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Achievements

The retail sales of the packaged water business outperformed the industry’s growth rate. The beverage business experienced rapid
development, with a three-year compound annual growth rate (CAGR) of 40% in revenue, increasing its proportion to 10.3%, creating a
second growth curve for business development.

GrowthGrowth

By actively promoting measures to reduce costs and enhance efficiency, the profit margins were continuously improved, with a net profit
growth rate of 24.7%, maintaining a strong momentum of high compound annual growth.ProfitProfit

By adhering to the sales channel strategy of “delicate cultivation for triumphing at the end market”, we continuously expanded our sales
network, with the number of covered retail outlets increasing by 15% year-on-year.ChannelChannel

Adopting a strategic guideline of “focusing on resources and concentrating efforts”, and upholding the concept of long-termism, we
continued to deepen our engagement in the field of sports marketing. We have renewed our long-term cooperation agreement with the
TEAM CHINA and sponsored the three tiers of professional football leagues: Chinese Football Association Super League, Chinese Football
Association League One, and Chinese Football Association League Two.

BrandBrand

We actively implemented the “14th Five-Year” strategic plan, expanded our production footprint, witnessed full operation of our new
production lines, and optimized our Cooperative Manufacturing Partners, resulting in an increase of 21% in overall production capacity and
a constant increase in self-owned production capacity.

CapacityCapacity

We have been widely recognized by the market and won 15 awards including “Top 10 Packaged Drinking Water Enterprises in China’s
Beverage Industry”, “Five-star Plus Rating on Sustainable Development Report”, and Medal of IPO with Outstanding Investment Value in
the 6th “Golden Grid Award” in 2024.

AwardsAwards
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2024 2023 YoY Change

RMB in millions  Ratio RMB in millions  Ratio %

Revenue 13,521 100% 13,515 100% 0.05%

 Gross profit 6,397 47.3% 6,035 44.7% 6.0%

 Distribution and selling 
expenses

(4,058) (30.0%) (4,087) (30.2%) (0.7%)

 Administrative expenses (296) (2.2%) (301) (2.2%) (1.6%)

 Finance costs (2) (0.0%) (43) (0.3%) (94.3%)

 Listing expenses (38) (0.3%) (14) (0.1%) 159.4%

 Profit for the year/period 1,661 12.3% 1,331 9.9% 24.7%
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Other Financial Data

2024 2023 YoY Change

Cash and bank balances1 (RMB in millions) 10,647 5,949 79.0%

  Total assets (RMB in millions) 18,694 13,002 43.8%

Capital expenditures2 (RMB in millions) (2,136) (2,312) (7.6%)

Debt-to-asset ratio3 (%) 36.6% 43.3% (6.7ppt)

Return on equity (%) 17.3% 20.1% (2.8ppt)

Basic earnings per share (RMB) 0.79 0.66 0.13 

Final dividend per share (RMB) 0.307 / /

Special dividend per share (RMB) 0.176 / /

Notes:
1. Cash and bank balances include cash and cash equivalents, and fixed bank deposits.
2. Capital expenditures include purchases of property, plant, equipment, right-of-use assets, other non-current assets, and acquisitions of subsidiaries.
3. Debt-to-Asset Ratio = Total Liabilities / Total Assets * 100%.
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Multiple water types
Operating 

simultaneously

1.1 Striving to become an epitome of water, stepping into the first 
year of operation with multiple water types.

"Bamboo, Mountain, Wind and Moon” 
(竹山风月) Collection

Newly 
released

Newly 
released

Two key brands Reputation-enhancing brand

Purified 
water

 Mineral 
water

(purified water, natural water)

Packaged 
drinking water

Newly released

Large 
packaging

Mini 
packaging

Paper box 
packaging
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Chrysanthemum tea, sour plum 
drink ice cream

