
Young Qin International 
Enterprise Co., Ltd. 2755

Investor Conference Presentation

Mar. 24, 2026



Disclaimer

ÅThis presentation represents a summary and evaluation of the Company's operations in the past,

present, and future, based on both subjective and objective factors as of the date of the presentation . It

contains forward -looking statements that are subject to risks, uncertainties, and assumptions, some of

which are beyond our control . Actual results may differ materially from these forward -looking

statements .

ÅThe information provided (including future outlooks) does not expressly or implicitly represent or

guarantee accuracy, completeness, or reliability, nor does it constitute a comprehensive statement of the

Company, industry conditions, or subsequent material developments .

ÅThe future outlooks in this presentation reflect the Company's views up to this point in time . The

Company bears no responsibility to provide reminders or updates should there be any changes or

adjustments .
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Honors and Recognition

03

2025 Excellence in Corporate 
Social Responsibility

1111 Job Bank Happy 
Enterprise Award

TCSA Taiwan Corporate 
Sustainability Awards

Certified by British Standards 
Institution (BSI)

AA1000 Certification

Taiwan Happy Enterprise Awards
Catering Industry Excellence Award

2025 TCFA Service Gold and 
Service Angel Award 

2025 TCFA Outstanding
Store Managers Awards

11th Corporate 
Governance Evaluation 

2025 Taiwan Retail 
Sustainability Award

Buying Power
Social Innovation and Service 

Procurement Award - First Prize

ESG Social Responsibility 
Leadership Award



Leveraging Group Synergies
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2755
8345 Capturing 

Industry 
Trends

Stable 
Supply 
Chain
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Corporate Vision, Mission, and Core Values

1

2

3

Corporate Vision
ƁƤƢƮƬƨƭƦşƳƧƤşƖƮƱƫƣɻƲşƌƮƲƳşƏƮƯƴƫƠƱ 

Affordable Food Brand

Corporate Mission
Serving Good Food

for a Happier Life

Core Values of our Business
Excellence & Innovation

Perseverance & Gratitude



Brand Status and 
Development01



Brand Status

995 Locations

129 Locations

8Locations

8Locations

89 32 5 3

TOTAL

1,142
Locations

Store count as of Mar. 23, 2026

Bade 9th store ťUnder Preparation

Zhongli 10th store ťUnder Preparation
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2Locations

(Locations)



Headquarters, Branch Offices, 
and             Stores Across Taiwan

995 89

QiN Longtan PlantQiN Taoyuan 
Headquarters

QiN Taichung Branch Office

QiN Kaohsiung Branch Office

570
56

248
22

177
11

08

Store count as of Mar. 23, 2026 Northern Region 
Store Count

Central Region 
Store Count

Southern Region 
Store Count

Total Store Count 
in Taiwan
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Indonesia

Bandung ɶ2 locations

Indonesia

Jakarta ɶ27 locations
Continuing expansion into mid - to high -end malls and key transit hubs

Indonesia

Surabaya ɶ3 locations

Malaysia

Sarawak ɶ5 locations
6th store under negotiation

Malaysia

Kuala Lumpur 
1st store 
Scheduled to open in 2026

Singapore ɶ3 locations
4th store scheduled to open in 2026H1

USA

Virginia 1st store
Scheduled to open in 06/ 2026
2nd and 3rd  store have been signed.

Fried Chicken Master ɶOverseas Presence



Brunch Market Analysis and Opportunities

Source, Brunch Market in Taiwan: 
Public Finance Statistics Database

19,716 901

8.6% 19.4%

4.71%

Dec. 2025
Brunch Market

in Taiwan

Dec. 2025
My Warm Day

Store Count 20,293 Locations 955 Locations
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Jan.-Dec. 2025
Brunch Market

in Taiwan

Jan.-Dec. 2025
My Warm Day

Revenue Growth 
Rate 16.4% 19.6%

MWD
Market Share



My Warm Day-
Celebrating the Milestone of 1,000 Stores

11

My Warm Day  United in Celebration  of  1,000 Stores.
- Warmth Every Day -



My Warm Day-Your New Healthy Choice 
(Nutritionist Recommended)
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Fried Chicken Master-From Farm to Table
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From Farm to Store

Fully Integrated Supply Chain

Taiwanese Classics!! 
The Three Fried Chicken 
Master Must -Try Treasures

Signature Bites
Pride of Our Store

Burgers
A Treasure in Your Hands !

