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Market Statistics i, ysp

Company Updates

Financial Results: NUS reported revenue, adj NI, and adj EPS of $364.2M,
$17.1M, and $0.34, respectively. This compares to our estimates of

Price $ 11.00 | $374.2M, $14.7M, and $0.30, respectively. These results were at the low
52 week Range $5.32-$14.62 | end of revenue guidance and the high end of EPS guidance. Rhyz delivered
Daily Vol (3-mo. average) 563,180|  $51.6M of revenue, including $47.6M from Manufacturing and $4.0M from
garket.cap(M) $ 54891 Rnyz Other, while the Nu Skin business posted 70.5% gross margin and
nterprise Value (M) $ 622.0

495| continued to benefit from disciplined spending as selling expense declined

Shares Outstanding: (M) . L :
to 35.8% company-wide and 41.7% within the core business. Management

Float (M) 48.4

Public Ownership 24.2%( highlighted double-digit growth in Latin America and sequential improvement
Institutional Ownership 734%| across several reporting segments, noting that execution and efficiency
" drove EPS to the high end of the range despite a challenging macro
Cash (M) $ oeao| e€nvironment. Despite a weaker than expected top line results, management
Cash/Share $ 534 | remains focused on delivering on its strategic initiatives.
2::;%3,') : 3:?:2 St!'ategic In_itie_xtive_s: The Company is preparing a limited Iate-4_Q preview
Equity/Share $ 1591 | oOfits PrysmiO intelligent wellness platform for qualified leaders, with broader
leader availability in 1H26 and a full consumer launch in 2H26; the Al-
FYE: Dec 2024  2025E  2026E

enabled device leverages a database of ~20M scans to deliver personalized
insights and subscription recommendations designed to lift lifetime value in
the nutrition portfolio. We expect that this new product will have a strong
reception as end users prioritize intelligent and personalized wellness for
themselves and their families. In parallel, Nu Skin begins pre-market opening
activities in India in 4Q25 ahead of a formal market launch in the second half

(all figures in M, expect per share information)

Rev $1,732.1
Chng% -12%

$1,4976 $1,529.6
-14% 2%

NetIncome $ (1466) $ 1610 $ 713

Adj. NI $ 418 $ 649 $ T713| of 2026, positioning the business to apply its digital-first playbook used
Ad.EPS $ 084 § 130 § 142 successfully in faster-growing regions. We are encouraged by the deliberate
EV/Revenue 0.4x 0.4x 04x| steps management has taken to tailor this launch to such a large market.

“= 8.2x 8.6 784 KPIs: Nu Skin ended the quarter with 31,150 sales leaders, 130,096 paid

affiliates, and 746,256 customers, declines of 19%, 13%, and 10% year over
year, respectively; sequentially, management cited positive trends in several
regions, including continued double-digit growth in Latin America and
sequential growth in Southeast Asia/Pacific. We anticipate that the upcoming
- India entry and the Prysm iO commercialization plan will further drive
sponsor activity and improving conversion from customers to paid affiliates.

Balance Sheet and Liquidity: The Company ended the quarter with a
strong balance sheet, having $251.7M in cash on hand and a net cash level
of $22.7M per our calculations. Most importantly, the Company reiterated its
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' COMPANY DESCRIPTION |

g o

Nu Skin Enterprises, Inc. (NYSE: NUS) is a global
direct selling leader in beauty and wellness,
delivering personal care, nutrition, and smart
device systems. Operating in nearly 50
international markets. NUS operates in the direct
selling channel, primarily utilizing person-to-person
marketing to promote and sell products, including
through the use of social and digital platforms. The
Company integrates product innovation, bio-device
R&D, and digital platforms through its Rhyz
ecosystem. Founded in 1984 in Provo, Utah,
Nu Skin built its legacy on natural ingredients,
science-backed skincare. It expanded into Canada
and Asia in the early 1990s, IPO’d in 1996, and
added dietary supplements via its 1998
Pharmanex acquisition. The launch of the ageLOC
anti-aging line in 2008 marked a major inflection
point—followed by successive connected device
launches (LumiSpa iO, WellSpa iO, RenuSpa
iO)—cementing its reputation in beauty tech.

focus on further net-cash expansion to support the Prysm iO preview, India
pre-opening, and ongoing product and digital investments.

Guidance: For 4Q25, Nu Skin guides revenue of $365M to $400M and EPS
of $0.25 to $0.35; full-year 2025 revenue is projected at $1.48B to $1.51B
with GAAP EPS of $3.15 to $3.25 and adjusted EPS of $1.25 to $1.35
(excluding the Mavely gain and other charges). We believe NUS is
positioned to meet its guidance and have adjusted our model accordingly.

Valuation: We use a Price to Adj. EPS comparison when valuing NUS.
Currently NUS is trading at a forward Price to Adj. EPS of 7.8x compared to
comps at an average of 17.0x. We are using our FY26 Adj. EPS, and an P/E
range of 8.0x to 12.0x with a midpoint of 10.0x which moves NUS closer to
comp companies. This arrives at a valuation range of $11.37 to $17.05 with
a mid-point of $14.21.

See Important Disclosures and Disclaimer at the end of this report 1
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Business Overview

Nu Skin Enterprises, Inc. (NYSE: NUS) is a global direct-selling leader in beauty and wellness, delivering personal
care, nutrition, and smart device systems. Operating in nearly 50 international markets through a network of
independent Brand Affiliates, the Company integrates product innovation, bio-device R&D, and digital platforms
through its Rhyz ecosystem.

