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Disclaimer

The information contained in this document was verified by an independent third party. Chlitina is not responsible for the accuracy, fairness and
completeness of any information contained in this document. The information or opinions contained in this document are provided on a specific
date, and Chlitina reserves all rights to update them. Chlitina has no obligation to notify you of any updates after a specific date or any
development of the information contained in this document. Chlitina will not accept any liability for any loss resulting from the use of this

document or its contents or for other reasons related to this document.

This document does not constitute an offer or solicitation of an offer to purchase shares of Chlitina or any of its subsidiaries or related parties in
any jurisdictions. It does not serve as a part of an offer or incentive, nor should it be interpreted as such. Any part thereof does not constitute the
basis of any contract or commitment, and should not be relied upon in respect to any contract or commitment.

Your acceptance of this document constitutes your agreement that the information contained in this document is kept strictly confidential.
Securities researchers should have eligibility for securities research and follow any relevant securities laws and regulations and restrictions of the

appropriate jurisdiction before publishing research results on Chlitina.

This document is provided for the securities researchers for use as their research reference only. This document or any part thereof cannot be
photocopied, copied, forwarded, or in any manner, directly or indirectly transferred to any other person or for public announcement and for any

other purpose.
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Corporate Snapshot

Stock Ticker

Market Cap.
Capital Stock
2024Q1-Q3 Sales
2024Q1-Q3 Net Profit
2023 ROE
Main Shareholder

4137 TT (REEE-KY)

around NTS 15bn
NTS 825m
RMB 684m_ NTS 3.039bn
RMB 93m_ NT$414
21%
Wealthy Garden (34.01%)



Business Scope

R&D, manufacturing and sale of skincare and beauty products; In addition to our beauty

Main Business Activities salon franchise network, we have entered e-commerce and the medical beauty sector;
We are also actively developing various anti-aging and regeneration research projects.

Mid-to-high end skincare products; Beauty salon franchise industry leader; In recent

Market Positioning years, we have also been involved in aesthetic surgery and in anti-aging research.

Market Focus Mainland China (about 95% of sales).

Franchise beauty salons ; Self-owned aesthetic surgery

Main Business Channels clinics; Self-owned e-commerce platform; Strategic investments.

-CHLITINA 7228 4218 (beauty salon franchise): 5,000 stores around the world.
-RnDIE 42 (manicure and eyelash extensions salon franchise): over 600 stores.
Brands and Business Scale -UPLIDER ¥ 2%, HEDENGEK &, JINGHE && K (self-operated aesthetic surgery
and anti-aging clinics): 5 medical clinics.
-CHLITINA HOME SPA new omni-channel retail brand.



Corporate Group Structure

CHLITINA HOLDING LIMITED
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Beautys.alon Ne\r/‘v Omrlwi— Self—()lperated Nail & Eyelash Training Prod.u.cFion
Franchise C anne Me(_ilca_Beau.tY & Salon Franchise Academy Facilities
Network Retail Brand (e- Anti-Aging Clinics Network

commerce)




Company History: 30 Years of Brand Value and Product Power

Establishing the Brand
1989

brand.

1997

Chairwoman Joanna Chen
brought the CHLITINA
products and franchise
model into China, ushering
in a period of strong growth

for the company.

CHLiTINAO‘/.

BRREA
SRN

Dr. Wu-Kang Chen successfully
introduced the use of amino
acids in skin care formulation and
created the CHLITINATE ZE A2 1

| Setting Up a Supply Chain '

|
I 2001-2003 = e
I e ),

2017-2019

2017 UPLIDER medical beauty and anti-aging clinic
channel created.
2018 Entire group converted to digital
management.
2019 Light Up charity upgraded to a Foundation.
2020 Youthkeeper Serum, developed from own
patent, awarded Beauty Star by ELLE Magazine.

* Manufacturing and
training facilities built in
Songjiang near Shanghai.

* CHLITINA awarded China

I Famous Brand label.
'

2003

2007-2015 2017-2019

2020-2022

Stable Growth & Capitalization Undaunted by the Epidemic,

2007 -2015

* 2007: Brand present in all regions of China with
a network of 2,000 franchise stores.
* 2012: Network comprises 3,000 stores

2020-2022

2020: Diversification, strategic
investments in the biomedical

worldwide. field.
* 2013: Company listed on the Taiwan Stock 2021: In times of epidemic, in
Exchange. spite of the downward trend,

* 2014: Xinmeili e-commerce platform created.

