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Disclaimer

This introduction is prepared by WEILONG Delicious Global Holdings Limited (the “Company”) and is for reference only. The 
information contained in this introduction has not been independently verified. The Company makes no representation, 
warranty or undertaking, express or implied, as to the fairness, accuracy, suitability, completeness or correctness of the 
information or opinions contained in this introduction. Any summary may not be complete or accurate. Neither the Company 
nor its affiliates nor its respective directors, employees or representatives shall be responsible for any loss arising from the use 
of this introduction or its contents or otherwise in connection therewith.

This introduction contains forward-looking statements. These statements include the Company's or its management's ideas, 
views or current expectations regarding the Company and its related industry. These forward-looking statements are not 
guarantees of future performance and are subject to risks and uncertainties that may cause actual performance to differ 
materially from any future performance, expressed or implied, by such statements. The Company has no obligation to update or 
revise any forward-looking statements to reflect future events or circumstances.

This introduction does not constitute an offer or invitation to sell or issue any securities of the Company in any jurisdiction or an 
invitation or inducement to engage in any investment activity. No part of this introduction constitutes the basis of any contract 
or commitment whatsoever.
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2022 Overview

Build a "reliable and safety" brand image, improve brand 
reputation and expand the consumer base

ü Published Latiao industry standards
ü CCTV Factory Visits 
ü WEILONG's First Latiao Festival

Aims to be the 
Leader in the spicy 

snack food 
industry in China

Continuously optimize the consumer experience, upgrade 
product formulas and production techniques

Improve the organization, introduce professionals and talents, 
and strengthen core management capabilities

ü All departments, including sales, marketing, 
research and development (“R&D”), 
procurement, supply chain, human resources, 
and finance, have introduced core management 
personnel

Expand production capacity and improve 
efficiency

ü Commencement of new production lines to 
expand production capacity

ü Upgrade production lines and equipment to 
improve production efficiency

Improve offline distribution network coverage and Points of 
Sale(“POS”) output, expand online and overseas sales
ü Strengthen the operational capabilities of 

distributors
ü Improve the Company's capabilities in 

distributor management
ü Increase POS output
ü Deepen online development through full-

platform channel coverage and refined 
operation

ü Strengthen overseas capabilities, and expand 
the distribution network to overseas

ü Formulas upgrade
ü Production techniques upgrade
ü Launch Latiao sharing pack and new 

product “Ma La Ma La”(麻辣麻辣)
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2022 2021  YoY Change 2022 2021  YoY Change

Revenue
4,632.2 4,800.2 -3.5%

COGS
2,672.6 3,007.2 -11.1% 

Gross Profit
1,959.6 1,793.0 9.3% 

Gross Profit Margin
42.3% 37.4% 4.9pp

Net Profit
151.3 826.7 -81.7%

Net Profit Margin
3.3% 17.2% -13.9pp

Adjusted Net Profit(1)
913.1 907.8 0.6%

Adjusted Net Profit 
Margin

19.7% 18.9% 0.8pp

Adjusted EBITDA (2)
1,322.8 1,289.6 2.6%

Adjusted EBITDA %
28.6% 26.9% 1.7pp

Key Indicators in Consolidated Statements of Profit or Loss

Notes:
(1) Equal to net profit plus share-based compensation paid to employees, listing expenses and a one-time share-based payment related to the Pre IPO.
(2) Equal to adjusted net income plus interest expense, income tax expense and depreciation amortization expense.

（in RMB million, except Ratios）
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Adjusted Net Profit Analysis

Notes:

(1) Share-based payments (non-cash) to employees mainly presents the arrangement in which the Group receives services from employees as consideration for equity instruments.

(2) Listing expenses are mainly related to the Global Offering.

(3) Share-based payments related to Pre-IPO Investments refer to the supplemental agreement of share purchase agreement the Company entered into with certain Pre-

IPO investors, pursuant to which the Company issued and sold to these investors a total number of 157,626,890 ordinary shares, at a par value of US$0.00001 of each share, for a consideration 

of US$1,576.2689 in April 2022.

