ANTA

Three-year Development Strategy and Actions Plan for the Next 12 Months

CEO of the Performance Sports Group, Tsui Yeung



KEEP MOVINL

The meaning of sports is not just victory
what is more important is
feeling the passion of exertion

and the exhilaration of surpassing oneself

The existence of ANTA
is to let everyone
enjoy the happiness brought by sports
discover your infinite potential
and KEEP MOVING with us

ANTA, the leader of performance sports brand

Embedding the sporting spirit of surpassing oneself into everyone's lifestyle
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ANTA'’s Operational Performance
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Since the Pandemic outbreak, ANTA has continued to grow at

high single-digit

ANTA remains as the most Olympic-relevant brand and leads in market share
ANTA KIDS' brand power ranks first and leads in market share

Ranked No. 8 on the BrandZ Global Apparel List

Over 80% retail sales from DTC




ANTA 2023-2026 Strategic Direction
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Our Mass-market Products are Supported by 3,000 Patents
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Our Mass-market Products are Empowered by top-notch Brand Resources




Our Professional Products are Enhanced by Olympic Resources

ANTA will be the official sportswear supplier for the International Olympic Committee for 2024-2027

Olympics Brand

Olympics Products = Olympics Vihe
() Marketing
QS With same technology, The Arc de Triomphe Project Brand vibe during the Olympic Games
same material and same style,
Paris Fashion Show Full omni-channel coverage

Expect to achieve 30 %+ growth in

2024 with the omnichannel rollout Create viral content on Xiaohongshu(RED)



A Robust Product Portfolio of ANTA Professional Running Shoes

Fortifying professional attributes while addressing the needs of the mass market
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A New Range of ANTA Basketball Shoes

New style Full range pricing Enhanced comfort
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Running

Customers in key segment

Proprietary R&D in children's wear
which sets industry standards

Professional running, trail running,
campus running and run with style

The industry's top brand reputation

ANTA KIDS

Striving for professionalism and solidifying the leading position in children's sportswear in China

Hoskethall

Customers in key segment

Leading in professional
basketball gear for kids

The industry's O brand reputation

Liirls

Incremental customers

Supported by Chinese national artistic
gymnastics / figure skating teams

Brand awareness uplift
in vertical segment

35% growth target

Holonce Bike

Incremental customers

Supported by Chinese national
short track speed skating team

Dominance in domestic
top competitions



Omnichannel Retailing to Reach a Broad Spectrum of Mass Consumers

Aerobics 13 1 Retail sales to grow at 50%+

: Demand budget- :
Mass pUb"c friendly with quality el 12

3
Tennis 13 ¢
3
4

~ 700 million people Skateboard 114

The Brondest Possible Oiversified Sporis Segment A Complete
Group of Consumer Mass Participation Sports (%) Multi-chonnel Retailing
Running Share from shopping malls to lift
High-net-w. ivi Basketball 35 Store efficiency to grow at mid-teens
Hiking 30 ¢
Mountaineering 27 ¢
Fitness training 24 ¢ To build SUPERSTORE
5 i Swimming 24 *
ursue quall y an Jogglng 22 /
took for substify Yoga 15 To achieve the industry's top brand
Cycling 13 ¢ reputation on traditional platforms
Football 13 ¢

Sking 8¢ Retail sales to grow at 100%
Frisbee 64
Base: Total N= 2000

* as % of total retail sales

Data sources: National Bureau of Statistics, Wind, Euromonitor, BCG, Kantar
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ANTA Channel Matrix

Store image Product Matrix Brand Resources | Strategic support

Within 5 years

Iﬂ Arena stores
Iﬂ”ﬂ prestigious-level stores

to open in China

Number of stores above AES 500

14% — Gl 7%




Brand Resources Product IP Channel

Basketball

Running

Outdoor/
ANTA
GUANJUN

Olympic

Sports
culture

Women

Equipment
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PALALE IN LINE
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é ANTA LUANILUN IN MALL
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é ANTA LUANILN IN 5TORE
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SNEAKERVERSE WHITE
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A2 ANTA RUNNING




é ANTA SHOCK THE GAME







HRANDO LLOBALIZATION

Representing Lhinno



Mission

Target

Strategy

Execution

ANTA 2023-2026 Strategic Roadmap

ANTA, a leading Chinese sportswear brand

2023-2026 CAGR

Mass-market Positioning Brand Upgrade

Increase average ticket size
Resource and technology empowerment Upgrade distribution channels

for channels, products and customers Gt el it
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Together, We Lrente Grenotness
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