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Sales volume Distribution of Distribution of  Distribution
product categories dosage forms  of channels
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77.3% EIVHERIFIREK TEBRREEN
77.3% of enterprises maintained a sales growth

1T80% SRR EHEmER AV RIFERIEIE K
Nearly 80% of enterprises maintained an annual sales growth of enterprises maintained a growth in gross profits

o S S ] B RE] . N
31.8% FAMSHREETS0%, 13 6% IMBIREERE 100% 19.5% RAMEIKERBITS0%, 4.5%EAEKERRIF100%
31.8% of enterprises had a growth rate of more than 50%, and 13.6% of .
19.5% of enterprises had a growth rate of more than 50%, and

enterprises had a growth rate of more than 100% :
P g ’ 4.5% of enterprises had a growth rate of more than 100%

2020582201 95 HE SLRRIBKLL A
Actual sales growth rate in 2020 compared with

2020545201 95 R BB KLU

Gross profit growth rate in 2020 compared with
2019
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. . . PEEFREEEFEER
84.5% of enterprises maintained a sales volume of more than T—
8 million yuan

feAiEE 7.3
949% feAkFHF5005 A EEEHHEE R tHESBR
949% of enterprises maintained an annual of enterprises achieved the sales target of
sales volume of more than 5 million yuan through the
2020 £ FSHER 20204F @I NHNESA B} B9 $ & &7
Annual sales of 2020 Sales volume achieved through NHNE in 2020
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2020 mhEREAYamRah? LT
Category distribution of brand owners in 2020
NO.2 7.81%

NO.3 7.29%
BEER BERE
Nutrition for No.1 1 0.94% Sleep improvement

the elderly

-
NO.5 6.75% Immunlty

=t NO.4 6.79%

ERES enhancement ==

Childhood nutrition Intestinal health

NO.6 6.25% NO.9 4.16%

BERERE AEER IR 52198kt

NO.7 5.21% Bone health Hypertension, Hﬁiﬁﬁl% Others
hyperglycemia and =7

ZECSEER F

Eﬁg% hyperlipemia regulation SIRFHx

IS NO.8 4.18% NO.10 3.65% Liver protection,

Beauty ‘EE}]""E"'% eye care, anemia

figure management BB . 4*5*5*@ improvement,

& pregnancy Sports nutrition TIMIF throat clearing

nutrition Special diets

and Fatigue relieving
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Dosage form distribution of brand owners in 2020 e

1.1%  3.7%
4.7% G

10.1%

8w m KA e IR - OFRR = FER = % = @3k = Hit

a Powder Tablets Capsules Oralliquid Sweets Jelly Crystal balls Others
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Channel distribution of brand owners in 2020
#2019 RERIET(L

2020 RS B S EE Change in channels compared with 2019
Marketing channels of brand owners in 2020 1N EZSES. T=fE. SR, EES. UES.

T Social e- LA |—.U:'EE:%\ E%i%%ﬁs Tj:ﬁEEﬁ\ %%Q'B;_E/%E%ﬁff\ %%
infant chain Exclusive commerce | RS, BEE
B ERESN S #HHEE, (BREY, Increase: pharmaceutical chain, exclusive shops,
: 7.6% TEE, department stores, live-streaming sales, maternal and
Pharmaceutical PR e g ae | Sevice for infant chain, portal e-commerce, cross-border e-commerce,

. 7y
chain Supermarkets and %ﬁ'ﬁ:/% the aged

B 2535 4 e " gr::;rgz:gzr social e-commerce, beauty salons/health clubs, service for
- (] -

15.2% BB ERE, B E 7Y : _ : the aged, gymnasiums
7.6% . B T BIBERE. B8, 2. B, BTG
Portal e- marketing E 5 Unchanged: supermarkets, convenience stores, direct sales,
SONIHELES conference marketing, TV shopping, medical institutions

