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Entered the PRC beverage market in 1996, from Canned Congee, Purified Water to Tea Drinks; Juice Drinks and Refrigerated Drinks, the

annual sales volume for Master Kong's beverage exceeded 1.6 billion units in 2002



BmEBR ST - FEME¥EARI6T611
FTET BREFRERKKS0.68% ' HAE
B EBEN3260%  KEEZEREHEERE
MEARBNTEHERM2FRARDAKD
HE [EMBIKAREZEEE[ZA+T
LITHRBEEYT » ot TKERHAE
i o [RENE SR E3FRAITREL

A —HEREZEE-—ME - BHERTS
B RRERERE  ABTRFRE »

EHMCHEEHFEEA  RESED - [REE]
RABSBEEVFREVERER2EN

Mg [H#DBACIET  BEHANR
BEEDATS  MEEXBELA - B
ACNielsenR —ZEZ-F+-f /-TLT=F
—ANTHAEERES  [RABIERA
MEEERHEENOERTENEEERS
B A51.5%Ff53.7%  ATHENEERE -
AEENRER T HEERFEEENTS
HEEDRNAH206%K%20.1% @ (ETIHE =
ﬁo%%~&ﬁ§ﬁ%ﬂgamu&ﬁ§m%
ABKRRES | TEERMEES RIFOHE
B SEEAEEREALEAMNE
ﬁ’gg o

%Eﬂ%x AFEMEINRMmM S AEER

MEEHEASTH EAMSEHE T8
“ET-FEMEMN24GEER  EMA
BENALERBLE  XHRABPETBME
RmBREETHERREARETR  EXAX
SERNTRABENERRELSHNFERRE
B A BRFBEREFEREE K
E—FRBEROMEE  URRRETHE
FBRBUR_FTE=-FEAEENERE
MINATHNEAR  AEEESNFEHET
EEMENBREIELE  KEMBEINAT
HESBR -

T _FERREBRONENEEREF L
FA00E DY £4591%  TEEHEAZH
FRREBENEERAZERGEBERR MK
RIEMREF B45,937FET - HEEFRH
RIEKE211.75% c §—ZZ=5F9 - g
FRHREFHRABREENEE - BEPET

In 2002, beverage segment turnover amounted to US$357.61 1 million,
representing a 50.68% growth from the previous year and 32.50% of the
Group's total turnover. The growth was mainly due to the continuous
sales expansion of the flagship products of tea drinks and the successful
sales of the new juice series. The integration sales strategy of “Bighot +
Music” has strengthened the leading position of the Ice Tea in cool and
fashion. Since Master Kong developed the new type of tea for three years
ago, Green Tea has been the first leading brand in the PRC. As to diluted
juice drinks, catering to different ages by using two different brands and,
they have achieved preliminary results in some districts and got the
predominance. Master Kong is molding its juice drinks to be a brand for
the young and promoting them in the whole national market. Taking
advantage of the bright brand, “Fresh Daily C"
increasing ready market. According to ACNielsen, for the period of

juice drink has an

December 2002/January 2003, the sale volume and value of Master Kong
tea drinks gained a share of 51.5% and 53.7% in the PRC RTD tea market
respectively, being the leader brand in the market. The market share of
the diluted juice drinks was 20.6% by sales volume and 20.1% by sales
value, being the second leading one in the market. In addition, the
refrigerated series “Daily C" and the new product live lactobacillus drink
“Jian Bai Fen" have also done well in the eastern part of the PRC market,
further enhancing the basis for the Group to step into the refrigerated
drinks market.

In order to face the increasingly intense competition in the future market,
in the slack season of the fourth quarter the Group decided to add 24
new product lines for PET drinks in 2003, relocated some production
facilities, and embarked an engineering project to improve efficiency of
the existing PET drinks product lines. Because of this, the drinks lines in
some districts stopped production in the fourth quarter. However, the
Group can meet with the requirements of the future market by adding
facilities and improving the production ability. In order to meet the
production expansion in 2003 and to maintain the product exposure
during slack season, the Group organized channel promotion activities
throughout the country to stimulate the willingness of the channel sellers
to increase orders during slack season.

During the fiscal year 2002, the Group's gross margin of beverage
segment rose by 4.00 pp"* to 45.91% from previous year, mainly due to
better utilisation of the production capacity and change in the product
mix. Profit attributable to shareholders was US$45.937 million, rose by
211.75% from a year ago. The Iraq war caused the price increase for
petro and led out the 20% to 40% price increase for PET resin during the
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