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During 2013, the Gross Domestic Product (GDP) of the PRC increased
by 7.7% year-on-year. The Consumer Price Index (CPI) increased by
2.6%. Total retail sales of social consumer goods increased by 13.1%.
The Producer Price Index (PPl) decreased by 1.9% year-on-year.
Economic growth rate continues to slow down. During the year, market
competition remained intense. Coupled with the factor of climate, the
operations were subject to fluctuations. In this challenging year, Master
Kong achieved good results in 2013 through strong organisational
structure, flexible market strategies and the synergy of the strategic
alliance.

In 2013, the Group’s turnover was US$10,940.996 million, an increase
of 18.77% compared to that of 2012. The growth rates for turnover of
instant noodle and beverages were 9.38% and 27.09% respectively,
instant food's turnover dropped 13.37%. In the fourth quarter, the
Group's turnover was US$2,128.439 million, 22.82% higher than
the same period last year. During the year, the Group’s gross margin
increased by 0.35 ppt. to 30.25% year-on-year, benefiting from the
drop in cost of raw materials, optimizing organizational and enlarged
economies of scale.

In 2013, the Group effectively controlled its marketing and distribution
expenses by means of strategic advertisement that strengthened
its brand as the leader in the PRC market. Due to the intense
competition and increase in media promotion expense, the Group's
distribution costs as a percentage of total sales, increased by 0.88
ppt. to 21.14% as compared to 20.26% in 2012. Finance costs
increased by US$4.678 million to US$37.351 million mainly due to the
increased bank borrowings for capital expenditure. During the year,
the Group maintained a stable and healthy financial structure with
strong cash flows. In 2013, earnings before interest, tax, depreciation
and amortization (EBITDA) was US$1,161.152 million and the profit
attributable to owners of the Company was US$408.544 million, a
decrease by 3.60% and 10.92% respectively when compared to the
previous year, earnings per share was US7.30 cents, dropped US0.90
cents year-on-year. In 2013, the synergy of the strategic alliance
between Master Kong and PepsiCo is gradually realized that Pepsi
beverage business reached break-even. After deducting the special gain
on bargain purchase in 2012, the profit attributable to owners of the
Company increased 12.34% when compared to the previous year.
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FOOD BUSINESS

Instant Noodles

In 2013, turnover of instant noodle business amounted to US$4,332.210
million, an increase by 9.38% from previous year, and represented
39.60% of the Group's total turnover. During the period, slight increase
in price of certain raw materials and additional costs spending on
the enhancement of quality and size of products for the benefit of
customers which caused a decrease in gross margin by 0.76 ppt. to
29.24%. Profit margin increased by 6.60% and the profit attributable
to shareholders for the instant noodle business was US$336.781 million,
grew by 4.14% when compared to same period last year.

According to AC Nielsen’s latest survey, in terms of sales volume and
value, year-to-date December 2013, the Group’s instant noodles gained
44.1% and 56.4% market share respectively. In December 2013,
market share for Master Kong's instant noodles increased of 46.5% and
56.5% respectively, grew by 2.7 ppt. and 0.5 ppt. respectively when
compared to same period last year and remained as the top player in
the market. The growth of high-end instant noodle market was greater
than that of the overall instant noodle market. In terms of sales volume
and sales value, the market share of the Group's high-end instant
noodles were 67.7% and 66.6% respectively. Braised Beef Noodle is
the number one flavor in the instant noodle market while the Group’s
“Master Kong Braised Beef Noodle” enjoyed the largest market share of
this favor segment, leaving its competitors far behind.
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Being the most familiar classic good taste of Chinese, Master Kong's
braised beef noodle continued to strengthen the “It is more nutritious to
have meat and egg” ingredient enrichment and foretaste promotional
activity. Meanwhile, in terms of brand interactive marketing, we fully
leveraged the influence of the “King of Songs”, “Yu e Quan”, our
ambassador, to implement entertainment marketing campaigns.
Together with in-depth cooperation in relation to “Yu ® Quan”’s new
album and Christmas concert as well as online and offline terminal
promotion and integrated communication, it has created a younger,
modern and energetic new look for consumers, thereby consolidating its
leading position as the first brand and driving the continued growth of
sales. Our Noodles with Spicy Beef are highly popular among consumers
who prefer hot and spicy flavor. Our ingredients trial programme was
vigorously in progress while the “Spicy and Hot Apartment” Weibo
promotional activity was officially launched. Riding on the popularity of
the new TV drama “i PARTMENT 4", TV commercials on this series of
our products were aired. In the meantime, the promotion and marketing
platforms of television and Internet were consolidated to allow our mass
young customers to truly experience the attractiveness of the aroma and
vigor brought by the spice of the noodle. All these efforts yielded better
overall results.

