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E|%% 1: Off & Relax/Flower Knows saw 67%/110% yoy in 1H26 and continued to deliver 32%/116% yoy in Jul-26, showing
strong brand momentum
Cosmetics Monthly Tracker

Company (Brand)
Jul-26 May+Jun-26 2026 1Q26 4025 3025 2025 1025 4024 3024 2024 1024

;::!'D D Douyin  Total T:'::u JD  Douyin  Total TT;::"'L J0  Douyin  Total TTa ':::'o JD  Douyin  Total Total
Beauty industry growth 9% A% 8% 5% 3% Aen 25% 10% 3% 1% 24% 1% 0% 8% 16% % 4% % 5% % 16% % % 2%
Local brands I e =
Proya 8% 8% 159 g%l A 5% 28 wl aan % 2 5% % 2% 5% 25% 8% 60% 58%
Proya 7% -18%  -20WINEIE% -16% 3% 35ty 4% -18%  -12% 27 18% % 7% 4% 23% % 6% 58%
TIMAGE 3% 18 T B1% 1% -24%|d 60%  -57% 15% 5% 20% 38% 7% na. na na. na
Flowsrknows 53%  153%  161%  116% 59% 64% 3z 44% 50% 76% 53% 3% 4% 71% 7% na. na na. na.
Off & Relax 39% 65% 239 az%l 126% 66% g e 122% a1% 623 86% 74% 105% 108% 2% 29% 58%
Glant Blogene 1% 14% 7 0% 2% 26% 5% 0% 18% 15% o 18% 5% 5% 68% 75% 9% 80% 89%
Comfy 1% 20% 0%' B%' 26% 30% % 19%' 21% 18% A% “23% 2% 2% 58% 66%. 35% 7% BB%
Coligene 5% 28% 45% 23%, 4% 20% 4% 2% 9% B 6% 0% 24% 25% 138% 179% 76% 101% 97%
Botanee 14% 20% 26% 3% 3% 3% 9% 3% 3% 0% 9% 8% 21% % 0% 2% % 18%
Winona 14% 17% 29l 7%l A% 8% 28] sl 4%, 8% 24l T 7% -22% 2% 2% 26% 1% 17%
Winona Baby 10% 3% 27 26%] 10% 20%  178% 35%) 1%  -15%  125% % 3% 4% 4% 2% 55% 25% 0%
Bloomage: A5% 10% 16 29% S A 23 2% 2% -5 EO% | E9% . 4% % A% 0% A1%
QuadHA a8%  141% -mb -56% 30% -313%# 53%  -36% -203 - E 4B% B9 7% -32% | 49%  -28%  -11% [N 6%
Bishyalux 1% 12% U’!’nl 2% “B% 42% -16% -4 7% T% ,:]%I - 3% -55% -30% -60% -35% 21% “T% 48% 12%
Medrapair 6% -89%, azowl  13mx]  -19% 92% sam 1% 25% -a0% 83%l - 4 --“- -a5%  -43% -anm - 5%
Shanghal sahwa F1 0 1 o e
Or. Yu 42% E3 m% «m: A% -22% 33;53 wx: % -18% 553 1% 42% 14% 43% 20% -26%  -15% 14%
Herbarist -12% 5T%  A78Y 85% A% 8% 3 744! 1% -ae% 125 31% [0 A18% 42% 42% 30% 16% 1% 7%
Liushen 19% 46% 114 13%) 2% 26%  126% 32%) 8% 2% 131 -30% 31% 24% 8% 4% 21% %
VIVE -6%  1006% n.ay 8% A% -83% n.ay 1%, 1% 80% n.ay 85% % 115% 57% [NZ06% | 1% 58%
Shanghai Chicmax 9% 20% 10 26% TH 5% 6% 20% 3% 6% 1% 0% 28% 60% s6% AR
KANS -28% 40% &) el s -2% 24 2 -a6% 15% 25% 35% 22% A% 54% 58% | 198% | 890%
New Page 4% 107% a4l 58%1 B5% 45% 125% [0 a0 62% 46% 137% % 17% na. na na. na na.
Armiya 50%  a25%  156% 140% 3% 51% a7 70 10% 50% 122%)  2a0% 7% 201 na. na na na na.
MGP 0% 26% 57'*/: sm: 4% 49% saq m‘:: 62% 55% 2% 42% 1% 39% 28% 46% 26% 43% 86%
Maogeping 0% 26% 674 56% 64% 49% 58%) 59% 62% 55% 52%) 42% 31% 39% 29% 46% 26% 43% 86%
Yatsen 13% 1% ) s::# 24% -50% sl gl 15% -AT% { -30% 1% 1% 8% 10% 8% -22% 21%
Parfact Diary 13% 1% v zswl 24% -50% sl asmd 15% AT% sl 30% 1% 1% 8% 10% -16% -22% 21%
Forest Cabin 24% 2% 5% %l 2% 3% 185w 101% % 3% 10 sev [q82%  118% [ 208% na. na. na. na