 “Legendary Land” IP co-branded 
packaging

Adapting to channels and drinking 
scenarios to build a product matrix

New flavor of sour 
plum drink launched

No.1 brand
in China’s chrysanthemum tea market

Coming 
Soon

1.2 Focusing efforts on key flagship products to create a second 
growth curve for the beverage category

9

450ml product with 
chrysanthemum tea 

as the core

Strong-growth 
blockbuster

Steady 
development

Expand new 
products

Focusing on product categories Building brands Adapting to channels



2. Persisting with sports marketing and focusing on long-
termism of resources

Marathon Ultra Gobi Campus Run

Capitalizing on 
trends for 
promotion

Focusing on key domestic 

and international events for 

promotion

 General public
experience

Close engagement 

with mass consumers

Strategic 
leadership

Establishing a leading 

image in sports marketing

TEAM 

CHINA

TEAM 

CHINA

Key EventsKey Events

General Public 
Experience Events

General Public 
Experience Events

 Official Drinking Water of 
TEAM CHINA

Interaction with 
Olympic Champion

Paris Journey 
with C’estbon

Chinese Football Association 
Super League

Top-tier 
leadership

Mid-tier 
linkage

Bottom-tier 
foundation

 Chinese Men’s 3x3 
Basketball Super League

Offshore Regatta
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3.1 Enhancing the existing market share, conquering the variable 
market and exploring the incremental market
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Doubled market size in 
Northwestern market

2021 2022 2023 2024

Guangxi

Hunan

Guangxi

Hunan

Sichuan

Stable growth in market share in 
core regions

Strengthen price 
control and stabilize 
market price

Leverage the role of large 
distribution channels and 
improve distributor quality

Drive surrounding markets 
with core markets and 
explore lower-tier markets

Allocate resources to core 
markets and enhance 
terminal display coverage

Balance both water and 
beverage categories to 
improve coverage

Target key positions 
to explore innovative 
channel models

Enhance customer 
and team 
empowerment

Market strategies

Guangdong

Hainan

Increased importance of the 
Yangtze River Basin

2021 2024



3.2 Delicate cultivation for triumphing at the end market
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Implementation of  collective 
efforts to cover end market

Construction of “Model Streets”

Conduct the “Spring Ploughing Action”1
2

3



4.1 Promoting the execution of “1+N” production capacity 
allocation

5 water sources

Wanlv 
Lake

Guangdong 
Province

31 Cooperative 
Manufacturing Partners

15 self-owned 
factories  in operation

2 self-owned factories 
under construction

2  newly added self-
owned factories

Self-
production

OEM

Proportion of the self-owned  production 
capability continued to increase

17 newly 
added  production lines in 

self-owned factories

Production 
capability 

increased by

21%

Production 
capability 

increased by

21% OEM
Self-
production

2023 2024

Jial in 
Mountain

Guangdong 
Province

Wuyi 
Mountain

Fujian 
Province

Danjiangko
u

Hubei 
Province

Wanlv 
Lake

Wuyi 
Mountain

Xinjiang
 Factory

Shaanxi 
 Factory

 Packaged 
water l ine

 Beverage 
l ine

2 newly added       
Cooperative Partners

Cooperative Manufacturing Partners newly 

added 5 lines and eliminated 9 old lines
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Wenzhou

Zhejiang 
Province

Beijing

Tibet

Qinghai

Xinjiang

Inner Mongolia

Jilin

Hubei

Hainan

Chongqin

Sichuan

Yunnan
Guangxi

Shaanxi

Gansu

Ningxia

Liaoning

Jiangsu

Heilongjiang

Fujian

Hunan Jiangxi
Zhejiang

Guizhou

Guangdong

Shanghai

Anhui
Henan

ShandongShanxi

Hebei

Tianjin



4.2 Optimization of Cooperative Manufacturing Partners

To “control a batch, optimize a batch and terminate a batch” of Cooperative Manufacturing Partners, 
achieve alignment and complementarity with self-owned production capacity construction plan, and 
enhance the operational efficiency

新疆

广
东

新疆

广
东广东

陕西

搬迁

Strived to reduce Cooperative 
Manufacturing Partners’ 

services fees

Completed the merger and 
acquisition of Wuhan 

Factory

Promoted the 
relocation of 

production capacity

Terminated cooperation with 
part of manufacturing 

partners

1 2 3 4
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5. Improving warehousing and logistics management to  reduce 
costs and enhance efficiency

Implemented green logistics, deployed  belt 

plate transport, and promoted a diversified 

transportation system covering  highway-to-

 railway and highway-to- waterway transfer, to 

achieve energy conservation and carbon 

reduction.

