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We are One of the Largest Auto Services Providers in China

\

Customer Scale Financial Scale

Customers serviced? Revenue
3.54mn | 3.63mn RMB 1799bn | RMB 81.9bn
As of 31 December 2022 = As of 30 June 2023 FY2022

1H2023

Units Serviced Aggregate profit

6.72mn | 3.73mn RMB 19.8bn | RMB 9bn

FY2022 1H2023 FY2022 1H2023

1 Total customers serviced and new sales customers by vehicle identification number in the past 12 months; ? According to Kaida Excellence

Volume Scale

Vehicles sold in total

660« | 290«

FY2022 1H2023

Used cars sold

140« | 7 Ok

FY2022 1H2023

]I

Recognitions

Investment Grade
by the top 3 rating agencies

#1

Top 100 Automobile Dealers in
China for 20232
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E Zhongsheng’s Strategic Vision

43

ZHONGSHENG GROUP

Focus on 130mn
high-income families

OEM brand-agnostic
service offerings

II ‘IJJHE To become the most trusted auto service
brand for premium consumers in China Il

Build a household name
for auto services

®

Competitive Edges

Xe

Growth Drivers

TLOLD

Strategic Milestones

1 Expected 2020-30 market size growth according to third-party research

560

Economies of
scale

o
A

Auto aftermarket

with RMB1tn potentialt

100

No. of collision
centers

Delicacy
management

<
Breakthrough in used
car market

+100%

Revenue of car
accident repair

Al

Steady
growth

@

Branded auto services
and industry consolidation

1.0

Used-to-new
vehicle sales ratio
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Economies of
Scale

K" LIFETIME PARTNER £ % {k &
' 416 dealership stores as of 30 June 2023 ‘ 2 stores newly established and 3 stores exited in 1H23 ‘
__________ Luxury Brands? o
( (267 dealership stores) \I Eastern
: @ A AW, : 133 stores
! <« . 329%
I Mercedes-Benz :
: 107 54 32 | Regional
I 27% 49% 19% ' Presence
| o / :
: @m @ JAGUATR I Northern Southern
: Auodi ! ' I 88 stores 125 stores
| 21% 30%
l 30 22 19 |
: 21%
\ . /I Percentages represent number of stores in the region as % of the total number of dealership stores
jm———————— Mid-to-high-end Brands? o o m o o — = = = <
: (149 dealershlp stores) : Newly-established and acquired stores
l k( EUQZ l) I 1H2023 City
l HONDA I
I I Vol 1 ingd
I 98 27 29 | olvo Qingdao
: 21% . Toyota 1 Beijing (Acquired)
N e e e e e e o e e /

Number of Stores

Market Share3

1 Other luxury brands include Porsche (2 stores) and Infiniti (1 store); 2 Other mid-to-high-end brands include Volkswagen (1 store) and GAC Motor passenger vehicle (1 store); 3 Market share = our new car sales of a certain brand in 32 core cities in 2022 / total new car sales of that brand in those cities

3
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Network Density and Organization Structure Scale
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@ 416 ‘ stores in totall

‘ new stores

A2

stores located in

& cities with more than
sy, ~50% ‘ RMBL1 trillion annual
GDP2

stores located in
ﬁ 318 ‘higher—tiercities3

core cities
‘ org. structure

Beijing Tianjin Hebei
‘Shijiazhuangz
@ @ @ @
Stores 8 Stores 7 Stores 13
Customers 70k Customers 40k Customers 90k
Chongging Yunnan Sichuan
(Kunming) (Chengdu)
Stores 7 Stores 25 Stores 23
Customers 60k Customers 220k Customers 220k
Dongguan Foshan Huizhou
([ L J ([ L J ([ o
Stores 13 Stores 10 Stores 5
Customers 140k Customers 100k Customers 40k
Fujian Jiangxi Guangdong
(Fuzhou) (Nanchang) (Guangzhou)
@ L J @ o @ L J
Stores 11 Stores 9 Stores 19
Customers 110k Customers 50k Customers 180k
Eastern Southern Western
Others Others Others
Stores 5 Stores 5 Stores 2
Customers 40k Customers 20k Customers 10k
0 10 20 50
# of Stores T