TR, : =
10.1% ; ; T SULhREE

Decrease: culture and tourism

2020 IR KRYEHEERIE EZ5i&s
The largest sales channel in 2020 pharmaceutical chain
2020 R K% LERERE X 55 HTaE HEZ 1iFEl 9=

The largest on-line sales channel in 2020 Tmall, JD.com, Suning.com, Pinduoduo, community marketing, Taobao
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Channel distribution of brand owners in 2020 T

% P TROSHEELLH) % L TROFIEELHY
Online and offline sales ratio Online and offline profit ratio
25.0% 21.4% 22 5% 25.0% 22.7%
20.0% 18.2% I 20.0%
16.7%
15.0% 14.2% 15.0% 13.4% 13.3%
11.2%
10.0% 8.8% 10.0% I I I 8.8%
6.6% 6.6%
5.1% 4.5%
5.0% 3.2% 5.0% - 2.8%
™~ Ll |
0.0% 0.0%
m(0:10 m1:9 m2:8 m3:7 m4:6 »55 764 73 m(0:10 m1:9 m2:8 m3:77 m46 =55 =64 =73 82
fHEEEN Sales volume FU3AER Profits
v < YA =] = EEEaAN S g A SEHAE| ST - 3
BB TRIE SR TRALA, thERLHENNEWER ﬁgéﬂﬂﬁmﬂ%ﬁwﬂﬁﬂﬁ*ﬂllﬂ@Téft_ﬂflﬂ
s FATER Ost enterprises achieved a growth in offline sales

Many enterprises focus on offline channels, and a considerable number
of enterprises simultaneously layout online and offline channels
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What changes will brand owners make in 20217

mohE R AR R SRR R BRI ?

What changes will their partners make in the eyes of brand owners?
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What changes will brand owners make in 20217
tHEERR I SEIR B2

Sales target Ways to realize the target?

Sales growth rate

100% I3 _E . 180% 54 504
I
0100 10-6%
1-9% 684 3.7%
5 i
TR SEE

Proportion of enterprises surveyed

rowth rate

B
}I{\
B
&
il
T

Sales g

hEEFREEANLS

China international Natural Health & Nutrition Expo

HEH AT RRRE R A

Launching new brands or new products

IREFHIHERE

Developing new sales channels

RETIN

Promoting the channel penetration into lower-tier markets

RS- miNS

Increasing the product price
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What changes will brand owners make in 20217 S

RIS ERFRRE

Changes in channels Key channels for development
Cross-border e- i:t‘j)?:ror?]?/:ekneitesnce oo

0 IEINZ T ERELLAl - Commerce_._ stores shopping

36 4 /0 Increase the proportion of offline channels Portal e- E{Yfammg Etﬁ%lﬁ, ﬁﬁ@*“ Emmm'
(1)
SO(y N _EEEIEEr A Pharmaceutical fommerce sales - 6.2% E' 5.6% 5.1%
0 Increase the proportion of online channels chain | jp%ﬁ: Eﬁﬁ Service for :
e BEZHEH, 7.7% |15,7.2% [heaged |ohops
18 6% i%ii%?%%ﬁtbﬂﬁ%ﬁzﬁ 12 S‘V ﬁ%ﬂﬁ% Conference
) Keep the proportion of online and offline =070 e gi'ﬁ; marketing
channels unchanged Maternal 6.1% 4.9% &4,

SOC'aI e- and infant Beauty salons/Health clubs 3.9%

commerce chain EBZPR/FF | Direct sales

t13ZH8 s, BEE | £4F, |HiH
8.7% $id, 6.9% : 4.3%
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What changes will brand owners make in 20217

e

Product category

11.9% 1258 12.3%
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TH ISR —R R 3 ?
The category of raw material
products to be strengthened

THUMIE R
ENTERPRISES INTENDING TO FOCUS ON RAW MATERIAL PRODUCTS

2.9%
’%

“\%’ A’\\-rb
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What changes will brand owners make in 20217

[ E
PI‘OdUCt Category ??X’Tﬁfﬁ?& Those who often stay up late
35.0%
30.0%
PHE AN ABHEERY 25 04

FeEm?
_ _ 00/m
Which group of people will  Post-2000 generation

the products to be
iIncreased be related with?