etz ERAR TINGYI (CAYMAN ISLANDS) HOLDING CORP.
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Master Kong's Pickled Mustard series launched the innovative flavors
of pickled mustard pork ribs noodle and pickled mustard fresh shrimp
noodle in the fourth quarter. While implementing the comprehensive
promotion of the foretaste of new flavours, we engaged Xu Zheng
and Wang Baogiang as ambassadors to disseminate the product
differentiation theme of "It is cool to have the sour flavor but it is
even cooler to have various extra flavours” through commercials.
Accordingly, the year-on-year growth of the Pickled Mustard series
for the full year of 2013 was significantly higher than that of major
competing products, thus suppressing the growth space of major
competing products. The “Homemade Mushroom Pack” was added
to the Homemade Mushroom Lu Xiang Series to deliver innovative
braised pork and mushroom compound flavours. The ongoing foretaste
promotion, combined with the dissemination of the concept of “It is
difficult to resist the temptation of braised pork added with homemade
mushrooms” through creative commercials, was well-received by the
market. With a continued increase in the market share, the flavour’s
leading brand position in the market was consolidated.

In addition, the Group has concentrated on studying the Chinese food
culture and introduced innovative products under regional brands
in accordance with local tastes, such as brittle kelp and beef noodle,
preserved vegetables, crisp bamboo shoots and braised beef noodle
with spicy cabbage, which are well-received by consumers. Sales of
gravy noodle with tomato and egg in the north grew rapidly since
its launch in the market. Sales of brittle kelp and beef noodle was
expanded from the South to the Northwest. The Pickled Chilli series,
which was launched for sale in the South, occupied part of the pickled
mustard market with its refreshing pickle bubble sour. In the meantime,
regional brands invited Hua Shao, the host of “The Voice of China”,
as their ambassador to integrate the voice volume to tell consumers
nationwide: Master Kong meticulously provides genuine flavour instant
noodles for you, real “richness and genuineness!”
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Mid-end noodle, “Jin Shuang La Mian", took over the low-end noodle
upgrade market with fine quality noodle as the core benefit and
achieved rapid sales in 2013. With continued efforts made, fried crispy
noodle ranked third in the fried crispy noodle market, with both its sales
and market share increasing while maintaining stability. During the year,
the major product, “Xiang Bao Cui”, continued to improve, and coupled
with the themed sales promotion event of “Win another pack”, its
sales continued to climb with a positive growing trend. The innovative
product, “Cui Xuan Feng”, succeeded in expanding the consumer
groups of fried crispy noodle as it was popular among consumers since
it was launched for sale in February due to its uniqueness. The three
new flavours and the new jumbo pack specification launched for sale at
the beginning of the fall semester even added new vigour to the brand,
which drove the growth of sales!

In respect of production management, the Group continued to promote
production and sales enhancement and distribution improvement
projects to increase the efficiency of production and sales coordination
and further improve supply chain services. In the future, the Group
will constantly increase plant competitiveness and continuously reduce
production costs to improve the gross profit of products. In addition, the
establishment of new second generation plants in Tianjin, Hangzhou,
Nanjing and Chengdu have been completed and put into operation
successively. The plants in other regions will be also established
successively. Besides, standardized operation was implemented to
ensure the quality of products so as to provide consumers with better
products. Meanwhile, the Group continued to drive the functions of the
budget control system and assisted operational staff to improve their
skills through enhancing the mutual application of the E-MO system and
the E-CRC system to implement terminal execution capabilities.

etz ERAR TINGYI (CAYMAN ISLANDS) HOLDING CORP.
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With increase in per capita income and growing consumer demand
in China, the consumer groups of mid-end and high-end noodles
and innovative products are growing fast. The Group is also active in
developing new products and making better use of new technologies
and the innovation of product offerings to establish a dominant position
in product trends. In the first half of 2014, innovative products such
as "Fresh Banquet” featuring healthy steamed and cooked noodles,
with an improved taste — “Mian Ba Cooked Noodle”, new wide, thin
and crisp snack noodle — “Crispy Fatty” will be launched for sale in
succession. The Group will continue to meet consumer demand and
actively adjust the flavours in accordance with market feedback to
reward consumers with better products!

