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Customer Scale Financial Scale Volume Scale

3.54mn RMBl79.9bn 660k

customers serviced?! revenue? vehicles sold in total?
6.72mn rRMB19.80bn 140«
units serviced? aggregate profit! pre-owned automobile sold?

1 Total customers serviced and new sales customers by vehicle in the past 12 months as of December 31, 2022 ; 2 For the full year of 2022 ; 3 According to Kaida Excellence

Recognitions

Investment Grade

by the Top 3 rating agencies

#1

Top 100 Automobile Dealers
in China for 20223
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Adhering to Our Customer-centric Strategy
Customer Satisfaction
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. % of luxury brands .
Number of dealerships by sales volume Aggregate profit
Acquisition and integration of
Dealer network + B 2.0 Fu China
optimization QE tggz " 360 _ 50% RMB14.3bn RMB bn
in 2019 in 2022 in 2019 in 2022 in 2019 in 2022
Centralized
customers serviced units serviced insurance policies brokered
2019-22 CAGR

Centralized body
and spray services procurement center

Urban showrooms /

Customer relationship
Used car marketplace

management (CRM)
center
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Persistent Focus on Core Luxury Brands

Number and Distribution of Dealerships in Operation

' 417 dealership stores as of Dec 31, 2022

Mid-to-high-end

brands ‘ Eastern
150 stores Southwestern 31%
36% 14% by
Luxury region
brands
267 stores
64% Southern
26%
' 24 stores newly established and 19 stores exited in 2022
Newly-established and Acquired Stores
2022 City
Shaoxing, Taizhou, Nanjing, Nanchang,
Mercedes-Benz 8 Yantai, Weifang, Xiamen, Huizhou
Suzhou, Zhongshan, Nantong, Foshan,
Lexus 5 T )
Tianjin (acquired)
BMW 4 Huai'an, Xuzhou, Qingdao, Guangzhou
Audi 2 Tianjin, Taizhou

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)
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7} Superior Network Across China Wi
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Persistent Focus on More Economically Developed Cities and Regions

7 4 1 7 stores in total

32 Core Cities

Eastern Southern Northeastern Southwestern &
:99.9 24 new stores Northwestern
Shanghai Qingdao Foshan Changsha Changchun Chengdu
Ningbo  Yantai Shenzhen Fuzhou Dalian : Chongaing
Wuxi Jinan Dongguai@uanzhou Shenyang Kunming
Suzhou Hefei HaikouGuangzhou Xi'an
HangzhoWNanchang
Y. Wenzhou Nanji
£, stores located in cities enenot Haning
III‘E" ~50% with more than RMB1
trilion annual GDP 1 Northern Centgal
o— o*—0
Beijing Zhengzhou
Tianjin Wuhan
. Shijiazh
3 il 8 stores located in yazhtiang
higher-tier cities 2

,L 32 core cities 0 10 20 50

# of stores |

Lexus Panyu Zhongsheng

Core cities

1 Total 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; 2 Higher-tier cities include 4 first-tier cities, 15 new first-tier cities, and 30 second-tier cities 4
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Economies
of Scale

New Car Sales Volume

Used Car Sales Volume

(units)

YoY growth: (1.5)%

.22 CAGR: 4.5%
528 154 2019-22 CAGR: 4.5% 4 296

2021 2022

Luxury Brands Contribution to New Car Volume

(units)

YoY growth: 0.5%
2019-22 CAGR: 25.2%

139,413 140,121
2021 2022

Luxury Brands to Contribution Used Car Volume

(units)

43.3%

40.9%
2021 2022
56.7% 59.1%

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

(%)

57.6%

41.5%
2021 2022
42.4%
58.5%

= Luxury brands = Others
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Customers Serviced Units Serviced
('0,000) ('0,000) .~ 70
397 YoY growth: 3.7%
- . V)
YoY growth: 9.8% 2019-22 CAGR: 15.6% 670
648
- . 0
2019-22 CAGR: 15.2% 354
322
2021 2022 2021 2022
# of WeCom Customers
Insurance Policies Brokered Auto Financing Penetration Rate
('0,000) %)
YoY growth: 16.5% YoY growth: 1.7 pct
2019-22 CAGR: 28.1% 2019-22 growth: 16.7 pct
. 0 200 67 1% g P 69.4%

2021 2022 2021 2022
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Middle-office Platform (MOP) Strategy r‘l

)

Our Professional Management Teams, Organizational Structure and Internal Audit and Internal Control Functions Together Lead to Best-in-
class Store Operations Efficiency and Profit Contribution

4 Platforms

@ s> Customer
Procurement Used Cars — \ satisfaction

Bargaining power }
.i\$/~ on bulk purchase @ .\

Y
Centralized
decision-making @}.

