Dunhuang, Gansu Province, the PRC in June to build a strong strategic consensus with channel partners
and enhance the loyalty of key customers. To stabilise the prices of major products, the Own-branded Cow Milk
Formula BU has implemented multi-dimensional measures, such as redesigning the value chain and optimising
the cost input model. As a result, the actual prices of cow milk formulas realised at the retail outlets grew steadily
during 1H 2024. Furthermore, this BU introduced a number of customised products for key regional maternal retail
chains across the nation to solve pain points throughout the selling process and empower the channels.
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With respect to brand building, the Group continued to join forces with a number of major video and television
platforms to accurately maximise its engagement with target platform users through trending dramas (such as Joy
of Life S2 ({EFfR4F2)) and The Legend of Shen Li ({#2JE\17))) and revitalise its brand building effort during
the 2024 Interim Period. In March, this BU invited experienced professional channel experts across the country
to the Honour-win Scientific Study Tour (fif X NI &%) and held the Comprehensive Premium Nutrients
and Proven Scientific Feeding — A Seminar on Comprehensive Infant and Toddler Nutritional Science (% 5
s EEN2EE B H2HEERMETE) in Beijing, the PRC to verify its product quality and
technological strength.

In terms of product development, this BU rolled out five new products in 1H 2024, namely Hyproca Huanzhi (¥t
#0, Hyproca Hypure (fif %), Hyproca Neolac ({& %), Hyproca Hyeaze (%%) and the Jade version of Hyproca
Hollory ({27 3522) . Among these new products, Huanzhi (#{#{) broke into the autoimmunity market and drove
new growth with its “Breastmilk Osteopontin (OPN) + Lactoferrin” protection; Hyproca Hypure (fif %) focuses
on and excels at digestion and absorption by adding 20 times of probiotics and 5 HMOs; Neolac (f&¥) was
redesigned with Suzhou embroidery, an intangible cultural heritage with 1,000 years of history, to compete for
the high-end organic market; Hyeaze (2 %%), on the other hand, leads the market by being a high-end A2 protein*
milk powder that boosts absorption and bolsters autoimmunity with a premium formula of *“7 Major Absorption-
Boosting + 7x Lactoferrin” nutrients. The Jade version of Hyproca Hollory (fif 2(35%2), being the first imported
organic A2 protein* milk powder from the Netherlands, has obtained certifications for both pure organic milk
sources and scarce A2 protein* milk sources. It also includes six premium natural autoimmunity nutrients to
provide a relatively comprehensive, scientific and cutting-edge feeding solution for the new generation of parents.

Nutrition Business

The Group’s nutrition business (the “Nutrition Business”) recorded a revenue of RMB145.3 million (2023 Interim
Period: RMB148.8 million), representing a slight YoY decrease of RMB3.5 million or 2.4%. The downstream
retail operation, namely the new Aunulife, of this business has achieved rapid growth in 1H 2024 after quickly
completing the internal merger of the operations of two major brands (Aunulife and Nutrition Care (NC)).
Meanwhile, facing intensified industry competition that has led to pressure on the upstream processing operation,
Bioflag Nutrition Corporation Ltd. (“Bioflag”, together with its subsidiaries, the “Bioflag Group”) proactively
optimised its strategy and stepped up its R&D investment in, and the production of, its own bacterial strains to
maintain quality and sustainability. Therefore, the gross profit margin of the Bioflag Group continued to grow
during 1H 2024 despite the pressure on revenue. Given the recently developed new customers of the upstream
operation and the increased sales to existing customers through channel empowerment, the Group is confident that
this BU will resume rapid growth and continue to contribute profits to the Group in the second half of the year.
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With rising public awareness of health, the general healthcare industry is going to usher in a golden development
era. In particular, probiotics and related nutrition and dietary supplements that are natural, effective and convenient
to take are experiencing exponential growth. Being the main vehicle of Ausnutria to break into the probiotics
market and develop the general healthcare business, the Bioflag Group focused on the upstream production
segment. Adhering to the philosophy of “Using infant and toddler standards to produce better probiotics”, it has
devised a star product strategy that develops quality new dosage forms of probiotic products, such as chewing
tablets, fast-dissolving powders and micro-effervescent tablets, in four major segments, namely health food,
probiotics, postbiotics and functional Lactobacillales drinks, in collaboration with downstream brands. For
example, the Little Orange Box of Aunulife ShouHu (7 £ E #), a toddler probiotic product rolled out jointly
with the Group’s brand, Aunulife, was well received by many consumers and ranked first in terms of positive
feedbacks in the baby probiotics category on Tmall’s platforms. NC Seasonal Biotic Synbiotic Mix (NC#T & 25 4E
) launched in collaboration with NC, became an iconic allergy relieving probiotics on Tmall. The Bioflag Group
also developed a probiotic powder under the Changweixiao brand (% 4%/ k%) with its comprehensive industry
chain including own strains, certification and factory. Being a health food with national certification, this probiotic
powder can improve the immune system and gut flora. It is currently sold in a number of top 100 pharmacy chains
in the PRC, such as LBX, Yifeng, SYPM and Da Shen Lin to protect the gut health of the public.