Liaoning
(Shenyang)
o-—

Stores 22

Customers 190k

Shaanxi
(Xi’an)

Stores 6

Customers 60k

Shenzhen

g
Stores 26

Customers 270k

Hainan
(Haikou)

Stores 13

Customers 150k

Northern
Others

Stores 8

Customers 50k

Regional
Presence of
Stores

32 Core Cities

Changchun Dalian

Stores 8 Stores 22

Customers 80k Customers 220k

Hubei
(Wuhan)

Stores 7

Customers 50k

Hunan
(Changsha)
o-—

Stores 10

Customers 80k

Quanzhou

o0
Stores 4

Customers 30k

Eastern Southern Western

Ningbo
o-—

Stores 10

Customers 80k

Shanghai

[ ——
Stores 10

Customers 100k

Wenzhou

*-—

Stores 3

Customers 40k

Jiangsu
(Nanjing)

Stores 25

Customers 210k

Henan
(Zhengzhou)
o9

Stores 10

Customers 80k

Northern Core Cities ® @

Qingdao

o-—

Stores 13

Customers 90k

Suzhou

[ e )
Stores 12

Customers 130k

Zhejiang
(Hangzhou)
o )

Stores 16

Customers 130k

Shandong
(Jinan)

Stores 11

Customers 60k

Wuxi
o—0

Stores 6

Customers 60k

Yantai-Weihai
o

Stores 12

Customers 80k

1 As of 30 June 2023; 2 A total of 24 cities: Shanghai, Beijing, Shenzhen, Chongging, Guangzhou, Suzhou, Chengdu, Wuhan, Hangzhou, Nanjing, Tianjin, Ningbo, Qingdao, Wuxi, Changsha, Zhengzhou, Foshan, Fuzhou, Quanzhou, Jinan, Hefei, Xi'an, Nantong, and Dongguan; 3 Higher-tier

cities include 4 tier-1 cities, 15 new tier-1 cities, and 30 tier-2 cities
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Economies of
Scale

New Car Sales Volume

Used Car Sales Volume

(units)
Growth: (1.5)%
2019-22 CAGR: 4.5%

528,154 520,396

Growth: (7.6)%

242,280 223,901

2021 2022 1H2022 1H2023

Luxury Brands Contribution to New Car Sales Volume

(units)
Growth: 0.5%
2019-22 CAGR: 25.2%

139,413 140,121 Growth: 0.6%

2021 2022 1H2022 1H2023

Luxury Brands Contribution to Used Car Sales Volume

(%)

40.6% 37.4%
1H2022 1H2023

= Luxury brands = Mid-to-high-end brands

(%)

29.0% 28.6%
1H2022 1H2023
71.0% 71.4%

= Luxury brands = Mid-to-high-end brands and others



I . Economies of II' H E
~ 2 Continuous Customer Base Expansion I

Customers Serviced Units Serviced

(°0,000) (°0,000)
397 535 Growth: 3.7%

Growth: 9.8% 2019-22 CAGR: 15.6%

2019-22 CAGR: 15.2% Growth: 6.8%
Growth: 11.7%

648 672
363
354 340
322
. . - ﬁ

2021 2022 1H2022 1H2023 2021 2022 1H2022 1H2023
# of WeCom Customers

Insurance Policies Brokered Auto Financing Penetration Rate

(0,000) (%)

Growth: 2.3 pct Growth: (1.1) pct
2019-22 CAGR: 16.7 pct

Growth: 16.5% 69.4%

|
|
|
|
2019-22 CAGR: 28.1% :
: Growth: (1.9)%
|
|
|
|
|
|
|

200
171
. . ) ]

2021 2022 1H2022 1H2023 2021 2022 1H2022 1H2023

70.2% 0
67 1% 69.1%
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. Robust car High-quality service and
sourcing channels consumer experience
n
Old for new aitcrﬁitn OEMs a n @
m Dnvmg vBoct and Fingr  “Hassle-free” ZhTrustﬁd
old for ord Bulk Courtesy cars transaction s Al after-sales e
auction Test drive cars growth with retail price services cer Ié:rsuse
higher quality and
5 higher margin per,

o Q S - '
o0, S(R): 7 vehicle - 1\
i S O 5 - O

Professional Specialization by Massive Digitized and , . .
pricing regions and  transaction data  rigid pricing Fla_gshlp store UQC . Internal auction P.roF:es.s
teams brands for reference process taklng the Iead COOI’dInatIOH meChan'Sm Opt|m|zat|0n

Continuously improving
sales and distribution

* Dynamic pricing model

27 .6% 55% . 15K units . RMB8,000

Used car Internal auction Monthly sales Profit contribution
trade-in rate? success rate? volume3 per vehicle?