1 1 | ] |
MNC
L'Oreal 16% 8% 26m ol 5% X el roul &% 25% 6% 14% 0% 9% 0% 2% 8% 20% 6%
LOreal -4t 21% ekl -ast 7% 1 el % 7% 25 6% 0% -28% 0% 2% 0% 13% 1%
Lancome 24% A% T 5% 3% 18% a3y 15%) 5% 1% 3 38% 6% “21% “12% “16% 2% 27% 4%
Maybelline -15% -19% CIZ"/1 d%l -18% -20% rE"A‘ r1d%l -13% -25% Idv‘ 23% 21% -29% -13% 8% -19% 10% 20%
HR 52% 42% ar 8% 51% 35% 28% 33% 8% 26% 15% 35% 58% 1% 26% 10% % 265% 14%
Skinceulicals 42%  197% a7 e1%l  72%  148% a7l 8 0% 103% szl 8% 4% 6% 18% 3% 33% 49% 26%
La Roche Posay 142% 17% 289 BE%l  46%  115% 200 ATHI 43% 6% 18% 5% 0% 1% 6% 1% 5% 9% 5%
3CE 5% 2% 1T 6% 2% -23% 54% 3 AT 2% 72% 6% 15% 4% 21%  -15% 0 2% 2% 21%
Kignl's 22% 1% a0y W% 2% 57% 8% 12% 8% 49% 8% 5% Th  -30% 4% 0% 1% 24% 5%
Armani -30% 1% 43% -11% -28% 3% 40% -B96° -30% 0% 3% -35% 28% -26% -26% 2% % 1% -23%
¥SL 14%. A% \ﬂ"-’wl Zﬂ%l 1% 95% TS“IJ 2%l 15% 80% TE“IJ 36% 4% 8% A% 1% 21% 12% -14%
Estee Lauder 14% 38% Bl 14%] 4% 92% 51% 34%) % 5% 453 26% % 4% 1% 2% 28% % 0%
Estee Lauder 40% 3% 4 8% 4% 109% sty 4 19% 93% 543 30% 3% 8% % -18% 26% 4% 2%
La bler 2% g% 2 6% % 121% 52% 9% 5% 95% 40 21% 13% 5% % 31% 4% 13% 12%
Clinigue 49% 20% g aanl ass 25% B 4%l 5% 3% 14 4% 7% A8k 1% -25% 2% 12% 0 22%
Origins A1% 0% 150 T 4% 132% 26t 5% -30% 49% a1l 12% 23%  -a2% 1% 2% h 5%  -16%
Babbi Brown -19% 2% 7% Ty -23% -13% 447y rmwl -22% -B% 47 B7% 12% 22% 1% -8% 26% 17% -18%
MAC. 8% 35% 55 10%, 8% 30% 52 13% 0% 25% a3 1% 4% 5% 5% 2% 2% 1% 0%
Jo Malane Landon 7% 7% 49% o) 8% 51% -1 rb 12%*: 13% 47% :;g:/.vz 69% 23% 24% 8% AT% -7 [0 =26% ST
LG HEH A% 2% 52° A% 12% -2 1 % "% 16% 4% 5% 3% 14% 3% 58% 44%
Whoo 4% 2% -5 1% 2% -2 19 8% % -3e% 16% A% -15% 3% 14% 3% 58% 4%
Shiseida 4% 6% -2 -4 % 8% 16 7 5% 5% 18 14% 5% 3% 2% 6% 26% 15% 4%
Shiseldo 7% 18% o T% TQ 18% 23% 40% —2:‘ 17% 21% —!Bﬁ 3% 2% 16% 5% -16% 28% 3% 13%
CcPB B% 10% 21% 1%l 14% 1% EE%I azd 8% 18% B1% 26% 13% 1% B% 28% 53% 50% 15%
Nars 1% % 30%l a%| 17% 66% 1% 26%] 18% 57% 3ayl 27% 1% 7% 3% 6% 1% 33% 23%
ANESSA % 3% e 8% 130% 35 345y 12%  110% 26% 195 o 43% 3% 9% % 13% [0 21%
The Ginza 57% T% 2% 41%, 29% -a0% -zz'hl -1 ml 2% -89% -|5-/‘1 116% | 210% 4% [N2aTR 19% 8% 92% 2% 29%
Elixir 19% W% -12% a% % 53% 110% 19%! 6% -48% 79% 15% 4% -16% | 2T% 3% o% | -18%
IPSA 2% 4% 36awd 5% 2% 33w 260 -6l 4% 26%  1eaw 26% 2% 38% AT 81% 1% [ -20%  -30%
Amore Corp A% 6% ATH 6% 38% 2% W a2i% 4% A% 3% 25%  20%  -a9%  23%  20% 5% 3% 14%
Sulwhasoo 1% -14% 722"}’1 42’6' A5% 1% VELZ%I : 38“' -A0% 0% AG%I -36% 31% -41% -35% -34%. 5% 3% -18%
Laneige -19% 2% 8 0% 31%  29% % 2T 2% 25% 2% 51% 53%  52%  -26% 4% %, 9% 2%
Innisfree. -20% -45% il sl 5w T0% sl o -85 23 -38% B2% B5% -19% 13% 26%
Kose. A% 3T% 28 23%l 6% 5% 7 T ] % -59% 104 4% 26% 3% 23%  -30% A% 1% asR
Decorte 8% 37 -28% [0 ga% % 65% 2 -15% A% -59% 0% 4% 2% 3% 23%  -30% A% 1% 3%

