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| 'am very glad that once again Lee Kum Kee has stood out from the crowd and
been honoured as the first company in the global fermented food industry to
receive the prestigious Leadership in Energy and Environmental Design (LEED)
Platinum Certification by the U.S. Green Building Council, which serves as testimony
to the outstanding achievement of Lee Kum Kee's Production Base in Xinhui in
promoting Green Industry.

Into the 21 century, the world has been confronted by increasingly severe resource
and environmental problems. The capacity in Green Operation has become a
key factor in shaping the competitive edge of corporations as well as the pre-
requisite for their sustained development. A successful corporation must integrate
the concept of environmental protection in its production process and re-position
itself with due regard to its resource saving, waste management and operational
impact on the ecological environment, as means to shoulder its corporate social
responsibility and achieve the goal of sustainable development.

Staying firm to our business ethos of "Si Li Ji Ren" (Considering Others' Interests)
with the common interests of all stakeholders in mind, Lee Kum Kee has been
a forerunner in promoting Green Management over the years. The welcoming
endorsement by the most renowned international authority indeed bears witness
to the leadership position of Lee Kum Kee's green soy sauce fermentation process.
There is, however, no room for complacency. Colleagues should take this honour as
a propellant for enhancing effort to scale new heights and to realise our vision to be
a model for Chinese ethnic enterprises.

Lee Man Tat

Lee Kum Kee Group Chairman
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Lee Kum Kee Honoured with LEED Platinum Certification

Remarkable Achievement in Green Industrial Transition
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Lee Kum Kee has long placed strong emphasis on sustainable development
and has been relentlessly committed in its transition to green industrial
practices over the years. Since 2015 Lee Kum Kee has been accoladed with
the "BOCHK Corporate Environmental Leadership Awards — EcoChallenger”
by the Federation of Hong Kong Industries and Bank of China (Hong Kong)
Limited for five years in a row. In 2017, Lee Kum Kee received the Silver
Award of the "BOCHK Corporate Environmental Leadership Awards 2016
(Manufacturing Sector)" in validation of the Group's pledge to sustainable
development and dedication towards energy conservation and emission
reduction. In 2018, the Group was lauded with the distinguished accreditation
of "National Green Factory" by the Ministry of Industry and Information
Technology of the People's Republic of China for its outstanding contribution
on environmental protection and green production, making it the first
enterprise in Jiangmen City to receive such honour:

Leadership in Energy and Environmental Design (LEED)
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In February this year, Lee Kum Kee Xinhui Production Base further
propelled the Group to global recognition as the first enterprise in the
fermented food industry in the world to be honoured with the Leadership
in Energy and Environmental Design (LEED) Platinum certification by the
U.S. Green Building Council (USGBC). It is a landmark achievement for
Lee Kum Kee to attain the highest honour of Platinum status on its first
entry to the LEED certification. This prestigious award goes to show that
Lee Kum Kee is at the frontier in Green Industrial Transition.
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Distribution of Green Industrial Transition Facilities in
Xinhui Production Base
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With the consistent temperature deep underground, hot and cold water can be provided for soy sauce fermentation processes via the heat

exchangers and condensers.
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Established by the USGBC, LEED primarily evaluates green buildings on
their sustainability adaptation and eco-efficiency levels. LEED certification
is an authoritative global symbol of exceptional excellence for green
buildings and widely regarded as the "Oscar of the green building sector”
for being one of the most influential and fully fledged green building rating
systems in the world. lts extensive certification framework comprises a
complete matrix of sustainability benchmarks, including "energy
and atmosphere", "water efficiency", "sustainable sites",
"location and transportation", "materials and resources" and
"indoor environmental quality". Registered projects will be accredited
with LEED certification of Platinum, Gold, Silver or Certified using a points-
based rating system. Projects aspiring to Platinum certification are required
to attain 80 points or more based on this rigorous framework.

Green Soy Sauce Fermentation Project Wins Top Award
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In recent years, Lee Kum Kee set off to implement the Green Soy
Sauce Fermentation Project at its Xinhui Production Base, pursuing the
highest standard of green buildings. Indeed, it is the result of the high
performance green attributes of this project that Lee Kum Kee has
been awarded the LEED Platinum certification, further underscoring
the Group's commitment towards advancing green industrial transition
efforts in building design, manufacturing and operation.
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Solar Photovoltaic Power Generation System Phase Il

A review of the LEED assessment shows that "energy and
atmosphere" is a key criterion for consideration. Registered projects
must show initiatives in reducing energy consumption, bolstering
systemic eco-efficiency levels and increasing use of renewable energy
in their building designs. Endeavouring to improve energy efficiencies,
Lee Kum Kee has introduced multiple cutting-edge technologies to
draw on renewable energy at its Xinhui Production Base - an initiative
that places it at the forefront of the industry. As early as 2014, Lee
Kum Kee was the first condiment enterprise in China to adopt
solar photovoltaic technology by installing solar photovoltaic power
generation panels on warehouse roofs to convert solar energy into
electricity for powering the plant, which enabled the Group to tap on
the ample solar resources in Xinhui Production Base. In 2015, Lee Kum
Kee installed the first phase of the Geothermal Heat Pump System
and became the first soy sauce manufacturer globally to power its
production lines with geothermal energy.
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Solar photovoltaic power generation panels were installed on warehouse roofs to convert
solar energy into electricity for powering the plant.
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With the new Green Soy Sauce Fermentation Project, Lee Kum Kee sought to broaden its use of renewable energy, including installing the second
phase of the Solar Photovoltaic Power Generation System on the roofs of the new soy sauce plant. With approximately 50,000 m? of solar-
panelled rooftops, the Production Base now enjoys efficient renewable energy and greatly reduces overall reliance on conventional energy sources
and natural gas consumption. Concurrently, the second phase of the Geothermal Heat Pump System was put into operation in 2019. Designed
to provide both hot and cold water necessary for traditional Koji making, the temperature-controlled geothermal system processes the water via
heat exchangers and condensers, thereby reducing greenhouse gas emissions and consumption of water and electricity. The Solar Photovoltaic
Power Generation System and Geothermal Heat Pump System are two notable energy-saving measures installed by Lee Kum Kee which stood
out to earn the Group full marks in the criterion of "energy and atmosphere" for LEED certification.
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. ) . Greywater Recycling system to recycle treated wastewater
The incorporation of efficient water usage, wastewater

treatment and discharge is another core factor taken into

consideration for the LEED accreditation assessment. Xinhui Production Base is well-equipped with wastewater treatment facilities, a greywater
recycling system and highly efficient water-saving facilities to maximise water conservation. To further enhance the Production Base's existing
capacity on wastewater treatment, Lee Kum Kee is constructing a wetland park covering 16,000 m? in gross area. With the structural landscape
and open-space framework mostly completed, the wetland park has entered into final stages of plant cultivation works and system testing and
is expected to be fully operational by January next year. By cultivating specific plants that can remove nitrogen compounds from wastewater, the
man-made wetland park is estimated to be capable of treating 4,000 cubic metres of wastewater on a dalily basis.

On top of wastewater purification and maintaining a healthy ecological environment, the man-made wetland park will also boost greenery density
of the Plant and effectively mitigate urban heat island effects to render the Production Base a sustainable site.
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Man-made Wetland Park to improve drainage water quality and boost greenery
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Power supplied by natural gas boilers

Lee Kum Kee Xinhui Production Base also fulfils stringent requirements of LEED certification, in respect of "location and transportation”,
"green building materials" and "indoor environmental quality". The construction of the Production Base made use of low-emissivity glass,
energy-efficient LED bulbs and solar-powered street lamps. Additionally, our staff adopt the "3Rs Strategy" of Reduce, Reuse and Recycle in their
daily lives. Actions include replacing vehicular travel with eco-friendly cycling within site premises, fuelling staff shuttle buses with clean energy and
encouraging the use of recyclable paper amongst staff, thus instilling green habits in everyday life at the Production Base.