1 Used-car command center; 2 As of 1H2023; 3 For June 2023
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Operational
Development

CRM1 Auto insurance renewal

Our Solutions

30 Pain Points

CRM centers
Scattered staff

° &)
resources for A >
insurance renewal 7 ;

13%
Store coverage

Customer loss as

) (
aresult of staff -'I_, ®
turnover tj J
5.51mn

WeCom customers

Inefficient
marketing and

resources allocation - -

operational

1.84mn

Zhongsheng GO
registered members

18% 25%

Headcount Increase in policy
cut? renewal per employee

1mn

Zhongsheng GO
subscribers

1 As of 31 July 2023; 2 1H2023 vs. 1H2022 (before the establishment of CRM centers)

Products/services

Other businesses . :
innovation

e
®Igl—  After-sales business expansion l
-
él’

B Targeted marketing messages and customer
benefits

B More frequent customer interactions

&' 2023 =awsnensis

2023%7H3H-TH168H

23153075

ﬁ\ New and used car nn | an ) 2% |5
(O~ sales lead generation
-RF R AR

B Customer traffic generation from stores and
collision centers

B Uncover customer demand and exploit cross-
selling opportunities

@ Zhongsheng GO operations
AR\ —J

B Regular subscriber offerings to stimulate
customer activities and increase loyalty

B Cross-platform collaboration for broader
lifestyle offerings

BB B

R O D o
()
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Operational Highlights of Collision Centers

Operational
Development
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T
Oviervian of eolllefon e ‘ Optimizing procedures between Establishing and optimizing
collision centers and dealer outlets SOPs at collision centers
In Under . Transferring body & paint operations from dealer outlets to : : . .
; ; Planning brand agnostic collision centers to improve repair efficiency Centralized operations with staffing and SOP
operation construction and enhance customer experience optimization to reduce costs and increase efficiency
# of Centralized body & Stafﬂknghand
collision 9 5 21 paint operations at OIS [
centers!? Customer collision centers C ol Zello s
engagement — Process ). 4
management
v ptimization
# of cities 4
2 7 16 29 - _ P 4 w
covered o Operation - -
digitalization - Technical training
) ~ Collision Centers ) [and ESG standards
” ~
# of é
lershi
dealership 107 131 273 O
stores A
2 <&
covered o
Logistics Integrated parts
optimization management Worksh_op
automation
# of active -
customers  1.10mn 1.31mn 2.56mn “
covered

Before and after setting up collision centers

Collision centers ramp-up

16%

Increase in average
daily completions

46%

Increase in daily
body job working hours

6/7%

Increase in average
daily painting area per person

3.4x

Increased paint
oven utilization

1H23 vs. 1H22 1H23 vs. 2H22

1 As of August 2023, there are 9 collision centers in operation, including Dalian (1 center), Shenzhen (2 centers), Chengdu (2 centers), Nanjing (1 center), Kunming (1 center), Fuzhou(l center) and Wuhan(1 center); 2 The number of cities covered, the number of dealership stores covered, and the
number of active customers covered covers the collision centers in operation and includes the scope upon completion of the collision centers under construction and under planning 9



Major Global Auto Incumbents’ NEV Roadmaps and

| Penetration Progresses
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Operational
Development

Electrification and smartification progressions

. 2019-22 _2023-26

A4 a4

MRA/MFA MMA

Shared ICE-EV Modularized platform for small
platform / mid-sized vehicles

Benz’s first 800V platform
EVA ( p )