¥

Office workers

B -

$ &Sk

en Those who
enjoy fitness

80/90/5 ZE L L
Post-1980/1990 The elderly R Bl i JNIERE
in social activities work overtime

Pregnant women and
babies
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What changes will brand owners make in 20217

FIB-

Dosage forms

i S ESAFIEUBLUGF. K7,
[EERECAYF I 2R

The dominant dosage forms in the market are still powder,

REXNE, FHEH

tablets and capsules, and are gradually inclined to the
dosages that are quickly digestible.
RIEEMMETFENORE. BEREOREFIINE., TRF
SHIER BB RIMAREIZ MR, RZHEE WL,
REFEIRISEIEK,

Brand owners are more inclined to increase the oral liquid,
sweets and other dosage forms that taste better. In
addition to vitamins, the dosage form of soft sweets has
been extended to many categories, and has been highly
favored by consumers and maintained a high speed and

steady growth.

22.8% not
involved
temporarily

Powder

B o8

IIF_"\'

¢ 33.1% keep

unchanged

4%  ORR
B Oralliquid

77.1%
27.1% not
involved
temporaril

19.2% not
involved
temporagily

o

Tablets

Reduce
by 19.3% *_;:'..' Ry
B i

24?4% keep
unchanged

16.2% keep
unchan

HER

ﬁaﬁ?ﬁ Sweets
L ofe
»°
33.5% not
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Reduce
by 16.2%

i

R

& Capsules

723.1%
23.7% not
involved
temporarily

¥}
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=
il
=
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LY
Jelly

T
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26.7% keep
unchanged

91.2% not
= involved
@ temporarily
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What changes will brand owners make in 20217
20200 E5[E/rtEe/ B ERRIHER U 2021-2022%HE 5 AR5

Modes of supply to drug ~R

stores/supermarkets/department stores in 2020 Planning of supply modes between 2021 and 2022

L

s RIBEEEE < B «BBEARE - LRAREE RIGTUR - IRIBRIHEE - BEINEM - T AR
Agent supply Direct B2B platform All the above Maintain the Increase the Increase Increase
supply SLIal current agent supply direct supply ~ platform supply

situation
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What changes will brand owners make in 20217

mhEREIRPIBEC?

How do brand owners see themselves?

RRECSHRELN—EERNH ENSRERNRO RS NRHEERFIRINE

HEHEHXI RS ThipAY AR SS

HEHMEE. DR RHEREERNR

RER AR

HEREZ T

HEHEZ BRI

RS R E SRR RS

i B BRI E Ak

They have paid high attention to the quality of products, seen it as the most important core competitiveness, and provided
competitive prices

Launch products and services oriented to the market segments

Launch personalized and scenario-based new products to meet the needs of consumers

Implement the strong item strategy

Promote the diversification of sales channels

Launch more cross-sector new products

Product homogenization will lead to more fierce market competition

There will be greater challenges due to the influence of regulatory policies X

PONOORAWNE

2.
3.
4.
5.
6.
7.
8.
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Development trend of agents in the eyes of brand

China International Natural Health & Nutrition Expo

owners in 2021

P wbdPE o OobhowbdE

IErS
Agents

SEEZTEMAS TURHNER

B[R T IEFEE R UIFER R R

KRB L5 T—IKME

SiHfsEUESH—TINE (GREH. HHEH. WaME, BEETRES)

EEEZ M =E, MIRSEEE, INEMRESEEERRIIRS

SKRNEEE(E, HEHEBMmME

There will be more agents focusing on segments

Agents will be more inclined to choose the brands with potential for sustainable development

Agents will focus on online and offline integration

The trend of precision marketing will be further strengthened (member marketing, community marketing, private domain
promotion, live-streaming sales, etc.)

