MARX BIOTECH GROUP.

MARX Biotech Group >

October 2392024

www.MARXbiotech.com



Disclaimer MRS

e The information contained in this confidential document ("Presentation") has been prepared by MARX Biotech Group (the "Company"). It has not been fully
verified and is subject to material updating, revision, and further amendment.

e While the information contained herein has been prepared in good faith, neither the Company nor any of its shareholders, directors, officers, agents, employees
or advisers gives, has given, or has the authority to give, any representations or warranties (express or implied) as to, or in relation to, the accuracy, reliability or
completeness of the information in this Presentation, or any revision or supplement thereof, or of any other written or oral information made or to be made
available to any interested party or its advisers (all such information is referred to as "Information") and liability, therefore, is expressly disclaimed. Accordingly,
neither the Company nor any of its shareholders, directors, officers, agents, employees, or advisers takes any responsibility for or will accept any liability whether
direct or indirect, express or implied, contractual, tortious, statutory or otherwise, in respect of, the accuracy or completeness or injury of the Information or for
any of the opinions contained herein or for any errors, omissions or misstatements or any loss, howsoever arising, from the use of this Presentation or the
information.

e Neither the issue of this Presentation nor any part of its contents is to be taken as any form of commitment on the part of the Company to proceed with any
transaction and the right is reserved by the Company to terminate any discussions or negotiations with any prospective investors. In no circumstances will the
Company be responsible for any costs, losses, or expenses incurred in connection with any appraisal or investigation of the Company. In furnishing this
Presentation, the Company does not undertake or agree to any obligation to provide the recipient with access to any additional information to update this
Presentation or to correct any inaccuracies in, or omissions from, this Presentation that may become apparent.

e This Presentation should not be considered as the giving of investment advice by the Company or any of its shareholders, directors, officers, agents, employees,
or advisers. Each party to whom this Presentation is made available must make its own independent assessment of the Company after making such
investigations and taking such advice as may be deemed necessary. In particular, any estimates projections, or opinions contained herein necessarily involve
significant elements of subjective judgment, analysis, and assumptions and each recipient should satisfy itself in relation to such matters.

@ This Presentation includes certain statements that may be deemed “forward-looking statements”. All statements in this discussion, other than statements of
historical facts, that address future activities and events or developments that the Company expects, are forward-looking statements. Although the Company
believes the expectations expressed in such forward-looking statements are based on reasonable assumptions, such statements are not guarantees of future
performance and actual results or developments may differ materially from those in the forward-looking statements. Factors that could cause actual results to
differ materially from those in forward-looking statements include market prices, continued availability of capital and financing, general economic, market, or
business conditions, and other unforeseen events. Prospective Investors are cautioned that any such statements are not guarantees of future performance and
that actual results or developments may differ materially from those projected in forward-looking statements.
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No.1 Innovative Health Brand Planet
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Why Does MARX Stand Out?

® By continuously pursuing channel integration, MARX aims to
MARX is the integrator penetrate various distribution channels and maximize the efficiency of

of brands and channels its brands.

® MARX is deeply rooted in both online and offline channels, actively
integrating small to medium-sized health supplement brands from
Taiwan and other regions, with the goal of acquiring 3-10 brands
annually.
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® MARX achieved a revenue growth of 162% in 2023, followed by
an impressive 167% growth in revenue for first nine months of
2024, showcasing remarkable performance.

MARX is experiencing
rapid growth

¥ @ MARX is currently expanding its overseas distribution channels, live
#7 streaming and brand portfolio, aiming to become a leader in the field
g9 P g
ll“ Il of wellness and health.




Everyone has

3 brands

in mind
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Explosive Revenue Growth
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*Phargoods was consolidated in 2023/7 and SnowlOU was consolidated in 2023/10
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Leveraging OMO to Forge the Multi-Channel Ecosystem

Online

Offline

membership

Website

580+«

Major domestic platform MoMmo

Overseas platform

Live streaming
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PharBuy System Locked-in over 1/3 of Pharmacies in Taiwan ~* "~
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@ Taiwan has 10,782 pharmacies, with total revenue of
NT$176bn in 2023 and a CAGR of 6.5%. m Revenue of Phargoods

® MARX has already locked in 3,400 pharmacies, through its
(V)
exclusive PharBuy system, representing 32% of the total +35% YoY
number of pharmacies in Taiwan. }

PharBuy FrontPage Pharmacies Order Page
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Live Streaming Drives Robust Revenue Growth

*Since July, MARX has conducted live streaming with Diudiu 33,
significantly boosting SnowlOU's revenue growth.