With respect to downstream retail operation, the internal management merger of Aunulife (a probiotics brand
targeting infants and toddlers) and NC (an Australian professional gut nutrition brand with over 40 years of
history and experience targeting adults) was successfully completed to further consolidate resources and enhance
operating efficiency in 1H 2024. Following such internal merger, both brands extended their targets to each other’s
customers and channels, established an all-channel “Comprehensive Family Nutrition and Health” network, and
realised a YoY growth of 34.7% in term of downstream sales. All core products, such as NC Seasonal Biotic
Synbiotic Mix (NCEF £z &), Gut Relief, ShouHu (& #) probiotics and Aunulife Daily Supplements,
achieved rapid growth. In terms of marketing, Aunulife had an in-depth co-operation with CCTV Animation (S 4%
#)i2) and ran powerful advertisements for the brand on a leading media in 2024 by appearing on one of CCTV’s
core channels through the IP of Journey to the West ({PE#%5C )). In addition, Aunulife developed a series of
merchandise with the IP of Journey to the West ({FE##5C)), such as Journey to the Xiyou Parties (M ## JR ¥f) and
Journey to the Xiyou ShouHu Season (FZ 7 Ef# 2%) at its retail outlets. These campaigns were well received by
the consumers and deeply embedded the brand slogan of “Listen to the Monkey King, choose Aunulife’s probiotics
(B E Y mAE W2 E % #%) 7 in the mind of the users. Moreover, both NC and Aunulife continued to utilise
new media platforms such as Xiaohongshu and Douyin. NC and Aunulife used high-quality and useful contents
that resonate with many people to engage with users and fight for exposure, and successfully emerged as one of
the top 10 searched brands on these new media platforms. They also accurately engaged with target populations
and increased search engine visibility with high exposure and favourable comments, thereby facilitating channel
conversion.

Private Label and Others

For 1H 2024, the Group’s sales of formula milk powder products on an original equipment manufacturing basis
(the “Private Label”) amounted to RMB113.2 million (2023 Interim Period: RMB103.2 million), representing
a YoY increase of 9.7%. The increase in the sales of the Private Label was mainly attributable to the increase in
sales in South America and Europe and the expansion of distribution regions in the Middle East. This BU will
introduce new products in the fourth quarter of 2024 to further diversify its product portfolio and improve its sales
performance.
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SCIENTIFIC RESEARCH ACHIEVEMENTS

Ausnutria has always attached great importance to scientific research, especially nutritional health studies. The
Group attained impressive results from several scientific research projects in 1H 2024. It participated in various
projects including “Innovation and Demonstration of Large-Scale Manufacturing Technology of Innovative Key
Ingredients for Infant Formulas (22 M0 %L 5 HT 22A% O B0 R R AL B 44 £ 45 Bl BT o R &)™ (a key project that
marked the inception of the key national R&D plan named “Technological Support for Food Manufacturing
and Agricultural Product Logistics (8 i 875 Bl 2 2 M) i B 3 #5) ), “Research and Demonstration of
Manufacturing Technology for New Generation of Infant Formula Based on Chinese Breast Milk Research
Outcome (IR A7 B B FL A 7T AU HT — QB2 Bl FLoA B %8 B lg ffF 78 Ko #) ™ (a key project under “Technological
Support for Food Manufacturing and Agricultural Product Logistics (& /3 78 B B2 2 ) i B 52 #5) ) and
“Design of Formulated Foods for Special Medical Purpose for People with Specific Disease Conditions (45 7€
JRARFE N BRI R BB B2 FH /R BC /7 B M B #Y) (a key project under “R&D of Key Technologies for Food Nutrition
and Safety (B ih & BB Z 2B LM %)) in the 14th Five-Year Plan. The Group also participated in the
“Demineralised Whey Product Supply Capacity Improvement Task Unveiling Project (fiif B 2,75 7 i L 45 BE /1 42
HAE #4585 H %)™ which was approved and established by the Ministry of Industry and Information Technology.
The Group also obtained a number of accolades during 1H 2024. In particular, the Group’s “Basic Life & Nutrition
Science Research Center” was recognised as a “Civilised Women’s Organisation (If11E{ A f#)” in Hunan
Province, the PRC. The “Pro59 Comprehensive Nutrition Formula (Pro59Z% [H & &l 77)” was invented by the
Group with its production technologies for HMO and human milk fat as well as the double hydrolysis reaction
of protein. With this formula, the all-round nutrition formula milk powder products of Hollory (fif ) have been
affirmed as meeting advanced international standards in terms of formula and technique after being assessed by
authoritative industry experts organised by the Chinese Institute of Food Science and Technology.

