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Financial Summary

2020
(RMB Thousand)

2021

(RMB Thousand)

20-21 Y-o-Y 

Growth

Revenue 2,181,502 2,869,963 +31.6%

Gross profit 1,210,156 1,658,393 +37.0%

Profit/loss before tax 200,058 450,990 +125.4%

Net profit/loss 151,221 342,424 +126.4%

Total No. of retail stores 1,755 2,781 +1,026

Including: No. of self-operated retail stores 1,157 1,246 + 89

No. of franchised stores 598 1,535 + 937

Key Financial Highlights
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1,755

2,270

2,781

2020/12/31 2021/6/30 2021/12/31

（stores）
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Total Number of Retail Stores Gross Profit Margin Net Profit Margin

55.5%

57.8%

2020 2021

6.9%

11.9%

2020 2021

Results Review--Maintain Steady Growth Throughout the Year



Self-operated stores

,44.4%
Self-operated 

online ordering 

& delivery  

12.9%

E-commerce, 

19.1%

*Others，3.0%

Franchisees , 

20.6%

2021

Self-operated stores

,54.7%
Self-operated 

online ordering 

& delivery 

13.2%

E-commerce

,21.0%

*Others，4.7% Franchisees ,6.4%

2020

* Mainly include direct revenue generated by distributors

O&O 
channels

34.2% 

Revenue from the O&O ChannelsRevenue of Franchise Business
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O&O 
channels

32.0% 

140

592

2020 2021

745

920

2020 2021

Revenue by Sales Channel

(RMB million)(RMB million)

More Balanced Business Structure and New Businesses Growing Steadily



Results Review

Outlook

Operation Analysis
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Delta and Omicron Spread Rapidly All Over the World Pandemic Outbreak in Many Cities in China

Lockdown Being Implemented in Many Cities
Over 15,000 Cases Diagnosed in the Whole Year, Over 10,000 Cases 

Diagnosed in H2, Accounting for 69% of the Whole Year

Industry Review--In 2H2021, the Pandemic Escalated with Critical Situation
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The Catering Industry Has Been 

Severely Damaged in 2021

China's “Scissors Gap” between CPI and PPI Were Once 

as High as 12%, With High Inflationary Pressure

The Cumulative Passenger Traffic* Declined by 

14.1% YoY Throughout 2021 and 31.6% in 2H2021

*Data of tourism passenger traffic (including aggregation of railway, road, water and civil aviation traffic) published by the National Bureau of Statistics

Industry Review--Pressure on the Industry Amplified by the Pandemic
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1,453

1,417

1H2021 2H2021

59.0%
56.5%

1H2021 2H2021

897

746

1H2021 2H2021

Total Revenue Gross  Profit Margin

(RMB million) (RMB million)

Results Review--Shocked by the Pandemic, 2H2021 Results Under Pressure

Self-operated Stores Revenue



Community

E-Commerce 

Platforms

High-Speed 

Railway Stations

Consumers

Airports

Shopping Street

Tik Tok Live

Hefei Baohe Community 

Store
Community Fresh 

Grocery

Cater the New Consumer Demands of New 

Generation in All-Round Way

Complete the Fast-Growing Community 

Consumption Scenes

Subway
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Ele.me

0

Diversified Access to Consumers in the Post-Pandemic Era

Online Ordering

& Delivery 

Shopping Malls

Live-Streaming



2021

Hubei

25.4%

Northern 

China,14.4%

Eastern 

China,13.2%
Southern China,

18.8%

Western 

China,9.3%

*Central 

China18.9%

2021

More Balanced Distribution of 

Stores Nationwide
1

Total Number of 

Stores Reached 2,781
2 3

More Balanced Distribution 

of Cities’ Tier

*Including Hunan Province, Henan Province, 

Jiangxi Province, Anhui Province and Shanxi Province
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(Stores)