Rice Bowls
Hearty and Fully Satisfying

1. Contract Farming 2. Slaughtering 3. Processing 4. Retail Stores



Data Sources

Data Driven AI Applications

14
Group App System

Decision Center

APP Mall

POS System

APP 
Ordering

Delivery 
Platforms ERP Business 

Decision -
Making

Data 
Integration

AI Applications

Sales
Forecasting

Segmented 
Marketing

Data  Applications

Store 
Managers

Store Staff

Central Data Platform + AI Agent

Smart Headquarters App System Store Manager App System

Anomaly Detection × Root Cause Analysis × Actionable Recommendations



Strengthen Digital Operations Risk 
Management And Cybersecurity.

V Significantly enhance the 
stability of online digital services.

V Strengthen protection of core 
member data.

V Reinforce consumer trust in the 
brand.

Operational and 
Brand Benefits

V Fully deploy a Web Application 
Firewall (WAF).

V Enhance application - layer 
security protection.

V Enable 24x7 real - time traffic 
monitoring and attack 
mitigation.

Cybersecurity 
Enhancement 
Measures

V Integrate cybersecurity into 
enterprise risk management.

V Advance governance 
frameworks and protection 
technologies in parallel.

V Safeguard member data and 
transaction information with 
strict controls.

Governance 
Structure

Core Data Protection Upgrade:
Safeguard millions of members and 
ensure secure online transactions.

Full Deployment of WAF Protection:
Systematically enhance the resilience of 
online services against risks.
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2026 Cybersecurity Priorities

Ensure the security and stability of member services and online transaction platforms.



ESG ɷKey Actions 
and Initiatives02
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Environmental Green Initiatives

Tea Fiber Straws01My Warm Day and Fried Chicken 

Master, in partnership with Uber Eats, 

have adopted tea fiber straws for 

delivery orders, with a total of 

250,000 units deployed.

02

03 Patented Grease Trap System Adoption of Green Energy04
Starting March 2026, My Warm Day 

Taoyuan Daxing store will adopt 80,000 

kWh of green electricity annually to 

support low - carbon operations.

Reusable Delivery Baskets

Adopting reusable delivery 

baskets to reduce the 

generation of waste.

High convenience and efficient oil -

water separation help reduce pipe 

blockages, increase waste - oil 

recovery, and lower environmental 

pollution.
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Healthy & Nutritious Products

01 02

Promote Low -Carb Product03My Warm Day has introduced tofu skin 

egg wraps using plant - based protein to 

replace refined flour pancakes, and 

caulif lower rice as a substitute for 

white rice, significantly reducing 

carbohydrate intake.

04

Rainforest Alliance Certification

SJG Full Traceability 
Across All Ingredients

MWD 100% Free of 
Artificial Preservatives

My Warm Day now uses Rainforest 

Alliance Certif ied Arabica coffee 

beans and Ceylon black tea across 

all beverage offerings.

Shuan Jin Shabu Shabu selects locally 

sourced vegetables with full traceability, 

including some items that are organic 

or certified with TaiwanŅs Traceability 

Production logos.

My Warm Day has achieved 100% 

artif icial - preservative - free products 

across the entire l ineup and is 

gradually introducing items certif ied 

with clean - label standards.
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Social Sustainability & Shared Prosperity

01
Supporting Underprivileged 
Myanmar Students in Taiwan02

My Warm Day, in partnership with the 
Pu Ren Youth Care Foundation, 
donated 700 meal vouchers (NTD 100 
each) to provide warm meals and 
convey care and support to young 
students.

03 04MWD Short Film Competition
My Warm Day ȖMr. 
Paul Charity T -Shirt

Supporting Local Taiwanese 

We have partnered with small farmers 

in Hualien for over 15 years, directly 

sourcing pomelos so consumers can 

enjoy high - quality Taiwanese produce 

at an affordable price.

In collaboration with universities, we 
support talent development in TaiwanŅs 
f i lm, media, and creative industries by 
providing young creators a platform to 
showcase their work and contribute to 
cultural innovation.

Through the co -branded łWarm Every 
DayŃ charity campaign, all proceeds were 
donated to the Syin- Lu Foundation, with a 
total contribution of NT$120,000 
supporting care and education services for 
individuals with developmental delays and 
intellectual disabil ities.
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Creating a Happy & Supportive Workplace

Outstanding & Excellent 
Store Managers Awards01

Diverse Clubs & 
Outdoor Activities02

03 04
Industry ɶAcademia 

Partnerships & Student 
Internships

We offer three major employee 

clubsŁbadminton, hiking, and 

cyclingŁand provide yoga classes to 

encourage exercise, stress relief, and a 

healthier workplace.