With the development of China’s regional urbanization policies,
employees from the first and second tiers cities returned to their
hometown to build up their own business, might lead rapid economic
development of the 3rd and 4th tiers cities. Besides, it drives up the
consumption volume and value for instant noodle. The Group's sales
and marketing team is already ready to focus on the development
of new networks and capture business opportunities brought by the
acceleration of urbanization and gain the fast growing benefit.
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Instant Food

According to AC Nielsen, the overall cracker market remained in the
doldrums throughout 2013. Overall market sales volume of crackers
declined by 3.65% year-on-year. In particular, sales of sandwich crackers
declined by 6.72% year-on-year.

In 2013, turnover of the instant food business amounted to US$202.819
million, representing a drop of 13.37% year-on-year, and 1.85% of the
Group's total turnover. Gross margin dropped by 0.9 ppt. to 38.09%
and gross profit declined by 15.37% year-on-year mainly due to the
doldrums of cracker market which reflected in the sales quantity.
Owing to the decline of gross profit from existing products together
with expenses spending on establishing markets and advertising
and propaganda activities for the new product development of new
business, the instant food business recorded a loss of US$14.029 million.
Looking forward, with higher recognition of our new products and the
commencement of marketing activities, the results of our instant food
products will gradually improve, thus driving the growth of our profit.

etz ERAR TINGYI (CAYMAN ISLANDS) HOLDING CORP.
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According to AC Nielsen's survey in December 2013, in terms of sales
value, year-to-date December 2013, Master Kong's egg rolls gained
a market share of 25.2% and ranked No. 1 in the market. Sandwich
cracker gained 19.3% market share and ranked No. 2 in the market.
There is no AC Nielsen database for cake and pie markets available for
the time being but we believe that Master Kong's Muffin are enjoying a
leading market position.

Master Kong's 3+2 Brand Festival “Dance in my own style” organized a
roadshow performance of “Dancing game in real personal feeling” for
the first time in the most representative business districts of five major
cities across China. Brand ambassadors and star guests were invited to
assist in promotion at the sites which were under a hot atmosphere to
enhance positive brand awareness. Master Kong's mousse sandwich
balls, being a strategic snack product, organized the activities of
“Enjoying Colourful Styles” campus and “Christmas Tour” in schools,
marketplaces, cinemas and offices in various major cities across
China through package refinement and display improvement. Brand
popularity was enhanced through exciting interaction between the
official microblogging platform and consumers. As a result, sales volume
recorded a double digit growth.

“Calbee potato stick”, a major product of Calbee leisure puffed food
products, used fresh-cut potatoes as raw materials and cooperated
with e-commerce operators to promote potato chips through the
themed activity of “FUN potato holidays, taste fresh prices” since it was
launched in the market in March. An activity was organized to distribute
samples in offices with an accumulation of more than 50,000 WeChat
fans. By disseminating the theme of “Focusing on your good fortune
(EZRHIFER)", the Group facilitated the promotion of product
reputation and increased brand recognition among consumers.
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In 2014, our instant food business will adhere to the overall strategy
of "accelerating growth, reducing loss and adjusting the structure.”
In respect of accelerating growth, we will make the operations of
core products and core areas as our key direction and will put more
efforts on product upgrade and product mix. While we continue to
put sandwich crackers, egg rolls and cake primary products as our key
products, we will further our development of new products such as
Calbee snacks. In respect of reducing loss, we will focus on products
with high profit margins and continue to improve our brand power and
influence and in the meantime continuously optimize our sales channels
in a bid to reduce inventory levels at different channels and enhance the
gross profit along the channels to improve our profitability. In respect
of adjusting the structure, we will constantly optimize and adjust the
organization, systems and processes to establish a more professional
sales company. This company will be established to serve more products,
further explore the potentials of direct sales and sales channels and
improve the profit margins along the channels. As for our production
and management, we intend to improve our costs and gross profits via
production IE (Industrial Engineering) programme and will strictly control
our costs of distribution to enhance investment efficiency.