SUSTAINABILITY AND CORPORATE SOCIAL RESPONSIBILITY

Being sustainable and creating shared value with different stakeholders have always been a commitment of the
Group. The Group has been implementing strategic plans to streamline its operations and resources across different
regions whilst being mindful of integrating sustainability into the Group’s business. The Group is committed to
continue to stand by its sustainability vision and the relevant United Nations Sustainable Development Goals.

During the 2024 Interim Period, Ausnutria has received multiple recognitions from the government of Wangcheng
District, Hunan Province, the PRC including Local Development Contribution Award (%% & B &t — 55 4%), Tax
Contribution Efficiency Award (FA$55% % — 55 4%), Outstanding R&D Innovation Contribution Award (£} 4722
HE A %E), Attracting Top Talent Award (F 85| 4 {2 3£4%) and Advance Environmental Protection Enterprise
Award (BRIZ(RFESL B 7). Ausnutria also received various awards for its sustainability and public welfare
contributions from different enterprises including the “2023 Special Philanthropic Contribution Award” from The
13th Philanthropy Festival held in Beijing, the PRC in January 2024.

Moreover, in January 2024, Kabrita Stage 1 IMF (0-12 months) was officially launched in the market of the US
which was regulated by the US FDA. In June, Kabrita became the first and only goat milk-based IMF to achieve
Clean Label Project’s three strict certifications in the US.

Apart from the above recognitions, the Group completed two gasless blend factories in Heerenveen, the
Netherlands in 2017 which are targeted to reduce the impact on the environment through energy conservation.
The Group has also been constructing a wet blend factory which is also gasless and will be completed by end of
this year. The drying process of this wet blend factory will only use electricity which, at this size, is unique in
the world. As a result, all the factories in Heerenveen, the Netherlands will have no greenhouse gas emissions,
therefore contributing to a better environment. The Group is confident that its impact on the environment
(including carbon emissions) will continue to decrease.
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The Group will continue to develop different sustainability strategies and targets based on its sustainability pillars
of Better Nutrition, Better Life and Better Environment to achieve its sustainability vision. In addition, in view
of global climate change, the Group will focus on reducing its carbon emissions, saving energy and building a
sustainable green supply chain. The Group will keep upholding its commitment to corporate social responsibilities
and support different communities from time to time.

OUTLOOK

In the second half of the year, as the macro environment remains uncertain, the downward trend in the IMF
industry will continue and the competition in the nutritional products industry will further intensify. However,
Ausnutria’s confidence in the market and the future development of the Group remains resolute, and the Company
has formulated a five-year strategic plan, which clearly sets out the direction of its future development: Ausnutria
will stay strategically focused and adhere to its consumer-oriented approach, enhance its operational efficiency
and execution ability, and uphold the principles of “value-based operation” and “healthy operation” to realise the
Group’s sustainability targets of Better Nutrition, Better Life and Better Environment.

2024 will continue to be a critical year for Ausnutria’s business refinement and healthy operational reform. The
Group is devoted to the following key strategic tasks:

1. focus on the Own-branded Goat Milk Formulas and premium cow milk formula businesses, keep up its
investment in brand-building activities, consolidate its strength as the world’s number one goat milk formula
brand and a premium imported cow milk formula brand, foster sustainable business development and

maintain healthy growth momentum;

2. capitalise on the development of the industry, optimise its product portfolio, establish a comprehensive
operating system and gradually cement its core competitive edge with respect to the Nutrition Business;

3. expedite the development of the layout of the overseas markets, focus on gaining share in core markets and
extend the lead over its competitors in respect of the Own-branded Goat Milk Formula business;

4, enhance the quality control, operational efficiency, cost competitiveness and reaction speed of its global
supply chains;

5. establish a comprehensive digital operating system to improve operational efficiency, customer service and
corporate management;

6. support existing businesses and pave the way for future success by establishing a R&D and innovation
ecosystem to fully utilise global R&D resources; and

7. continue to strengthen its corporate governance and internal controls.
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FINANCIAL REVIEW

Analysis on Condensed Consolidated Statement of Profit or Loss and Other Comprehensive Income

Revenue

Own-branded formula milk powder products:

Cow milk (in the PRC)

Goat milk (in the PRC)
Goat milk (elsewhere)

Private Label and others:
Private Label
Others

Dairy and related products
Nutrition products

Total

Notes:

Notes

(1)

