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Disclaimers ﬁ""m
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This presentation and the information contained herein must be treated with strict confidentiality, and shall not be reproduced, copied, forwarded, or disseminated, nor should any part or all of the content be
used for or disclosed to others or publicly disclosed for any other purpose. The information herein is prepared based on the information provided by Beauty Farm Medical and Health Industry Inc. (the
“Company,” and together with its subsidiaries and controlled operating entities, the “Group”), the accuracy or completeness of which is not guaranteed. Neither the Company, members of the Group,
underwriters or their subsidiaries or affiliates, nor their respective directors, executives, employees, and agents, among others, expressly or implicitly state or warrant the accuracy, reliability, correctness,
fairness, or completeness of this document or its content or any oral or written statements related thereto, nor shall they assume any responsibility or obligation for any loss, liability, or duty resulting from the
inaccuracy or incompleteness of the information contained in this document or reliance on the information in this document by you of any other recipient of such information. No representation or warranty,
express or implied, is made as to, and no reliance should be placed on, in particular, and without limit to, whether any assumptions, estimates, objectives, or forecasts contained in or based on this document
are achievable, reasonable or will remain unchanged after the date of this document.

This presentation and the information contained herein do not specifically address certain individuals' specific investment objectives, financial situation, or specific needs. Therefore, this document should not
be relied upon or used as a substitute for independent judgment. Before engaging in any transaction or investment, you must evaluate the relevance, accuracy, and adequacy of the information or
assumptions contained in this document.

This presentation and the information contained herein are not intended to provide comprehensive information, nor do they include all information recipients may need to assess the Group. This document
does not provide any express or implied statements or warranties, and to the extent permitted by law, except for fraud, no one is responsible or obligated for the accuracy, reliability, correctness, fairness, or
completeness of this document or its content or any oral or written communications related thereto (for the avoidance of doubt, such persons include, but are not limited to, the Company, its subsidiaries and
its consolidated affiliates, and their respective directors, senior management personnel, partners, employees, agents, representatives, and advisors). This presentation and the information herein may contain
statements that reflect the current beliefs and expectations of the Company as of a certain date. These forward-looking statements are based on various assumptions and commitments concerning the
operation of the Group. Therefore, you shall not overly rely on, and no representations or warranties are made regarding, any forward-looking information, especially the realization or reasonableness of any
forecasts, objectives, or estimates contained in this document. The Group, its controllers, directors, senior officers, partners, employees, agents, representatives, or advisors shall not be liable for your use or
reliance on the information contained herein. In any case, the parties concerned should investigate and analyze any and all information of this Group and the information contained herein.

This presentation and the information contained herein is for reference only and does not constitute or form part of any offer for sale or subscription of or solicitation or invitation of any offer to buy or subscribe
for any securities of the Company or any of its subsidiaries or affiliates in any jurisdiction (“Securities”), nor should it be interpreted as inducing investment activities or constituting a basis for any contract or
commitment or investment decision or reliance on any contract or commitment or investment decision. Please note that this document and the information contained herein is not an offer to sell Securities in
the United States and is not intended for publication or distribution in the United States. You are receiving this document based on your confirmation that you are either (i) a “qualified institutional buyer” (within
the meaning under the United States Securities Act of 1933, as amended), or (ii) outside the United States. This document is distributed only to professional investors (as defined in Schedule 1 to the
Securities and Futures Ordinance (Chapter 571 of the Laws of Hong Kong)). This document does not contain any information or materials that may be deemed to be (1) a prospectus within the meaning of
section 2(1) of the Companies (Winding Up and Miscellaneous Provisions) Ordinance (Chapter 32 of the Laws of Hong Kong), or an advertisement of a prospectus or any extract from or part thereof, or an
advertisement, invitation, or document containing such advertisement or invitation within the meaning of section 103 of the Securities and Futures Ordinance (Chapter 571 of the Laws of Hong Kong); or (2)
any information or materials that may cause a public offer to be made in Hong Kong without compliance with Hong Kong law, or that may enable reliance on any exemption under Hong Kong law. This
document will be subject to material changes without notice.