In addition, the instant food business will launch new products on the
market in strategic cooperation with the new business and put them
into production in succession in 2014. Wakodo (Shanghai) Trading
Company Ltd., a joint venture with Wakodo has been approved to
establish and will duly launch the infant milk powder and its auxiliary
products on the market in 2014. The frozen meat products such as
sausage, ham and bacon produced by Kangpu (Wujiang) Food Co., Ltd,
a joint venture with Prima Meat Packers Ltd. will also be launched to
the market. In the future, the Group will continue to conduct various
strategic cooperation to expand the product categories so as to explore
the profit growth momentum in the instant food business.

etz ERAR TINGYI (CAYMAN ISLANDS) HOLDING CORP.
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BEVERAGE BUSINESS

In 2013, in line with the slowdown of the development pace in the
overall economy in the PRC, the growth in the beverage business also
retarded, meanwhile affected by the severe competition in the industry,
the unexpected consumption and climate instability factors, sales
volume in the overall beverage market grew by 6.9%, lower than that
in 2012, reflecting a challenging operating environment.

In 2013, turnover for beverage business increased by 27.09% to
US$6,268.472 million year on year, representing 57.29% of the Group's
total turnover. During the year, gross margin of beverage business
increased by 1.14 ppt. to 30.75% due to the decrease in costs of raw
materials and the optimization of product mix. During the period, overall
operating expenses has been well controlled, coupled with the synergy
of the strategic alliance between the Group and PepsiCo is gradual
materialization, caused the operations of Pepsi beverage from loss to
breakeven. Profit attributable to owners of the Company from the
beverage business was US$70.995 million, year on year sharply grew by
50.87% after deducting the special gain on bargain purchase in 2012. If
including the special gain, year-on-year dropped by 50.00%.
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During the year, all types of products recorded excellent performance.
In 2013, we continued to strengthen the brands of RTD tea through a
number of campaigns launched by power of various medias to attract
the attention of consumers. According to AC Nielsen data, in terms
of sales volume, year-to-date December 2013, the Group’s RTD tea
gained 51.8% market share, grew by 4.0ppt. when compared to same
period last year, continued to rank No. 1 in the market. The market
share of the Group’s RTD tea with milk was 21.5%, increased by two
times as compared to the same period last year. In the bottled water
market, in addition to supplying products to consumers by upholding
the philosophy of “drink safely, enjoy healthy”, the new type of bottle
launched this year became very popular in the market, the market share
of the bottled water increased steadily to 23.6% since its launching and
regained the top player position. We constantly innovate on fruit juices,
leading to the emergence and popularity of Chinese style fruit juices in
China. By leveraging on the fruit juice brands under Master Kong (Master
Kong juice, Fresh Daily C, New Taste for Traditional Drink, Crystal Sugar
Series and Traditional Fruit Mix) and Pepsi‘s Tropicana, the market share
of the Group in the overall fruit juice market in China was 25.9%,
ranking No. 1 and grew by 1.7ppt. when compared to previous year.
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The development of the Group's beverage business is not only in new
taste, new package, new formula, but also in the new philosophy.
We match the market demands for the consumption and launch the
products suitable for the market demands by upholding the flexible
marketing strategies to bring more beautiful experience for the
consumers for a happier life. In terms of RTD tea series, we solidify the
leading position and put emphasis on the future trends of healthy food
concepts. We market the healthy concept by launching tea drinks with
the raw material of tea. The representative products such as sugar free
tea emerged rapidly. In order to extend the time for drink milk tea and
enhance the effectiveness of the end brands, we sell the concept of
drinking milk tea during the winter for a better fragrance.

In terms of fruit juices, we adopt the operation strategy of double
brands namely Master Kong juice and Fresh Daily C by constant
innovation and product improvement. The Group's Crystal Sugar Pear
Juice was very popular in China, after that, we launched Lemon Juice
and a haw-flavored fruit juice. Meanwhile, we introduced a Chinese
traditional health preserving beverage series called “Traditional Fruit
Mix" in response to the demand in the market. In particular, “Honey
Pomelos” and “Sugar Cane and Water Chestnut” were well-received
by consumers and other new flavours will be introduced successively.
In additional to diversify the offerings of traditional beverages, we also
enriched the choices for consumers.
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Overall sales volume of the Pepsi beverage business achieved a
stunning double-digit growth of almost 20%. According to the data for
December 2013 of Canadean, the Pepsi carbonated soft drink business
achieved a double-digit sales growth in 2013, with the annual growth
rate with three times more than that of major competitors. In 2013,
its market share in the carbonated soft drink market increased by 1.3
ppt. to 31.8% as compared to the same period last year. For the Cola
flavour, PepsiCo has not only maintained its first Cola position in the
PRC since 2005 but also increased its market share by 3 ppts to 49.4%
year-on-year. The fruit flavoured carbonated beverage, Mirinda, gained
30.3% market share and ranked the first position. As for terminal,
catering access, new product execution, traditional and modern pipeline
seizure, the Pepsi beverage business also thoroughly carried out the
work of suppressing its opponents. Besides, for non-carbonated soft
drinks, the Pepsi beverage business achieved a double-digit growth
through new packaging and the expansion of new flavours. This,
together with the gradual materialization of the benefits of Master Kong
& Pepsico alliance, caused the operations of Pepsi Beverage to achieve
breakeven in 2013. In the future, the Group will capitalize on its brand
rejuvenation advantage to increase the voice volume to consumers and
continue to make efforts in brand enhancement and focusing to build
long-term advantages in the market.