— Since 2015, CHLITINA has appeared 8 times among
the Taiwan Top 25 Global Brands - the only beauty
company selected; Also awarded Asia Best Brand,
Most Influential Beauty Franchise Organization, China
Top 100 Franchise, among other awards.

sales grew by 40%.

Return to the group’s strong
foundation: product power.
Chairwoman Joanna Chen
awarded Best Female CEO by
Harvard Business Review.

Focusing on Branding, Portfolio, and Network Upgrade

CHLITINA RuEE

O 5 AT A

2023
@

Pursuing Concentric Diversification|

| Brand Value
| _—
Network
Expansion

|
|
|
|
| ESG



Business Update: “Brand, Products, Training” Core Business Strengths

Established in Taiwan in 1989, the company currently owns and operates 4 major divisions: CHLITINA, UPLIDER, RnD, and CHLITINA HOME SPA.

Industry leader in the Asia-Pacific region, the company has significant advantages in terms of product research and development, supply chain
management, branding, online-to-offline integration, and so on.

Since its creation, the company has maintained a rapid growth trend. In recent years, CHLITINA has stepped into the fields of regenerative
medicine and anti-aging, an expansion strategy well served by its strong execution capabilities and franchise network management know-how.

Four Main Business Channels
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Beauty Salon Franchise Manicure & Eyelash Self-operated regenerative

ici g Online-Offline
Extension Salon Franchise medicine and anti-aging centers .
aesthetic new omni-channel
around 5“0“ franchise franchise 3 surgery 2 anti-aging retail layout
stores stores clinics centers B
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Main Channel : CHLITINA Beauty Salon Franchise

* Training sessions: intensive or not

* Beauty products: for customers to bring back home
or for beauticians to use inside salon

* Joined marketing: assisting stores with online sales

* Sale of skin care products
(GP around 50%)
* Sale of services (GP around 90%)

CHLITINA Franchise Store  products End Customer
* One-time franchise fee and product sales * Investment needed: RMB700,000 to Reinforcing product-oriented
* Minimum purchase requirement RMB1m strategy; Increasing quality both
* Standard storefront requirement * Rent, salaries, and other expenses

) at C- and B-ends through product
borne by franchisees ) .
* It takes franchisees about 2-3 years sales and marketing, and turning
to break even product sales into a long-term
driving force for growth




Main Channel: CHLITINA Franchise Network Scale
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Main Channel: CHLITINA Stores Geographic Distribution

Northeast China
North China
East China
Southeast China
Northwest China
Southwest China

Taiwan Area

@
Xinjiang
13 stores
Qinhai
6 stores
®
Tibet
3 stores
e

4,745 stores (end of Sept. 2024)
China: 4,499

Taiwan: 227

Vietnam, Hong Kong: 19

Heilongjiang
45 stores
[
Jilin
® 5] stores
Liaoning
97 stores .
Inner Mongolia
220 stores Beijing
L e 303 stores .
Ningxia Tianjin
30 stores Shanxi L 151 stores
o 96 stores @ 1€P€
o 155 stores
o>handong
G _ Henan 168 stores
99 st Shaanxi 119 stores
102 stores ® .
P Anhui Jiangsu
408 stores i
163 stores Shanghal
Sichuan Hubei ® @ 415 stores
171 stores  Chongging 218 stores -
[ J 7.2 stores Jiangxi Zhejiang
Hunan 14>stores . 398 stores
. ®
Guizhou 272 stores Bufiter
P 67 stores 76 store®
19 stores 7
* G Guangdong Taiwan
A5 e 442 stgres 227 stores
()
Hainan