Strategy and Business
Model Update



Landmark Acquisition Drives Business Model Upgrade from “Dual-Beauty” to “Dual Beauty

+ Dual Wellness”

Acquire premium clientele leveraging our extensive network of beauty and wellness stores, uncover and fulfill deep-seated customer needs for
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beauty and health with upgraded full-lifecycle services

/" Landmark merger and
acquisition

RMBSSO million
Acquiring 70% stake of Naturade
73 Direct Stores, 69 Franchised Stores & 3
Brand-operated Stores

Powerful Alliance of No.1 and
No.2 players in terms of
Market Share

Market share expansion

Regional advantages in the
Greater Bay Area

Note

1. Penetration denotes the proportion of beauty and wellness service members who have purchased or consumed
our aesthetic medical services or subhealth medical services during the reporting period.

Business Model Upgrade: “Dual:Beauty” - “Dual Beauty + Dual Wellness”

Gynecological
! Anti-aging
2 @ Energy-based Skin Texture & Skin Solutions

Tone Management
Minor Cosmetic S€VICes

' Proceduresy CC”CC} re % Func;iqnal
N 5|3 A i . Medicine
) /! comprenensiveAeSthetic Medical — Subhealth Medical
CcIIquc g EoLogy : Cosmetic Eye Services Services
B Surgery
Aesthetic Medical  Subhealth Medical’ :
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2024 Business Review



2024 Annual Report Highlights

#1 Ranking Nationwide - Beauty and Wellness Service Brand
Store count surpassed 554, with 154 net added stores

CellCare A2
EIENESEY O? 2= . D EMILERR
Aesthetic Medical Services Beauty and Wellness Services

25 Direct Stores & 3 Brand-operated Stores @ 239 Direct Stores & 276 Franchised Stores ®

2024 Annual Report Highlights

98 Al

1.52million 137,027 rvMB2 , 57 2miliion

YoY +20% YoY +46% YoY +20%
Client Visits at Direct Stores @ Active Members at Direct Stores® @ Revenue @

Notes

1. As of December 31, 2024

2. For the twelve months ended December 31, 2024

3. Defined as the Group’s active members at direct stores, excluding franchised store members
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Subhealth Medical Services

11 Direct Stores @

Sl
RMB252 million

YoY +10%
Net profit @
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Further Increased Penetration Rate of Value-add Services ”""m

Acquire premium clientele leveraging our extensive network of beauty and wellness stores, uncover and fulfill deep-seated customer needs for beauty and
health with upgraded full-lifecycle services

& A Boosted Penetration

Aesthetic Medical Services

BeaUty and Wellness Services 24.9% of our beauty and wellness

|

1

1

:

1
members purchased or received aesthetic 1
medical or subhealth medical services ) !
1

1

1

1

1

\

Penetration was 28. 1 % among  f,3 7ncts

(3)
Former Beauty Farm Group® Members YOY

\ 33,630 +37% YOY

Active Members

130,961 +45% YOY

Active Members at

Direct Stores &

g — 4

High Annual High Grqwth
Frequency Spending Potential

_\\ o me— " |

Business Bedrock

| \
@ 30+ vears of Vast Customer | '
q . 1
Brand Legacy Base ! Subhealth Medical Services :
1
| i
1 1
1
78% @ Robust Cash | / 7,552 i
" 1 +809,
Retention Flow , 803/0 YOY :
1
) Rate @ | Active Members ) |
7 1 1
N N N " > 4 d ‘\ N /’
Notes
1. Penetration denotes the proportion of beauty and wellness service members who become active members of aesthetic 4. Refers to the Beauty Farm Group prior to the Naturade acquisition.
medical services or subhealth medical services during the reporting period.
2. For the six months ended December 31, 2024. Including Beauty Farm, Palaispa and Naturade. 7