For bottled water, Master Kong’s mineralized water, in collaboration
with Pepsi Aquafina Water, set up more production facilities, reduced
costs by leveraging on scale synergy and established efficient distribution
networks to provide better services for customers and consumers and
reinforced the core competitiveness.

etz ERAR TINGYI (CAYMAN ISLANDS) HOLDING CORP.
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Master Kong upholds the principle of leading the industry development
in a healthy and orderly manner, and contributes to the sustainable
development of society and environment. We constantly implemented
technological innovation and introduced more energy-saving and
environmentally friendly facilities. For the purpose of energy saving, we
have introduced rinse-free technology such that water consumption
during production has been decreased significantly. At the same
time, we have further improved production processes such that the
usage of electricity in bottle production and the emission of carbon in
logistics and transportation has been reduced. For production efficiency
improvement, through improved production processes and equipment,
we have invested capital, invested manpower and optimized the
operation process. We have also constantly carried out the work of
energy saving and emission reduction, enhanced resource utilization
and achieved remarkable results. We have achieved outstanding
performance in energy saving and emission reduction and sustainable
development.

On 27 February 2014, Shanghai Disney Resort, the Group and PepsiCo
jointly announced the signing of a strategic alliance agreement with a
term of several years, which marked Master Kong and Pepsi became
major beverage suppliers of the resort. Meanwhile, Master Kong and
Pepsi will jointly launch extremely influential marketing campaigns to
promote products and help publicize Shanghai Disney Resort. Such
partnership is expected to benefit consumers, Shanghai Disney Resort
and the Group and this valuable alliance is just an example of the efforts
made by the Group to continue to cooperate with world-renowned
companies.
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In 2014, under the policy of the new leadership of the Centra
Government, the domestic demand market in the PRC is expected to see
a recovery in its growth rate. By adopting increasing profits by means
of momentum as its overall strategy, Tingyi-Asahi Beverages Holding
Co., Ltd ("TAB"), a major subsidiary engaged in beverage business,
will capitalize on the advantages of Master Kong-PepsiCo alliance
in respect of organization and integrate various resources to reduce
management costs; optimize the system process in order to respond
to various changes in the market more precisely and swiftly; constantly
expand the network, more closely cooperate with network partners,
focus on the development of new networks and capture business
opportunities brought by the acceleration of urbanization; enhance
brand power and manage product types more precisely; continue to
increase product quality and focus on the development of innovative
products. The Group expects to increase investment in such aspects
as consumer communication and brand building. We will continue to
propel the healthy sustainable development of the industry and offered
safe, reassuring, nutritious, healthy and delicious products to consumers
by insisting on scientific and technological innovation at the technology
level and strictly controlling food safety. Meanwhile, with an aim to
guide the healthy sustainable development of the beverage industry, we
have put more emphasis on construction resources and energy saving,
strengthened water resource reuse and cut energy consumption to set
ourselves an example to continuously pass positive energy to enterprises,
the society and the public.

etz ERAR TINGYI (CAYMAN ISLANDS) HOLDING CORP.
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FINANCING

The Group continued to maintain a stable and healthy finance structure
through the effective control of trade receivables, trade payables, cash
and inventories. In the volatile financial market, the Group believes it to
be appropriate to maintain sufficient cash balances. At 31 December
2013, the Group’s cash and bank deposits totaled US$1,249.890 million,
an increase of US$411.992 million from the previous year. The Group’s
total assets and total liabilities amounted to approximately US$8,424.321
million and US$4,497.934 million respectively, representing increases of
US$951.058 million and US$513.856 million respectively when compared
to 31 December 2012. The debt ratio increased by 0.08 ppt. to 53.39% as
compared with the same period in 2012.