#ERFKIR: Moojing, Chanmama

Key Takeaway from Briefings

1. 1H26 Recap & 2H26 Outlook

m Sales: Proya and TIMAGE remain in adjustment in 1H26, while Off & Relax,
INSBAHA and awaken seeds delivered strong growth, with emerging brands
providing greater revenue support. Color cosmetics and haircare also increased
their sales contribution. In 2H, management will prioritize reviving
flagship-brand growth through product upgrades, new-category expansion,
Flower Knows integration and overseas development, with Double 11 serving as
a key test of progress.

m  GPM: Management attributed the 1H26 GPM improvement primarily to
supply-chain cost and efficiency initiatives, including dual sourcing of
raw-material suppliers, procurement-cost optimization and improved
supply-chain efficiency. The Company is also strengthening shared group
capabilities in R&D, supply chain, quality control and digitalization to support its
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multi-brand strategy and enhance operating efficiency.

m  Expenses: Higher 1H expenses reflected investment in growth brands, rising
online traffic costs and expanded spending on channels such as Douyin.
Management has enhanced content marketing and consumer engagement to
support conversion, and will focus 2H spending on ROI, cross-channel
coordination and differentiated resource allocation by brand maturity.

m  NP: Recurring NP was pressured by a higher mix of lower-margin growth brands
and increased Douyin-related traffic and customer-acquisition costs.
Management aims to improve margins by stabilizing hero products, enhancing
marketing efficiency and containing losses from incubation-stage brands.

2.618 Recap: During 2026 618, regional cosmetics subsidies and platform incentives
supported demand, with selected Proya and TIMAGE products participating. The
Company emphasized front-loading content, new-product communication,
customer acquisition and channel sell-through, rather than competing for late-stage
promotional traffic. For Double 11, it will maintain this approach, dynamically
allocating product- and channel-level budgets while balancing GMV with
new-customer quality, repurchase, membership growth and organic traffic.

3. Brand performance and outlook

®  Proya:

O Red Gem Series: Management views Red Gem as relatively mature but still
offering long product lifecycles and further growth potential. The Red Gem
Cream 4.0 launch in 2H26 will be the flagship brand’ s key product
initiative and its most significant Red Gem upgrade in three years,
spanning core ingredients, anti-aging efficacy, skin-type suitability, texture,
fragrance and overall user experience. Management expects stable hero
products to sustain profitability and free up resources for new-series
incubation; Red Gem’ s inclusion in the Ulta Beauty collaboration
portfolio also underscores its central role in Proya’ s brand export
strategy.

O Yuanli Series: Yuanli will undergo a comprehensive upgrade of its core
essence, cream and mask products in September, alongside the new Yuanli
Wheat series launched this year, extending the franchise into additional
professional skin-repair applications. Together with Red Gem Cream 4.0,
the Yuanli upgrade represents Proya’ s key 2H flagship-brand product
iteration, targeting professional repair and anti-aging, respectively.
Management sees significant growth potential in the skin-repair category,
with Yuanli’ s ability to broaden its consumer base and scale after the
upgrade a key indicator of the flagship brand’ s recovery. Yuanli will also
be one of the core series launched in North America through the Ulta
Beauty partnership.

00 Other Products: Management noted positive feedback for the Yunbai series
and facial-mask category, with Yunbai performing well during 618 while
enhancing the brand’ s technology-led positioning. New launches,
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including sunscreen, Cucumber Mousse Cleanser and the men’ s range,
are primarily aimed at expanding the consumer base, with rapid product
launches used to validate demand and assess whether smaller hits can
develop into broader franchises. To improve new-product success rates,
the Company is strengthening consumer-insight teams, systems and Al
capabilities to front-load R&D and product planning. Besides, mgmt also
planned an upgrade to the Double Anti series for late 2026 or early 2027,
while product-launch preparations remain on track.

m  TIMAGE: TIMAGE faces intensified competition from international brands,
mass-market entrants and the mid-price segment. Despite revenue pressure,
disciplined product, channel, consumer and cost management has preserved
broadly healthy profitability. The brand will retain its “professional makeup
artist plus Chinese aesthetics” positioning, focusing on base-makeup categories
such as primers, cushions, liquid foundations and powders. Mgmt shared The
Small Round Tube Foundation ranked well during 618 and is being developed as
a new hero product alongside contouring and primer lines.