(i)
)

(ir)
(it1)

(iv)

Six months ended 30 June

2024 2023
RMB’M RMB'M
(Unaudited) (Unaudited)
1,130.1 1,261.6
1,516.7 1,310.6
291.7 193.6
1,808.4 1,504.2
2,938.5 2,765.8
113.2 103.2
484.1 494.1
597.3 597.3
3,535.8 3,363.1
145.3 148.8
3,681.1 3,511.9

Change
%

(10.4)

15.7
50.7

20.2

6.2

5.1
(2.4)

4.8

Proportion to total revenue
Six months ended 30 June

2024 2023
% %
(Unaudited) (Unaudited)
30.7 36.0
41.2 37.3
7.9 5.5
49.1 42.8
79.8 78.8
3.1 2.9
13.2 14.1
16.2 17.0
96.1 95.8
3.9 4.2
100.0 100.0

1) Representing the sales of own-branded cow milk formula products in the PRC and Kabrita in the PRC, Europe, the CIS, the US,
Canada, the Middle East countries, South Korea, South Africa, Mexico, etc.

(i) Representing the sales of formula milk powder products (including IMF) under the customers’ own brands.

(iii)  Representing mainly the sales of milk, milk powder, cream and other milk derived ingredients such as whey protein powder, etc.

(iv)  Representing the sales of nutrition products in the PRC and Australia.

The Group recorded revenue of RMB3,681.1 million for the 2024 Interim Period, representing an increase of 4.8%
from the 2023 Interim Period. The increase in revenue was mainly due to the significant surge in the performance
of Kabrita overseas and recovery of Kabrita in the PRC.
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Own-branded Goat Milk Formulas

For the 2024 Interim Period, revenue of the Group’s Own-branded Goat Milk Formulas amounted to RMB1,808.4
million, representing a YoY increase of 20.2%. The increase in revenue was mainly attributable to (i) discount
has been decreased in the PRC through continuous optimisation of the value chain to ensure long-term healthy
development of Kabrita, along with increased sales contributed by new products launched during 1H 2024; and (i)
revenue from other regions increased by 50.7% YoY, which was mainly driven by strong momentum in the Middle
East, North America, the CIS, and other expanding markets. The significant surge in performance in Kabrita
overseas was mainly attributed to the growing acceptance of goat milk formula in those regions and sustained
efforts in maintaining Kabrita leadership through omni channel.

Own-branded Cow Milk Formulas

For the 2024 Interim Period, revenue of the Group’s Own-branded Cow Milk Formulas amounted to RMB1,130.1
million, representing a YoY decrease of 10.4%. The decrease was mainly resulted from (i) the overall slowdown
being faced by the entire IMF industry in Mainland China; (ii) the increase in discounts for the clearance of the
Old GB products during new products launch; and (iii) to boost its competitive strength and optimise its resources
allocation, after the Group consolidated two major cow milk formula BUs (namely, Hyproca Bio-Science and
Allnutria) in 2023, the sales team consolidation temporarily negatively affected the sales of the Own-branded Cow
Milk Formulas in the short run, but it result in increase of profitability, and further build competitive strength in
the long run.

Private Label and Others
The Group has the Private Label and other businesses, including sales of dairy related products such as milk, milk
powder, cream and other milk derived ingredients such as whey protein powder. The total revenue contributed by

these businesses remained comparable with the prior period.

Gross profit and gross profit margin

Six months ended 30 June Six months ended 30 June
2024 2023 2024 2023
RMB’M RMB’M % %

(Unaudited) (Unaudited) (Unaudited) (Unaudited)

Own-branded formula milk powder products:

Cow milk 600.5 673.0 53.1 53.3
Goat milk 1,011.2 730.7 55.9 48.6
1,611.7 1,403.7 54.8 50.8
Private Label and others (19.8) 254 3.3) 4.3
Dairy and related products 1,591.9 1,429.1 45.0 42.5
Nutrition products 65.6 65.5 45.1 44.0
1,657.5 1,494.6 45.0 42.6

Less: provision for inventories (59.8) (21.2)
Total 1,597.7 1,473.4 43.4 42.0
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The Group’s gross profit for the 2024 Interim Period was RMB1,597.7 million, representing an increase of
RMB124.3 million, or 8.4%, when compared with the 2023 Interim Period. The increase in the gross profit margin
of the Group from 42.0% for the 2023 Interim Period to 43.4% for the 2024 Interim Period was primarily due to
the aggregate effect of the (i) ongoing optimisation of the value chain and decrease of sale discount for the Group’s
own-branded IMF powder products, following the favourable product mix towards higher revenue contribution
from high-margin products mix, leading to the profitability improved; and (ii) offset by increase in discount and
rebates granted to distributors for the Group’s own-branded Old GB infant formula cow milk powder products after
New GB product launches and optimise product portfolio.