B Revenue for SnowlOU

+105% YoY

B

3Q23 3Q24
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Boost Repurchase Rate and After-sales Services by Acquiring ANB
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* Following the acquisition of ANB, the call center has expanded from 10 to 24 members.

« Each team member can make an average of 2,000 sales calls per month, with the conversion
rate expected to increase 15%.

f

TAIZAKLWU ~. FimELz Consumers who
PH”””” |: have not made a
’ hase in the
jﬁ‘:‘ﬂ"\.\'% 1 Member list ﬂ @ purc
SnowlolU ln\/OUSO past 6 months
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Customer Service Management System

580K Membership Data Customer Service Training
KPI Management

k Team Expansion j

=
dr.hele® reDance

Experienced Telemarketing Team
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Al is the Next Growth Engine
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Preference
Behavior
Feedback
Data

Slogan

Successful
Cases

~\

Advertisement
Generation

Marketing
Slogan
Generation
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Customer
Targeting

ﬁ

Pharmacies

E-commerce

Live Streaming

Call Center
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MARX'’s Methodology of Finding the Right Acquisition Targets =

Potential M&A

Targets -

® Focusing on the wellness
retail sector (Brand/Channel)

Hyaluronic Acid

Joint Antioxidant
Health _ Supplements
Al Weight
Eye 9 Management Collagen
Health Regulation
) Protein Prenatal oral
Metabolic Powder supplements
Health . Health
Chicken )
Essence Intimate care  Gardiovascular
Pet Care Health
Probiotics Beauty Care  E|der Care bone
Sleep Health
Dental
Rersonal )
Health Care Supplements 4, ;¢
Growth
Cosmetic

Evaluation

® |dentify potential targets

C Leading Brand )
C Channel )
( Customer Base )

( High Margin )
(R&D Capability)

Marketing
Capability

Sharing Group
Channels

= =

Data
Analysis

® 6 to 12 months market testing

PharBuy
E-
commerce
Live
Streaming

Tele-
marketing
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Keep Integrating Brands and Aim to Become the Synonym 7

in Each Category
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Stress Management
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New products
per brand per year
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Revenue Growth of Acquired Brands Outperforms e
Industry Median

nnnnnnnnnn

B Revenue of Brands Acquired in 2023 ST, 9M24 Revenue Growth
Snowiov

Grape King, 7.7%
Great Tree, 6.9%

I I MedFirst, 4.6%

oM23 oM24 Norbel Baby, -7.2%

+27% YoY
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. Brands & Brand Development Plan




A pr‘emium men’s health brand with Jébanese sensibilities a;,nd high-'end fashion appeal

| Men ages 25 45 | creating prodUcts that truly reso_naté thr_ouéh meticulous science : ¢

ve Rea’ Crysta///zatlon Strategy . Men’s Health
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https://www.taizaku.shop-



PHARGOODS+

f FEMEES

| Ages 20'5 5 | Fitness Enthusiasts, Health-conscious, Child Care, E-sports community

Curated under the supervision of Pharmacist Tsai, and blending elements of ‘fitness’ and ‘wellness’, we craft
products tailored to health-conscious consumers' daily needs.

e

Fitness and Health Child Care \ - R

VIIDA Pharkids
(co- branded)

o %

( .