= INSBAHA: INSBAHA’ s 1H26 growth outperformed mgmt expectations. Targeting
younger, trend-focused consumers, it is differentiated from TIMAGE through its
sub-RMB100 positioning, faster-consumption products and higher repurchase
potential. Lip products, face palettes, concealer palettes and the Rebel series
performed well. Management will continue investing while balancing growth
with brand building and operating efficiency.

m  Off & Relax: Off & Relax has entered a more stable growth phase. Management
sees strong potential in premium haircare and plans 2H launches including
Anti-Hair Loss Ultra, repair products, scalp serums and hair-growth offerings. The
brand is strengthening engagement through seasonal editions, fragrance and
SPA-inspired positioning, while expanding into Sam’ s Club, Hema and Watsons
and building presence in Japan, Southeast Asia, North America and Hong Kong.
As a key haircare platform, Off & Relax will balance growth with brand
positioning, channel expansion and operating efficiency.

m  Awaken Seeds: Management categorizes awaken seeds as a rapid-growth,
investment-stage brand, resulting in a relatively high expense ratio. The
Company will continue investing in the brand and the haircare category at its
own pace as part of its broader skincare, color cosmetics and haircare portfolio
strategy. Key areas to watch include brand growth, investment efficiency and its
contribution to the haircare business.

m  Flower Knows: Mgmt values Flower Knows’ distinctive visual identity, product
language and appeal among younger consumers, viewing it as a
well-differentiated addition to a color-cosmetics portfolio alongside TIMAGE and
INSBAHA. Mgmt will combine standardized governance with operational
independence, strengthening financial, budgeting, internal-control and audit
systems while retaining the core team and providing support in R&D, supply
chain, quality, digitalization, back-office functions and channel resources.
Near-term priorities are governance, team and business stability, with synergy
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realization a medium-term objective; management will not assess the
transaction over one or two quarters and sees further expansion potential in
domestic offline channels and key overseas markets.

4, Channel Performance & Strategy:

®m  Online: Management is optimizing its platform mix to reduce reliance on any
single channel, although the growing contribution from Douyin and similar
platforms, with their higher traffic and customer-acquisition costs, continues to
pressure marketing spend and profitability. Platform roles will become more
differentiated: Tmall will focus on membership, search, repurchase and
operating quality; Douyin on content reach, new-product discovery and
livestream conversion; Xiaohongshu on product seeding and word-of-mouth;
and JD.com on stable consumer segments and specific usage occasions. The
Company will dynamically allocate content and resources based on each
platform’ s consumer profile and product characteristics, while improving
channel efficiency through front-loaded operations and omnichannel
coordination. For Proya in 1H26, mgmt shared the revenue mix for
Tmall/Douyin/JD were 30%+/30%+/c.10% while other platforms saw LSD% mix.

m  Offline: Management sees further opportunities in offline channels but will place
greater emphasis on ROl and profit quality. Off & Relax has entered Sam’ s Club,
Hema, Watsons, KKV, Harmay, Xiaoxiang Supermarket and Shanghai City Super,
while using limited-time pop-ups to deepen consumer engagement. Flower
knows also has room to expand domestic offline distribution, broaden its
consumer base and further develop its core categories.

5. Overseas business & Collaboration with Ulta Beauty: Management targets 30%+
growth in overseas revenue in 2026. Its international strategy has shifted from broad
market entry to deeper penetration of priority markets and channels, with Malaysia
serving as a benchmark following the establishment of a local team and entry into
two core offline channels. The 2H26 Ulta Beauty partnership marks a key step, with
Proya launching 16 SKUs, including Ruby, Yuanli and new products, into the US and
North American specialty beauty retail market to build capabilities in mature-market
operations, supply chain and retail management. Off & Relax and Flower Knows
already have overseas channel foundations, and the Company plans to replicate
successful practices progressively from Southeast Asia to North America, while
prudently managing FX exposure through hedging.
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& 2: Proya 1H26 Key Operating Data

Proya Tmall

2023 1H24 IM24 2024 1H25 2025 1H26
Repeat purchase rate 38% 40%+ 40% 40%+ 40%+ 40%+ 40%+
ASP 350+ 400+ 400+ 450+ 480+ 500+ 500+
ROI 3.2 32 3.2 3.2 3.2+ 3.2+ 3.2+
Refund 25% 35% 38% 38%+ 38% 38%+ 40%+
Proya Tik Tok

2023 1H24 9M24 2024 1H25 2025 1H26
Repeat purchase rate 25% 30%+ 30%+ 35%+ 35%+ 35%+ 35%+
ASP 300 400+ 400+ 450+ 450+ 420+ c.380
ROI 3 2.8 2.8 2.8 25 c.2.5 c.2.4
Refund 30% 30% 30%+ 35%+ 35%+ 35%+ 35%+
In-house % 50% 35% 45% 43% 55% 54% 58%
KOL % 35% 45% 42% 45% 35% 36% 32%
TIMAGE Tmall

2023 1H24 IM24 2024 1H25 2025 1H26
Repeat purchase rate 15 25%+ 25%+ 25%+ 25%+ 25%+ 25%+
ASP 200+ 250+ 250+ 280+ 300+ 320+ 300+
ROI 25 2 2- 2- 2 2+ 2.3+
Refund 20% 35% 35% 35%+ 35%+ 35%+ 35%+
TIMAGE Tik Tok