Selling and distribution expenses

Selling and distribution expenses, which mainly comprised advertising and promotion expenses, exhibition and
trade show expenses, salaries and travelling costs of the sales and marketing staff and delivery costs, represented
29.9% of the revenue for the 2024 Interim Period (2023 Interim Period: 27.4%). The increase in the selling
and distribution expenses to revenue ratio was mainly due to further investment of advertising activities were
carried out for the period to advertise and promote the New GB products of the Group to maintain long-term
developments.

Administrative expenses

Administrative expenses mainly comprised staff costs, travelling expenses, office expenses, auditor’s remuneration,
professional fees and depreciation. The decrease in administrative expenses was mainly contributed by the cost-
saving plan implemented by the Group.

Other income, other gains — net

The amount mainly represented (i) subsidies from the PRC government of RMB17.9 million (2023 Interim Period:
RMBA47.6 million); (ii) the interest income derived from the bank deposits of RMB21.0 million (2023 Interim
Period: RMB16.8 million); and (iii) foreign exchange losses mainly generated from RMB against EUR amounted
to RMB18.2 million (2023 Interim Period: RMB4.6 million).

Finance costs — net

The finance costs of the Group for the 2024 Interim Period amounted to RMB31.1 million (2023 Interim Period:
RMB19.4 million), representing mainly the interest on bank loans and other borrowings raised principally for the
financing of the upstream capital expenditures of the Group, particularly in the Netherlands.

The increase in finance costs was mainly due to the increase in bank loans balance for the financing of the
building of a new IMF base powder facility (the “New IFBP Facility”) in the Netherlands. As at 30 June 2024,
approximately 92.4% (31 December 2023: 95.8%) of the Group’s bank loans and borrowings are denominated in
EUR.
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Share of profits/(losses) of investments accounted for using the equity method

The amount mainly represented share of profits of the Amalthea Group of RMB1.3 million for the 2024 Interim
Period (2023 Interim Period: RMB2.3 million) and share of losses of Farmel Holding B.V. and its subsidiaries (the
“Farmel Group”) of RMB5.9 million (2023 Interim Period: share of profits amounted to RMB13.7 million). The
Amalthea Group is principally engaged in the exploitation of cheese factory and the trading of goat cheese and
related products. The Farmel Group is principally engaged in the collection and trading of milk and dairy related
commodities in Europe, the purpose for the investment in the Farmel Group is to secure the long-term milk supply
for the Group’s operations in the Netherlands.

Income tax expenses

The Group’s effective tax rate of 12.7% for the 2024 Interim Period decreased by 11.0 percentage points as
compared with the 2023 Interim Period of 23.7%. The decrease in the effective tax rate was mainly due to the
utilisation of previously years’ tax losses due to certain business divisions successfully turning from a loss position
to a profitable position during the period.

Profit attributable to equity holders of the Company

The Group’s profit attributable to equity holders of the Company for the 2024 Interim Period amounted to
RMB145.4 million, representing a decrease of RMB39.2 million, or 21.2% when compared with the 2023 Interim
Period.

Such decline in the Group’s reported net profit is primarily attributable to the unfavourable impact from: (i) the
decline of the own-branded cow milk infant formulas sales due to the continuous intensive competition; and
(i1) less receipt of subsidies from the government.

Analysis on Condensed Consolidated Statement of Financial Position

As at 30 June 2024, the total assets and net asset value of the Group amounted to RMB10,190.6 million
(31 December 2023: RMB10,033.8 million) and RMB5,810.7 million (31 December 2023: RMB5,749.2 million),
respectively.

The increase in total assets of the Group as at 30 June 2024 was mainly attributable to the net effects of:

(i)  The trade and bill receivables balance from customers increased by RMB305.9 million as a result of the
increase revenue in overseas market, the credit terms granted to overseas customers is normally 90 days to
120 days; and

(i)  The decrease in inventories by RMB170.3 million mainly driven by improvement in production planning and
logistic lead time in the global supply chain.

The increase in net assets of the Group as at 30 June 2024 by RMB61.5 million was mainly resulted from the net
effects of (i) the net profit attributable to equity holders of the Company generated for the 2024 Interim Period
of RMB145.4 million (2023 Interim Period: RMB184.6 million); and (ii) the payment of final 2023 dividend of
RMBS80.9 million during the 2024 Interim Period.
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Working Capital Cycle

As at 30 June 2024, the current assets to current liabilities ratio of the Group was 1.28 times (31 December 2023:
1.24 times).