3. For the six months ended December 31, 2024




Five Brands Fully Addressing Beauty and Health Needs

) =mmm & e CellCare

EOLOGY
ZwIL PALAISPA &I LIE=] R E T
E@ER MERS
{D q Launched in 1993 Strategic Acquisition in 2024 Strategic Investment in 2016 Launched in 2011 Launched in 2018
Brand History ; ; Al-powered ) ) . h ) :
Flagship Beauty Services Brand Beauty and Healthcare Brand Beauty Services Brand Aesthetic Medical Services Brand  Subhealth Medical Services Brand

Store Images

s_ ) # of Stores @ 159 direct stores 68 direct stores 12 direct stores 25 direct stores
157 franchised stores 69 franchised stores 50 franchised stores 3 brand-operated stores

\\ : Subhealth
Beauty and Wellness Services /
@ Brand =t/ ¥ & Medical Services

Positioning
Direct stores are located in prime locations, core business districts and residential business districts, targeting mid-to-high-end customers with high spending power

Active
% Members 130,961(Direct Stores) + 61,722 (Franchised Stores) 33,630 7,552
=0 Revenue '
&"*y Contribution 2 ~56l% ~361% ~78%
= Regulatory Medical Institution Practicing License not required Medical Institution P \/ Medical Institution P
®) Requirement racticing License racticing License
required required
T.Ot:ss of December 31, 2024 8

2. For the twelve months ended December 31, 2024
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Beauty and Wellness - Solid Business Growth Facilitating Ongoing Market Expansion e

Coverage of Prime Locations in High-Traffic Shopping Centers Service Offerings

: Services
m 20 C | tl eS <mq Mid-to-high-end client @ Cleaning and ﬁ > T{
demographics = Moisturizing g

inl ier-1
Mainhy cover tier-1 and new \ Women's Care  Body Sculpting

tier-1 cities - Skin Whitening

-
e

High-end Malls High-en.d Residential %:I CBD
E'_lj Properties (W Skin Anti-aging

w Treatments

Wellness Services Pain Relief

Customer/Store Profile Revenue Growth Outperforming the Market
RMB millions 1,305
@ Key customer demographic: ages 31 to 50 1.079
’ 162
@ 93% of our direct stores are located in tier-1 and new 79 A
tier-1 cities
,@\ Mostly white-collar professionals, corporate executives, 2023 2024
entrepreneurs, and stay-at-home moms ' Premium Beauty Premium Al-Powered Beauty
Brands and Wellness Brand

9




Beauty and Wellness — Driving Revenue Growth with Same-Store Operating Efficiency

Enhancement and Traffic Growth

Direct Stores

+68
Yoy

— 171 239

Beauty Farm
K| J 155 16

159 12 68

B[] Naturade

2023 2024

Customer Visits at Direct Stores Active Members at Direct Stores

+20% +45%
(ten thousands) YOy (ten thousands) Yoy
140 13
117 22 9
9 8
2023 2024 2023 2024
Premium Premium Al-Powered Beauty Premium RcmiumpRowerediBeauty

Beauty Brands ~ and Healthcare Brand " Beauty Brands andisaihcaclarand

Notes

A M1l [l
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High-Quality and Highly Loyal Active Members

Premium Beauty Brands®

Average Annual Spending
per Active Member ©

10,912...

Annual Spending Frequency
per Active Member @

8.9

Premium Al-Powered Beauty and
Healthcare Brand®

Average Annual Spending
per Active Member

4,863RMB

Annual Spending Frequency
per Active Member @

510

Franchised Business

Revenue from
franchised stores

+21%YOY

aus 1 37 . 5B ren

1. Beauty Farm and Palaispa active members are defined as clients whose prepayment accumulated to a specific amount in a designated period and also made at least one purchase during the reporting period.