2022 2021

Reconciliation of net profit to adjusted net profit (non-IFRS measure)

Net Profit 151.3 826.7

Add:

Share-based payments to employees(1) 98.1 50.6

Listing expenses(2) 34.9 30.5

Share-Based Payments Related to Pre-IPO Investments(3) 628.8 -

Adjusted net profit (non-IFRS measure) 913.1 907.8

（in RMB million）
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Revenue Breakdown by Product Categories

2,718.6 MM

Revenue

YoY Change

1,693.3 MM

Revenue

YoY Change

220.3 MM

Revenue

YoY Change

60.8%

34.7%

4.5%

58.7%

36.6%

4.7%

0.0%
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30.0%

40.0%

50.0%

60.0%

70.0%

调味面制品 蔬菜制品 豆制品及其他产品

Revenue Breakdown by Category as % of Revenue
2021年 收入占比
2022年 收入占比

Ø The resurgence of the COVID-19 has had an impact on our production 
and delivery.

Ø Sales volume was temporarily affected as customers took time to 
adapt to a recent price adjustment due to product upgrade in major 
product categories with new packages, production techniques, 
ingredients or specifications.

 2022： 
Two of our major product categories: 
annual retail sales value reached over RMB 1Bn
Four best-selling products: 
annual retail sales reached over RMB 500MM

Seasoned Flour 
Products

Vegetable
Products

Bean-based and 
Other Products

2021 Revenue  breakdown
2022 Revenue  breakdown
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Revenue Breakdown by Sales Channels/ Geographical Locations

4,080.4 MM

Revenue

YoY Change

486.3 MM

Revenue

YoY Change

65.5 MM

Revenue

YoY Change

88.1%

11.5%

0.4%

88.1%

10.5%
1.4%
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10.0%

20.0%
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40.0%
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线下渠道 线上渠道 海外市场

2021年 收入占比

2022年 收入占比

Revenue Breakdown by Sales Channels as % of Total Revenue

2021 Revenue  breakdown

2022 Revenue  breakdown

Offline Channels Online Channels Overseas

21.2%

19.2%

15.5%

16.7%

11.8%

14.1%

1.5%

21.2%

20.4%

16.3%

16.7%

12.0%

12.9%

0.5%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0%

华东区

华中区

华北区

华南区

西南区

西北区

海外

Revenue Breakdown by Geographical Locations 
(including Overseas) as % of offline Revenue 

2021 2022

Overseas

Northwestern 
China

Southwestern 
China

Southern China

Northern China

Central China

Eastern China
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Gross Margin Analysis

37.2% 37.6%

35.9%

39.9%

37.2%

39.3%
39.9%

46.8%

35.4%

36.3%

37.9%
37.2%

32.0%

34.0%

36.0%

38.0%

40.0%

42.0%

44.0%

46.0%

48.0%

2019年 2020年 2021年 2022年

调味面制品 蔬菜制品 豆制品及其他产品

2021 2022

2022 2021 2020 2019

Raw materials 28.3% 29.8% 27.8% 29.8%

Packaging 
materials 11.8% 14.0% 13.5% 14.7%

Employee 
benefit
expenses

7.0% 7.2% 8.7% 8.4%

OEM 5.3% 6.5% 7.3% 5.8%

Manufacturing
overheads 4.4% 4.0% 3.4% 2.9%

Tax surcharges
and others 0.9% 1.1% 1.3% 1.3%

Total cost of
sales of goods 57.7% 62.6% 62.0% 62.9%

Gross profit
margin 42.3% 37.4% 38.0% 37.1%

Solid Gross  Margin Level COGS Breakdown   COGS Items as % of Total Revenue

2022年

原材料

包装材料

人工

OEM

制造费用

税和其他

2021年

原材料

包装材料

人工

OEM

制造费用

税和其他

2019 2020
Manufacturing 
overheads

Raw materials

Packaging 
materials

Employee 
benefit expenses

OEM

Manufacturing 
overheads
Tax surcharges 
and others

Raw materials

Packaging 
materials

Employee 
benefit expenses

OEM

Tax surcharges 
and others

Seasoned 
Flour 
Products

Vegetable 
Products

Bean-based 
and Other 
Products

2022

2021
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Expenses Analysis

520.6
633.3

359.1

481.7

2021 2022

主要费用构成

经销及销售费用 管理费用

10.8%
13.7%

7.5%

10.4%

2021 2022

占总收入%

经销及销售费用 管理费用

18.3%

24.1%

+34.1%

+21.6%

(i) Increase in promotion and advertising expenses: 
increased advertisements placements in outdoor media and 
online advertising activities, such as live streaming, carried out on 
e-commerce platforms as well as other online media platforms

(ii) Increase in employee benefit expenses: mainly due to the      
continuous expansion of the Group's sales force (including share-
based RSU expenses);

(iii)  Professional consultant fees and other increases.