598

1,535

1,157

1,246

2020 2021

Self-operated Stores

Franchised Stores

1,755
Third-Tier

16.0%

Second-Tier

14.9%

First-Tier

20.0%

New First-Tier

34.2%

Fifth-Tier 

and Below

2.8%

 116 Cities Newly Covered in 2021 

 267 Cities Covered in Total

2,781

I. Offline Business--Fundamental Changes in Store Structure to Make Business 
Development Healthier



598

1,535

2020 2021

1,016 Stores in the 

Single-Store 

Franchise Model

519 Stores in the

Multi-Store Franchise 

Model

 New applications nearly 16,000

 400 franchisees in total 

Gross Sales of Franchised Stores

(RMB million)

Total Number of Franchised Stores

(Stores)

Number and Proportion of Franchised Stores by Model

2021

Revenue of Franchise Business

(RMB million)
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34%
66%

261

1,073

2020 2021

140

592

2020 2021

I. Franchise Business--1,535 Stores and Gross Sales Exceeding RMB 1,000 Million



1,481

1,643

2020 2021
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Relocation Self-Operated Store

Past location

New location

 Optimize the business resources of self-operated stores precisely and dynamically to 

improve the anti-risk capability

 Set a model for stores in new cities / of new types and build up a business benchmark
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1,157

1,246

2020 2021

I. Self-Operation Business--Dynamic Optimization and Strengthening of the 
Operational Resilience



 There are over 200 community stores in Wuhan and takes the 

leadership in the industry

 The community store pilots were opened in Changsha, Hefei, 

Guangzhou and Shenzhen in October, with 22 stores opened 

and a success rate of 91%

 Young customers in communities are the mainstay, with 

differentiated competitive advantages in products and brand

Xinzhu Road 

Community Store

Optical Valley City 

Community Store

Shenzhen Longhua 

Community Store

Changsha Mawangdui 

Community Store

The Community Stores were Opened Nationwide While The 

Pandemic has become severer in 2H2021 

14

The Community Consumption Has Been Growing Rapidly 

During the Pandemic

 During the pandemic, the community consumption has increased 

due to longer time of staying at home and shorter activity radius 

 Community stores have high consumption frequency, strong 

stickiness, low investment cost and low impact from the pandemic

I. Offline Business--The Progress of Community Stores in the Post-Pandemic Era



Acquired site resources and deepened 

brand penetration

· ·

Carried out co-branding and initiated the Braised 

Food Festival

·

Exposure of Dual Ordering &

Delivery Platforms in 2021

(Including Meituan and Ele.me)

Increase in the Number of New 

Customers of Ordering & Delivery in 

2021 VS 2020

Precise advertising and improved the 

customer acquisition 
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351

633

2020 2021

+81.2%840
Million Times

(RMB million)

Gross Sales of Self-Operated and 

Franchised Ordering & Delivery

II. Channel Diversification--Upgrading of Refined Ordering & Delivery



 Dual drivers of live streaming by KOLs and self-operated online stores

provided more than 3,000 livestreams shows with up to 1,500 million 

viewers throughout 2021, both brand publicity and sales went up

Kuaishou Live Tik Tok Live

 Closely followed the trend of consumer scene shifting, settled in 7 

major mainstream platforms, carried out co-branding and precise 

traffic attraction, improved the customer acquisition rate, achieve 

rapid sales growth

Strong momentum of community fresh grocery with the 

revenue exceeding RMB 100 million

Tax-included sales amounted to RMB 168 million from live 

streaming and short-form videos

Self-livestreaming
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·

II. Channel Diversification--Expansion of Emerging Channels in the Post-
Pandemic Era

Over 80 Cities Covered

Over 3000 Front Warehouses



III. Product Diversification--New Signature Products Which Contributed Over 

RMB 500 million to the Revenue, Accounting for 18%

In 2021, the Monthly Sales of Shrimp Balls and Multi-

Spiced Duck Necks Exceeded RMB 10 million

Supplemented the 

Leading Flavor

Broadened the 

Low Price Scope

Created New Hit

Products
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IV. Marketing Diversification--Deepening the Youthful Brand Image , Further 