2023 1H24 9M24 2024 1H25 2025 1H26
Repeat purchase rate 20%+ 20% 20% 20%+ 20%+ 20%+ 23%+
ASP 250 280+ 280+ 300+ 260 300+ 210+
ROI 3 2.5 2.5 2.5 1.8 2.4 c1.7
Refund 30% 35% 35% 35%+ 40%+ 40%+ 35%+
In-house % 50% 35% 35% 33% 20% 38% 34%
KOL % 40% 55% 60% 57% 65% 50% 55%
Off & Relax Tmall

2023 1H24 ImM24 2024 1H25 2025 1H26
Repeat purchase rate 20%+ 25%+
ASP 300+ ¢.350
ROI c.24 c.2.2
Refund 24% 30%+
Off & Relax Tik Tok

2023 1H24 IM24 2024 1H25 2025 1H26
Repeat purchase rate 15% 20%+
ASP 300+ 220+
ROI 2 1.8
Refund 25% 25%+
In-house % 35% 28%
KOL % 47% 47%

FEBRR: ATHE
Earnings Revision

Following earnings, we upgrade Proya from Neutral to Buy to reflect: 1) clear 2H26
growth acceleration after consolidating newly-acquired Flower Knows to reach +28%
yoy in sales vs 0% yoy in 1H; organically we also look for 7% yoy sales growth vs 0%
yoy in 1H26 along with recovering core Proya following the upgrade of its signature
product line, which was a main drag in 2025; 2) multiple brands portfolio driving
2027E visibility where the Company’ s non-core brands accounted for ¢.30% of
sales in 1H26, growing at 26% yoy growth; Our monthly online tracker suggests
strong momentum among emerging brands, i.e., Flower Knows/Off & Relax delivered

2026488268 7



FIREREFET “BEIRW | i5DIME!
Goldman Sachs 193EH: (603605.5S)

67%/110% GMV increase yoy in 1H26 and continued to deliver 116%)/32% yoy in
Jul-26. We model 15%/3% yoy reported/organic yoy sales growth in 2027E; 3) we
model narrowing recurring NP yoy decline and are more constructive on 2027E while
we remain cautious on industry-wise competition into 2H26, in consideration of a)
Company’ s better-than-peers GPM - selling ratio in 2Q26 at -1.8ppt yoy vs Giant’ s
6ppt yoy NPM contraction and Chicmax’ s -75% NP yoy; b) improving profitability
among scaling up emerging brands (Off & Relax’ s repurchase rate was 15%/20% in
2025 Douyin/Tmall respectively, improving to 20/25% in 1H26) and more stable ROl
post initial brand investment; 4) overseas serve as an option value that we yet are to
factor in, while Company is cooperating with overseas retailers (just announced
collaboration with Ulta Beauty, the largest specialty beauty retailer in the US) on
Proya core brands, establishing a foundation to unlock multi-brand potential
globally over the long term.

Earnings revisions: We cut 26E recurring NP by 12% & 27-28E recurring NP by 1%, to
reflect: 1) weaker GPM in 26-28E on heightened competition and greater sales mix of
margin dilutive growing brands; partially offset by 2) lower selling expenses ratio
into 27E-28E on more disciplined cost control; also accounting for 3) acquisition of
Flower Knows bringing incremental sales while contribution to profits remains
limited. To account for one-off investment income from rise in value of acquired
Flower Knows stake, we raise our 26E NI by 18%. We now expect combined
revenue/recurring NP 26-28E CAGR of 10%/11%, with organic (excluding Flower
Knows) sales/OP 26-28E CAGR of 3%/6%.

Valuation and rating: Our 12m TP moves to Rmb70 (vs. previous Rmb62), now based
on a 19x 2027E (vs prior 17x) P/E discounted back to mid-2027E using an 8.9% COE.
Our target exit multiple of 19x is derived using a 10% premium (vs prior 15%
discount) to our industry base multiple of 20x to reflect greater growth visibility, and
applying a 15% discount to account for potential A-H dual-listing.

Key Risks:

1) Slower product development for the core Proya brand: A slower pace of
innovation, weaker core product launches, or reduced success in refreshing core
SKUs could weaken the Proya brand’ s competitive positioning. This may limit its
ability to sustain premiumization and capture evolving consumer demand, resulting
in softer sales growth and market share pressure.

2) More intense-than-expected competition: Competition in China’ s skincare
market remains intense across both domestic and international brands, particularly
in online channels. More aggressive pricing, promotional activities, or new product
launches from competitors could pressure Proya’ s sales growth, marketing
efficiency, and profitability.

WEGEH IV

3) Slower-than-expected sales ramp-up for new brands: The compar
multi-brand strategy relies on newer brands expanding scale and im
profitability over time. If consumer adoption, channel expansion, or
efforts progress more slowly than expected, the contribution from n
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fall short of expectations and weigh on overall growth.