Workplace Wellness: Strength 
& Weight -Reduction Programs

To enhance employee health and well -
being, we offer strength - building, 
weight - reduction, and nutritional 
education programs, fostering a 
resil ient and health - focused work 
environment.

In collaboration with national universities, 
we offer credit - bearing courses to support 
employee learning. Stores across Taiwan 
also provide internship opportunities for 
university students, supporting local 
education and strengthening industry ŀ
academia connections.

2025  TCFA one employee received the 
Outstanding Store Manager Award, and 
six were honored with the Excellent 
Store Manager Award, reflecting our 
commitment to talent development and 
service quality.



Food Safety

Supplier and Raw

Material Control
Å Supplier Qualification Review

Å Contract Requirements and 

Corporate Responsibility

Å Food Safety Monitoring

01 Upstream Management

Self-Management and 

Quality Assurance
Å In-house food safety lab
Å In-House Testing and Quality 

Monitoring
Å Employee Training and Regulatory 

Updates
Å Traceability System and Emergency 

Response for Major Food -Safety 
Incidents

02 Central Management

Store Hygiene and 

Operations Maintenance
Å Store Hygiene Audit System

Å Customer Feedback and 

Response Mechanism

Å Facility Maintenance and 

Environmental Management

03 Frontline Management
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2025
Operational 
Performance 
(Jan. ɶDec.)03



20242025

83.8%
8.3%
1.9%
2.5%
3.5%

2025 2024 YoY

My Warm Day 2,541  2,124 20%

Fried Chicken Master 188 210 -11%

REAL 52 47 10%

Shuan Jin Shabu Shabu 146 65 125%

Penang Chendul 3 0 0%

Others 113 87 29%

Unit: NT$ million

Revenue Breakdown by Brand
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83.5%
6.2%
1.7%
4.8%
0.1%
3.7%

¸My Warm Day ¸Fried Chicken Master ¸REAL ¸Shuan Jin Shabu Shabu

¸Others (Retail + Information Services + Overseas)¸Penang Chendul



Group APP Mall

24

Other Sales Channels: PX Mart, Mega PX Mart, A.mart , 7 -Eleven, FamilyMart, Shopee, etc.



74.0%
19.0%

6.9%
0.1%

73.5%
18.6%

7.7%
0.2% 2025 2024 YoY

Merchandise Sales Revenue 2,251 1,863 21%

Restaurant Revenue 577 472 22%

Franchise Project Revenue 210 195 8%

Other (Overseas Royalties) 5 5 7%

Unit: NT$ million

Revenue Breakdown by Product

25

20242025

¸Merchandise Sales Revenue ¸Restaurant Revenue ¸Franchise Project Revenue ¸Other (Overseas Royalties)



Procurement RatioSales Ratio 

98.9%

1.1%

99.8%

0.2%

2 0 2 5 2 0 2 5
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The Company primarily focuses on domestic sales and domestic procurement, with exports 
(including overseas products and royalties) accounting for only 0.2% of total revenue.

¸Domestic Sales

¸Export Sales

¸Domestic Procurement

¸Foreign procurement

Sales and Procurement Ratio



70%

24%

6%

52%

16%

32%

71%

25%

4%

51%

17%

32%

Takeout, Delivery, and Dine-in Ratio

2025 / 12 2024 / 12 2025 / 12 2024 / 12
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As of Dec. 2025, takeout accounted for 51% at My Warm Day and 71% at Fried Chicken Master.

My Warm Day Fried Chicken Master

Ţakeout Ḑelivery Ḑine-in Ţakeout Ḑelivery Ḑine-in

Note: Ratio based on the total of domestic 

Company-owned and franchise stores

Note: Ratio based on the total of domestic 

Company-owned and franchise stores



47.65%
51.56% 53.94%

57.65%
59.28%

0%

20%

40%

60%

80%

100%

2024Q4 2025Q1 2025Q2 2025Q3 2025Q4

Digital Transformation Results

¸Offline (In -store 
POS System)

¸Online (Including QR Code Ordering, 
Delivery Platforms, and App Ordering)

Unit: %
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Online ordering ratio grew from 47.7% in 2024Q4 to 59.3% in 2025Q4.