& H’ .
Pet Care

https://www.phargoods.com/
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| Women, ages 3 5'65 | Tailored specifically for mature women

Catering to the daily needs of mothers and ladies, to design
haircare/ skincare/ healthcare products

Youth-Restoring Hair Dye
(Dye / Wash / Haircare)

o

https://www.snow520.com/

Anti-Aging Skincare
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Magnesium Series

Emotional Wellness and Stress Relief
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inyouso
A new venture crafted by professional nutritionists and food technologists, from NTU and NTNU

Leveraging extensive research, professional expertise, and technology,
we create products that provide two-way optimization for healthy skin

Pro-Soothing series Pro-Lighting series
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Exploring Beauty’s Infinite Pogsibilities from the Inside Out RS FROR KR
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Empathy beautifies your life.

https://www.inyouso.com



dr.hoeld®

The only skincare brand in Taiwan focused on intimate care,

offering consumers a range of products including oral supplements and topical applications.

Leading brand in medical-grade

intimate care products Intimate Care

Facial Care
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https://www.dr-hold.com.tw/




https://www.marxlive.co/categories/diu

Health Supplement

Diu* GuLu GuLu Diu* Oil-free Tea
Complex Enzyme (Barley Mint/Roselle/Pineapple)
Cosmetic

Diu* GHK-Cu Skin Care Collection

24
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Market Expansion Plan

TAIZAKU <= FAEZZE inyouso
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* Listing on Amazon m
* LINE Group / Live Streaming on Shopee
and MARX’s Platform
» 1~2 New Product per Year

* |P Collaborations

, . o Singapore / Malaysia
Thailand / Vietham SebE s
* Live streaming / advertorial / Cross

- AT 8 L F * Cross-border e-commerce &
Franeoonst Pharmacy Boarder e-commerce
TA1ZAKU RMRLSE SRS
TAIZAKU <~ FfifLs T AREERE
inyouso

* Listing on Amazon
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Oversea M&A Strategy

SEA - East Asia

A

. Export_

Discover valuable brands like TATIZAKU

Brands Channel Revenue| |Resource

Imply our successful experience!
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3-year Balance Sheet

Growth (%)
e | 2022 | 2023 | W24
TOTAL ASSETS 91.1 103.2 394.9 413.5 13.3 282.7 108.1
Cash 16.1 27.7 152.8 94.5 72.0 451.6 (24.1)
NR & AR 58.5 54.9 98.4 131.5 (6.0) 83.5 209.2
Inventory 9.0 12.0 70.0 92.0 33.3 483.3 333.8
Fixed Asset 0.5 0.9 2.4 4.7 80.0 166.7 267.4
TOTAL LIABILITIES 25.5 42.5 101.9 167.2 66.7 139.8 243.8
Bank Loans - 10.0 - -
NP & AP 6.3 5.3 23.7 14.1 16.4 224.7 34.1
TOTAL EQUITY 65.6 60.7 293.0 246.2 (7.5) 382.7 64.1
A/R turnover days - 187.2 96.5 97.7
Inventory turnover days . 145.2 198.7 275.1
A/P turnover days - 79.9 70.2 64.2
ROE(%) 44.9 7.7 - -
ROA(%) 42.8 5.0 - -



3-year Income Statement S
I R e
Sales Revenue 97.6 110.6 289.9 214.3 13.3 162.0 256.9
Gross Profit 74.8 84.2 214.6 160.7 12.6 154.8 237.8
Operating Profit 15.1 0.9 -16.9 -46.5 (94.0) - -

Income before Tax 17.6 4.9 -15.5 -51.0 (72.1) 2 -
Net Income to Parent 13.8 2.8 -12.9 -51.8 (79.7) - -
EPS(NT$) 0.2 0.0 -0.1 -0.1 (88.9) - -

Key Financial Ratio(%)

Gross Margin 76.6 76.1 74.0 75.0
OPEX Ratio (61.2) (75.3) (79.8) (96.7)
Operating Margin 15.4 0.8 (5.8) (21.7)
Net Margin 14.1 2.6 (4.5) (24.2)



To The MARX

We hold a quarterly “To the MARX" event, with
the main objective of attracting high-quality
retail brands to join us. MARX Biotech plays a
role in "brand acceleration," leveraging the
group's robust operational resources, precise
strategic guidance, and the support of a team
with rich execution experience to accelerate the
operational growth of brands, expanding into
global markets.

If you are interested in /anding on
MARX, please feel free to contact us!
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