» Operation
efficiency
Full process ff;

( oversight /. » ( Brand

recognition

3 Centers

® 9 Y

Fmance CRM
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Superior Store Network )




Filming

63% 31pct

average cut of average increase in
paint ovens production loading of
paint booths

Captive tow trucks at a CBS center

36%

average decrease in
# of servicemen

~RI\/I83bn

annual procurement

CBS center in Dalian

~RI\/IBlObn

annual auto insurance
premium brokered

6 /7%

service ratio of
3-year-old vehicles
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Innovation for Customer Experience W hitna
We are Leading the Market with Innovative Operations, Services and Products

Omni-channel Operations Service and Products Innovation

WeCom Operation at Dalian CRM Center

Monthly customer interactions 1 Customers managed per representative !

3.85x A 8,931

1.04 2,318 = R W
CBS center in Dalian

Conventional cell center WeCom operation Conventional cell center WeCom operation °®

MOHEm —
‘ ZHONGSHENG GROUP 400-0201-

CRM Centers
mzunn LIFETIME PARTNER £ & ¢k % Toyota Mobility in Hinan
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M. XE, KiE, BR, BR#8. XK.
M, BR. TR, BRE. EU, X8, FN.
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Courtesy pickups for Lexus
LS/LM owners

1 Comparison of operational performance for conventional cell center vs. WeCom operation based on the operational data of our non-Dalian CRM centers vs. Dalian CRM center

2

Zhongsheng courtesy cars
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Our Professional Management Teams and Delicate Management System Ensure Successful Integration

=8 Zung Fu China

M&A Track Records Successful Integration = CEhmE

— o Volume Expansion! o——

Mercedes-Benz

> : : 10% 21%

Luxury
brands increase in new car increase in used car
sales volume per month sales volume per month
——o Efficiency Enhancement 1 o————
# of stores 3 2 |
acquired

42 25 .
RMB 1 O 9 bn 7 O 6 3 increase in cars sold increase in after-sales revenue

per person per month 2 per person per month 3
amount for M&As stores acquired luxury brand ~
In 2019-22 In 2019-22 stqres acquired 169
In 2019-22
overheads reduction per month 3 Guangzhou Zung Fu

1 Change (%) = (Next year — Year of inclusion for comparison) / Year of inclusion for comparison * 100%. Zung Fu China is compared based on the monthly average in October to December 2021 vs. annual average in 2022, as it was included in Zhongsheng's operational system in October 2021;
2 Cars sold per person per month for variable business units = (new car sales volume per month + used car sales volume per month) / number of employees of variable business units; 10
3 After-sales revenue per person per month for fixed business units = after-sales revenue per month / number of employees of fixed business units
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-~ ~| Institutionalization of Used Car Market
L 7

Playing to Our Strengths in All Aspects in the Course of Used Car Institutionalization

Promising Used Car Market in China Rising Automobile Ownership in China Our Edges

(mn vehicles)

300
({Q\—

250

Potential used 5 — < —
00
car market )
@ 150 Luxury brand used cars enjoy a

el
100 bigger TAM by nature J
< (1 idJdppenReEelRgeE 000 s Independent Of
OEMs
0.7

0 W © ~ © ® O 4 N MM % B © ~®© oo o |
O O 0 O O d d d d d d d d 4 4 o [ ] [ ] R
SO © © © © O O O O O O O O © O O © ' [ ) 11\
= Passenger car ownership in China = Passenger car ownership in US -a= |\
Source: National Bureau of Statistics, China Association of Automobile Manufacturers, Statista L ar g e B ro ad
. . . . . . customer base store coverage
Average Age of Passenger Cars Still Increasing in China  Policy Tailwinds for Used Car Market e
o 58 >> New growth
» s engines
o = {Ox g
VAT exemption Commoditized

transactions

1-3yrs 4-10 yrs 11-15 yrs >16 yrs ""'"""9 @ ...................... w

= Average car age in China = Average car age in US Cross-prow nce ] Re_SFI'ICtIOI’IS O_I‘l
Source: China Association of Automobile Manufacturers, Statista deals encouraQEd |nd|V|duaI deallng ..
Additional
China's used Easier to build brand mindshare and SKUs
car market establish positive brand image
Small scale, slow growth, Policy-driven, institutionalized,
fragmented dealer-dominated market

11
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2022 NEV Price Range by Type 2022 NEV Price Range by Brand Mercedes-Benz EQE SUV
(in RMB'0,000) (in RMB'0,000) o [ e ]
Minicar 4.8 I 59 Local brands 14,0. 18.5
Compact sedan 13.5 I 14.2
Mid-sized Non-| JV
oo 23.0 M 283 e 20.4 | 21.3
Compact SUV 16.8 I 17.5

brand
Mid-sized SUV 26.9 [l 319 Huxury brands 2.4 - 48.8

2022 NEV Market Sharet

19.3%

BMW iX3
220 12% 3.5% 3.5% 2.6% 3.5%

0.6%
- . Il B " s N :