Increase in Distribution and 
Selling Expenses

(i) Increase in employee benefit expenses (including 
share-based Restricted Shares Unit (“RSU”) expenses);

(ii) Increase in depreciation and amortization.

 Increase in  Administrative 
ExpensesMajor Expenses Structure As % of Revenue

Administrative 
Expenses

Distribution 
and Selling 
Expenses

Distribution 
and Selling 
Expenses

Administrative 
Expenses

（in RMB million）
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Key Indicators in Consolidated Balance Sheet

As at 31 December 2022 2021 Change

Current assets 3,557.2 2,986.3 19.1%

Non-current assets 3,373.1 2,204.3 53.0%

Total assets 6,930.3 5,190.6 33.5%

Current liabilities 1,000.2 1,255.5 (20.3%)

Non-current liabilities 405.7 265.1 53.0%

Total liabilities 1,405.9 1,520.7 (7.5%)

Net assets 5,524.4 3,669.9 50.5%

Working capital                          2,557.0                            1,730.8 47.7%                              

（in RMB million）
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Key Financial Metrics

 2022 2021 Change

Gross profit margin 42.3% 37.4% 4.9pp

Net profit margin (adjusted) 19.7% 18.9% 0.8pp

Return on assets (adjusted)1 15.1% 22.3% (7.2)pp

Return on equity (adjusted)2 19.9% 34.2% (14.3)pp

Inventory turnover days 82 days 70 days 12 days

Trade receivables turnover days 4.9 days 3.7 days 1.2 days

Trade payables turnover days 26 days 21 days 5 days

Gearing ratio3 2.9% 12.5% (9.6)pp

Asset-liability ratio4 20.3% 29.3% (9.0)pp

Operating cashflow ratio(adjusted)5 1.3 1.0 0.3

Notes:
1. Equal to annual net profit (adjusted) (non-IFRS measure) divided by the average balance of total assets at the beginning and end of the period, multiplied by 100%
2. Equal to the balance of annual net profit (adjusted) (non-IFRS measure) divided by the average of total equity at the beginning and end of the period, multiplied by 100%
3. Equal to total interest-bearing loans divided by total equity, then multiplied by 100%
4. Equal to total liabilities divided by total assets, then multiplied by 100%
5. Equal to net cash from operating activities divided by net profit  (adjusted)
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Business Review 

    01

• Product: Focus on  large single-product  strategy, 
continuous product upgrade, and new product 
development

    02
• Channel: Continuously improve channel execution 

and POS coverage quality

    03
• Brand: Attract more young consumers, and increase 

repurchase rate and conversion rate

    04

• Supply Chain: Continuously focus on quality through 
establishing an industry leading production system 
and strict quality assurance system

    05
• Digitalization: Empower the business to improve 

operational efficiency

    06
• ESG: Focus on long-term sustainable development



Product: Focus on  large single-product  strategy, continuous product upgrade, and new 
product development

New Products

Upgrade product content:

New Formulas New Techniques New Packages

Bag-in-bag small package
Easy to carry, expand the 
consumption scenarios

Named after [ Latiao ] to showcase 
WEILONG's industry status as a synonym for 
Latiao to strengthen brand awareness

 

Adopt aluminized nitrogen-filled 
packaging

Preserving fresh flavour

To well-preserve the delicious flavor and 
taste for the consumers

High quality raw materials

Adopt non-frying technology and low-temperature 
sterilization technology

To present the original flavour of the food and 
retain the nutritional value

Adjust the product formulas to increase the dietary 
fibre content in the product
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Channel: Continuously improve channel execution and POS coverage quality

Further Penetration in Offline Distribution Network 
Increase Brand Awareness and Channel Operation via Sales Support

1,840+ Offline Distributors

32 Local Sales Offices 

288 Sales Support 
Representatives

Build internal sales team to assist distributors in tier-1 and -2 
cities to expand POS coverage, increase operational 
capability in major channels and POS, increasing efficiency 
and performance

Local Sales Offices in Tier-1 and -2 Cities to Support 
Operational Capabilities

Sales Support (「辅销」）

Select well established distributors and assist them in hiring 
sales professionals covering POS, effectively managing 
channelling expense usage, promoting POS coverage and 
increasing POS productivity

Enhance Coverage and Unit Productivity in Lower 
tier Cities

Sales Assistance (「助销」）

Realized Omni-Channel Distribution Network such as supermarkets, 
convenience stores, hypermarkets, wholesale markets and etc.