Extend the Minds of Young Consumers 

New Image of Stores

Near-Store Media Promotion Content Release on Leading Platforms
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Awarded as “500 Most Valuable Brands in China” By the World Brand Lab in 2021 Again

../人才路演视频/520江汉路大屏.mp4
../人才路演视频/KFC卤辣辣卤鸭鸭风味鸡腿堡卷_30s_促销版_rev01.m4v
../人才路演视频/中国医生视频(1).mp4


V.Supply Chain Optimization--All-Round Synergy and Continuous Improvement 
Push the Gross Profit Margin up 2.3% YoY

Procurement

Warehousing & 

Distribution

 Volume and price forecasting model, 

precise decision-making

 Full lifecycle management of suppliers

 Four processing facilities put into production

 80% stores support delivery within 24 hours

 100% stores support delivery within 48 hours

OCM

Monthly Review and 

Continuous Optimization

Production Inspection

In-store 

Sales

One Code for 

One Box

Traceability 

System

 Full process 

monitoring

 Dynamic inspection and 

analysis

 Automation 

improvement

 TMS WMS

 Three-tier network consisting 

of trunk lines, branch lines 

and urban distribution
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VI. Organization—Enhance the Core Competitiveness

Incentive for front-line employees
New store manager 

transformation training

Entrepreneur conference

Increase the Equity Incentive Strengthen Talent Training and Incentive

Investment promotion training
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Expanded from 24 persons to 160

Repurchase shares to expand the equity 

incentive pool from 65,410,000 shares to 

76,040,000 shares

Coverage of RSU expanded to key staff, 

including excellent front-line employees



Results Review

Outlook

Operation Analysis
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Lockdown of Several Cities Due to the Worsening Pandemic in 2022;Higher Risk of 
Imported Inflation Due to the High Global Inflation
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Dramatic Increase of Infections With 

More Medium/High-Risk Areas

New Coronavirus are More Infectious The Pandemic Situation is Grim

Many Cities “ Ready to Be in Lockdown" 

With Multiple Rounds of  NAT

Commodities Prices Driven up by Russia-

Ukraine Conflict

Enterprises Face pressure From Rising 

Production Costs Due to the Imported Inflation



Relieve Business Stress of the Franchisee 

Deposit Relief

The Number of New Self-operated + Franchised 

Stores to be Opened in 2022 1000
23

200 Stores Were Opened in 2022Q1

Partial rebate for the multi-

store franchise model

Down to RMB 10,000 for the 

single-store franchise model

Franchise Fee 

Installment
Multi-store franchise model : 

RMB 10,000 / store /year

Single-store

franchise model : ‘3+2’

Higher Share

Step up for 

multiple stores

All-Round 
Support

Site Selection IT
Supply 
Chain

Construction Training Marketing 
Ordering 
& Delivery

Operation



More Stores with Light Invest-

ment and Flexible Operation

Adapt to staying at home under the pandemic and 

produce braised foods for young people in communities

Meet the consumer demands and 

create hit products of the year

Respond to the Quarantine ,strengthen the consumer 

stickiness, improve the consumption frequency

ZHOU HEI YA 

Little Yellow Store

Enhance the Ordering & 

Delivery Operation

ZHOU HEI YA 

Little Red Box
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Strengthen Diversified Growth Strategies to Reply to the Risks of the Pandemic

Creation of  New 

Hit Products
Ordering & Delivery 

Promote Sales
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Diversified and Multi-Scenario Access to Consumers

Dynamic expansion and optimization of business structure

Flexible and Precise Cost Control

Rolling Budget for the whole chain to increase efficiency

Excellent Management Ability

Make prudent decisions under the unfavorable environment, 

to spread risks and seek steady growth

Core Strategies in the Post-Pandemic Era



THANK YOU
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