As a consequence of the foregoing initiatives, the Lee Kum Kee Green Soy Sauce Fermentation Project has culminated in exceptional end results in
various aspects of green technologies, including sustainable development, energy and water conservation, environmental protection and promotion of
a heafthy work environment. Typically, the Koji making process accounts for 80 to 90% of energy usage for a soy sauce production facility, while other
aspects such as ventilation, lighting and allocated office buildings take up a far less proportion of the total energy consumption. By complementing the
traditional art of soy sauce production with facilities fuelled by renewable energy, Lee Kum Kee is able to shave off 50% and 55% on energy and water
consumption respectively, compared with similar projects. It is the remarkable execution of such green industrial practices to support its corporate
vision of sustainable development which has earned Lee Kum Kee the highest recognition of Platinum certification under the LEED rating system.
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Healthy soy sauce series
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Energy Saving Features
of Koji Making Plant

Indeed, the brand has adopted the "Green Operation" concept and business
model across the spectrum, in addition to the manufacturing process. The
Group continues to improve and upgrade its raw materials, packaging design,
transportation logistics and user experiences and endeavours to minimise impact
on the environment in its drive for a sustainable mode of development, so as to
truly achieve the goal of "Green Production". In 2019, Xinhui Production Base
switched to the use of natural gas completely. Natural gas is transferred through
pipelines from the boilers to the Continuous Steam Cooking System for soybean
cooking. With lower carbon dioxide emissions, natural gas makes the soy sauce
production process cleaner. In terms of raw material supply chain management,
Lee Kum Kee is firmly rooted in "Green Management" and adheres to a
stringent "From Farm to Fork" procurement strategy in which priority goes to
securing stable supplies of raw materials to ensure the utmost product quality.
At the same time, the Group seeks to lower health hazards and safety risks
on its products by encouraging its raw material suppliers to attain the "Good
Agricultural Practice" certification, through rendering them appropriate resources
and technological support. For product packaging, Lee Kum Kee follows the "3Rs
Strategy" to reduce manufacturing wastes including reducing the weight of glass
bottles, improving structural designs for carton boxes and increasing the use of
flexible and bulk packaging to minimise wastage and enhance sustainability of
product packaging, ultimately reducing our carbon footprint. Furthermore, Lee
Kum Kee also reuses plastic crates and pallets to ferry raw materials between
factories and production lines, keeping logistics to a minimum in a bid to reduce
energy consumption. The use of detachable plastic caps in product design also
makes it easier to separate bottle caps from glass bottles, hence enhancing
recycling convenience.

Looking ahead, Lee Kum Kee will adhere to the LEED standards on green
buildings. Moreover, building on its solid foundation of Green Production and
Green Management, the Group will pursue new know-how and develop
new projects to further advance the seamless integration of manufacturing
technologies with eco-friendly practices; continue to advocate the construction
of green facilities; extend green marketing to best meet customer needs; and
vigorously discharge corporate social responsibilities via a top-down approach
to champion Green Industrial Transition, thereby continuing to lead the industry
towards the path of sustainable development.
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Lee Kum Kee Combatting COVID-19 with the Community
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The global pandemic of COVID-19 disease has seriously impacted
upon communities worldwide in multiple ways. Since the virus
outbreak, Lee Kum Kee Sauce Group and Infinitus of LKKHPG have
quickly reacted to the situation by strengthening internal preventive
measures and ensuring stable product supply, while providing support
to the frontline medical workers and the public.

Since February the Sauce Group has stepped up its efforts to support
the fight against the disease on a global scale, including cash and
sauces donations, as well as help to the catering industry. On the
other hand, Infinitus, apart from making cash and material donations to
support frontline medical staff in February, has strengthened measures
to ensure the safety of its employees and business partners, while
minimising the impact on business and production.
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Sauce Group Helps Combat Disease Globally
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The Sauce Group has donated cash and made material contributions
with a total worth of over RMB five million to Guangdong, Hubei,
Sichuan since February, in a bid to boost the morale of frontline
medical workers fighting the disease.

Sauce Group first donated RMB two million to Jiangmen Central
Hospital through the Jiangmen Charity Federation for purchase of
protective medical supplies and reinforcement of medical facilities.
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Sauce donations delivered to hospitals in Jiangmen, Guangdong
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Donations to medical staff at Sichuan Provincial
People's Hospital
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Donations to Hubei Provincial Hospital of Traditional Chinese Medicine
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Donations sent to Zhongnan Hospital

of Wuhan University
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Vinegar has antiseptic and anti-inflammatory properties and is effective
in preventing influenza and respiratory tract infections. The Sauce
Group therefore offered 2,360 cartons of white vinegar as the second
round of donation to the Jiangmen Branch of the Red Cross Society of
China to bolster the preventive measures before the arrival of the flu
season.

In March, the Sauce Group continued with its third and fourth
donations. By providing more than 14,000 sauces and condiments
to hospitals, frontline healthcare workers and their family members
in Jiangmen, the Group hoped to convey care and affection to the
medical heroes during the outbreak. Furthermore, the Group actively
cooperated with local distributors in Hubei and donated sauces
and condiments. The donations went to Renmin Hospital of Wuhan
University, Hubei Provincial Hospital of Traditional Chinese Medicine
and Zhongnan Hospital of Wuhan University to demonstrate our
gratitude towards the healthcare professionals fighting on the frontline.
The donated products comprised retail packages for the frontline
medical staff to go with their meals, as well as large size products for
the use of hospital canteens, offering a taste of Hubei cuisine made
with Lee Kum Kee sauces to healthcare personnel coming from all
over the country.
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Scan to watch video of Lee Kum Kee
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In April, the Sauce Group donated over 2,000 cartons of sauces
and condiments to Sichuan Provincial People's Hospital through
the Chengdu Charity Federation to pay tribute to medical team
dispatched earlier to Wuhan to help contain the spread of the virus on
the frontline as well as those who remained in Sichuan. The donated
products comprised Seasoned Soy Sauce for Seafood, Salt Reduced
Soy Sauce, Spicy Chilli Sauce as well as Thousand Island Dressing,
offering a versatile taste profile to the healthcare personnel.

Apart from showing care to the frontline medical workers and
the deprived minorities of the society, Lee Kum Kee also actively
supported the foodservice providers amid the unprecedented
challenges faced by the industry. The Sauce Group has donated sauces
and condiments to the Hubei Cuisine and Hotel Industry Association
through the Wuhan Charity Federation in support of local restaurants
and also visited over 500 restaurants in Jiangmen to present them
sauces and condiments.

In recognition of its relentless effort in support of combatting the
pandemic, Lee Kum Kee was awarded the "Philanthropy Gold Award"
by the Jiangmen Red Cross in the "5 - 8 World Red Cross Day —
COVID-19 Prevention and Control Organisations' Recognition
cum Medical Equipment Donation Ceremony", as affirmation of its
tremendous contribution.
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With the closures of cafeterias in hospitals in the U.S. to prevent the
spread of the disease, the America team joined hands with several
restaurant partners in April and May, by using Lee Kum Kee sauces to
prepare delicious and healthy meals for the frontline health workers
in hospitals where COVID-19 patients were treated. The donations
served to support healthcare staff with a warm and energising meal.

Among these, Lee Kum Kee partnered with the largest Chinese
restaurant chain in the U.S, Panda Express, to prepare over |,000 meal
boxes for the healthcare staff on the frontline of hospitals treating
COVID-19 patients in Los Angeles. We proactively engaged in social
events by donating sauces to local restaurant partners in New York,
the Bay Area and Los Angeles, such as Noodle Talk, Macha Village,
Monja Taiker, and JUNZI Kitchen. These partners prepared free hot
meals for frontline healthcare workers, including those serving at the
Regional Medical Center of San Jose in California.

A r’iilBDJ||%ﬁﬁliﬁ%)ﬁﬁiﬂ/u%w}&%iﬁ%ﬁ&ﬁ
Meal boxes donated to health professionals at the Regional
Medical Center of San Jose, California

Furthermore, a total of 322 cartons of Lee Kum Kee sauces were
donated to a number of non-profit organisations in Los Angeles,

including Shepherd's Pantry, The Salvation Army Bell Shelter,
Mercy House, Care Mission USA, and Los Angeles
Mission to provide hot meals to the low-income
and the homeless, as expression of care to
those in need amid the pandemic.
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In Vancouver, Lee Kum Kee participated in the "#ChopstickstoHeroes"
Campaign, initiated by local Chinese restaurants. Lee Kum Kee donated
various sauce products such as Panda Brand Oyster Flavored Sauce,
Soy Sauce, Hoisin Sauce and Thai Sweet Chilli Sauce and cooperated
with 30 local Chinese restaurants to prepare and deliver 1,500 meals
to frontline healthcare workers at Vancouver General Hospital to
show our gratitude and care.

In Toronto, Lee Kum Kee donated sauces to the Chinese Cuisine and
Hospitality Association of Canada in support of their charity sale. The
sauces were used to prepare lunchboxes that were sold to raise funds
for purchasing face shields for the healthcare workers of Scarborough
Health Network.

These apart, Lee Kum Kee responded to the "Canada Takeout Day"
campaign to encourage Canadians across the country to order
takeaway to show support for the local restaurants during the
pandemic.
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2EMERPENAEEEBEERNBTEE)
Participated in charity sale hosted by the Chinese Cuisine
and Hospitality Association of Canada
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Donations to Chakri Naruebodindra
Medical Institute

In April, Lee Kum Kee Sauce Group joined hands with its Thailand distributor, Pan Food Co. Ltd., to donate Premium Soy Sauce and Panda
Brand Flavoured Oyster Sauce to the Chef Charity Association. The sauces were featured in meals cooked for the frontline medical workers of
the Chakri Naruebodindra Medical Institute (CNMI), one of the main public health institutions in Thailand responsible for testing and treating
COVID-19. Chefs from the Association volunteered to prepare three meals, around 3,000 dishes every day for the healthcare staff of the Institute
working hard to contain the spread of COVID-19.