46%

27%

10%

7%

卫龙面制品

魔芋爽

风吃海带

软豆皮

Convenience 
Stores

Supermarkets

Wholesale 
Markets

Hypermarkets

88.1% Offline Channels

Note: Omni-Channel coverage rates from Nielsen data

WEILONG 
Flour 

Products

Konjac 
Shuang

Fengchi 
Kelp

Soft Tofu 
Skin

Omni-Channel Coverage Rates 
for Main Products
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Omni-Channel distribution network effectively reaching customers; Expand POS coverage 
and performance through channel upgrade

10.5%  Online Channel

Online Business Bolstered by Omni-Channel Coverage and 
Refined Operations

Coverage of major e-
commerce and content-
based platforms to form 
a strong complement to 
offline channels

New Products Testing 
Platform to guide new 
products development

Increased interaction 
with customers to build 
connections,  to increase 
brand and products 
exposure

Expansion of Global Distribution Network

1.4%  Overseas Markets

Ø Build fan base for Chinese spicy snack 
food in overseas markets

Ø Identify regional markets with growth 
potential 

Ø Strengthen cooperation with high-
quality overseas partners 

40 
Overseas 
Distributors
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Brand: Attract more young consumers, and increase repurchase rate and conversion rate

• The No. 1 snack food brand in terms of brand awareness among those aged at or under 25
• Awarded 2022 GEN-Z's Annual Favourite Award “Inspirational Vitality Brand” and won Titanium Media‘s 2022 Global Innovation Award "Consumer Brand of the Year".

Brand awareness

三好战役

Focus on Young Consumers

Based on the strategy of  Entertaining, 
Casual, Convenient and Affordable

Brand-product-price-channel-promotion 
integration and interaction

       
Increased interaction with customers via Video 
clips, live streaming and Internet celebrities

Topical content-based and holidays-based 
marketing

Cross-sector co-branding to attract more young 
consumers

Offline activities combined with online 
marketing

Double 11 “Foxi" marketing

The first Latiao  Festival was held in 
Shanghai

In two days, offline consumers 
reached

20W+

Consumer interaction

5W+

Total online exposure

1800W+

”Latiao" New Year festival

Christmas poster Halloween poster

Konjac  Shuang and iced tea co-
branding, "CP debut"

Cooperate with clothing brands + beauty 
brands on marketing

Fancy holiday marketing cases

Omni-channel social 
platforms to boost 

promotion

Youthfulness
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Partial production lines in Xinglin Plant put into operation

Supply chain automation upgrade

Plant Automation

Production Line Upgrade

Lifecycle quality control

Procurement

 Establish long-term 
relationships with quality 
suppliers

 Establish strict supplier 
screening and assessment 
mechanism

 Establish supplier grading 
management system to 
enhance safety stock and 
decentralized supply location 
strategy to continuously 
control supply chain risks

Production

 Full process monitoring
 Most production lines are 

automated

Traceability

Item-specific Serial 
Code Information 
System
Achieve backward 
traceability and record 
distribution paths to 
end customers to 
avoid cannibalization

Testing

 Establish quality 
assurance center to 
monitor routine indicators 
throughout the entire 
production process

Ø Full-chain food safety management A food safety risk assessment team has been established to control 
food safety risks from source to end.

Ø In compliance with the HACCP and FSSC 22000 food safety 
system certifications

Ø Jointly published the Industry Standards for Seasoned Flour Products with a Consortium led by the 
Chinese Institute of Food Science and Technology

Services

 Diversified communication 
channels for timely and effective 
customer complaint handling

 E-commerce customer service 
platform; 400 hotlines; city 
manager for customer 
relationship management.