2. Naturade active members are defined as clients who have ever spent RMB1500 or more in a single transaction at Naturade stores.
3. For the twelve months ended December 31, 2024
4. From July to December of 2024

Premium Beauty Brands

Active Members Franchised Stores

39’727 +29%YOY 276

21,995 20

Premium Al-Powered Beauty
and Wellness Brand
Active Members

10




R&D Innovation Tailored to Women's Beauty and Health Needs

LPG® BF+: Over RMB100 million in sales®

Pain relief + Body sculpting

BN

LPG endermologie®
FHEHARRERA)

= [MRIBGGE = BEATE

Note:
1. Sales collected by R12 after the product's launch.

[/Naturade Al-driven Beauty and Wellness,

Treatments

Acupuncture without damaging the skin, non-
combustible moxibustion, pain-free gua sha, and
highly effective massage

wim L R TP D
Beifti
(H+iA+) & BEIRIEEAR 55

A METIE SRLWE N

5- BERN R
P =TERBORBCT 810005+ RO ZF

}? BRERT 2 Rt
I munsmrn 12BEE12RER

C BERTHRERADEN

RIS ABYNRF A
7 HEAWE RRARK
BENET EEEAE
é ABRRYG &), Bitdiwl
‘ SEXMRE BERE—

XJ!

Enhances expertise and augments value-added services

in front-end consumer scenarios
Empowers tailored skin care recommendations + “Dual-Beauty” data sharing

FRHE

BRERLBAE

—

UB%

\\ k \
-
LW HEENRC
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Digitalization Empowers Private Domain Operation and Public Domain Engagement z ,,"_".““"l

The proportion of new members acquired from private domains increased to 34%, driving the growth in total new members by 27% YoY; active members
acquisition costs per unit decreased by 9% YoY.

( Achieved breakthrough in customer acquisition from private domains \/‘. {  Expanded public domain channels !
WeCom Customer Segmentation for Loyal Members, New Connections - Lifestyle Beauty Mini-Program: Driving Traffic Strengthened Strategic Partnership with Meituan Dianping
High-Precision Tiered Marketing Referral Rewards that Delight from Dual Beauty, Influencer Marketing

MNEIBF B

EMBREWE

A~

M mnaua
7R128RNEHEBEREES
mESESASESHEEN R

\IfiLIfEIH ~ 24l \Won beauty and body wellness industry
3"z " IRE N awards for two consecutive years
it o L

= '1}'% ﬂ{ . In 2023, 2024, awarded
l: 0. 0-2 ‘n % " "
sl o] V,Pﬁg;m,;g‘;ﬂ Annual Impact Brand

"Annual Best-Selling Brand"

women 27

}> 5>

Thanwi 3

87 (BRI
222 ] nmAS ¥

KEER, RBBEFZERRRE
SnmHmFREER, 05 5
halEaan

D arD

Mm@mqqnml OIS 7 L7194 5

nlrmmunnl-m A LaMALL

smremasain Order Volume+38%y0y
(Rl B
[*wuamnicons

REMSSHITT~

P

In-store Order Verifications+4 6 %yoy

FROEA Anny
BREADRTRE

SHMMEINFENR, RRLOHFENELE, B
EOTHME BLESE BEHAR ©

SRR, BSEARANL, REEH—%E0R0.
® SUEREEDNE REWEHTRE S SRERWR,
FENE FRNE BRI 2L s s B
| | AZEN]

FEIAA Anny: o B get MR #)
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Aesthetic Medical Services — The Surging Second Growth Curve ﬁ"ﬂ!ﬂ

Expanding Store Network Service Offerings

m 25 direct stores & 3 brand-operated stores

Cover 24 tier-1 and new tier-1 cities

Minor Cosmetic
Procedures
Shanghai | Beijing | Wuhan | Chongging |- Shenzhen| Hangzhou | Dongguan | Zhuhai
Chengdu | Xi’an | Taiyuan | Changchun | Hangzhou | Nanjing | A T
Wuxi | Zhengzhou | Haikou:} €hangsha |Qingdao | Ningbo | )
Xiamen | Jinan |-Hefei | Guangzhou| Tianjin | Nanchang