2P Malaysia
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In June, Lee Kum Kee's Mahsuri team joined hands with Ikhlas.com,
a brand under Airasia.com, to donate sauces including Mahsuri Hot
Sweet Soy Sauce and Mahsuri Oyster Flavoured Sauce and other
daily necessities to Kedah / Langkawi, Kelantan and Terengganu, the
three states hit hardest by the pandemic. The essential packs were
distributed to over 600 families.




21

fhig2 &8 EIRIBEZRIEEIEHIS

Infinitus : Battle for safe return to workplace and stable sales market

MEERRSHAEBEEET  EREBFE—E - THE
THEXBBHRT TBh—8E, WEX  BFEHESRZ
& FETBEORERBNZR2EESS -
ERBPOZISHERR Y "EREENE, - HERE
P REERESFRY - RYREEILEXRBBHNLS
Hh o IRER—RIIBELUBER BHEEREENTE

%2 {RE Safety Guarantee

ETNRFER2RERBNEEZEE - SILNEIBHE - A
AR Y M B TR KB ERBEME MR E k%
BUSIRESHINE TR © B HHRTEIBENZ2RE
MRE - AREMSER DBEBTRAETERRA - BRE
MEBERAREF  REZBHEENTE -
RTEETINEEENELRE  ARBEHELELTRE
D TESER > THSEERKESOEME "EIMER,
 BBBEERTE « AFHIRERE -

As COVID-19 swept the world in the past months, Infinitus took
the lead to ensure that administrative staff and sales partners of the
company worked closely in the spirit of "Customer and Company as
One" to combat with the pandemic for a safe return to the workplace
and production base.

A taskforce was set up correspondingly at product lines to take charge
of epidemic prevention and control as well as stabilise production and
operation to handle the aftermath of the outbreak. Along with safety
measures provided to employees and sales partners, steps were taken
to reduce the impact on business and production.

Infinitus regards employee health and safety as its priority. During the
outbreak, the company constantly updates its staff with information
on epidemic prevention and control. Epidemic prevention supplies
and contingency benefits are also provided. With all kinds of online
communication tools and platforms, telecommuting has been adopted
to maintain communication and support operations effectively to
lessen the impact on the same.

To facilitate the resumption of business operation in a steady and
orderly manner, flexible work arrangements have been introduced, while
franchised stores are provided with 800,000 "epidemic prevention kits".
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" Scan to watch the Work Resumption video
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With logistics and delivery services gradually resumed, Xinhui and
Yingkou production bases successively recommenced their productions
in February, so did the customer service centres and warehouses
across the country. To enhance transparency, Infinitus livestreamed its
safe resumption of work and production for the community and sales
partners to witness the situation on the ground. Indeed, its stringent
quality control measures were strengthened, as testament of Infinitus
honouring its "100-1=0" quality control philosophy under whatever
difficult situations.

<V 3 FERERBETEEN
RiGER
Infinitus's livestream of the

safe resumption of work and
production




4

T 5
FEATURES

=EEH S Market Stabilisation

RE > EREL "AAhBRTE ) REBBERRB AKX
O HE TRME  BRR NSEKLEE  BiENR
mETE  BRMRBRIETETE  NRLRLEF &
EEBHRERE—RIMLERES  BBEFAFEE - B
BRBELZERERLVEEF  FERTRELR -

Various online measures stemmed from Infinitus' Fifth Five-Year
Plan and business development strategies, including online retail
enhancement and sales promotion schemes, were rolled out to
stabilise sales market and sales growth. Online training sessions were
provided to sales partners to boost their work efficiency and drive
business development. Infinitus also leveraged several quality online
platforms to increase its brand awareness in the digital world.

A EREBEEDRRBETS /R

Logistics services resumed at Infinitus Production Bases

[ 12 ] IR[EIIT
Combatting the Pandemic Together

FRMRAENTEGRTEHEER  BEERBNERE The impact of COVID-19 has not fully subsided; fortunately, all walks of
m BRAMeKSATHEOZIEELEATHBLIET » 258 life in the community have taken the initiative to reach out and show

N — X N = their love and care to those affected by the epidemic. By upholding
ZFOERE - FAEERKOYE  RTLEEESE -
RO - FRE RIE RS T the core values of "Si Li Ji Ren (Considering Others' Interests)" and

BETREANEAL ~ TERHEE WROER BHRER "Benefitting the Community”, the Lee Kum Kee Group will continue to

eSS £ TE ) EBRERETT  LERFE - monitor the development of COVID-19 and reassure that we are in
this together with the community and are committed to fulfilling our
social responsibility amid the COVID-19 pandemic.
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Lee Kum Kee Weighs in: Offering Constructive Proposals at CPPCC

As CPPCC committee members, Directors of Lee Kum Kee actively
tendered proposals on various current issues including the sustainable
development of family businesses and the industrialisation of Sichuan
cuisine at the 2020 CPPCC, which received extensive media coverage
and high acclaim from the public.

rZEB% & National CPPCC Session —
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At the National CPPCC session held in Beijing in May, Mr. Sammy Lee presented two proposals, namely, "Suggestions on Further Popularising
the Health Culture of Traditional Chinese Medicine (TCM)" and "Suggestions on Promoting the Orderly Inheritance of Chinese Family Business"

during the meeting.

TCM is not only the heritage of Chinese culture, its use for treating COVID-19 has also drawn foreign attention on its contribution. To further
publicise the use of TCM, Mr. Sammy Lee called for strengthening the universal education of Chinese medicine among the next generation to
better developing their knowledge on TCM. He also advocated that the promotion of TCM must be well-regulated in order to enhance public

confidence in Chinese medicine.

In addition to call for raising health awareness among the general public, Mr Sammy Lee continued to pursue his course on promoting the
collective development of family businesses in China. He appealed to the government to take the lead in propagating the importance of family
business succession and implementing policies to ensure the orderly inheritance of private enterprises.
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As a Sichuan CPPCC committee member, Mr. Charlie Lee has
paid attention to the development of Sichuan cuisine.

In the Sichuan CPPCC session held in Chengdu in May, Mr. Charlie
Lee presented two proposals, namely "Suggestions on Positive
Developments for Innovating Sichuan Cuisine" and "Suggestions on
Promoting the Inheritance and Development of Family Enterprises".

In keeping with Lee Kum Kee's corporate mission of Promoting
Chinese Culinary Culture Worldwide, the Sauce Group has a special
interest in the development of Sichuan cuisine. Mr: Lee expressed that
the healthy development of creative Sichuan cuisine and its readiness
to advance with times will impact on the prosperity of the industry.
Accordingly, he suggested formulating a set of new standards and
grooming the right talents, aimed at innovating the traditional Sichuan
cuisine and inspiring creative twists to present-day recipes, so as to
maximise the potential of Sichuan cuisine.

As the fourth-generation of the family business, Mr. Charlie Lee
was keen on promoting the inheritance and development of family
enterprises in Sichuan. In his proposals, Mr. Lee suggested that the
government should play a leading role to assist family businesses to
establish a comprehensive training system and a family governance
structure, thereby creating a social environment conducive to nurturing
the next generation of young entrepreneurs.
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In January, the Liaoning CPPCC session was convened in Shenyang
where Mr. David Lee presented "Suggestions on Promoting the
Inheritance and Development of Family Enterprises". Currently,
up to 80% of private enterprises in China are family-owned.
These corporations play a significant role in driving China's rapid
economic growth. Mr. Lee viewed the right approach to grooming
leaders in the younger generation directly correlates with the
success of family businesses. As such, he proposed that the relevant
authorities should enhance education and training for the young
generation of family businesses; build a platform for communication
and concurrently, through appropriate incentivising measures to
recognise entrepreneurship, nurture potential leaders in the younger
entrepreneurs.
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Lee Kum Kee Featured in
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In January, The People's Republic of China Yearbook 2019, edited by The Yearbook Publisher
of the People's Republic of China, was officially published by Xinhua News Agency. The Sauce
Group of Lee Kum Kee and Infinitus of LKKHPG are among the selected enterprises of Xinhua
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News Agency's National Brands Project featured in the Yearbook.
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The People's Republic of China Yearbook 2019

The People’s Republic of China
Yearook

2019
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Published since 1981, The People's Republic
of China Yearbook is the only national
Yearbook recognised by the General Office
of the State Council and the National Press
and Publication Administration in China. The
Yearbook is a valuable collection publication
as it records the development of China with
comprehensive information of historical
significance for better understanding of the
country. Being featured in the Yearbook
can further enhance brand recognition and
reinforce brand influence around the world.
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Xuhui District Delegates Visit Lee Kum Kee China Trading Headquarters
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Mr. Jiang Yong, President of the Shanghai Xuhui Chinese

In March and April, delegates from the Shanghai Xuhui District Committee
and Shanghai Xuhui Chinese Overseas Friendship Association visited
Lee Kum Kee China Trading Headquarters in Shanghai respectively. They
commended Lee Kum Kee for the outstanding epidemic controls put in
place and significant donations made by the Group during the COVID-19
outbreak, as well as its swift response to the State Administration for
Market Regulation's call for "Stabilising Prices, Quality and Supply" to help
stabilise market supply and bolster consumer confidence.