Take more responsibility for brand promotion, make a shift to service companies, and strengthen and improve the
experience and services of consumers

Seek for OEM cooperation, and launch their own brands




BARFRERAINTFEL

N facts about channels

2020 HEE
Sales volume

2021 EBErRKFERImE
Key categories
for development

SEEST
Distribution of

channels

2RENE
Omni-channel
layout

ahSENE
Number of
brands

FTUE,

New fields

FEEnsSE
Product
category
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93.6% mIfEIHERFSISERIgK

93.6% of enterprises kept their sales volume unchanged or increased
their sales volume

18% Ryt dkHETIEIRES0% LA E

18% of enterprises had a sales growth rate of 50% above

2020 RV EHEEERTS)
Sales volume of enterprises in 2020
50.0%

45.0% 43.8%
UN
$ 40.0%
0
5 35.0%
E £ 30.0% e
()
3 y— 0, 3
§ 5 20,08 19.7% #
y S 20.0% 2
§_ 15.0% 0 10.4% 12.1%
5.0% 1.3%
0.0% » ——
HEBKELA
Sales growth rate
%OC())C/)%%)U: 50-99% m20-49% m1-19%
% above
m 3 m-10%XA = -50%IX A

Unchanged Less than -10%

Less than -50%

81.5%ZHN I iHEIMRIFIEK

81.5% of distributors/agents maintained a sales growth

NHNE

PEEFREEF GRS

China International Natural Health & Nutrition Expo

94.9% mf I EBRRISISFERIEK

94.9% of enterprises kept their gross profits unchanged or
increased their gross profits

14.1% ayfe b EFIFHEIRTES0%LA E

14.1% of enterprises had a growth rate of 50% above in gross profits

20205 1BV EFIERE)
Gross profits of enterprises in 2020

40.0% 36.8%
35.0%
" 29.8%
230.0%
=
225.0%
o
520.0%
S 14.2%
£15.0%
& 8.3
a10.0% 5 8% 0
5 0% 34
0.0% I
ERESILL A
Gross profit growth rate
100% |4 & 50-99% 20-49% 1-19%
100% above
m 35 w-10%XFA  m-50%IX A

Unchanged Less than -10% Less than -50%
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40. 1% iEBIEmESEMERSET A RIAL SEEREREA LS
40.1% of distributors/agents maintained their sales
volume of more than 10 million

20% 17.8%
18%
16% 14.5% 14.9%
14% 12.6%
125 10.2%
10% S
0
2;] 5.66 O 5oy
0
0
A% 3.3%
_
0%
Lo than 1 milfn 100-30073 300-50073 W 500-80075
1-3 million 3-5 million 5-8 million
[ | gf’fdln‘:ﬁl?gg B 1000-300075 I 1000-300075 B 50005-11Z
B 157 m é?z’ﬁ JTllllon 30-50 million 50-100 million
100-500 million

More than 500 million




Pharmaceutical
chain

EEZ5:%5, 16.2%

Medical
institutions

Ef7H144, 10.8%

2020 KEEmEERSHA4FRE?

Main channels that agents serve in 2020

Social e-
commerce

Service for
the aged

HEZR, 9.4% SRR,
8.6%

Portal e- Direct
commerce sales

[ JPEERS, 9.0% | Biédi, 5.8%

Live-
streaming
sales

=E
5.6%

Supermarkets
and
convenience
stores

FaEa(EF
5, 4.1%

Exclusive
shops

GEEI5,
£4H,5.3% | 4.6%
Beauty
ons/Health bs| Cross-border
%&F}Tﬁ/% e-commerce
£, | BIRABR,

Conference
marketing

Maternal
and infant

TV shopping

L)

NHNE
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2020 NI mhRTER PEEmARERE
Agent brands in 2020

37.3% pIERISIN T RSN IEME
41.1% IR SRR T IRISAE
tHEE2019%F 21.6% MR ERERERMSERENER FREIBEEAR
Compared with 2019 37.3% of agents increased the number of agent brands
41.1% of agents maintained the number of their agent brands unchanged