Supply Chain: Continuously focus on quality through establishing an industry leading 
production system and strict quality assurance system
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Top Market

• Reshape the relationship between the Company 
and suppliers and create mutual benefits by 
combining resources in the upstream and building 
competitive advantages for both parties

• achieving synergies from increasing market 
penetration and reducing upfront cost of products

• Empower sales and distribution, raw material management, 
production execution and quality management, warehousing 
and logistics management, financial management and cost 
control

• Improve financial accounting efficiency through integration of 
business and finance

• Strengthen product traceability management and enhance the 
ability to prevent cross-regional sale through technologies 
such as one item, one code and quantum cloud code

• Solve the whole business process management problem 
through the distribution chain

• Optimize the information exchange and cooperation 
between distributors, sales person, POS and the company 
information sharing and cooperation

• Review in-store activities through AI to improve store 
execution efficiency

• Establishing a master data MDM system, bringing together 
data sources from various systems, and building data 
warehouse platform

ERP

Distribution Management System (CRM)

 Decision Report Analysis System (BW)

Supplier Coordination & Management System (SRM)

• Through building e-commerce middle platform system, 
unified management of orders/ inventory/ promotion/ 
reconciliation of various platform e-commerce/social e-
commerce businesses, realizing the whole chain 
management from order to delivery and improving the 
efficiency of e-commerce business operation

E-Commerce Middle  Platform System (OMS)

• Link every machine, piece of equipment, team, sensor and 
controller with applications and build real-time connections 
between employees to achieve human-machine and 
machine-machine interactions and data transmission and 
analysis.

• To reduce failure rate and maintenance costs, increase 
reliability and improve operational efficiency by docking 
Equipment Management System (EAM).

IIOT

Warehouse 
Management System 

(WMS)

Human 
Resources 

Management 
System
(E-HR)

 
Transportation 
Management 
System  (TMS)

TCE
Private Cloud

Platform

• Build data models for analysis topics based on various 
business domains, provide multi-dimensional/cross-time 
reports and mobile charts, build management driving 
windows, and provide data support for decision making

Digitalization: Empower the business to improve operational efficiency
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ESG: Focus on long-term sustainable development

Environment

 Biogas Boiler Project

Use of biogas boilers to 
produce steams during the 
production process to 
recycle the energy and 
reduce the external 
purchase of steam.

Photovoltaic Power Generation 
Project

Construction of 
photovoltaic power 
plants to reduce 
purchase of external 
power and reduce CO2 
emission.

Social 

  Rural revitalization

Support for the development of 
industries in the villages. Drive the 
development of chili pepper, 
peppercorns and other planting 
industries as a large amount of 
crop raw materials demand to 
improve  income of farmers.

Employee Together

Cultivate a dedicated, earnest 
and vigorous management team. 
Provide employees with 
promotion opportunities, 
welfare subsidies, skills training 
and other welfare  policies to 
promote employee diversity. 

Governance 

 Comprehensive Risk Management

Establish a comprehensive risk 
management structure and cross-
departmental risk management 
collaboration mechanism. Regular 
meetings to review the 
Company's annual risk 
assessment and monitor the 
implementation of risk mitigation 
measures. 

 Business Ethics  Management

Develop internal systems such 
as Management Measures of 
Rewards and Punishments to 
regulate the 
behaviors of employees. 
Organize regular anti-
corruption activities for 
employees and enhance the 
normalization of integrity 
culture. 
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• Fully enhance POS coverage；
• Fully enhance in-store execution 

quality, especially the coverage 
level of essential SKUs.

Channel

Ø Strengthen channel execution

• Continuously invest in product category 
and quality  assurance on the basis of 
existing product categories to enhance 
products’ core competitiveness；

• Develop new products (new packaging, 
new specifications, new categories, etc.) 
in terms of different channels and sales 
scenes.

Products

Ø Efficiently cultivate existing product 
categories and nurture new ones

Outlook

Supply 
chain

Organizational 
     Force+ 
Intelligentization 

• Comprehensive improvement of 
product quality;

• Enhance automation and 
intelligence, reduce production 
costs

Ø Enhance end-to-end quality 
management system

 brand

Ø Increase brand awareness, core image  and 
brand penetration

• Through the young brand building initiatives to 
expand the consumer group fast (focusing on 
Gen- Z, urban white-collar workers and other 
young groups);

• Through the KOL and daily content marketing 
activities among the online platforms to expand 
exposure and interest of the customers.
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THANK YOU
Contact us:

 ir@wlspjt.com

5th Floor, MT-1, MIXC Park, No. 229 Haowen Road, Minhang District, 
Shanghai, China

Southwest Corner, Intersection of Dongfanghong Road and Zhongshan 
Road, Shaoling District , Henan, China

https://www.weilongshipin.com/