App Membership 

Count

1.35
Million

LINE Membership 

Count

1.64
Million



1,360 1,403 
1,664 

1,850 
2,124 

2,541 

838 865 
828 837 

900 
955 

0 stores

200 stores

400 stores

600 stores

800 stores

1,000 stores

0

600

1,200

1,800

2,400

3,000

2020 2021 2022 2023 2024 2025

My Warm Day Operating Revenue 
and Domestic Store Count

Share of Total Company Revenue 92%               90%                88%               86%                84%               83%

Unit: NT$ million Operating 
Revenue

YoY +20%
¸ Operating 

Revenue
¸ Domestic Store Count 

(Company -Owned + Franchise)

In Jan. ɶDec. 2025, My Warm Day brand revenue grew 20%, with 55 additional 
stores compared to the same period last year.
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81 
103 

159 

203 210 
188 21 

33 

59 

88 
85 

88 

0 stores

20 stores

40 stores

60 stores

80 stores

100 stores

0

60

120

180

240

300

2020 2021 2022 2023 2024 2025

Fried Chicken Master Operating Revenue 
and Domestic Store Count

Operating 
Revenue

YoY -11%
Unit: NT$ million

Share of Total Company Revenue 5%                 7%                   8%  9%                  8%                    6%

¸ Operating 
Revenue

¸ Domestic Store Count 
(Company -Owned + Franchise)

30

In Jan. ɶDec. 2025, Fried Chicken Master brand revenue declined (11)%, with (3) 
fewer stores compared to the same period last year.



Item
2025 2024

YoY
Amount % Amount %

Operating Revenue 3,043 100.0% 2,534 100.0% 20.1%

Operating Costs 2,209 72.6% 1,855 73.2% 19.1%

Gross Profit 834 27.4% 678 26.8% 22.9%

Operating Expenses 538 17.7% 457 18.0% 17.8%

Marketing Expenses 364 12.0% 319 12.6% 14.2%

Management and R&D Expenses 174 5.7% 138 5.4% 26.2%

Operating Profit 295 9.7% 221 8.7% 33.5%

Non -Operating Income and Expenses 8 0.2% 5 0.2% 40.4%

Finance costs (10) -0.3% (6) -0.3% 58.4%

Profit Before Tax 293 9.6% 220 8.7% 32.9%

Income Tax Expense 58 1.9% 44 1.7% 30.6%

Net Profit for the Period 235 7.7% 176 6.9% 33.5%

Earnings Per Share (Financial Statements) NT$6.44 NT$4.87 32.3%

Consolidated IS
Unit: NT$ million
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In Jan. ɶDec. 2025, the Company achieved significant revenue growth with increases 
across all three key profitability ratios, demonstrating solid operating results.



Item
2025Q4 2025Q3 2025Q2 2024Q1 2024Q4

Amount % Amount % Amount % Amount % Amount %

Operating Revenue 825 100.0% 785 100.0% 750 100.0% 683 100.0% 683 100.0%

Operating Costs 599 72.6% 569 72.5% 544 72.5% 498 72.9% 497 72.8%

Gross Profit 226 27.4% 216 27.5% 206 27.5% 185 27.1% 186 27.2%

Operating Expenses 147 17.8% 134 17.0% 136 18.1% 123 17.9% 128 18.7%

Marketing Expenses 101 12.2% 91 11.6% 89 11.9% 83 12.1% 93 13.6%

Management and R&D 
Expenses

46 5.6% 42 5.4% 46 6.2% 40 5.8% 35 5.2%

Operating Profit 80 9.7% 82 10.5% 71 9.4% 63 9.2% 58 8.5%

Non -Operating Income 
and Expenses

1 0.2% 0 0.0% (3) -0.4% (1) -0.2% (0) 0.0%

Profit Before Tax 81 9.8% 82 10.5% 68 9.0% 61 9.0% 58 8.5%

Income Tax Expense 16 1.9% 16 2.1% 14 1.9% 11 1.6% 11 1.6%

Net Profit for the Period 65 7.9% 66 8.4% 54 7.2% 50 7.4% 47 6.9%

Earnings Per Share 
(Restated)

NT$1.76 NT$1.78 NT$1.45 NT$1.36 NT$1.27

Profit and Loss Trend Over the Last Five Quarters
Unit: NT$ million
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ƀƲşƮƥşűůűŴƐųūşƳƧƤşƂƮƬƯƠƭƸɻƲşƯƠƨƣ- in capital was NT$370 million. Revenue and 
gross profit for Q4 reached new quarterly highs.