21.6% of agents adjusted the direction of brand operation while maintaining the number of
their agent brands unchanged

. tHEb2019F mpRIBINE =
Zozofﬁﬁ,ﬂtﬂﬁﬂﬂﬂggﬂ% Increase in the number of brands compared with 2019
Number of agent brands in 2020 5 3%

13.7%

=0 w1 =2-101 = 11-50 =1 =2-54 =6-104 =11-20
0 1 2-10 11-50 1 2-5 6-10 11-20
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2020 A bR B
Agent brands in 2020
2020 mhE A mE At

Proportion of agent brand categories in 2020

Fatigue
relief

Liver protection

FrATIRRT,
4.9%

Special diets

FRIER,
4.9%

Immunity
enhancement

IgeRRE, 12.7%

Weight loss
and body
shaping

Y k=2
B, 3.9%

Childhood
nutrition

ILEE
=, 4.3%

EEFEN,
5.3%

Hypertension,

Nutrition for
the elderly

BEETT, 9.6%

hyperglycemia
and hyperlipemia
regulation

UEREEIY
7.8%

improvement

PUEHER,
5.8%

e, PEFEFERME. LUKFE, ER. TREEXAOMESEFETL;
THRXNORES. BIEES. ZHEF, URJILEEF, BSHEXIFE. EalE/FFmniEsfRANAEDE.

Immunity enhancement related products, nutrition and health care products for the middle-aged and elderly, and products related to intestinal
health, sleep, sub-health improvement account for half of all products;
Oral products for beauty, weight loss and pregnancy nutrition of females, childhood nutrition related products, and products related to liver
protection and sports nutrition of males have a large space for development.

Anemia
improvement

PER
m, 4.1%

Pregnancy nutrition

FPHER,
2.8%

Throat clearing
»

su 3
=11

Sports
nutrition

i)
=t
2.9%
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What changes will agents make in 20217

REIRPHSIEX SR ETERE?

What changes will their partners make in the eyes of agents?
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What changes will agents make in 20217

[ e

‘Product category
eSS

Products to be increased
SE—EBA: 1EERIE. BRI, BERR. hEFEFERME,
BN BERER. AT=58. NEER. BESHIEESRET
am;
SB=EEBN: ERES. WERM. ILEEFFME,
First category: products related to immunity enhancement, beauty,
intestinal health and nutrition for the middle-aged and elderly;
Second category: products related to bone health, hypertension,
hyperglycemia and hyperlipemia regulation, sleep improvement, and
specific nutrition/precision nutrition;
Third category: products related to fatigue relief, anemia improvement,

and childhood nutrition.

ZaEF I 2%

Sports nutrition

FAER I 0%

Special diets

HH B ﬁ‘:’i’é‘.’ I 2 8%

HE EﬁER I 5.9%

Sleep improvement

JLEEF I /1%

Childhood nutrition

ZEEF I 3%

Pregnancy nutrition

HAEE S I 3.9%

Weight loss and body

shaping
EAFH I, 7 .9Y%

Beauty

JEIRFNE . 1.6%

Throat clearing

WERD I 4.7%

Anemia improvement

FEA A I 5.3%

Liver protection

ZES I 5.0%

Fatigue relief

BT =5 I .5
- I 8.5%

Intestinal health

HNEES I 5 8%

Kidney tonifying

FHRER I 7.1%

Bone health

EoR e I 12.3%

Immunity enhancement

ZEEF I, O .1Y%

Nutrition for the elderly

0.0% 2.0% 4.0% 6.0% 8.0% 10.0% 12.0%
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What changes will agents make in 20217

ARAYA FERR?