: , MB.EA /| AMG.EA
First-generation d /1 ed BEV
BEV platform Mid / large-size

A 4

platform
CLAR NCAR
Shared ICE-EV BEV platform
platform (BMW'’s first 800V platform)

@ e-TNGA

TOYOTA First-generation
BEV platform
(based on ICE
platform)

BEV / Hydrogen

Factory
Brand new BEV platform

MEB XPeng

First-generation EV development cooperation

BEV platform PPE / MEB Entry / SSP

Aud (?;?(??mo)n ICE Premium / Entry-level / Scalable
vot P BEV platforms

R&D efforts and commitments

Volume Growth

B Mercedes-Benz is making China, the word’s

top auto market, central to its next EV
campaign starting in 2025

140%+

B From 2025, all new Mercedes-Benz

platforms will produce EVs only

BMW has established and will continue to
upgrade its electrification R&D system in
China, the second largest and most complete
outside of its headquarters in Germany

110%+

B Innovative BEV models iX1 and i5 will be

produced in Shenyang starting in 2H23

Toyota further shifts the focus of R&D to
smartification and electrification in its
R&D center in China

Audi is cooperating with SAIC to develop EV
models

330%+2

Increasing NEV Parc Will Further
Bolster Accident Car Business

Market Share Gain

NEV vs. ICE specifics in

80%+ accident car business
_____________ Average claim
‘<) probability 3
1 ~10ppt
50%+
_____________ Average revenue
C'/ per unit#
/4
110%+ | -20-30%
_____________ Average premium
. difference per policy °
\ ‘O
R
220%+2

! Data based on auto insurance policy statistics; 2 Includes Audi NEV data only; 2 2016-2022 data from China Banking and Insurance Information Technology Management Company (“CBIT”); * Data from industry expert estimates; 2021 data from CBIT

10



I erationa CDHE
2 Aggregate Profit Breakdown TNEER

)

Aggregate Profit (Gross Profit + Commission Income)’

(RMBMNn)
L _ _ Aggregate profit (excl_ new car segment) CAGR in 2017-22: 16.3% _ _ i |
I
[
21,998 :
: Growth: (10.1)%
14,373 :
12,328 I
! 0
10,473 AU ! 9,970 8,961
23.2% 20.1% : 0 - 9.7%
EEa 19.5% ! | 22.1% [ T 3 7%
I : [ 15.1% [ 22.2%
I 0
: 57.3% 59.8% | 60.6% 64.4%
I -
2017 2018 2019 2020 2021 2022 1H2022 1H2023
m Parts, packages and after-sales services gross profit = Commission income = Used car gross profit = New car gross profit
21,998
19,796

16,631 28.2%

19.9%

|
|
|
|
|
|
|
L0473 12,328 22.3% !

: 0 40.6% : 9,970 8,961

23.2% 38.6% : . : [ 22.1% | - 97%
35-8% —a0—] —4.8% | R I 0 33.4%
e ! 385% . B 6.0%
40.1% 35.2% 26.4% : 349% M 50.9%
2017 2018 2020 2021 2022 1H2022 1H2023
m After-sales services aggregate profit = Used car aggregate profit = New car cross sales profit2 = New car gross profit

1 The sum of New car gross profit, Used car gross profit, Parts, packages and after-sales services gross profit, and Commission income; 2 Parts and packages gross profit and Commission income earned at the new car point of sales

11



~| Total Revenue
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Financial q ZHONGSHENG GROUP
Performance Sy

Total Revenue

(RMB mn)

Growth: 2.7%

2019-22 CAGR: 13.2%

175,103

8,133
4.6%

14.0%

24,505

179,857 ¢ 509
— 5.5%

24,609

13.7%

Growth: (4.8)%

86,029 4396 5.1% 81,902 5101 6.3%

142,466 81.4% 145,420 80.9% E—— s VAV m— ] 4 9% S 5 S—_ 1 A 0/,
68,813 80.0% 64,569 78.8%
2021 2022 1H2022 1H2023
= New car = Parts, packages and after-sales services = Used car
New Car Sales by Brand Type New Car Sales by Brand
(%) (%)
11.4%
20.4% ‘
43.1%
1H2023
1H2022 1H2023 17.0%
79.6% .‘
11.2% 10.5%
® Luxury brands = Mid-to-high-end brands ® Mercedes-Benz u Lexus = BMW = Toyota Audi u Others