4) Weaker-than-expected overseas performance: Proya’ s overseas expansion
remains at an early stage and faces uncertainties related to brand awareness,
localization, channel execution, and competitive dynamics. Lower-than-expected
demand or execution challenges in international markets could delay revenue
diversification and growth contributions from overseas operations.

5) Operational uncertainty on mgmt shifts: Proya has seen significant change in the
core mgmt team in the past two years, which could create short-term uncertainty in
strategic execution, organizational stability, and decision-making efficiency.
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&% 3: Proya Estimate Changes

2026 | 2027E | 20288 |
New Olid Var New (o][:] Var New Oid Var

Income statement
Revenue 12,100 11,100 9.0% 13,952 12,055 15.7% 14,617 13,309 9.8%
Cost of revenues (3,295) (2,930) 12.4%  (4,041) (3,240) 24.7% (4,266) (3,651) 16.9%
Gross profit 8,805 8,170 7.8% 9,911 8,815 12.4% 10,351 9,658 7.2%
Selling expenses (6,187) (5,675) 9.0% (6,715) (6,188) 8.5% (6,962) (6,858) 1.5%
Administrative expenses (545) (412) 32.5% (643) (423) 52.0% (688) (440) 56.3%
Research and development expenses (242) (249) -3.1% (306) (295) 3.9% (350) (352) -0.5%
Total operating expense (6,974) (6,336) 10.1%  (7,664) (6,905) 11.0% (8,000) (7,650) 4.6%
Operating profit 1,726 1,736 -0.6% 2,124 1,804 17.8% 2,222 1,891 17.5%
Net finance costs 9 9 0.0% 16 16 0.0% 20 20 0.0%
Other income and gains 563 143 n.a. (3) 137 n.a. (7) 128 n.a.
PBT 2,298 1,889 21.6% 2,138 1,958 9.2% 2,235 2,039 9.6%
Income taxes (368) (331) 11.0% (342) (343) -0.4% (358) (358) 0.0%
Minority interest 148 45 231.6% 247 45  451.9% 245 45 447.6%
Net profit attributable to shareholders 1,782 1,513 17.8% 1,549 1,570 -1.3% 1,632 1,637 -0.3%
Extraordinary items (476) (25) 1785% (25) (25) 0% (25) (25) 0%
Recurring net profit 1,306 1,488 -12% 1,524 1,544 -1% 1,607 1,611 0%
Margin/% of company sales

GP margin 72.8% 73.6% -0.8ppt  71.0% 73.1% -2.1ppt 70.8% 72.6% -1.8ppt
GP-selling expenses ratio 21.6% 22.5% -0.8ppt  22.9% 21.8% 1.1ppt 23.2% 21.0% 2.1ppt
OP margin 14.3% 15.6% -1.4ppt 15.2% 15.0% 0.3ppt 15.2% 14.2% 1.0ppt
Net margin 14.7% 13.6% 11ppt  11.1% 13.0%  -1.9ppt 11.2% 12.3% -1.1ppt
Recurring net margin 10.8% 13.4% -2.6ppt  10.9% 12.8% -1.9ppt 11.0% 12.1% -1.1ppt
SG&A expenses 57.6% 57.1% 0.6ppt 54.9% 57.3%  -2.4ppt 54.7% 57.5% -2.8ppt

Selling expenses 51.1% 51.1% 0.0ppt 48.1% 51.3%  -3.2ppt 47.6% 51.5% -3.9ppt

Administrative expenses 4.5% 3.7% 0.8ppt 4.6% 3.5% 1.1ppt 4.7% 3.3% 1.4ppt

R&D expenses 2.0% 2.2% -0.3ppt 2.2% 24%  -0.3ppt 2.4% 2.6% -0.3ppt
Effective Tax Rate 16.0% 17.5% -1.5ppt 16.0% 17.5%  -1.5ppt 16.0% 17.5% -1.5ppt
Key operating matrix
Revenue by brand
Proya 7,535 7,535 0% 7,635 7,535 0% 7,535 7,535 0%
TIMAGE 1,117 1,255 -11% 1,251 1,406 -11% 1,401 1,574 -11%
Others 3,448 2,310 49% 5,165 3,114 66% 5,681 4,199 35%
Brand mix
Proya 62.3% 67.9% -5.6ppt 54.0% 62.5%  -8.5ppt 51.6% 56.6% -5.1ppt
TIMAGE 9.2% 11.3%  -2.1ppt 9.0% 11.7%  -2.7ppt 96%  11.8%  -2.2ppt
Others 28.5% 20.8% 7.7ppt 37.0% 25.8% 11.2ppt 38.9% 31.6% 7.3ppt
Cosmetics revenue by channel
Online 11,573 10,573 9% 13,414 11,517 16% 14,069 12,761 10%
Offline 515 515 0% 525 525 0% 535 535 0%
Channel mix
Online 95.6% 95.3% 0.4ppt 96.1% 95.5% 0.6ppt 96.3% 95.9% 0.4ppt
Offline 4.3% 4.6% -0.4ppt 3.8% 4.4%  -0.6ppt 3.7% 4.0% -0.4ppt