Item Unit 2020 2021 2022 2023 2024 2025

Financial Structure

Debt Ratio % 52.91% 52.51% 53.94% 51.63% 54.78% 52.62%

Ratio of Long -Term Funds to Property, 
Plant and Equipment

% 142.87% 151.36% 173.70% 171.53% 204.77% 224.30%

Solvency

Current Ratio % 130.14% 143.51% 146.62% 135.35% 156.45% 155.04%

Quick Ratio % 116.04% 130.26% 133.25% 123.25% 137.58% 137.25%

Interest Coverage Ratio Times 20.81 28.83 40.71 35.83 35.01 29.53 

Operating Efficiency

Accounts Receivable Turnover Times 71.89 47.26 38.82 32.47 24.16 19.19 

Days Sales Outstanding Days 5.08 Days 7.72 Days 9.40 Days 11.24 Days 15.11 Days 19.02

Inventory Turnover Times 26.47 25.74 25.62 27.82 25.26 22.55 

Days Inventory Outstanding Days 13.79 Days 14.18 Days 14.25 Days 13.12 Days 14.45 Days 16.18

Payables Turnover Times 7.34 6.04 5.69 5.91 6.82 7.56 

Days Payable Outstanding Days 49.70 Days 60.39 Days 64.19 Days 61.76 Days 53.51 Days 48.27

Cash Conversion Cycle Days -30.83 Days -38.48 Days -40.54 Days -37.40 Days -23.96 Days -13.07

Property, Plant and Equipment Turnover Times 2.50 2.74 3.41 3.70 4.06 4.52 

Total Asset Turnover Times 1.36 1.31 1.43 1.45 1.50 1.50 

Profitability

Return on Assets (Annualized) % 6.83% 6.36% 8.97% 9.15% 10.74% 12.02%

Return on Equity (Annualized) % 15.61% 12.97% 18.72% 18.82% 22.36% 25.02%

Financial Ratios
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The Company maintains a stable financial structure, with strong ROA and ROE 
performance, and solid debt -servicing and operating capabilities.



0.30 billion

0.25billion
3.04 billion

2.54 billion

2.16 billion
1.89 billion

1.56 billion

0

50

100

150

200

250

300

350

Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sep. Oct. Nov. Dec.

Historical Monthly Revenue Information

¸2026

¸2025

¸2024

¸2023

¸2022

¸2021

Unit: NT$ million
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The Company's monthly revenues in recent years have consistently grown year -
over -year, demonstrating effective operations.



1,480 1,561 
1,884 

2,158 
2,534 

3,043 

386 399 503 573 678 834 

26.06% 25.54%
26.69% 26.58% 26.77% 27.40%

0%

5%

10%

15%

20%

25%

30%

0

600

1,200

1,800

2,400

3,000

3,600

2020 2021 2022 2023 2024 2025

Operating Revenue and Gross Profit

Unit: NT$ million ¸Operating Revenue ¸Gross Profit ¸Gross Profit Margin
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In Jan. ɶDec. 2025, revenue grew 20% year -over -year with a gross profit 
margin of 27.4%, representing the best performance in recent years.



91 99 
129 

157 

221 
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6.16% 6.31%
6.84%

7.26%

8.73%

9.70%
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Operating Profit and Operating Profit Margin

Unit: NT$ million ¸Operating Profit ¸Operating Profit Margin
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In Jan. ɶDec. 2025, operating profit grew 33% year -over -year, with an 
operating profit margin of 9.7%, showing strong performance.



71 73 

116 
132 

176 

235 

4.77% 4.67%

6.13% 6.14%

6.95%

7.72%
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2020 2021 2022 2023 2024 2025

Net Profit After Tax and EPS

Unit: NT$ million ¸Net Profit After Tax ¸Net Profit Margin
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In Jan. ɶDec. 2025, net income grew 33% year -over -year with a net profit 
margin of 7.7% and restated EPS of NT$6.35, reaching an all -time high.

EPS 1.91                 1.97                  3.12  3.58                  4.76                 6.35
Note: Adjusted retrospectively                                                                                               
based on NT$368 million share capital.
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Dividend Policy
Unit: NT$ ¸Earnings Per Share 

(Before Restatement)
¸Cash 

Dividends
¸Stock 

Dividends
¸Payout 

Ratio
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In 2025, the Company's dividend payout ratio was 93%, with NT$2.5 stock 
dividend and NT$3.5 cash dividend.

Cash Dividend Payout Ratio 51%                 55%                30% 82%                 51%                54%



Future Outlook
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Cross -
Brand

AI Data 
Ecosystem

Internation
alization

Sustainable 
Brand

Cross-Brand Synergies and 

Co-Creation

(Shared Member Benefits)

International Expansion

(Digital Integration and 

Applications)

Deepening the AI Data Ecosystem 

(Personalized Recommendations, 

Smart Headquarters Analytics)

Building Sustainable Brand Value

(Carbon Footprint, GHG Inventory, 

Green Environment )