[Cities covered by direct stores] [ Cities covered by franchised stores]

Revenue remained stable

g =9
(RMB millions) +Y90%) ;
928 Skin Texture & Skin High Frequency.
850 Tone Management Energy-based Anti-
76 \/ aging Procedures
2
w0 2024 Double Eyelid And Fat
W Beauty Farm® Aesthetic Naturade Aesthetic Management Surgery
Medical Services Medical Services
Note 13

1. Refers to the Beauty Farm Group prior to the Naturade acquisition.
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Aesthetic Medical Services — Fueling Revenue Growth with Increased Client Visits A H [
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Penetration Rate

. . . Key Operating Metrics
Aesthetic Medical Services y P 9
Client Visits 90,612
\—/// \\‘ (Times) 71,814 12,702
Penetration Rate
Full Group 0 10
2 2 - 4% ; 2023 2024
| +37%
S 0 Active Members YOY
| 33,630
A = 4. TR 24,474
Aesthetic Medical Servicés 5,410
Penetrate Rate-among Former
Beauty Farm Group® Members .
..... .S Aesthetic Medical Services eeett I 258%
L £2.1% YO ; 2023 2024
Beauty Farm Aesthetic Medical Services Naturade Aesthetic Medical Services
Average Spending per Active Member Average Spending per Active Member
in FY2024 in 2H2024

30,047 rve 13,418 rwe

Notes

1. For the twelve months ended December 31, 2024. Refers to the Beauty Farm Group prior to the Naturade acquisition, with aesthetic medical services including CellCare only. 14
2. From July to December, 2024




Leading the High-end Aesthetic Medical Service Industry with Excellence; Earning Widespread
Acclaim with Emotionally Engaging Services

Adhering to the three principles of professionalism, “licensed hospitals, qualified doctors, and certified medications,” we are committed to providing our members
with high-quality medical services and personalized solutions.
Beauty Farm Medical Expert Team

R&D Patents & Honors and Certifications

Guided by the core philosophy of “Minor Tweaks, Major Trar?fdfh‘nations" i

m 90+ physicians and 110+ nurses product development

Secured 58 utility model patents

SIS

cover 2 O + cities

ppNne2s
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Subhealth Medical Services - The Exponential Third Growth Curve ﬁ“ﬂ!ﬂ

Expanding Store Network Service Offerings

m 11 Direct Stores

Covering 10 tier-1 and new tier-1 cities
Shanghai | Beijing | Wuhan:|.Chongging | Shenzhen | Guangzhou |

Chengdu |:Xi'an | Changchun:|-Nanjing %’ /\ =i 7 I
‘ —

Women's Special
Care Center

Functional Medicine

Revenue increased substantially

+99%
YOY
(RMB millions) 201
32 \/
101
I 9
Py
2023 AL Regenerative
B Beauty Farm® Subhealth Naturade Subhealth Medicine
Medical Services Medical Services
Note 16

1. Refers to the Beauty Farm Group prior to the Naturade acquisition




Subhealth Medical Services - Diverse Offerings to Address Members’ High-End Medical Needs %Iﬁ!ﬂ
Penetration Rate

Key Operating Metrics

Subhealth Medical Services

Client Visits 27,079

\ (Times)
RS 16,662 2,912
Penetration Rate i
) 67
Full Group

6 . 1% "‘ 2023

] 2024
et ,: Active Members +80%
! 7,552 Yoy
R r——
A Subhealth Medical Services 1,176
" pe R ong 4,191

Former Beauty Farm®)

i . 76

P W R 2023 2024

Subhealth Medical Services

S

Beauty FarmSubhealth Medical Services )