At the end of 2013, the Group’s total borrowings increased by
US$191.807 million to US$1,676.279 million. The borrowings were
mainly used for acquisition of production facilities and general working
capital. The Group’s proportion of the total borrowings denominated
in foreign currencies and Renminbi was similar as last year's 88% and
12% respectively. The proportion between long-term loans and short-
term loans was 39%: 61%, as compared with 66%: 34% in 2012. The
Group's transactions were mainly denominated in Renminbi. During
the year, the appreciation in Renminbi against the US Dollar of 2.68%
brought an exchange gain in aggregate of US$152.966 million, the
exchange gain of US$18.812 million and US$134.154 million have been
included in the income statement and exchange translation reserve
respectively.

Financial Ratio

BZE12A318L
For the year ended
31 December
20135 20124
(FE5)

(restated)

12.90Days/ H
8.23Days/H
0.66Times/{Z

12.11Days/H
7.69Days/H
0.70Times/f&

Gearing ratio (Net debt to equity
attributable to owners of the Company)

0.25Times/fZ
53.31%

0.15Times/{&
53.39%
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HUMAN RESOURCES

As at 31 December 2013, the Group employed 80,541 (2012: 79,419)
employees. The Group continued to provide training and development
to talents as one of the missions of the Group by focusing on the long
term accumulation and nurturing of human resources. Constantly
improve the talents development strategies in the selection, training,
deployment and retention in order to upgrade the competitiveness of
the Group's talents.

During the period, the Group continued to perfect the mechanism in
respect of personnel recruitment, selection and cultivation, extend and
improve the selection channel and method for the manpower reserve
and plan and implement talent development gateways. At the same
time, the Group continued to propel the successor echelon plan and the
talent development plan to identify and cultivate potential talents. In
addition, the Group continued to improve the education training system
and to speed up breeding senior level staffs so as to effectively link the
education training system to the talent development system with an aim
to enhance the leadership and management capability of the existing
personnel. At the same time, the Group has planned and implemented
a series of staff caring activities, which continuously helped to improve
the corporate image of the Group.

Quality Control

“Food is No. 1 need and food safety is the first consideration”. Food
safety has become the top priority related to people’s livelihood. Being a
leader in the instant noodle industry, Master Kong operates by focusing
on “one core, six assurances” with food safety as the core. Product
quality and safety are ensured through the supervision and management
of suppliers, the guarantee of raw material quality and safety, the
monitoring of key control points during the production stage, a stringent
mechanism for the examination and management of finished products,
the optimization of management in the circulation field and the
supervision and review of the quality system. We have established the
MIS execution information system to construct online shared platforms
for quality information; made use of Six Sigma Management to improve
product quality; initiated the informationization of the tracking system
to increase product tracking capability; continuously promoted the food
protection and management mechanism to reduce food safety accident
risks, optimize quality management for warehouses of distributors and
improve the quality of network warehouses; facilitated 15022000 food
safety and management system certification for suppliers to strengthen
food safety management for suppliers.

etz ERAR TINGYI (CAYMAN ISLANDS) HOLDING CORP.
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Food safety is of utmost importance to physical health and the safety
of life. Master Kong constantly commit to product quality and safety to
provide safe, delicious and healthy food for consumers.

PRODUCTION SCALE

In order to realize fast, automatic and labour saving production, Master
Kong has been expanding production scale and optimizing production
equipment continuously in order to improve efficiency and support the
leadership position of the Group in the domestic food industry in terms
of production efficiency. As at 31 December 2013, the Group had 122
production plant and 654 production lines in operation.

For Instant Noodle business, Tianjin factory and Hangzhou factory, as the
world’s single largest instant noodle factories equipped with advanced
computer warehouse have been put into operation. Xian, Zhengzhou
and other new second generation plants will commence production
in 2014. Beverage business continues to accelerate the establishment
of water plant sites. During the year, Shanggiu, Hengyang and other
new plants coming on stream. In 2013, Instant Foods segment started
to have strategic cooperation in order to expand the product range of
instant foods. In March, Calbee leisure puffed food factory commenced
production in Hangzhou. A joint venture with Prima Meat Packers Ltd.
which focused on production of frozen meat, commenced production in
Woujiang at the end of 2013.
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