An analysis of key working capital cycle is as follows:

Six months ended 30 June

2024 2023 Change

Number Number Number

of days of days of day

Inventories turnover days 175 208 (33)
Debtors’ turnover days 37 33 4
Creditors’ turnover days 49 52 3)

The decrease in Group’s inventories turnover days mainly due to: (i) accelerate the clearance of Old GB IMF
stocks; and (ii) the continuous improvement in production planning and logistics lead time in the global supply
chain.

The increase in turnover days of the Group’s trade receivables was mainly due to the proportionate increase in
sales from the Group’s overseas markets which have comparatively longer credit terms than those in the PRC.

MATERIAL INVESTMENTS AND ACQUISITIONS AND DISPOSALS
Bioflag Acquisition and Bioflag Subscription

On 19 January 2024, the Company (through its wholly-owned subsidiary, as the purchaser), Yuanta Asia Growth
Investment L.P. and Yuanta Venture Capital Co., Ltd. (as the vendors) entered into share purchase agreements in
relation to the acquisition of approximately 7.70% of the then issued shares of Bioflag at a total consideration of
US$4,007,690.40 in cash (the “Bioflag Acquisition”). On the same date, Bioflag and Jingang Trade (a wholly
and beneficially owned company of Yili Industrial) entered into a share subscription agreement, pursuant to which
Jingang Trade conditionally agreed to subscribe for, and Bioflag has conditionally agreed to allot and issue,
1,796,326 new shares of Bioflag at the consideration of US$1,904,105.56 (i.e. an issue price of US$1.06 per share)
(the “Bioflag Subscription”). Upon completion of the Bioflag Subscription and the Bioflag Acquisition, the equity
interest of the Group in Bioflag will be reduced from approximately 89.74% to approximately 86.57%. Further
details of the Bioflag Subscription and the Bioflag Acquisition are set out in the announcement of the Company
dated 19 January 2024.

On 29 April 2024, the Bioflag Subscription was completed. Subsequent to the reporting period, on 26 July 2024,
the Bioflag Acquisition was completed.
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Acquisition in the Amalthea Group

Subsequent to the reporting period, on 4 July 2024, Ausnutria B.V., a wholly-owned subsidiary of the Company
(as the purchaser), and Dairy Goat Holding B.V. (“DGH”, the legal successor of Dairy Goat Holland B.V., as
the vendor) entered into an implementation agreement, pursuant to which the exercise of the put option shall be
implemented according to the shareholder’s agreement between Ausnutria B.V. and the Amalthea Group dated
21 October 2022, and the purchaser will purchase the remaining shares in the Amalthea Group held by DGH (the
“Remaining Shares”) at the put option purchase price of approximately EUR22.1 million. The Remaining Shares
represent 50.0% of the issued share capital of the Amalthea Group held by DGH.

The Amalthea Group is principally engaged in the exploitation of cheese factory and the trading of goat cheese and
related products. Upon completion of this acquisition, the Amalthea Group will become a wholly-owned subsidiary
of the Company and its financial results, assets and liabilities will be consolidated into the consolidated financial
statements of the Group. Further details regarding the acquisition are set out in the announcements of the Company
dated 21 October 2022 and 4 July 2024.

Save as disclosed above and elsewhere in this announcement, the Company did not make or hold any significant
investments (including any investment in an investee company representing 5% or more of the Company’s total
assets as at 30 June 2024) during the 2024 Interim Period and there were no other material acquisitions or
disposals of subsidiaries, joint ventures or associated companies during the 2024 Interim Period and up to the date
of this announcement.

FUTURE PLANS FOR MATERIAL INVESTMENTS OR CAPITAL ASSETS

Save as otherwise disclosed in this announcement, the Company did not have other plans for material investments
or purchase of capital assets.

TREASURY POLICY

The Group has adopted a prudent treasury policy in respect of investments in financial products. Any surplus funds
of the Group will only be invested in time deposits or low risk financial instruments from reputable commercial
banks that can be redeemed within a short notice period, including primary bank-sponsored wealth management
products, money market funds and interbank deposits.
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FINANCIAL RESOURCES AND LIQUIDITY

The Group adopts conservative financial management policies. A summary of liquidity and financial resources is

set out below:

30 June 31 December
2024 2023
Notes RMB’M RMB’'M
(Unaudited) (Audited)
Interest-bearing bank loans and other borrowings (2,451.7) (2,378.0)
Lease liabilities (30.2) (37.6)
Less: Restricted cash (1) 9.0 5.7
Long-term time deposits (i1) 62.7 40.9
Cash and cash equivalents (i1) 2,185.3 2,037.6
(224.9) (331.4)
Total assets 10,190.6 10,033.8
Shareholders’ equity 5,740.3 5,693.5
Gearing ratio (i1i) 2.2% 3.3%
Solvency ratio (iv) 56.3% 56.7%
Notes:
@) An analysis of restricted cash by currency is set out below:
30 June 2024 31 December 2023
Currency RMB’M % RMB'M %
(Unaudited) (Unaudited) (Audited) (Audited)
RMB 8.7 96.7 3.9 68.4
Others 0.3 33 1.8 31.6
Total 9.0 100.0 5.7 100.0
(i) An analysis of cash and cash equivalents and long-term time deposits by currency is set out below:
30 June 2024 31 December 2023
Currency RMB’M % RMB'M %
(Unaudited) (Unaudited) (Audited) (Audited)
RMB 1,978.7 88.0 1,670.0 80.3
EUR 45.7 2.0 181.6 8.7
AUD 47.2 2.1 48.7 2.3
HKS$ 64.2 2.9 46.3 2.2
US$ 91.1 4.1 16.8 0.8
Others 21.1 0.9 115.1 5.7
Total 2,248.0 100.0 2,078.5 100.0

31



(iii)  Calculated as a percentage of net bank loans and other borrowings over total assets.

@iv) Calculated as a percentage of shareholders’ equity over total assets.

The Group is dedicated to maintain its overall liquidity by maximising the cashflows generated from operating
activities, particularly on the control of the inventory level, and increasing the facilities with banks to reserve
sufficient funding to support its business development, in particular to meet the Group’s strategy of building of the
New IFBP Facility and other related facilities in the Netherlands and the expansion into the nutrition business.

Following the continued corporate guarantee executed by the ultimate shareholder (namely, Yili Industrial), the
Group has renewed the facilities from main cooperating banks with more favourable terms during the 2024 Interim
Period. As at 30 June 2024, the Group had outstanding borrowings of RMB2,451.7 million (31 December 2023:
RMB2,378.0 million), all of which was due within one year (31 December 2023: same).

An analysis of the Group’s outstanding borrowings by currency is set out below:

30 June 2024 31 December 2023
Currency RMB’M % RMB’'M %
(Unaudited) (Unaudited) (Audited) (Audited)
EUR 2,265.6 92.4 2,277.9 95.8
Others 186.1 7.6 100.0 4.2
Total 2,451.7 100.0 2,378.0 100.0

As at 30 June 2024, the major outstanding borrowings of RMB2,451.7 million were guaranteed by the ultimate
shareholder (namely, Yili Industrial) and the Group did not have any collateral on its assets.

FOREIGN EXCHANGE RISK

The operations of the Group are mainly carried out in the PRC, the Netherlands and Australia. During the 2024
Interim Period, revenue, cost of sales and operating expenses of the Group are mainly denominated in Renminbi
(“RMB”), Hong Kong dollars (“HK$”), Euro (“EUR”), United States dollars (“US$”) or Australian dollars
(“AUD”) and RMB is the Group’s presentation currency. Besides, most of the bank deposits and bank loans of the
Group are denominated in RMB and EUR, respectively. The Group is exposed to potential foreign exchange risk as
a result of fluctuation of HK$, EUR, US$ or AUD against RMB.

The Group adopts a hedging policy to actively manage its currency risk exposure concerning non-RMB
denominated indebtedness. Depending on the market circumstances, trend of currency rates and the cost of
hedging, the Group will consider and enter into a hedging arrangement to mitigate the impact of RMB fluctuation
against other operating currencies if necessary.

The management monitors closely on its foreign currency exposure to ensure appropriate measures are taken
promptly against any significant potential adverse impact.
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INTEREST RATE RISK

The Group has exposure to the risk of change in market interest rate in relation to its interest-bearing bank loans
and other borrowings with a floating interest rate. As at 30 June 2024, the Group did not have any outstanding
interest rate swap contract and will consider and enter into interest rate swap or cap contract to mitigate the risk of
floating interest rate if necessary.

CREDIT RISK

The Group seeks to maintain strict control over its outstanding receivables and closely monitors the collection
to minimise credit risk. As the Group’s exposure spreads over a diversified portfolio of customers, there is no
significant concentration of credit risk.

The carrying amounts of cash and cash equivalents, trade and bills receivables, deposits and other receivables
represent the Group’s maximum exposure to credit risk in relation to the Group’s other financial assets.

COMMITMENTS

As at 30 June 2024, the Group had contracted, but not provided for, capital commitments mainly in respect of
acquisition of dairy related assets, purchase of land and buildings, plant and machineries of a total of RMB333.0
million (31 December 2023: RMB198.8 million).

CONTINGENT LIABILITIES
As at 30 June 2024, the Group did not have any significant contingent liabilities (31 December 2023: Nil).