Future development planning

£ LET2REHNS
HESRALT, ZLEZ5,
I REERmLAIMI~m: BREIm/IXH

Promote the integration of all channels,
both online and offline

Focus more on offline channels, and
further diversify online channels

Develop other products in addition to
health-care food: healthy food/drinks

s

China International Natural Health & Nutrition Expo

24.3% FREETES
24.3% of agents will run direct-sale stores
18.2% FEBEEmHmE
18.2% will develop their own brands
16.6% KEEHFFE
(Bl 21% HRF 18% E=E 14% HEL 13% K 11% W 11% T 9% /IMIH 9%
BTHM 4% BHE2%)
16.6% will develop e-commerce platforms

(TikTok 21% Kuaishou 18% Taobao 14% Pingduoduo 13% JD.com 11% Taobao
Global 11% Tmall 9% Xiaohongshu 9% Suning.com 4% Youzan 2%)

10.1% ERt3HEENt XA
10.1% will develop new social retail modes such as community group-buying
9.4% KEEFRERBLIMIFENBRER R

9.4% will be engaged in the agency service of the products in addition to nutrition and

health-care products, such as healthy food and drinks

12% KREEHERS 6.1% KEXMWERE 3.3% Hitb

12% will develop marketing services 6.1% will be engaged in cultural communication
3.3% will do other things




REMIZEE
Future Market Trend



REhIpEE
Future market trend
HIEMESTZ: BFES I tMNRERE TR #iEX

New national trend of nutrition brands in the market: time-honored

nutrition brands set off a new consumption trend of “nutrition”

- (EREHmEBEEF "HEE TS, BEFSaES
MATRATREESES, X FESZHAFRIERE. BWT
HRYSER.

«  ERMERTERERFPESRET RORNAZ %

« Under the new national trend of nutrition brands, the time-
honored nutrition brands have been favored by more
Generation-Z young consumers and office ladies by
combining time-honored brands with modern fashion.

* The new national trend of nutrition is also the only choice for

traditional Chinese medicine brands to expand the boundary.

??naﬁa tF’EJﬂ_JBX Afﬁ%
F Rl 255 “Gem 2R SR
W 1. LEB SR RARSR
o, SIRERRHARE.
Dong-E-E-Jiao, a time-honored brand,
launched its donkey-hide gelatin powder
"Healthy Gold Bar" this year. This new product
shows its image in the style of national trend,
drawing high attention from young people.

NHNE
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EFSmhi=Ef

Case of time-honored brands

LONG'IN LAB

KA
MR I3 U
HRIRE BB

WY | BEXE
A

|

hEFZ. FNET—ES2iNET
fﬂ%ﬂﬂ?ﬁ'&ﬁ’]mﬁé BIERERPE
BhRE |

Sino-TCM: The fusion of selected
materials and technology, the new
Chinese - style tonic products
with paste formula




Future market trend

Constant growth of silver economic market

Sk NHNE

EFT AR X

RREAOSESRIT, 22030FHEZBFAONRERXEIMZ, BETEEAONGE2E,;
hEFRREFNZHER I RENSE,

SRR EERE. (IEERER. AaXin, EER. RIRSENINSIERXERIRS,
EAIFBEEFI R, EHHIERE RAREEN A RETFEL,

According to census statistics, the total number of elderly people in China will reach 400 million by 2030,
twice the total population of the United States;

The middle-aged and elderly health and nutrition market will usher in the peak of industrial development;
The field of nutrition and health products, such as the products for delaying senility, improving bone
health, benefiting brain, improving sleep and enhancing immunity has become the focus of national
attention;

Precision nutrition products and customized nutritious food will gradually show a good momentum of

development in the future. W




Future market trend

MEETEERNBOE
Prominent advantages of personalized and customized products

o PERERIRITENE, 2040ETIZIIERTIA4480{ZRMB;

«  ERATRENR, XERTESEEFERN, REGESTEBSREFTEREERBRIm;

c HEEHERW: FEXREEBENE, EHBAREERR;

© ZBiRER): BERN, #—LaRNAFEMRATERRR L.