Mr. Bao Bingzhang, Secretary for the Shanghai Xuhui District Committee,
delved into details pertaining to epidemic control measures at city and
district levels, and displayed keen interest in understanding the brand's
current situation on preparation for work resumption. Mr. Jiang Yong,
President of the Shanghai Xuhui Chinese Overseas Friendship Association,
reaffirmed the Association's continued support for corporations and shared
plans on gradually resuming activities, such as the Hong Kong-Shanghai
Youth Exchange and programmes on food education, once the pandemic
came under control.
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Shanghai Xuhui Chinese Overseas Friendship Association
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Promotion of "Home Cooking" during Pandemic
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From various times between February and May, different countries
have imposed lockdown arrangements to require or encourage
people to stay at home as a measure to combat the COVID-19
pandemic. Lee Kum Kee teams quickly responded to the acute
circumstances and leveraged various social media platforms to
launch different marketing campaigns, inspiring consumers to
cook at home using Lee Kum Kee sauces while homebound.
In addition, markets effectively made use of e-newsletters and online
classes to keep contact with clienteles, providing them with updates on
applications of products.

The China Trading team provided easy recipes for daily home cooking
under the theme "Stay Home Recipes: Cook like a Masterchef" and
amassed around 125,000 views for its video clips and culinary features.
To further enhance consumer engagement, the team encouraged
consumers to post photos of their "culinary masterpiece". This greatly
boosted fan participation and elevated the brand image and influence.

The e-commerce team also conducted daily livestreaming on its flagship
stores with major e-commerce sites like Tmall and JD.com, to offer
enriching contents such as online cooking classes, attracting a cumulative
total of 7,300 live viewers. Some of the livestreaming featured popular
social media influencers, garnering an astounding viewership of |9
million hits with some 30,000 special bundle deals snapped up within
the same day of the broadcast. With a series of focussed and effective
online marketing strategies, the Lee Kum Kee Tmall flagship store was
duly accorded the "Top Recommended Brand" by Tmall.
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"LKK Just Cook At Home" Contest
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After the Malaysian government had imposed the Movement
Control Order, Lee Kum Kee launched the "LKK Just Cook
At Home" Contest in April, encouraging people to make
their own meals at home. Contestants were required to
upload photos of their home-cooked meals made with Lee
Kum Kee sauces on social media. |00 winners were awarded
with Lee Kum Kee Gourmet Hampers. The contest received
overwhelming response from consumers, driving an increase
in our brand affinity.
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LEE KUM KEE

WOK ALONG WITH LEE KUM KEE
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VISIT WWW.LKK.COM TO SEE THE DELICIOUS GUIDE —

BOMMER T IRBERIREIRIKIEE L, R ERAHERFE 8
TEANFRCREDZRERREARPRE/NEL X E
BEGRT AR ARPRGEMERENEHER
o IRy THRTEPMELRELE  2BERB2LHEX
HEERF AR ERDFRTERNBEDRES - 1Em
BRENHEE RN RTENREERER °

st - RARFTFEZEMNE S BHNRREE > BONEBRE
PREFHTITESTEN  NEFER BEEREM
DR RESHERER - RETEmMBIBE -

_

RS REEERIERE, A

Scan to browse "A Delicious Guide for Home Cooking"

Lee Kum Kee Europs
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proper iImmune funclion. We've put our Know how into a delicious guide,
containing simple recipe suggestions ana kitchen nacks that aim 1o Keep you
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In Europe, the "Wok Along with Lee Kum Kee - A Delicious Guide for
Home Cooking" Campaign was launched. The Guide provided healthy
eating and cooking tips, kid-friendly recipes, and tips on how to make
dishes out of leftover ingredients. It could be found on muiltiple Lee
Kum Kee social media platforms, consumer e-newsletters and our
websites. An online cooking competition was also held to encourage
consumers to stay home and cook using Lee Kum Kee sauces.
Consumers were invited to upload photos of their homemade dishes
for a chance to win Lee Kum Kee hampers and supermarket vouchers.

In order to stay connected with the trade customers, the Europe team
sent out regular e-newsletters to retailers sharing our new products,
featured product information and recipes support for the purpose of
strengthening relationships.
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"One Recipe per Day" Social Media Campaign
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Most places across the United States have been under the shelter-in-
place order since mid-March. Lee Kum Kee was quick to launch the
"One Recipe per Day" Campaign on various social media platforms.
The campaign aimed to provide daily cooking inspiration for people
that stayed home.

A total of 31 recipes were created for the campaign and were
uploaded daily on Lee Kum Kee's WeChat, Facebook, and Instagram.
The recipes focussed on teaching consumers to make quick and easy
dishes using common ingredients. In view of the surging demand for
grocery delivery, the team worked closely with E-Commerce partners
for product delivery and leveraged their online platforms to help
promote our recipes and products.
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In May, Lee Kum Kee Americas team hosted a number of virtual culinary
classes for the first time for key foodservice customers via online video
conferencing platform to demonstrate the versatile use of our sauces.
Popular restaurant chain Applebee's was among the participants. For
instance, one of the classes demonstrated the making of scallion pancake
based on three different recipes, by using Lee Kum Kee's XO Sauce,
Chiu Chow Chilli Oil, Gluten Free Soy Sauce, and Pure Sesame Oil.

Sauces to be used were sent to customers along with recipes prior
to the scheduled class so that viewers could prepare the ingredients
beforehand and participate during the online class. The online classes
were well received by participants.

6 e Bl video
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Participates in "China Brand Day"
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In order to fortify brand development and increase widespread influence and recognition for Chinese
brands, 10 May has been officially designated as "China Brand Day" since 2017.

On the "China Brand Day" this year, Lee Kum Kee, as a household name in the sauce and condiment
industry, was selected as a celebrated brand for the "China Brands Museum" and recognised as "Food
Quality Assurance" enterprise by the People’s Daily. In addition, the brand was acclaimed as "Industry
Leading Brand" by Economic View;, subsidiary of China News Service. These recognitions affirmed Lee
Kum Kee's efforts and achievements in promoting Chinese culinary culture worldwide and further
cemented its international status as the eminent sauce and condiment enterprise.

Lee Kum Kee also participated in various "China Brand Day" promotional events hosted on key media platforms. These included a Lee Kum Kee
product showcase on the "510 China Brand Day Shopping Festival" livestreaming event, an initiative spearheaded by the National Brands Project of
Xinhua News Agency; the "What Makes a Top Brand? Weibo microblog sharing campaign held by the popular CCTV-| series "The Growing of the
Great Brand"; and the philanthropy event under the "Battling COVID-19: Kudos to Chinese Food Brands" campaign organised by the China National
Food Industry Association, all of which greatly boosted brand recognition for Lee Kum Kee.

ZEEYLFY T ZEHEAG 4D | {ﬁ%fﬁiﬂ

Support for Consumption-boosting Campaign in Jiangmen

SH BEESIFTHEREETESEEMEERE » JIFA™  In May, the Jiangmen Municipal People's Government launched the
BITER THMEAE XTI, B NBTEES [ "Happy Spending in Jiangmen" campaign to boost post-pandemic
iR IR RN B D SRS - consumption as businesses in consumer services resumed full

operation. In a bid to spur consumption, the campaign offered

2 4 20 T 8 PE T B T ORAR 0 BST PO B AOE SR T A vouchers and coupons to local residents.
EBTMAKINBTHBFEESIF  HELE—ZRYEELEEE To support this government-led initiative, Lee Kum Kee partnered
E . D FIRNOLLETIHMABRTHIEERNEE with two of the largest supermarket chains in Jiangmen, Dachang
N

Supermarket and Yongli Supermarket, to roll out a series of attractive
7] =, STE S ”\ L] N é/\ =) o
MEEMR - MARHEEH MR8 rebates for grocery shoppers.The brand deployed over 60 employees
to the supermarkets to introduce Lee Kum Kee products to
consumers to enhance consumer understanding on the brand.
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"Gift Your Mum with the Taste of Love"

Mother's Day Campaign
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Not every mother is a master chef, but all of her dishes are unique.
Your mother is probably the chef who knows your taste best of all and,
although she may not have many signature dishes, they always turn
out to be your favourite. After trying all kinds of flavours in different
restaurants across the land, at the end of the day, you will realise that
the taste you are pursuing can only be found at home.