7 stores



Business Update: ESG Goals - Contents of CHLITINA’s 2023 Sustainability Report:
Planning and Implementation

s BREESH 03

- BRNEERS 05

- WBEENG 17

({?I{!IJ?J%
. . 1 . 2 Environmental 3 Social

2023 Sustainability Report K F 18 gewn 0 RINFHIESR o
1.1t PaRSS 21 WiIRWE 1 J1ANBRES 52
uploaded on CHLITINA WA mEn 18 211 B ANES 1 2IENNRERE 53
= = 12REE A AEBRIERE  >» 212 MRS 14 I2IATES 54
Investor Relations website syt R s i 3 B/ =
at the end of August 14 BMENERASHR_ 2 214 ARATZRERT 19 123meRs &
s e 2288 40 33 AHEMM 71
e EP - 221 BERE 41 EER Ry 107 72
........... 222 ZRUER 42 J2MTIMABECRN 80
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CHLITINA HOLDING LIMITED ’
. : Governance
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Main Channel: Business Environment

According to data released by
China’s National Bureau of
Statistics for September:

-Total retail sales of cosmetics
amounted to RMB 32.9 billion in
September 2024 (-4.5% YoY).

-From January to September
2024, total retail sales of
cosmetics amounted to RMB
306.9 billion (-1% YoY).
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Main Channel: Ushering in ’s Digital Era

rand Building

S

Through various digital By utilizing the data Using the principle of user-paid
systems, extend the actual accumulated within the services, achieve expansion
management reach to system, integrate information within the industry, provide
franchise stores, thereby on customers, products, sales, more cost-effective paid
achieving standardized and services to build a data services to franchise stores, and
operations inside franchise bank. generate company revenue.

stores, which is beneficial for
expansion and replication.




Main Channel: Stages and Achievements of the Digital Era

Stage 1

N

* System/program
development & integration
and optimization

* Establish usable resources
for online channels

* Enable online operations
for stores, enhancing user
experience and usage
efficiency

Stage 2

 Complete the integration
of internet resources,
systematically accumulating,
analyzing, and utilizing data

* Ensure system coverage and
depth of use, achieving the
extension of management
reach to all stores

Stage 3

* Brand new operation and
management model for
CHLITINA franchise channel

* Increase system service
revenue

e Directly reach C-end
customers, expand sales
base




Supply Chain: Weishuo Daily Product Training Center: Germes Institute

CCFA4; ana%ﬂuﬁ?a’z?“ﬁu
CCFAE;SEH%HEHE&%%HIW&E%Q“

* CCFA'_t._SBE
“ A Jl

Weishuo welcomed a study visit by representatives of
the China Chain Store and Franchise Association (CCFA).
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Financial Overview

Profit Breakdown by Channel

Unit:
RMB1000
2022 2023 2024Q3
ltem Rev. Exp. GPM Rev. Exp. GPM Rev. Exp. GPM
Beauty S_a lon 882,993 144,608 84% 968,116 147,251 85% 638,102 99,333 84%
Franchise
E-commerce 11,857 5,357 55% 23,172 8,435 64% 17,027 5,652 67%
Clinics 25,411 10,902 57% 40,914 14,599 64% 28,672 10,934 62%

683,801 115,919 83.0%

920,261 160,867 83.0%] 1,032,202 170,285




Main Channel: Franchise Store Age Analysis

CHLITINA Franchise Stores: Age vs. Sales

CHLITINA franchise stores

(mainland China only) <1 year 1-3 years 3-5 years 5-10 years >10 years Total
(T T \
Pe;csegftaziezzfgs;%res L 4% 15% | 20% 37% 24% 100%
e )
, onTc‘::-t;gi::es 3% 4% 19% 37% 27% 100%
2024 Q1-Q3 (7T \
Average SSS 127 130 | 126 135 ! 149 136
(unit: RMB1,000) ; N e em SNE—— /
E \\x
v

Actively recruiting new franchisees

Continuing to reinforce counseling



Main Channel: Franchise Store Location Analysis

In developed and well-off areas,

priority is given to stabilizing stores,

increasing SSS and attracting new
investments.

In developing areas, efforts are
focused on improving store

management and visibility.

Developed Areas

Shanghai, Beijing,
Guangdong, Jiangsu...