PURCHASE, REDEMPTION OR SALE OF LISTED SECURITIES OF THE COMPANY

Neither the Company nor any of its subsidiaries purchased, redeemed or sold any of the Shares (including sale
of treasury shares) during the 2024 Interim Period. As of 30 June 2024, the Company did not hold any treasury
shares.

CORPORATE GOVERNANCE PRACTICES

The Board is committed to achieving high standards of corporate governance within the Group at all times and
believes that such practices help safeguard the interests of the shareholders of the Company (the “Shareholders™),
enhance corporate value and accountability, and improve its performance.

The Company has adopted the code provisions set out in the Corporate Governance Code (the “CG Code”)
contained in Appendix C1 to the Rules Governing the Listing of Securities on the Stock Exchange (the “Listing
Rules”) as its own code of corporate governance practices. The Board also strives to implement the best practices
embodied in the CG Code whenever feasible and as far as practicable.

Save for the deviations for reasons set out below, in the opinion of the Board, the Company has complied
with the respective code provisions of the CG Code during the 2024 Interim Period and up to the date of this
announcement. The Company will continue to review its corporate governance practices from time to time to
ensure they comply with the CG Code and align with the latest developments.
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Mr. Song Kungang (“Mr. Song”) has resigned as an independent non-executive Director (“INED”), the chairman
and member of the remuneration committee (the “Remuneration Committee”), member of the Audit Committee
and member of the nomination committee (the “Nomination Committee”) of the Company with effect from
30 July 2024 to devote more time to his other business engagements. According to Rules 3.10(1) and 3.10A of the
Listing Rules, the Board must include at least three INEDs and the number of INEDs should represent at least one-
third of the Board. Following the resignation of Mr. Song, the Company has only two INEDs, thus the number of
INEDs falls below the minimum number required under Rule 3.10(1) and Rule 3.10A of the Listing Rules.

As a result of the insufficient number of INEDs, the Company has also failed to comply with the requirements set
out in Rule 3.21 of the Listing Rules in relation to the minimum number of members and composition of the Audit
Committee, and the current composition of the Remuneration Committee and the Nomination Committee has also
failed to meet the requirements under Rule 3.25 and Rule 3.27A of the Listing Rules.

The Board is in the process of identifying suitable candidate(s) to fill the vacancy of the position of INED and
the vacancies of the member of each of the Audit Committee, the Remuneration Committee and the Nomination
Committee and will use its best endeavour to appoint suitable candidate(s) as soon as practicable. The Company
will make further announcement(s) in relation to such appointment(s) as soon as practicable in accordance with
requirements under the Listing Rules.

MODEL CODE FOR SECURITIES TRANSACTIONS

The Company has adopted the Model Code for Securities Transactions by Directors of Listed Issuers (the “Model
Code”) as contained in Appendix C3 to the Listing Rules as the standards for the Directors’ dealings in the
securities of the Company. Having made specific enquiries with all Directors by the Company, the Directors
confirmed that they have complied with the required standard set out in the Model Code during the 2024 Interim
Period.

The Group has a written guideline “Employees’ Code of Dealing the Securities of the Company” for its senior
management and employees who are likely to be in possession of unpublished inside information of the Company
on terms no less exacting than the Model Code and the Guidelines on Disclosure of Inside Information of the
Securities and Futures Ordinance. Such guideline provides a general guide and standards for the Company’s senior
management, officers and relevant employees in dealing in the securities of the Company.

AUDIT COMMITTEE

The Audit Committee comprises all INEDs, and was established with written terms of reference in compliance
with Rules 3.21 to 3.23 of the Listing Rules. The primary duties of the Audit Committee are to provide the
Board with an independent review of the effectiveness of the financial reporting process, internal control and risk
management of the Group, oversee the audit process and perform other duties and responsibilities stated in the
written terms of reference.
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PUBLICATION OF INTERIM RESULTS AND INTERIM REPORT

The interim report of the Company for the 2024 Interim Period, which contains the detailed results and other
information of the Company for the 2024 Interim Period required pursuant to Appendix D2 to the Listing Rules,
will be despatched to the Shareholders and published on the Stock Exchange’s website at www.hkexnews.hk and
the Company’s website at www.ausnutria.com.hk in due course. This announcement can also be accessed on the
above websites.

By order of the Board
Ausnutria Dairy Corporation Ltd
Zhang Zhanqiang
Chairman

The PRC, 27 August 2024

As at the date of this announcement, the Board comprises Mr. Ren Zhijian (CEO), Mr. Bartle van der Meer and
Mr. Zhang Zhi as the executive Directors; Mr. Zhang Zhangiang (Chairman), Mr. Sun Donghong (Vice-Chairman)
and Ms. Yan Junrong as the non-executive Directors; and Mr. Ma Ji and Mr. Aidan Maurice Coleman as the
independent non-executive Directors.
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