Dishes made by our mother are not replicable because her love is
conveyed through taste into our heart. For the event of Mother's
Day this year, Lee Kum Kee Global Marketing team rolled out a
worldwide campaign themed "Gift Your Mum with the Taste of Love".
The campaign strived to raise the awareness of customers in different
markets on the importance of Mother's Day, encouraging them to
make use of the delicious but easy-to-use Lee Kum Kee sauces to
cook a simple yet warm-hearted meal to express gratitude to our
mothers as all celebrate this special day together.

In view of the COVID-|9 situation, each market tried to use social
media channels and combine with offline activities to promote the
campaign and successfully cascaded the message far and wide. Through
this campaign, not only did we enhance brand awareness, but we also
further strengthened the connection between Lee Kum Kee brand
and Mother's Day.
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Lee Kum Kee launched the Mother's Day promotional video "Mom's
Favourite Dish" on multiple platforms in Mainland China, where
people were asked if they knew about their mothers' favourite dishes,
and encouraged them to cook for their mothers on this day to
"Gift Your Mum with the Taste of Love". The video stimulated heated
discussions and recorded over 3.89 million views on Weibo. The post
reached 24.22 million engagement rate and was reposted by multiple
media platforms, reaching over 15.24 million views. Many consumers
responded to our appeal by forwarding our Weibo post, writing down
their gratitude for their mothers' dishes and cooking for their mothers.

The team also invited consumers to join the "Cook for your mom
and buy her the good sauces she deserves" Campaign. Along with the
"Mother's Day Special Set" on Tmall flagship store, which comprised
Lee Kum Kee Premium Oyster Sauce, XO Sauce and Additive Free
Soy Sauce, the campaign successfully enhanced the brand awareness.

A RHEBE "RRBERNKE  REL. ®

Scan to watch the "Mom's Favourite Dish" video
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The Hong Kong market launched a series of Mother's Day campaigns
in honour of all mothers. A set of "Beauty Recipes" was released
on social media to encourage consumers to make dinner for their
mothers to show their gratitude. The recipes were so easy to follow
that even a novice would be able to serve up a love-filled meal with
the use of Lee Kum Kee sauces. Consumers were also invited to share
their memorable home cooking experiences in the "Gift Your Mum
with the Taste of Love" competition on Facebook. In addition, the
team launched a consumer promotion drive in supermarkets, where
customers would win free massage products to surprise their mothers
by preparing a delicious meal with the Lee Kum Kee sauces purchased.

M Australia

TEBN - ZEFFCH Facebook R Instagram SRR 4 Y - BH
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In Australia, Lee Kum Kee launched Facebook and Instagram
competitions for participants to share their favourite memories
cooking with their mothers. Participants indeed shared many touching
stories as they expressed their affection for their mothers. The
consumer-engaging activities further enhanced Lee Kum Kee's brand
affinity.

Furthermore, in response to the Australian government's appeal, Lee
Kum Kee launched a Mother's Day Recipe eBook on its Australia
& New Zealand official website for free downloads, encouraging
consumers to stay home and cook for their mothers so as to reduce
the risk of infection while expressing love to them.

A RETREROBEART

Scan to download our Mother's Day Beauty Recipes

<« BHTHERSRRETE
Scan to download our Mother's Day
Recipe e-Book
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Weckly Prize: Daily Cash Prize:
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Malaysia celebrates Parents' Day in May and June for children to =4 | |
express their gratitude to parents during the festive time. Since mid- 3 Easy Steps tolin
April, Lee Kum Kee launched the campaign under the theme "Gift Your 2
Parents with the Taste of Love" in Malaysia as a prelude to the festivity.

Lee Kum Kee provided easy-to-cook videos to help consumers show
their cooking skills to their parents. At the same time, the market
collaborated with influencers to enlist a group of culinary masters
to share gourmet photos, while prize-awarding games were rolled
out to promote product sales. Through a series of eye-catching
online and offline promotions, not only did Lee Kum Kee increase
interaction between the brand and consumers of different ages, it
also strengthened the connection of the brand with the festivals and
reinforced brand loyalty.

B America
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A series of online and offline interactive promotional activities was
launched in the American Chinese market. From online promotion of
simple and easy-to-cook recipes to the promotion of in-store display
items in large Chinese supermarkets, Lee Kum Kee demonstrated the
diversity of its products as well as brought out the message that it is
keen to help children express their gratitude towards their mothers
through cooking them a tasty meal.
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Supports 2020 Plant-Based Food Innovation Contest
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Co-organised by the Shanghai Society of Food Science (SSFS) and
ProVeg International, the "2020 Plant-Based Food Innovation Contest"
was kicked off in June. Lee Kum Kee was among the collaborating
companies. The competition attracted over 100 students from leading
tertiary education institutes in Shanghai including East China University
of Science and Technology, Shanghai Jiao Tong University, Shanghai
Ocean University, Shanghai Institute of Technology and Shanghai
Business School.

In support of the "Healthy China 2030" Initiative and the growing
health consciousness, the contest was themed "Plant-based Food" to
promote plant-based diet. The contest also provided a platform of
communication and creativity for food science students and served to
cultivate talents for the industry. A plant-based diet consists mainly or
entirely of food derived from plants, including vegetables, seeds, beans
and fruits, with few or no animal products such as meat and dairy.
Studies have shown that adopting a plant-based diet can help reduce
the risk of chronic diseases including heart disease and diabetes, while
improving cardiovascular health.

As a keen supporter of the development of food technology and
an advocate of healthy diet, Lee Kum Kee stays ahead of the plant-
based diet trend. In the contest, participants were invited to design
and develop a plant-based instant sauce pack using one or more Lee
Kum Kee products, combining the plant-based diet trend with the easy
cooking needs of the younger generation.
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Lee Kum Kee Cup Student Innovation Competition 2020

Kicks Off Virtually
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In May, food industry experts and corporate representatives along with teachers
and students from various high schools convened online as the Lee Kum Kee Cup
Student Innovation Competition 2020 kicked off virtually.

Co-organised by the Chinese Institute of Food Science and Technology and Lee
Kum Kee, 2020 marked the 10™ anniversary of the Lee Kum Kee Cup Student
Innovation Competition. Designed to provide students with a platform for gaining
experience through professional practice and catalysing innovation through
scientific research, the competition served to encourage food science students to
develop creativity in traditional Chinese seasoning and condiments as well as to
enlist the cooperation of the community at large to nurture R&D talents for the
food industry.

This year, the competition took on the theme of "Innovating Artisanal Sauces:
the Lee Kum Kee Spirit". Participating teams were asked to design and develop a
plant-based convenient seasoning sachet using Lee Kum Kee products. In addition,
participants had to collaborate with students from relevant fields of study to
create promotional posters for their work. The competition attracted students
from a number of tertiary education institutes across the country, including
Harbin University of Commerce, Dalian Polytechnic University, China Agricultural
University, Shanghai Ocean University, Zhejiang Gongshang University, South China
Agricultural University, Fuzhou University, Sichuan Agricultural University and
Changsha University of Science and Technology.

A PTHERRNERMEEGRBERAN (£) AREE
Ms. Shao Wei,Vice President of Chinese Institute of Food Science
and Technology (left), delivered a speech for the competition

A EREBTEEHAITER ﬁ?LEﬁ%E%ED Efﬁi
Mr. Dodie Hung, Executive Vice President - Corporate Affairs of Lee
Kum Kee Sauce Group, sent his message to the participants
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Healthy Soy Sauce Campaign in China
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Lee Kum Kee has long been a pioneer and leader in the sauce and condiment
industry for championing wellness for the health-conscious modern
cosmopolitan with its range of healthy soy sauce products.