12



. inancia mHE
< Aggregate Profit r‘l“"

)

New Car Gross Profit Parts, Packages and After-sales Services Gross Profit
(RMB mn) (RMB mn)
Margin  4.4% 2.7% : 3.2% 1.3% Margin 48.1% 47.1% : 47.1% 47.2%
| |
| |
6.197 | 11,783 11,586 |
| |
3,940 | ! 6,043 5,771
: 2,201 :
| 866 |
' - [ ] ' - -
2021 2022 1H2022 1H2023 2021 2022 1H2022 1H2023
Used Car Gross Profit Commission Income
(RMB mn) (RMB mn) |
|
Margin 6.0% 5.2% : 5.1% 6.5% As % of 2.3% 2.4% : 2.1% 2.9%
| motor :
I vehicles '
489 506 : sales :
| | 1,503 1,992
| |
| |

223

2021 2022 1H2022 1H2023 2021 2022 1H2022 1H2023

13



<) Operational Expenses
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Selling and Distribution Expenses

Administrative Expenses

(RMB mn) (RMB mn)
As %of 419 4.4% : 4.3% 4.3% As %of 150 1.4% : 1.4% 1.3%
revenue I revenue I
| |
| |
7,170 7,841 | 2,573 2,446 :
| |
| 3,721 3.498 :
| |
| |
B BN .
2021 2022 1H2022 1H2023 2021 2022 1H2022 1H2023
Finance costs Effective Tax Ratel
(RMB mn) : (%) |
0, I |
As % of 1 60 0.7% | 0.7% 0.9% !
revenue I :
: 26.9% 26.1% : 26.2% 25 5%
1,120 1,219 I |
| |
| 560 718 :
| |
= B .
2021 2022 1H2022 1H2023 2021 2022 1H2022 1H2023

1 Effective Tax Rate of 1H 2022 restated due to amendments to HKAS 12

14



<) Operational Efficiency and Financial Return
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Financial
Performance
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Absorption Ratio?

|
1
. : 110%
109% ! 108%
|
104% |
999% 101% :
0
97% :
1
1
|
2017 2018 2019 2021 2022 1H2022 1H2023
ROA and ROE?

(%) |
1
1
24.9% '
23.4% 23.7% 21 0% |

l 16.7%

oo 15.6% i ° 13.7%
8.0% 7 5% = 7 5% [ 8.0%
7.1% ' : : 6.3%
1
L o o . N ]
2017 2018 2019 2021 2022 1H2022 1H2023
0 / 0 = ROA / ROE

1 Absorption Ratio = After-sales Services Gross Profit / (Selling and Distribution Expenses + Administrative Expenses + Finance Costs); 2 ROA and ROE of 1H2022 and 1H2023 are based on simple annualized financials

15
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(RMB mn) 2021 2022 1H2022 1H2023
Cash, cash equivalent and cash in transit 11,184 11,829 11,747 16,541
Cash flow from operating activities 10,872 8,785 3,653 3,467
(-) Capex 4,073 2,432 018 839
(-) Lease payments 728 778 330 354
Free cash flow 6,071 5,575 2,405 2,274
Profit before tax 11,504 8,951 4,688 4,048
(-) Interest income 183 240 118 231
(+) Financial expenses 1,120 1,219 560 718
(+) Depreciation & amortization 2,374 2,851 1,439 1,029
EBITDA 14,814 12,781 6,569 5,564
Dividends paid 1,113 1,728 - -
Repurchase of shares 27 405 63 273
Cash to shareholders 1,140 2,134 63 273

16
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277 Ample Liquidity to Secure Our Business TN

)

Total Assets / Net Assets Adj. Debt / EBITDA! Interest Coverage?

(x) (x) ()

13.4

2021 2022 1H2022 1H2023 2021 2022 1H2022 1H2023 2021 2022 1H2022 1H2023

1Ad]. Debt includes trade and bills payables, excluding inventory, 2 Interest coverage = (Profit before tax + financial expenses + depreciation and amortization) / financial expenses
17
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