Average Spending per Active Member
in FY2024

Naturade Subhealth Medical Services®

Average Spending per Active Member
in 2H2024

20,957 rvs 26,019 rve

Notes

1. For the twelve months ended December 31, 2024. Refers to the Beauty Farm Group prior to the Naturade acquisition. 1 7
2. From July to December, 2024




Two Main Focuses: Functional Medicine and Women’s Special Care Center

“Energy Drops” Product Series
Personalized Infusion Therapy

Women'’s Special Care Center Offerings
Women'’s Special Care Center Revenue

i 0
Purple [Wo'nq‘;ns Orange  Green  Cyan Blue Increased over 300% Yoy >
[General [Image [Metabolic [Organ [Boosting Fertili X
Internal ertility Solutions
Assessment/Testing

Use wel | Management] Detox] Malntenance] Immunity]

=

Gynecological theory
"~ Specialized gynecologists
.. Clinical experience
Hydration and "~ Advanced technology
Anti-Aging 7

Cleansing/ oL .
Anti-Inflammatory .~ Differentiated
/ Services
' Public hospitals:
\\ prioritize patient disease
*_needs over preventative

Blueprint for Full Upgrade in Firming and * health care demands.
Ovarian Anti-Aging in 2025 Anti-Aging )
Loose & Dry
) Hot o :
Fatigue Fjashes .-~ Differentiated
varian and Uterine Services

Wellness Aesthetic medical

institutions: typically
focus on dermatology or
plastic surgery, prioritizing
aesthetic improvements.

Swings [
N\ S\
N °
Providing a More Comprehensive

Treatment System for Indications

_ Insomnia
Osteoporosis

18
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M&A - Complete Acquisition of Al-powered Beauty and Healthcare Brand Naturade

Improves Efficiency

M1l [l
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Naturade advocates Eastern beauty and healthcare concepts combined with cutting-edge intelligent technology to offer women one-stop

beauty, wellness, and pain management services.
Increasing store density in Greater Bay Area is creating benefits of scale

73 direct stores
Guangzhou: 37

ﬂ 72 franchised ang
operated stores

Focusing on Greate

to expand brand influenge

B EIN (-4
PEEREEFE—mhE
TR
N

Rooted in traditional Chinese medicine, Naturade advocates
Eastern beauty and healthcare concepts

Transforming to tech-driven healthcare:
traditional Chinese medicine theory + tech-
driven healthcare equipment

*  Acupuncture without damaging the skin

*  Non-combustible moxibustion

*  Highly effective massage

*  Pain-free gua sha

@) S5 <19 Top Brand in Al-powered
O Beauty and Healthcare

Service Offerings

Skin Body Women'’s
management Relaxation Care
Body Care Pain Healthcare
Management

Growth Strategy & Effectiveness Post-acquisition

e Net Profit Cost Reduced & Efficiency Improved

Reuse of Group’s middle-
office capabilities

-

UUU []{J:L@ 3 r@é \
RMB287miIIion

~
~Se -

RMBZ 1million Supply chain integration Digitalization
enhances efficiency Empower

19



Group-Level Strategic Focus on M&A for External Growth: Boosting Success Rate with Extensive Ef{f[H[z
Experience and Post-Acquisition Integration Prowess

RGMM BEAUTY AND HEALTH
Extensive experience in'
acquisition and integration

10+ years of M&A experience, 30+

successful cases @

Brand Effect

* Public company
endorsement
« Industry reputation

g diversified brand portfolio

PALAISPA - Boosted medical resources,

, “Tri-Beauty” Business Digital Systems
revenue doubled in four years Model . CRM ystem
Naturade - Expansion into traditional | m;?g;ﬂi‘;ﬁﬂfgg \ P’ecf}f’g;‘;"ke“"g
Chinese medicine wellness market : Robust Post-
‘ . Acquisition Integration .----T00TTC
i Acquiring member base e Capabilities .
Top 10 cities by revenue: Chongging, | E "
Chengdu, Wuhan, Xian - @ R
Acquiring franchisees + top local brands | UgiEer

Management Prowess v Ongoing /
« High customer '
!