Minicar Smallcar  Small SUV ~ Compact Compact Compact Mid-sized Mid-sized  Mid-to-large Mid-to-large Mid-to-large Large sedan Large SUV
sedan Suv MPV sedan Suv sedan Suv MPV

16% 020  00%  04%

Mini Compact Mid-sized Mid-to-large

Core Luxury Brands? from Auto Incumbents Continue to Gain Market
Share with Attractive Prospects

% of Core Luxury Brands? from Traditional OEMs in Chinese Non-ICE Sales Volume in 2022 2

Mercedes-Benz

O o
: JAGUAR

2018 2022

1By new car sales volume; 2 Including Mercedes-Benz, LEXUS, Audi, BMW, Volvo and Jaguar Land Rover

12
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~ 77 Rising Aggregate Profit TNEER

)

Customer Scale and Delicate Management System Bolster Aggregate Profit Growth

Aggregate Profit 12
(RMB mn)

gross margin

19,796

14,373
12,328

2017 2018 2019 2020 2021 2022
m Parts, packages and after-sales services gross profit = Commission income = Used car gross profit = 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 Profit from used car segment before 2019, as included in profit from value-added services, which was not disclosed separately

13
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Total Revenue

New Car Sales by Brand Type

(RMB mn)
YoY growth: 2.7%

2019-22 CAGR: 13.2% l

175,103 179,857 o
. 0
8.133 4.6% 9,828

24,505 14.0%

24.609 13.7%

80.9%

81.4% 145,420

142,466

2021 2022

= New cars ® Parts, packages and after-sales services = Used cars

(%)

23.8%

22.4%

76.2% 77.6%
® Luxury brands ® Mid-to-high-end brands
New Car Sales by Brand
(%)
15.2% 11.7%
0 ‘
‘ 33.6% 41 1%
2021 2022
17.1%
16.2% ' ‘
aw ... »
11.4% 10.3% 13.2%
® Mercedes-Benz (incl. CV) ® Lexus = BMW = Toyota Audi ® Others

14



=) Aggregate Profit

Y

DNHEH

' i <

FInanCIaI q ZHONGSHENGERDUP
Performan C e g

New Car Gross Profit

Parts, Packages and After-sales Services Gross Profit

(RMB mn)
Margin 4.4%

6,197

2.7%

3,940

2021

(RMB mn)
Margin 48.1% 47.1%

11,783 11,586

2022 2021 2022
Used Car Gross Profit Commission Income
(RMB mn) (RMB mn)
Margin 6.0% 5.2% As % ot new 2 5% 2.6%
car sales
506
489 3,528 3,764

2021

2022

2021 2022

15
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Selling and Distribution Expenses Administrative Expenses

(RMB mn) (RMB mn)

As % of revenue 4.1% 4.4% As % of revenue 1.5% 1.4%
7,170 7,841 2,573 2,446

2021 2022 2021 2022
Finance costs Effective Tax Rate
(RMB mn) (%)
As % of revenue 0.6% 0.7%
26.9% 26.1%

1,120 1,219

2021 2022 2021 2022

16
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Gross Profit per Store and Absorption Ratio
(RMB mn)

A ti
Rgtss PUON 9904 97% 104% 104% 109% 101%

40

37 39

2017 2018 2019 2020 2021 2022

ROA and ROE

(%)

0
23.4% 23.7% 21.9% 29 704 24.9%

2021 2022

2017 2018 2019 2020
= ROA = ROE

* Based on simple annualized financials

17
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~ 27 Financial Highlights TARnEd
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(RMB mn) 2021 2022
Cash, cash equivalent and cash in transit 11,184 11,829
Cash flow from operating activities 10,872 8,785
(-) Capex 4,073 2,432
(-) Lease payments 728 778
Free cash flow 6,071 5,575
Profit before tax 11,504 8,951
(-) Interest income 183 240
(+) Finance costs 1,120 1,219
(+) Depreciation & amortization 2,374 2,851
EBITDA 14,814 12,781
Dividends paid 1,113 1,728

Repurchase of shares 27 405

Cash to shareholders 1,140 2,134

18
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2 Ample Liquidity to Secure Our Business
Total Assets / Net Assets Adj. Debt/EBITDA Interest Coverage
(x) (x) (x)
13.4
10.7
1.6
1.4 I_
2021 2022 2021 2022 2021 2022

Adj. Debt includes trade and bills payables, excluding inventory Interest coverage = EBITDA / Finance costs

19
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