Revolving around the theme of "Less Sodium to a Healthier; Delectable Life", the
Sauce Group launched a campaign with events extending over 2,000 grocery
stores and supermarkets hosted across 149 cities nationwide between April and
June, which effectively paved the road to post-pandemic sales promotion. The
campaign shone a spotlight on Lee Kum Kee's Salt Reduced Soy Sauce series
including the Salt Reduced Light Soy Sauce and variations of the Salt Reduced
Seasoned Soy Sauce to promote a revolutionary concept of gourmet cooking
complementary to healthy lifestyle.
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HEOOIVFEME BN ES —THREE » TAEIFE4 To leverage on our achieving No.!| in sales of soy sauce in Hong Kong

B Ztem ) TREES— | ATE E/‘Jafi‘}ﬁ ST for thg seconq consecutive year in 20'9.: Lee KLIJm ‘Kee launched thg
No.! in Sales in Hong Kong No.! inTaste" campaign in March and April

) U S bl , Ay ,
B HHTRTEMBOATMBBE - CBR TH L KR this year, to convey the message that the full Lee Kum Kee Soy Sauce
AL - EEEEEMN range contains no preservatives and only umami, reiterating our position

EREBRTERSETTRE  BROBBERREE o e
AT LUEILE B e B @%éf’ﬁ??%ﬂmtﬂ_ﬁAM%}E The campaign made use of multiple digital platforms, where
op e Eaf ° = . . . . .

b4k 75 g 5 information was accessible to all in the comfort of their homes.
S EAER A RS RECHN MR AL 0 18 The team created a mobile pop-up full screen advertisement, which

RELBENK o [ (R0 un L EH 2 BN would re-direct to our official website, providing information on the

AEEEN AR IEGREEREN  HTEe=s f31pplica‘cions and product features of different Lee Kuleee soy sauce,
o B S EER in order to enhance product exposure. At the same time, useful tips

ERREREMBRIE on selecting high-quality soy sauce and ways to properly store it were
XF EREHANZEBRRES publicised on our website and other media platforms. By providing
e IR ENRKRE T EE consumers with comprehensive information, it helped achieve search

o engine optimisation and led to higher product recognition. To extend
? EERIERAL BB MR gratitude to our supporters, we cooperated with a well-known
AT electronics brand on a kitchenware giveaway to reinforce brand affinity.

GREH Y PR EOR RS

Scan to learn more about the Lee Kum Kee Soy Sauce range
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Scan to learn more about the Savoury Seafood Soy Sauce
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Savoury Seafood
Soy Sauce Campaign
"Perfect for Stir-frying Seafood
by Enriching the Taste Delicately”

In the first quarter this year, Lee Kum Kee launched a promotion
campaign with the theme "Perfect for Stir-frying Seafood by Enriching
the Taste Delicately" in different channels to promote the new Savoury
Seafood Soy Sauce so as to enhance product exposure.

With abalone extract added to the first extract of soy sauce, Lee Kum
Kee Savoury Seafood Soy Sauce gives a slight taste of sweetness and
brings out the umami of seafood, which pairs well with any seafood
dishes, especially stir-fried dishes such as Sea Snail in Spicy Chilli Sauce
and Stir-fried Seafood in Soy Sauce.

In addition to in-store display and promotion on Facebook, advertisements
could be seen on various social platforms and websites as well as
over |10 bus stops in the city. Hong Kong market also partnered with
restaurants and retail stores to give out product samples, attracting
consumers to try out the product at home.
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Scan to browse Double Deluxe
Soy Sauce recipes

RSB EAABHAT
Scan to browse Double Deluxe
Seasoned Soy Sauce recipes
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Double Deluxe Soy Sauce Series Campaign
"Enjoy Delectable Soy Aroma that You Can Trust™

EHED
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In April and May, Lee Kum Kee launched a Double Deluxe Soy Sauce
Series Campaign themed "Enjoy Delectable Soy Aroma that You Can
Trust" in Hong Kong. Highlighting Double Deluxe Soy Sauce and Double
Deluxe Seasoned Soy Sauce, the series served to attract customers
who value both health and taste as it is made from double fermentation
and naturally brewed to perfection with zero additives.

To deepen public understanding of the Double Deluxe Soy Sauce Series,
Lee Kum Kee advertised in supermarkets and on seat backs of buses to
reach a larger customer base. Other than the digital banners and videos
introducing the product features, customers could also participate in
a fun mini game on our Facebook. Through customer engagement, we
successfully conveyed the campaign message to different customer
bases.
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"Lee Kum Kee Oyster Sauce — The Perfect
Marinade with All Flavours in a Bottle” Campaign
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Following last year's "Lee Kum Kee Oyster Sauce — The Perfect Marinade with All
Flavours in a Bottle" Campaign, the second wave of the oyster sauce campaign was
launched in February and March, further enhancing the message that oyster sauce is
the "quicker, simpler and better" marinade.

Apart from advertising on buses and massive in-store displays, the thematic
advertisement could be found on popular cooking websites, targeting the cooking
enthusiasts. A series of videos was also posted on our website and social media
demonstrating that using Lee Kum Kee Oyster Sauce as marinade would get better
flavour and give the food better lustre, comparing with the use of the usual seasonings
such as flour; sugar and salt.

The promotion campaign, reaching over 870,000 views, reinforced the message that
Lee Kum Kee Opyster Sauce range does not contain any preservatives. It successfully
educated consumers on the benefits of using Lee Kum Kee Oyster Sauce as a meat
marinade, prompting the growth of the oyster sauce market as a whole.
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Since its launch, Lee Kum Kee Thick Soup range has quickly become a customer
favourite. Following the latest addition of the new flavour "Satay Thick Soup" in last
December; the Hong Kong market launched a campaign under the theme "Thick to
Stick on, Quick to Move on!" during March to May in order to capture the market
share of the younger generation.

In addition to in-store display, the campaign focussed on online advertising. A series of
advertisements in the form of psychological test was uploaded on social media, coupled
with digital advertisements on other Facebook pages and music streaming mobile app,
to promote the "thickness" of Lee Kum Kee Thick Soup range. The campaign successfully
resonated with young customers in marketing the new Satay flavour:
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Scan to watch "Lee Kum Kee
Oyster Sauce
Marinade Challenge"
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Scan to learn more about
Lee Kum Kee Thick Soup range
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Seeing the trend of growing health consciousness in Hong Kong, Lee Kum Kee launched
yet another Premium Mushroom Powder campaign in April and May. Marketed under
the theme "Sweetness and Umami Double up with Double Mushrooms", the campaign
promoted our "no MSG added" Premium Mushroom Powder which can be used as a
replacement for salt and sugar. One can of Lee Kum Kee Premium Mushroom Powder
can meet the basic cooking needs of consumers.
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Thematic advertisements were displayed in supermarkets and buses across Hong
Kong. The team also highlighted the product features and applications of the Premium
Mushroom Powder on Facebook. By collaborating with other social media platforms
in developing new recipes and giving out product samples, the campaign successfully
reinforced the broad usage of the products and expanded our consumer base.
7 B FRRHEER e
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Scan to view more Premium i il |
Mushroom Powder recipes
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New Cheer Packs Launched in Korea
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With the growing number of singleton households in Korea, there is a growing demand
for small package products.

In February, Lee Kum Kee rolled out the Cheer Pack Panda Brand Oyster Sauce and
Hoisin Sauce. The easy-to-"squeeze" design and handy storage packaging provide
customers with a convenient option. In addition to printed advertising and in-store
displays, short cooking videos, sample giveaways and blog postings on social media were
launched to attract more customers.

ARHBEREHRBRER

Scan to watch short cooking videos
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Sour & Spicy Soup Paste
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In view of the popularity of Sichuan cuisine, the Hong Kong market
launched Sour & Spicy Soup Paste to enrich our product portfolio.
Made from a careful blend of salted green chilli peppers with a strong
vinegary sour taste, the product can be used as soup base, in stir-fry and
cold dishes, serving as an easy option for chefs to prepare any sour and
spicy dishes.

‘W]- =’\[ IF 11 h; |
P2z 1§ | E O

New Products Launched in Hong

Kong Foodservice

In the spirit of "Constant Entrepreneurship”, Lee Kum Kee persistently
pursues product innovation to bring convenience and new flavours to
consumers. In the first half of the year, Lee Kum Kee rolled out various
new products in Hong Kong Foodservice market, including Sour & Spicy
Soup Paste, Seasoning Paste for Dim Sum and Laksa Paste.

W i 1 0

SOUR & SPICY SOUP PASTE

A RHSEELHAR
RaERE
Scan to view Sour
& Spicy Soup Paste
recipes
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Seasoning Paste for Dim Sum
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SEASONING PASTE FOR DIM SUM__
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The brand new Dim Sum Sauce is developed on the secret recipe of
traditional dim sum chefs with authentic Hong Kong flavour. The full-
bodied flavour and paste-like texture are best for marinating dim sum,
meat such as pork ribs and T-bone and stir-fried dishes. The multi-
functional product is a great addition to the kitchen.

ARHERELHOEERE

Scan to view Seasonmg Paste for Dim Sum recipes
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Laksa Paste
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To keep up with the growing variety of cuisines, Laksa Paste is launched
to enhance our soup base product range. Authentic Southeast Asian
flavour can be served with ease by simply adding water to this Laksa
Paste product. Chefs also have the choice to add in some peanut sauce
and lemongrass to enrich the taste even more, or use the paste for any
stirfried dishes.

