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Business Summary

NutriPartner is a promising investment because...
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Core Differentiations
“Your Lifetime Health Partner”

Unprecedented
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Company Analysis

SWOT Analysis and Future Goals

Strengths Weaknesses
Products match the market trend ° Qg@&ot a one-stop grocery shop for
Strict Product Procurement (eq,%‘ general grocery shoppers
Process _ & e High cost of operations and
e Differentiations mentioned Qpé?fe sourcing
O
Opportunities Threats
e Growth of hOR@é‘HOld expenditure e Reduction of PRC tourists
° Increa%i\%@ Market size e Fierce Competition
S Our Future Goals

Increase physical store count anll Expand market share



Competitor Analysis

Opportunities are hidden behind fierce competition

- Uls
ParknShop . USelect select

Affordable at-your-door service
e Exclusively sell Tesco's products
e _MGre variety than convenience stores do
XS °~ No focus at food sensitivity

e High quality and organic product
e Large networks (270+ stores)
e Low variety of allergy speciality food

A
& NutriPartner
ey O e Provide a wide variety of
e Provide im%lgﬁgzuﬁférgfds and free-from and allergy-friendly
- products
. ZZ%Z?@%gffgﬁi?n{gosﬁate e Staff having expertise in nutrition and
0‘\’:\4\ food allergy
QN

138 e Not a one-stop shop for all groceries



Customer Analysis

NutriPartner fulfills the physiological, safety & esteem needs of customers
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Convenience of
buying various dai{b“(\"
allergy-frieQﬂl)f '

Hong Kongers who
have food allergy
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505-8% 3.58% Maslow's Hierarchy of Needs

NutriPartner offers
professional consultation
based on customers’
specific circumstances.

NutriPartner provides
customers with the
convenience of buying
allergy-friendly
products.




Segmentation and Targeting

NutriPartner targets an untapped market of consumers

Population of
Total target market size Hong Kong ——
(7,500,000)
666,600 66'
L
® & 6@‘
[9¢s a healthy Does not live a
Food Allergy Segment: —'@\‘(\‘@ lifestyle e healthy lifestyle
> (53% : 3,975,000) (47% : 3,525,000)
5% of Hong Kong L\\ ¢ J
population has food allergy;(to eg )
gs, milk, dairy, products) o
V[ Allergy purposes Prefer health
00 (5%: 375,000) conscious diet
® (a(\@ (95% : 3,600,000)
Food Sensij&g@%egmentz
High Q\@k&[ﬂ’\] potential: eating :::s?tifvoi:: No food sensitivity

*%e’— from" on the rise (91.9%: 3,308,400)

(8.1% : 291,600)




Positioning

NutriPartner differentiates itself by providing a myriad of
allergy-friendly products and O20 advisory services

High variety of
allergy-friendly
products

Low variety of
allergy-friendly
products

Mainstream



Positioning

NutriPartner differentiates itself by providing a myriad of
allergy-friendly products and O20 advisory services

Low variety of
allergy-friendly
products

High variety of
allergy-friendly
products

9 Not nutri-advisory



Product & Service Plan

NutriPartner sells allergy-friendly and healthy alternatives to

grocery staples

o

We cater to people
who

e Have allergies to
commonly consumegd‘
foods. O 0

e Avoid eaQag%ertain
foodgl@ choice.

. lb@@“k for higher

quallty food products.
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(9\ Free-from food:
gluten-free, dairy-
free, nut-free, soy-
free, and egg-free
items.

e Vegetarian and
organic products.

In-store nutritionists

e Assist customers with
special needs in
selecting products.

e Prepare daily nutrition
menu.



Product & Service plan

Products are clearly labeled and organized to ease
consumer shopping experience

Packaging:

Ingredient labels in it
Chinese will be attached !
to inform consumers of
any potential allergens.

Organization: o
All products are @\(\

organized JLQ@S%C'[IOHS to [
ease c&m%umer shopping | ==
expetiences

Gluten free

Wheat free



Store Layout

NutriPartner will be sectioned off by allergen, ensuring
customers an easy shopping experience

.
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= "Concierge ‘
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Customer Service
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Exit

00/ Dairy Free

Checkout h
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Q-
ege(“eGreetings by customer service

representatives

Every customer has access to the
concierge who handle Q&A about
food allergy and nutrition
Customers can use their exclusive
loyalty membership QR code to
check-out




Online Platform

Our online platform proves that shopping for healthy living
can be funny

Your life-time health
partner

Home Page of NutriPartner's Website



Pricing Strategy - Value-Added Pricing

Echoes our slogan: “Your Lifetime Health Partner”

Based on consumers’ perceived value of the product, prices at
NutriPartner will be higher:

Q-
(©
e High costs of hiring highly—traineg staff (to provide nutrition
\\

. : A
and food allergies adwce?» e
e Inventory and seIIiQ@%%sts of superior-quality products
o
® Eg. Peris@gt{l@ organic products (no added preservatives)
: G :
° nghﬁ%g@ts of having an advanced Al system

A0
Ct{g&ﬁners may gradually develop food allergies — We serve
tH\em over their lifetime



Break-Even Analysis

We break even at the end of year six

Break-Even Point

20000 Cost Net profit
Loooon year 1 42655 14397
I year 2 50929 28794
S year 3 59203 43191
I year 4 67477 57588
year 5 75751 71985
hm; \\ year 6 84025 86382
et ve=re ve=re ety 07 vears veere et year 7 92299 100779
cox oy Retprore
) \\g‘,\(\
Supermarket ﬁwo Net profit | Starta BEP
average annan’a(\:ost per year supermarket
revenue o0 chain (ATC) BEP = Fixed Costs +
(HK$ &@%v 8274 14,397 | 42,655 Year 6 LTI 1T
milliq@’&c N (Watsons) | (Watsons) | (Watsons)




Promotion Plan

Our Goal

-To increase awareness and
customer loyalty

SRty

- spread positive word-of-mouth.

S
o
.+ 20% OFFR@Y |
Au_(gib%lucts ® Collaborate with local
W KOL in HK
&)+ Share our poster ® Corporate with
on WeChat professionals in Medical
moments with . industry.
Winning a Month friends for 0
e winning a 1 &
Memhbership onth .
membership!!!




Distribution Channel

Working with upstream partners to ensure the highest quality products are sourced

e Administered Vertical Marketing System
e Internal Product Selection Criteriaeé_ NutriPartner
e NutriPartner-Branded Quality Stahdard & Certified
< Quality Guaranteed
Seal of Approval \ &

S Wholesalers / Retailer
Producers / Farmers Logistics (NutriPartner) Customers



Where will NutriPartner serve its customers?

Store locations & formats aligned with brand positioning +
Additional value/benefits for customers online/app

% iroogpia €513 e Gormom e Full Service Stores
. M ; 7 : .
ST o e, - e Quick Service Stores

Paci.fiéPIace g . .
miralty $5 2 A . [ ] Onllne & A Wlth
Ehe Peak N, Ve NutriPartner _ PP
3 , % = home delivery

Happy Valley .
£ e Collaborate with

downstream partners

‘ﬁ, Full-service format
| (larger stores with wider assortment)

"Repulse Bay Quick-service format
Wi \\\ﬁr (smaller stores prioritizing grab-and-go)
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NutriPartner

‘(\0(6

%Qomvestment in NutriPartner is...

@ an investment in “Your Lifetime
o\ Health Partner”