HEER: QRMIE SRR AR
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EZ% 4: Our TP is now Rmb70, implying 14% upside on 25 Aug closing

|'I"’roya cosmetics (603605.SS) 2020 2021 2022 2023 2024 2025 2026E 2027E
NI post Ml (Rmb m) 476 576 817 1,194 1,552 1,498 1,782 1,549
yoy 21% 21% 42% 46% 30% -3% 19% -13%
Target PE 19

24,423 26,597 28,964

“Target price 70.0
Target Equity Value (RMB mn) 27,755
# of shares (mn) 396

Current price A share (RMB) 61.20 *as of 25-Aug-2026 close
Potential share price upside 14%
Implied 2025-26E PE 17

HEHR: REME, SHRREREMAE

[El# 5: Cosmetics Comp Table

Price_
Ticker Company Rating| Mktcap |-
US$mn
Buy D

NP growth

China cesmatics

iogene.

8% 17% R

T Higel Inc.

089620 KS  Daewaong
086800KG_ Medy-Tox

Average

Madian na na _ 1B6x 148 116x 9% 13% 1% 1a%

Asian cosmetics OEMs/ODMSIEC partners
182820 KS . : 180, 16.5x

Mgdian 136x  120x  10.3x % . 1706 16% 1% 12% 12% 2% 21%  20% 21% 15.2x 13Ax  8.5x  24x  8.3%  11.8%

Global cosmetics brands
256,007

Median ! . E . .. 22.8x .. B 10.3x

Note Graan highlighted cellier to Fiscal Year
Mo highlighted cells: o Calendar Year
* Estes Lauder is Buy rated on convicton st

As of 24 Aug, 2026

ZHRIR: Eikon, Data compiled by Goldman Sachs Global Investment Research

Investment Thesis - Proya Cosmetics

We are Buy rated on Proya. We like the company given 1) clear 2H26 growth
acceleration after consolidating newly-acquired Flower Knows to reach +28% yoy in
sales vs 0% yoy in 1H; organically we also look for 7% yoy sales growth vs 0% yoy in
1H26 along with recovering core Proya following the upgrade of its signature
product line, which was a main drag in 2025; 2) multiple brands portfolio driving
2027E visibility where the Company’ s non-core brands accounted for ¢.30% of
sales in 1H26, growing at 26% yoy; 3) we model narrowing recurring NP yoy decline
and are more constructive on 2027E while we remain cautious for industry-wise
competition into 2H26, given a) the company’ s better-than-peers GPM - selling
ratio in 2Q26 at -1.8ppt yoy vs Giant Biogene’ s 6ppt yoy NPM contraction and
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Chicmax’ s-75% NP yoy; b) improving profitability among scaling up emerging
brands (Off & Relax’ s repurchase rate was 15%/20% in 2025 on Douyin/Tmall
respectively, improving to 20/25% in 1H26) and more stable ROI post initial brand
investment; 4) overseas serves as an option value that we are yet to factor in, while
the company is cooperating with overseas retailers on Proya core brands (e.g.,
collaboration with Ulta Beauty, the largest specialty beauty retailer in the US),
establishing a foundation to unlock multi-brand potential globally over the long
term.

Price Target Risks and Methodology - Proya Cosmetics

Valuation methodology: We are Buy rated on Proya Cosmetics. Our 12-month target
price of Rmb70 is based on a 19x 2027E P/E discounted back to mid-2027E using an
8.9% COE. Our target exit multiple of 19x is derived using a 10% premium to our
industry base multiple of 20x, and applying a 15% discount to account for potential
A-H dual-listing.

Key risks: 1) Slower product development for the core Proya brand; 2) More
intense-than-expected competition; 3) Slower-than-expected sales ramp-up for new
brands; 4) Weaker-than-expected overseas performance; 5) Operational uncertainty
on management shifts.

2026%8H26H 12
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Proya Cosmetics FRR Z R 2 FEAEM T ERANEM QS MAERHTS: Angel Yeast, Anjoy Foods Group (A), Anjoy Foods Group (H),
Bloomage Biotechnology Corp., Botanee Biotech, Chacha Food Co., China Pet Foods, Gambol Pet Group Co., Giant Biogene Holding, Henan
Shuanghui Ltd., Ligao Foods, Mao Geping Cosmetics Co., Petpal Pet Nutrition Technology, Proya Cosmetics, Qianweiyangchu, Sanquan Foods,
Shanghai Forest Cabin Cosmetics, Shanghai Jahwa United, Three Squirrels, WH Group, Want Want China, Weilong Delicious Global Holdings,
Yankershop Food
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REWTRAREMAKSEEE: Proya Cosmetics (Rmb61.20)
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Proya Cosmetics (603605.55) Stock Price Currency : Chinese Renminbi

Goldman Sachs rating and stock price target history
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Source: Goldman Sachs lnvestment Research for ratings and price targets FactSet closing prices as of 6/30/2026. B
O Rating Covered by Valerie Zhou,
B Price target asofDec 12, 2025
® Price target at removal Not covered by current analyst

Shanghai - Shenzhen
300

The price targets shown should be considered in the context of all prior published Goldman Sachs research, which may or
may not have included price targets, as well as developments relating to the company, its industry and financial markets.