A RHEEEEZRPRZERE

Scan to view Laksa Paste recipes
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New Thai Flavoured
Ready Sauces Launched
in New Zealand
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Scan to view Ready Sauce for
Thai Green Curry recipe video
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M \TA;{;L for
THAI GREEN
CURRY

Ready Shnce for

PAD THAI

NET120 g NET/120'g

In March, Lee Kum Kee rolled out two new Ready Sauce flavours in
New Zealand — Thai Green Curry Sauce and Pad Thai Sauce. Inspired
by Southeast Asian street food, the two new flavours are a perfect blend
of aromas and spices unique to the region. Consumers can easily make
authentic Thai food in the comfort of their homes.

With the onslaught of the COVID-19 pandemic, the New Zealand
market made use of online and social media channels to promote
the new products. A series of simple yet inspiring cooking videos was
uploaded and broadcasted across multiple on-demand channels to
educate consumers on the use of the new products. The step-by-step
tutorial encouraged consumers to stay home and cook for themselves.
Well-received among locals, the campaign further enhanced Lee Kum
Kee's brand awareness.

GRFHBERAWARHEE
HERETH
Scan to view Ready Sauce for
Pad Thai recipe video
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In January, Lee Kum Kee kicked off its "Delicious Moments with Lee Kum
Kee" campaign in Malaysia in celebration of Chinese New Year:

Targeting both retail and foodservice channels, Lee Kum Kee rolled out
the Holiday Promotional Pack and offered special promotions on our
Oyster Sauce, Soy Sauce, Sesame Oil and selected convenience sauce.
Other than the nationwide in-store displays, the team invested in Call-
To-Action radio advertisements and held Chinese-New-Year-themed
contests with the slogan "Delicious Moments with Lee Kum Kee",
strengthening the connection between everyday meal and the brand.
The campaign successfully enhanced our brand recognition and drove
sales.
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Foodservice Training and Chef Seminars in Europe
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In February, Lee Kum Kee partnered with local distributors and
Vereniging Chinese-Aziatische Horeca Ondernemers to host several
workshops and chef seminars in different countries in Europe, providing
over 30 hours of training to around 250 local foodservice wholesalers,
food industry professionals, restaurant owners and managerspchefs
and students. The training aimed to share with participants the Chinese
culinary culture and technical skills and demonstrate the use of Chinese
sauces in making local specialties, thereby effectively introducing the Lee
Kum Kee brand and sauces to the mainstream market.

Lee Kum Kee hosted a foodservice workshop at Varoulko Seaside, a
Michelin-starred restaurant in the Greek capital Athens for local chefs.
During the event, the use of Lee Kum Kee sauces was demonstrated
in preparing local specialties. Spaghetti with Butter and Oyster Sauce
and Mediterranean Style Meat Skewers were particularly appealing to
patrons. By showcasing the versatility of our sauces, the event broadened
the culinary knowledge and instilled inspiration in the local food industry,
and successfully drove the growth of our business. After the event, Lee
Kum Kee was invited to hold another training session for 50 chefs from
restaurants in Rhodes Island.




ERER 5]
SAUCE GROUP

faifd Netherlands

1| IS | -

e sl
— m| f

TETBENovaBF 2Tl - 2T "BF L BEE - &
BT FHEMEBERRTERAR - TEEF » TR
BRY MEERNERMBEANBEN - BERETRERTHA
FIREETT % © MMNovaB [N E X B EEARREEASE
FRTEN IRFBRTEHNECREERNERTS - 2
RABE—S REBLETETHRTEHNNERRE - @M
DEBHPEREXIE

552 Ukraine

FRTEF T RBELTERIFEESRAEERS
BMEXFMPEFRZEHIRIAE  MEBMWERER{CH
FEXFEAHE - BBWS| T BB I002KEEMERERE
NER2M > BRRT T2EKAZLBERE » ABFIESR
AR LRHER - BRI ENEMHTRLTERNNZ
R REIEE > BREBAMAREITERTEN 5
BRI MAEE LR E LERFRIER - ZAHBFME
BNEBRRENFE  FEFRTARIERBLZH/LUN

REED ©

1 W
Lee Kum Kee offered a fun-filled Chinese cooking session with the
theme "Dumplings" for students at Nova College in the Netherlands.
During the session, in addition to introducing different applications of
Lee Kum Kee sauces, the team also gave a live demonstration on various
ways to make dumpling dishes. A wide selection of Lee Kum Kee sauces
was already being used at the professional kitchen of Nova College,
indicating that the Lee Kum Kee brand had taken root in the mainstream
market in Europe. The workshop served as further demonstration of
the application of Lee Kum Kee sauces and an introduction to traditional
Chinese culinary culture to participants.

Py — i

Lee Kum Kee hosted a series of Chinese culinary seminars for
professional chefs in four cities in Ukraine, with chefs from famous
Chinese restaurants in London sharing their insights. Over 100 chefs
from local restaurants took part in these seminars, where a number of
classic and fusion dishes were presented to stimulate innovation in their
menu planning. Chefs who participated in the seminars were impressed
by the versatility of Lee Kum Kee sauces, the inspiration instilled on
their application in menu design as well as the impact on their career
development and culinary knowledge. As such, the chefs left the
seminars with the hope that more such future events would be staged
by Lee Kum Kee.
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Chinese Culinary Adventure for Sainsbury's Team
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Earlier this year, Lee Kum Kee hosted two Chinese culinary events for
Sainsbury's, one of the major supermarket chains in the UK.

In January, Lee Kum Kee held a Chinese New Year special lunch menu
experience at Sainsbury's headquarters in London. As the first brand
to hold an event at Sainsbury's headquarters, it demonstrated the key
partnership between Lee Kum Kee and the supermarket giant. During
the event, the core range of Lee Kum Kee sauces and seven newly
listed products at the end of 2019 were used to make both Chinese
cuisines and fusion dishes, and successfully enhanced the knowledge of
Sainsbury's team towards the brand.

To further provide a better understanding of Chinese cuisines, Lee Kum
Kee invited the Sainsbury's team to a culinary expedition at Chinese
restaurants Min Jiang and Yauatcha in Central London in February.While
sampling a wide range of Chinese dishes and dim sum made with Lee
Kum Kee sauces, Sainsbury's team was introduced to a wider application
of our products in dish preparation.

These events successfully raised consumer awareness in Chinese
cuisines and enhanced Lee Kum Kee's position as a key partner of the
mainstream supermarket.
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Tasty S8 SORTEDFood &1E

Collaboration with UK
Popular Social Media Tasty
and SORTEDFood

7
a TASTE
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Scan to watch Tasty's recipes

<R EE SORTEDFood /&
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Scan to watch SORTEDFood's
Chinese New Year Challenge

During Chinese New Year, Lee Kum Kee collaborated with popular
social media channels Tasty and SORTEDFood to produce a number of
cooking videos which received over millions of views. The videos served
well to facilitate the promotion of our brand and products.

Tasty created two recipe videos for Lee Kum Kee, teaching consumers
to make authentic Chinese food. The two videos were posted on
multiple social media platforms and our own page, receiving over 6
million views.

Lee Kum Kee also initiated a cooking challenge with SORTEDFood
where the two hosts were to make Chinese food using Lee Kum Kee
sauces and let the audience be the judge. The video received over
4.5 million views on YouTube within the first week of its launch, while
enhancing engagement with consumers.

These campaigns successfully generated new cooking inspirations and
rejuvenated the brand through appealing to the younger audience.

/M, Lee Kum Kee Europe 2 Tasty

RERELE-1R308 - @

Good Fortune Rice | Tasty

Jse up your left overs in this ‘Tasty' dish. Best served as part of your Chinese New Year celebrations, it'l bring you luck too!

#NewYearNewChew #LeeKumKee MR/ NS
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Kicks Off New "Direct Selling x Social E-commerce"

Business Model
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In order to ride on the digitalisation wave, Infinitus kicked off the new
“Direct Selling X Social E-commerce" business model in February.
Infinitus has been actively utilising online platforms to uplift sales via
various livestreaming events. A team of Key Opinion Consumers was
formed to share their own consumer experience, hence developing
the model of "fan economy". With the integration of online and
offline commerce, Infinitus is heading the way to thrive in the digital
revolution.
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With the COVID-19 epid
becomes utmost important. In'
Infinitus launched the handy "Anti-bact
keep their hands clean and sanitised any

Apart from enhancing personal hygiene, it is also impo
to boost their immunity. Adhering to the unique health conce
from Within for a Healthy Life", Infinitus introduced the

series "OriHerb" with quality Chinese herbal nourishments, incl
Donkey-hide Jelly, Instant Fish Maw, and Freeze-dried White Fung
with Jujube and Goji, offering convenient ways for urbanites to st
and healthy. The first batch of products is now available online.
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Response to Facilitate Work Resumption During the Pandemic
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78 Shanghai

During the COVID-19 outbreak from January to May, properties
under the Infinitus Property Investment adopted various precautionary
measures to ensure hygiene of the buildings and protect the health of
tenants, so as to help speed up work resumption.