Optimizing the management of 
logistics operations

Streamlined logistics providers, 

leveraged the advantage of scale, 

and reduced logistics costs.

Improving the management of 
logistics providers

Set up sales front warehouses in line with 

business needs and built stereoscopic 

warehouses to save external rent and 

warehouse transfer costs.

Adding the configurations of front 
warehouse and stereoscopic 

warehouse
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ESG 
capability construction

Better and stronger: to become a world-class 
beverage enterprise 

Green operation, striving to 
fulfill the dual-carbon 

commitment

Craftsmanship, nourishing 
a better life

Trust in partnership, 
sharing the results of 

development

1. Low carbon operation

2. Water management

3. Product quality

4. Nutritional health

5. Innovation and R&D

6. Industry co-construction

7. Responsible supply chain

Sharing the goodness, 
bringing positive changes

ESG governance - empowering sustainable and quality development

10. Community investment

11. Public welfare and 
charity

Two-way efforts, building a 
happy workplace

8. Talent development

9. Occupational health

Public responsibility Partner responsibility
Environmental 
responsibility

Customer responsibility Employee responsibilityEconomic responsibility

ESG 
governance structure

Strategically leading the ESG development

17



Creating branded public welfare programs

 Hundred Libraries Plan

Participation in   disaster 
relief in disaster-stricken 

areas

 Waste Material Re-born 
Program

Ayi Chorus

Practicing green and low carbon strategies

Standardizing corporate governance

Climate change 
disclosures

Carbon emission 
management

Green packaging 
promotion

 Whole life cycle 
management of water 

footprint

Strengthening 
risk management

Shareholders

The Board

Audit committee Nomination committee
Remuneration and 

appraisal committee
Strategy and investment 

committee

Protecting investors' rights and interests

Strengthening the construction of the Board

Continuously promoting the Company's ESG management and 
practices, demonstrating a good corporate image

- 18 - 18



Honors and awards

The Company has been widely recognized by the market. In 2024, the Company won 15 awards including the “Top 10 Packaged

Drinking Water Enterprises in China’s Beverage Industry”, “Five-star Plus Rating on Sustainable Development Report”, and Medal of IPO

with Outstanding Investment Value in the 6th “Golden Grid Award” in 2024, 2024 Outstanding Cases of Responsibility Practice - “Annual

Responsibility Practice · Sustainable Development”, and “Social Innovation and Contribution Award” of 2024 CBN • China Corporate

Social Responsibility List.

19



20

Disclaimer

• The contents of this presentation are for reference purposes only. The information contained in this presentation shall be considered
accurate at the time this presentation was made and may not reflect or be updated to include any significant developments that occur
after the date of this presentation.

• You are advised not to place undue reliance on the statements contained in this presentation, nor should this presentation be
considered as a substitute for your own personal judgment. The Company and its subsidiaries disclaim any liability whatsoever for any
loss howsoever using or in reliance upon the whole or part of this presentation or its contents, or any loss arising from this presentation.

• This presentation and any discussion that follows may involve, and be based on the management's beliefs, assumptions, expectations,
estimates, and projections regarding the operations of the Company and its subsidiaries, as well as the current state of the industry,
which may constitute "forward-looking statements". Such statements are not guarantees of future performance and are subject to risks,
uncertainties and other factors that are beyond the Company's control and are difficult to predict, including but not limited to stock price
fluctuations, actual demand, exchange rate changes, developments, market share, competition, environmental risks, changes in legal,
financial and regulatory systems, international economic and financial conditions, political risks, project delays, project approvals, cost
budgets and other risks. Readers are cautioned that future performance may differ from those forward-looking statements.

• This presentation shall not be construed as a consideration of the investment objectives, financial situation or specific needs of any
investor, nor does it constitute a solicitation, offer or invitation to buy or sell any securities or related financial instruments.

• By accepting this presentation, you are deemed to have read and agreed to abide by the requirements of this disclaimer. Thank you!