. According to the data of the investment bank, the market size will reach RMB 448 billion by 2040;

. At present, it is still in the early stage. It is only possible to provide products which are suitable for different consumer groups and meet their respective nutritional needs through
questionnaire survey;

. Further customization: Blood samples need to be collected from consumers to customize the nutritional products suitable for them;

. Ultimate customization: genetic testing will further benefit both biotechnology and nutritional food industry.
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Future market trend
EIKERE MR TGS

Future development trend of global health and nutrition brands

MifeEs I .8

Personalized nutrition

E#@sr4 I S .3Y

National trend of health preservation

EAREYRE I 12.2%

Herb extracts

fERFRA I 2 6%

Healthy snacks

B FE2de I 14 .6%

Young users of social e-commerce

SR m I 52 5Y

Healthy immune-boosting products
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Key words of future industry

FEamaProducts
U IR, AR, EE

# Vitamins/minerals, probiotics, protein powder

#iHEBQ10, #RERER. B, WERZIEFH

# Coenzyme Q10, melatonin, fish oil, shell-broken ganoderma lucidum spore powder

# 1B RE. XA, MERER. PEFERETR

# Products related to immunity enhancement, beauty, intestinal health and nutrition for the middle-aged
and elderly

#IBINOMRRK. FEREOREFRIRIE, FESRIREM7EMN "BEK”

# Increase oral liquid, sweets and other dosage forms that taste better and involve advanced science
and technology, such as “crystal ball”

ZEiBChannels
1 S5O A RIS AN ok

# 55% of brand owners hope that the proportion of offline channels can be maintained or increase
# mhE A ALRIERIRIN I E

# The supply method of brand owners is still based on the agent mode

# NEBESRALT, S EEZT

# Agents pay more attention to offline channels and further diversify online channels

# IR BRERmLIMITR: BRI

# Agents develop other products in addition to health-care food, such as healthy food/drinks
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China International Natural Health & Nutrition Expo

higMarket

# B EHEKIES

# The new national trend of nutrition brands catching the world's
attention

# MEEF - RIUEOE

# Prominent advantages of personalized and customized
products

# IRREZFFHH AR K

# Constant growth of silver economic market

# SEEEEEH—PIE

# Further strengthening of the precision marketing trend




sMhWaEEARA L = N_‘ %‘E
Wﬁm%llﬁ?”nn TNTYINY

3]0 = RE

20155, Doctor’ s Best(ZE|FE, HAOFTAFEBELERERIFNEEEFATRELE. BrilE N ElEEa 0N ME;!MJ,MW..MMWW

MER=ERY. BEXDERI. REPEERT. LHRT. BERY. BURRRY. BHERRIIFZN " 0mR
HIK 300 BAE @, FAXFEREEEE.
Doctor’s Best came to China in 2015 and was committed to providing scientific dietary supplement
matching solutions to Chinese consumers. At present, more than 300 products cover many series,
iIncluding cardiovascular, eye health, bone joint, digestive system, basic nutrition and so on .
These products are popular in Chinese consumers.

LRI B G2 R R SIFERTERT

' i mmi ri
Cardiovascular Health Series Gu es Series

Lutein &Zeaxanthin Gummies MHEZ=IE

Q10 Coenzyme Q10 \'|', =IE

=SEEE  Fish Oil Melatonin Gummies YREE K IRE
N EEs  Nattokinase

Coenzyme Q10 Gummies IHEEQ1 04
SRASEERL  Ginkgo Essence

ORESZRS IREREERRZRS
XER

Eye Health Series
Oral BeaUty Serles Lutein &Zeaxanthin Gummies u‘|’§i§$ﬂﬁ*§
REEEHE Collagen tablets

WFESE, MUEBLEIE  Astvanthin GEEHRRT
Ceramide capsules Comprehensive Nutrition Series
%**ﬁgﬁu Gastrointestinal conditioning 7B EIRZE%
Bone Joint Series Slee
P FER R

SWEZ% Glucosamine .
SE4EZ5|  Complex calcium Brain i

e feres e

cience-Based Nutrition
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