Infrared thermometers were placed at the lobby of Hong Kong
Infinitus Plaza to measure the body temperature of tenants and
visitors before entering the office tower. Smart Al cleaning robots
for floor disinfection and elevator sterilisation with photocatalysis
technology were introduced to ensure effective disinfection. Fruits and
hand sanitisers were given out to tenants to heighten the spirit and
awareness in the fight against the epidemic.
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At Shanghai Infinitus Tower, protective gears had been distributed to tenants since the beginning
of the outbreak and an Epidemic Prevention and Control Plan was also established swiftly. An
online food ordering app was developed by the property management team, which promoted
takeaway and delivery service through online ordering. This not only facilitated office tenants' meal
arrangements, but also supported sales for the food and beverage tenants. This fully demonstrates
the spirit of "Si Li Ji Ren" (Considering Others' Interests) in surviving through the tough time together.
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A task force on disease prevention and control was formed at
Guangzhou Infinitus Plaza to formulate a comprehensive responsive
plan. Precautionary measures such as epidemic prevention education,
authentication passage, temperature screening and facial masks were
adopted to ensure workplace safety, hence safeguarding the health of
tenants and workers.

London "Walkie Talkie" Tower participated in the city-wide healthcare
worker tribute campaign, through which landmarks were lit up in blue
every Thursday night to express appreciation and gratitude to the
healthcare workers during the COVID-19 pandemic. Besides, hygiene-
related posters were displayed and hand sanitisers were provided in
the building to raise awareness of office hygiene.
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Infinitus Property Investment (Hong Kong) Named as
"Happy Company" for Two Consecutive Years
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In March, Infinitus Property Investment (Hong Kong) was awarded
as "Happy Company" for two consecutive years by Hong Kong
Promoting Happiness Index Foundation and the Hong Kong
Productivity Council in recognition of its effort in raising the happiness
index among employees. In addition to caring for employees' physical
and mental health and promoting a joyful workplace, the Company
also encouraged them to join volunteer services in order to gain self-
contentment and contribute to building a cheerful work team.
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Guangzhou Infinitus Plaza Honoured as
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In January, the Guangzhou Infinitus Plaza was among the |2 model sites
in Guangzhou being named as "Quality and Safety Model Construction
Site of Guangzhou 2019" by the Guangzhou Municipal Housing and
Urban-Rural Development Bureau. The selection criteria included
construction market behaviour, quality safety management, compliance
of construction unit and other management practices. The award was
a testimony to the property investment team's distinctive performance
in construction supervision, property management and tendering.
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Updates on Hope as Chef Programme
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Cultivates Love for Reading Online on "World Book Day"
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Students of 2019 Hope as Chef Chengdu Class received books at
their graduation ceremony
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A Starry Beam of "Hope" in the Pandemic
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In support of "World Book Day", Lee Kum Kee held an event themed
"Changing Lifestyles with Culinary Skills, Changing Lives with Reading"
in partnership with Sichuan Province Chengdu Finance and Trade
Vocational School in April. The event endeavoured to encourage
students on cultivating good reading habits. Renowned representatives
from the industry, including the Director of Human Resources from
Waldorf Astoria Chengdu, Executive Chef for Shangri-La Hotel, Expert
Consultant for Season Three of the popular documentary A Bite of
China and distinguished Hope as Chef graduates, participated in the
event along with outstanding graduates from the Lee Kum Kee Hope
as Chef Programme by offering their personal lists of recommended
readings for current students, for the purpose of inspiring them to
enhance their cultural sophistication through reading.

In an impressive display of "Si Li Ji Ren" (Considering Others' Interests),
graduates and current cohorts of the Lee Kum Kee Hope as Chef
Programme stepped up effort to contribute in whichever ways they
could to combat the spread of the COVID-19 pandemic. Many stayed
in cities that were impacted by the pandemic and distributed food
to residents on a daily basis, while others volunteered to assist with
temperature screenings; some braved the crisis by staying on the
foodservice frontline and the catering industry, still others persisted
in continuing education despite challenging circumstances in the firm
belief that the acquired knowledge would strengthen the foundation
for their future development.
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"Lee Kum Kee Cup - School of Life" Cooking Competition
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Volcano-shaped mashed potato

In May, Lee Kum Kee Hope as Chef students returned to school
while the COVID-19 pandemic was steadily under control. Under
the guidance of their teachers, the Hope as Chef Chengdu Class
students kick started their new term with a stimulating "Lee Kum Kee
Cup - School of Life: Fighting COVID-19 as One" Competition. Paying
tribute to everyday food, the students whipped up an enticing array
of palatable dishes using potatoes, a seemingly ordinary but staple
ingredient, in salute to the frontlines from all professions and industries
who were battling it out through the COVID-19 pandemic.
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"Mushroom" made with potatoes
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Recruitment for Hope as Chef 2020 Cohort Begins
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In May, recruitment for the new cohort of Hope as Chef Programme
officially kicked off. For the first time, the programme will be launched
in Guangzhou, extending the training course to three schools in the
country, namely, Beijing Jinsong Vocational School, Sichuan Province
Chengdu Finance and Trade Vocational School and Guangzhou
Vocational School of Tourism and Business. This year, |35 places are
planned for eligible youths with dreams of becoming a chef, bringing
hope to many families for alleviating poverty.
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On 20 May, also known as the National Student Nutrition Day, Lee
Kum Kee actively organised students of Lee Kum Kee Hope as Chef
Programme, Lee Kum Kee Cantonese Cuisine Masterclass and Lee
Kum Kee Corporate Scholarship in response to the call of the non-
profit organisation "Free Lunch for Children" to participate in a
thematic challenge event. Participants were asked to make a five-
person meal at a cost of RMB 20, film the process and upload it onto
the short-video platform, aiming to raise public attention to students'
nutrition in their meals and ensuring the wellness of students. Through
this event, the students demonstrated not only their passion for
the culinary profession and outstanding cooking skills, but also their
enthusiasm towards community welfare and strong sense of social
responsibility in the full spirit of "Si Li Ji Ren" (Considering Others'
Interests).
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In April, Infinitus joined hands with the Tangerine Charity of Sina
Guangdong to launch the "Infinitus 2020 Children's Sparkling Dream"
project in support of the "World Book Day". 200 sets of popular
science books were donated to children in need in rural areas in
Guangzhou, aiming to broaden their horizons and promote the joy of
reading.

Infinitus has always been committed to supporting children education.
[t established the "Infinitus Children's Dream Reading Space" Project
in 2015 to encourage children to develop the good habit of reading
and unleash their potential. Infinitus will continue to organise more
charitable activities for children to help create a better future for
younger generations.
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The "Walkie Talkie Tower Climb 2020" was held in February to raise
fund for Great Ormond Street Hospital Children's Charity for the
fourth consecutive year. Some 700 participants took part in climbing
up over 800 staircases to reach the Sky Garden on the top floor. The
charity run raised over £160,000 (approximately HK$1.53 million),
surpassing last year's record. The donation would be used for child
care and medical research for the hospitalised children.
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Hong Kong Infinitus Plaza Celebrates the
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THE EARTH NEEDS US NOW MORE THAN EVER

Maf will You do

SX BT R — B S BR

fonﬂw Eavithy Today?

2 (o the furure of o planet.
i i dar e ol R AP e e e o)
help transform the world for a healthier, happler and more

susainable future for al

L

Hrtased

s - T '.|[ W1 il

SO ), BLIMI T BUE LG, AMMeSR RIS, SK, REesIE
R BR R, R, MR I — R, R,
bl Ll 2o

o The following Tasks and

ﬁ.!llﬁ'}"l- ﬂ"ltll

Join now!
2w

In April, Hong Kong Infinitus Plaza organised a green event to celebrate the 50" anniversary
of Earth Day. It aimed to raise the environmental awareness of its tenants and customers by
taking a sustainability pledge for our planet.

Participants were awarded a prize upon uploading a photo of eco-friendly actions they had
taken and writing down their commitments to protect the planet this year. |0 participants
with the most creative ideas would be presented with the Grand Prize. It is hoped to
encourage the public to protect the planet together and play their part in environmental
protection.
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Hung Fook Tong Group
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Members of Big Education Platform
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Delegates from Department of Commerce of
Guangdong Province
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Delegates from Department of Industry and Information
Technology of Guangdong Province
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Vice Mayor of Xinghua Municipal Government
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Jiangmen Overseas Chinese Enterprise Federation
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NeHBEREE
Delegates from Xinhui Education Bureau
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Friendship Association of Xinhui Trade Union
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Guangzhou Restaurant

N

FTEEHEREZE
Guests from Xinhui Education Sector
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Guangzhou Tan Yu Restaurant
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Xinhui Shangya School
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LEE KUM KEE the great flavour that you can trust
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