Priority:
Recruiting new

franchisees, raising SSS

Well-Off Areas Developing Areas
Fujian, Jiangxi, Henan, | Heilongjiang, Guizhou,
Shandong... _ Jilin...
Priority:
Priority: Brand marketing &
Raising market share recruitment of new

franchisees (secondary)

Taiwan, Hong

Geographic Distribution Developed Areas Well-off Areas Developing Areas Kong, Vietnam Total
Percentage of stores o o . . .
as of 2024.9.30 45% 45% 5% 5% 100%
Percentage i —““;_“-\‘. 0 o o .
of sales 2024 Q1-Q3 i 44% | 46% 6% 4% 100%
1 1
| h
2024 Q1-Q3 Average SSS : AN
(unit: RMB1,000) .‘\ 134 ,'. \\\ 136 152 112 134
L

Reinforcing counseling



Financial Overview , ,,

Item

RMB
Operating revenue 920,261
Operating costs -160,867
Gross profit 759,394

Gross profit rate

Selling exp. -330,536
Admin exp. -162,003
Operating profit 266,855

Total non-operating -5,144
Profit before tax 261,711
Income tax exp. -105,698
Profit forthe period 156,013

EPS (NT$)

2022

83%

NTS
4,069,210

-711,322

3,357,888

-1,461,564
-716,345
1,179,979
-22,745
1,157,234
-467,376

689,858

RMB
1,032,202

-170,285
861,917

-417,531
-171,724
272,662
56,342
329,004
-93,748
235,256

2023
NTS
4,534,771
-748,113
3,786,658
84%
-1,834,334
-754,435
1,197,889
247,528
1,445,417
-411,863
1,033,554

13.03

Unit: $1000
2024Q1-Q3
RMB NTS
683,801 3,039,292
-115,919 -515,225
567,882 2,524,067
83%
-298,406 -1,326,325
-132,567 -589,221
136,909 608,521
9,586 42,606

146,495 651,127
-53,300 -236,903
93,195 414,224

ey | MS7oerstarsicast) | wrsios pershre s _
(yearly



Financial Overview 5,

Cash and cash equivalents

Net accounts receivable
Inventories

Investment (Equity method)
Property, plant and equipment, net
Right-of-use assets
Others assets
Total Assets

Bank loans
Company debt payable
Accounts payable
Other payables

Lease liabilities
Other liabilities

Total liabilities

Common capital
Capital surplus & legal reserve
Unappropriated retained earnings
Other equities
Total equity

NTS

5,644,321
2,103
486,317
213,149
1,229,695
410,275
691,379
8,677,239
2,180,408
0
81,045

449,444
413,655

899,19

4,023,742
794,924
2,732,977
1,768,678
-643,082
4,653,497

%

65%
0%
6%
2%

14%
5%
8%

100%

25%
0%
1%
5%
5%

10%

46%
9%

31%

20%
-7%

54%

NTS

5,789,769
4,153
388,179
267,084
1,139,762
350,249
965,814
8,905,010
1,980,472
0
86,95
423,966

357,401
907,432

3,756,221
794,924
2,729,281
2,265,122
-640,538
5,148,789

%

65%
0%
4%
3%
13%
4%
11%

100%

22%
0%
1%
5%
4%
10%

42%
9%
31%
25%
-7%
58%

NTS

5,270,010
5,522
491,125
271,181
1,680,114
352,939
713,341
8,784,232
690,278
1,029,254
1,029,254
81,763

244,853
850,781

3,268,321
824,924
3,331,048
1,750,072
-390,133
5,515,911

%

60%
0%
6%
3%

19%
4%
8%

100%
7%

12%
1%
3%
4%

10%

37%
9%

38%

20%
-4%

63%



Financial Overview ,/,

Cashflow Analysis

Unit: 1000
2022 2023 2024Q1-Q3
ltem
RMB NTS RMB NTS RMB NTS
Net cash provided by 62,767 277,546 279,967 1,230,096 62,289 276,848
Operatlons
Net cash provided by 217,718 962,707 -311,532 -1,369,496 -231.910 -1,027,735
(used in) investments
Acquisition or disposal of 212,850 -56,820 -56,570 -248,740 -102,217 -450,214
real estate or eC{U|pment
Other items 230,568 1,019,527 -254,962 -1,120,756 -129 693 .577,521
Net cash used infinancing 5.5 1cq -1,604,041 2173421 -750,679 -174,263 -755 625
activities
Dividend distribution -216,061 -953 908 -129 135 556,446 -188,116 -834,670
Other items -147,098 -650,133 44,286 -194,233 13,853 79 045
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