M&A/Collaboration

retention rate \ Refinement of /l
- High customer ‘\\ M&A Model l,’
fupstream supply chain satisfaction \ ;
Overseas skincare brands J/ Product R&D Mastery

,’; * Industry-leading innovative
’ offerings

) « Supply chain scale

’ advantages

20




Enhance Market Capitalization and Shareholder Returns

Focusing on both scaling and improving profitability, we are strategically aligning the management team’s interests with the Company’s development
trajectory, aiming to boost the management team’s motivation and sense of purpose while progressing toward inclusion in the Hong Kong Stock Connect.

Dividend

distribute no less than 50% of net

profit attributable to parent company's
shareholders as dividends over

the next three years

y 4

Optimize Shareholder
Structure

bring in long-term strategic
shareholders and boost market
trading activity

Management Equity
Incentive Program

closely aligns the interests of the
management team with the
Company’s performance

»
»

21
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Outstanding Revenue Growth ﬁ“j!ﬂ

Leading Revenue Size 2024 Revenue
Full Group Revenue
(RMB mn)
+20%
YOY
2,572
2,285
2,145 8% 294
5%
36%
39%
287
2023 2024 Beauty Farm® Naturade @
Beauty and Wellness Aesthetic Medical Subhealth Medical
w Services Services Services
Notes
1. For the twelve months ended December 31, 2024. Refers to the Beauty Farm Group prior to the
Naturade acquisition. 23

2. From July to December, 2024
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Optimized Cost Structure and Improved Gross Profit Margin "‘“ﬂ!ﬂ

Operating Cost Structure Full Group’s Gross Profit & Gross Profit Margin

(RMB mn, costs as a % of revenue) (RMB mn, gross profit margin %)

1382 B -
1% '
1168
. 5% 1,190
1%
5%
13% 977
14%
15%
15%
2023 2024 2023 2024
Used product: Staff D ati i i ] )
a:g cé’rzgulrfa;es cozts ar?é) f,ﬂ?r{g;ﬂm R eofpegﬁggg Others Wy Beauty Farm® Naturade ‘= Gross Profit Margin
Note 24

1. Refers to the Beauty Farm Group prior to the Naturade acquisition
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Improved Gross Profit and Healthy Gross Profit Margin “""m

Beauty and Wellness Services Beauty and Wellness Services
- Direct Stores - Franchised Stores
(RMB mn, gross profit margin %)

Aesthetic Medical Services Subhealth Medical Services

511 486

406 458

117

a7

2023 2024 2023 2024 2023 2024 2023 2024

' Beauty Farm @ Naturade i Gross Profit Margin

Note 2 5

1. Refers to the Beauty Farm Group prior to the Naturade acquisition



Stable Operating Expenses and Profitability

Operating Expense Structure @

(RMB mn, operating expenses as % of revenue)

885

731 36

34

388

318

2023 2024

n Selling General and R&D .. Operating expenses as
expenses administrative expenses expenses % of revenue

Notes
1. Operating expenses include selling expenses, research and development expenses, and general and administrative expenses
2. Refers to the Beauty Farm Group prior to the Naturade acquisition

A H [
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Steady Profitability - Net Profit

(RMB mn)

+10%

YOY

252

230

2023 2024

g Beauty Farm® Naturade

26
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Robust Cash Reserves and Operating Cash Flow ".‘.‘.ﬂsym!y

Robust Cash Reserves Stable Operating Cash Flow
(RMB mn) (RMB mn)
1,831
797
1,574
626 I
2023 2024 2023 2024
Net Cash Generated From
! Beauty Farm @ [ Naturade - Operating Activities
Note 27

1. Refers to the Beauty Farm Group prior to the Naturade acquisition
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