B EHETIR
Proya Cosmetics (603605.SS)
Date of report  Target price (Rmb)  Closing price (Rmb)

25-Aug-26 70.00 61.20
14-Jul-26 62.00 57.38
21-Apr-26 69.00 60.35
07-Jan-26 74.00 68.78
31-Oct-25 79.00 73.84
26-Aug-25 90.00 91.99
28-Apr-25 94.00 93.18
25-Feb-25 88.00 83.92
16-Jan-25 101.00 83.58
24-Oct-24 107.50 99.00
25-Jun-24 109.00 110.68
11-Mar-24 103.00 97.60
31-Jan-24 113.00 82.39
02-Nov-23 125.00 105.22
03-Sep-23 144.00 111.12
TRTEEE

XEEERE

ERRREPRAEUAFOSEAREERE N EX ., SEFEMGHTERNAEHNEIRED, 1%lEMRN, FERSHIME, BRXRHE, 2
BIEAAEENEIAEEN AT LT, BEESE, BEIMETHE. SBBENTRERFREFIMERLZITANGS (FHEXITER NRBNF,

LUFAESNERAVIREE . RN R EAFIE RS SENBERATIERSTME. DINET &l A R KR E RN G588 04T SR ER QS IES.
SR SATMEHRIE O BRTSRNEF, HPaERRRITINA. STEESRNANES: SRNBHRESHEHSITM. SMnETA
REERKERGIBESTMATARANERQARNSELINGE. EEHME. JERESRIM: IFREDNITAIES SEEXE, FEULRTLIFZFINRA 2241
FFINRA 222% W FSFRIAAR QBINZER. AFBRERZ S S MPAHIEsFIRS.

EELINEEEREXIEREIME R

T AR TIRIBEEZEEIMME LN EREEREZ M EMBIAEBE AR ERINSE, WAFIE: Goldman Sachs Australia Pty Ltd Bz E 484,
MRS RAFTEENOESMN (1959F (BRITE) FrREX) » BIAERAFTEEAIZERITRS, FREERTLE, THRESHSIRENE
HHREXABRA DA FRIERANTASEEXN #HEAZP" , EEAREERFINER T LEF. FRSMRIRSEHE, Goldman Sachs
Australiag=3kig B R EHVIRE AT RES S A RIR S FAANSIESFM L ITAR S ML ARA R K IIZAM SN, FREERT, WRINEESER
Goldman Sachs Australial]A A H S &IE, RIEMRE SNSRI RESH RS THIZIEFRITARE, NRRSATESEMESMTREBIN, WiZE
WA —RREIN, BEEBRLZENHAEREPHER. MERRHER. ERERLERICRETHZE], MNESEBEEIF. MSHRMERE
FEZEWAEE Y, SEEATITMHA=NAEEE, URSERAFTESHRBRIIESESREER
https://www.goldmansachs.com/disclosures/australia-new-zealand/index.html, E7&: 5CVM Resolution n. 208X M5 BIHEIEZIR
https://www.gs.com/worldwide/brazil/area/gir/index.html. #EHECVM Resolution n. 208205, EEBMNIBRT, WHEARBRENEATESENE
FEEM A ITMARIRS LS OIRRNE—1EE, MRIHRERBEIHA. NEA XLEERNHESE, EEEER FFMHIERGoldman Sachs &
Co. LLCIHEAIEFMEESHTEXEAMEAILEFZEN &, BHHERITN. Goldman Sachs & Co. LLC RIEEMMNIEAIEHEM FEM AT
AMEABEEHEANZSZE, BEMIAFREMEALS, FEUEFZEENEARLEEZEREKABEE RLIESN™ R, SEEENEARE
ERMEAESHEMR, BHBEZR Goldman Sachs Canada Inc. (BEREFRIXEAN) HEMBEMNUMEAZZE. T8 IMEE (TH) BEE
FRFFIRAEXFRSTAART AR MEINER. HE: IMNEE (BNE) IESFRABRAT (97 - EEIESFRZEER2(SEB) HS
INH000001493, #ihF10th Floor, Ascent-Worli, Sudam Kalu Ahire Marg, Worli, Mumbai-400 025, India, 25485 UT4140MH2006FTC160634, BiE
+9122 6616 9000, f£E +91 22 6616 9001) FREVE XAIREPARM REFIRRATNEIZEE,. SERAERHERRSPHRAN RAFFIZERARNIES
(1956 FENE (IHFSE(EIR)E) £32h)ZEX) 1w BEatFl. ESEBLEMIHFENISMINEH I ZhENARINABER, TRRaEigEEqD
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