Founded in 1984 in Provo, Utah, Nu Skin built its Exhibit 1: Business Overview

legacy on natural ingredients , science-backed

skincare. It expanded into Canada and Asia in the iy —~ _ /

early 1990s, IPO'd in 1996, and added dietary & o 7/ Y ‘? &i
P ‘ & <

supplements via its 1998 Pharmanex acquisition.
The launch of the ageLOC anti-aging line in 2008
marked a major inflection point—followed by
SUCCGSSiVe ConneCted deV|Ce |aUnCheS (LumISpa Get to know our results-boosting devices that take Nu Skin® product lines combine nature and science
iO, We”Spa |O, Renuspa |O)—Cement|ng |tS your beauty and wellness routines to the next level. for skincare benefits you can see and feel.

reputation in beautytech. B

Beauty & Wellness Devices Personal Care

NUS operates through three primary brands a
beauty brand, Nu Skin; a wellness brand,
Pharmanex; and an anti-aging brand, ageLOC. In
addition to the core Nu Skin business, the

(O

Company also explores new areas of synergistic ~ Wellness & Nutrition pgstoce
Our wide selection of Pharmanex® nutritional products  Learn more about our ageLOC products that target the

and adjacent grOWth th rough |tS bUSIneSS arm help you personalize your daily wellness regimen. sources of aging to help you look and feel younger.

known as Rhyz Inc. This arm reports through two  Source: Company Reports

segments, Manufacturing and Other, which

encompass six businesses. In January of 2025, the Company sold Mavely, a business under the Rhyz arm, for
~$250.0M which was ~3.6x FY24 revenues, illustrating the potential that Rhyz Businesses have. Of note, the
Company has an extensive history of research and development leading to a constantly evolving product pipeline.

Exhibit 2: Innovation Drivers Nu Skin operates in nearly 50 geographies broken
into 7 segments at its Core Nu Skin level. With about

o 19% of Core Nu Skin FY24 revenues generated in

Q A v@ the Americas segment, and an additional 11% of
revenue generated in the Rhyz segment, NUS

40 vears of scientific 75 in—house scientists 11 state—ot—the—art derives ~30% of consolidated revenue from the
research laboratories western hemisphere. With such a large global
Source: Company Reports footprint, the Company’s international operations

are constantly monitored for impacts from currency
and regulation changes. We view this diversification as a net positive, giving NUS a significant reach. Further
information on the nuances of these geographies can be found under the Geographic Overview section.

The Company’s business’s distribution channel is composed of two primary groups: its consumer group, made
up of individuals who buy the Company’s products primarily for personal or family consumption and share products
with friends and family; and its sales network made up of individuals who personally buy, use and resell products,
and who attract new consumers, and recruit, train and develop new sellers. Individuals in the sales network are
classified as either Brand Affiliates or Sales Leaders. Brand Affiliates are individuals who also purchase products
for personal consumption as well as for resale to customers. Brand Affiliates can generate compensation for sales
made to their customers, and are typically under the guidance of a Sales Leader. Sales Leaders are Brand
Affiliates, as well as sales employees and independent marketers in Mainland China, who achieved certain
qualification requirements as of the end of each month of the quarter. These individuals have completed the
qualification process and are actively building a sales network that may be comprised of both Brand Affiliates and
their own customers. With Brand Affiliates working under Sales Leaders the Company is designed in a multi-level
sales structure. This multi-level structure where Sales Leaders can disseminate information efficiently and
personally allows the Company to maintain a person-to-person relationship all the way to end consumers when
new products are introduced.
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Product Overview

e Beauty Products: Beauty products for NUS fall under the  Exhibit 3: FY24 Revenue by Category
Nu Skin brand. The Company’s strategy for its beauty Other
products category is to leverage its distribution channel to 17%
strengthen Nu Skin’s position as an innovative leader in
the premium beauty markets. The products in this category
include innovative skin care devices, cosmetics, and other
personal-care products. Nu Skin is continuously improving
and evolving its product-formulations to develop and
incorporate innovative and proven-ingredients, with many
of the products developed using ingredients that are
scientifically proven to provide visible results.

Beauty
39%

Wellness

44%
e Wellness Products: Wellness products for NUS fall under

the Pharmanex brand. The Company’s strategy for its  Source: Company Financials

wellness category is to continue to introduce innovative,

substantiated nutritional supplements, based on research and development and quality manufacturing. Direct
selling has proven to be an effective method of marketing the high-quality wellness products because the sales
force can personally educate consumers on the quality and benefits of wellness products, differentiating them from
competitors’ offerings.

¢ Rhyz: The Rhyz businesses primarily consist of consumer, technology, and manufacturing companies. In 2024,
the Rhyz companies generated $286.6 million, or 17% of the Company’s 2024 reported revenue. Rhyz is a key
component of the business, and these companies enable NUS to reduce the cost of goods, improve lead times,
diversify revenue mix, and create synergies for its owned brands. In January of 2025, NUS sold one of its
businesses under the Rhyz umbrella, showing the ability to monetize portions of this incubator should the
opportunity arise.

Sales Channel Overview

Nu Skin maintains a global philosophy of person-to-person marketing believing that the direct selling distribution
is an effective vehicle to distribute products. This is through the rapid outreach to potential customers through the
existing social networks of the Company’s sellers, personalized product demonstrations and offerings, and after-
sales servicing from sellers. The Company breaks its sales channel down between its consumer group and its
sales network. The consumer group is made up of individuals who buy NUS products primarily for personal or
family consumption either through Brand Affiliates or directly from the Company. This group does not have the
authority to build a Nu Skin business by reselling products or by recruiting others, and therefore they do not earn
any sales compensation.

The sales network is made up of individuals who personally buy, use and resell products, and who also acquire
new consumers, and attract, train and develop new sellers. Brand Affiliates both purchase products for personal
use as well as for resale to other customers. These individuals are eligible to receive certain compensation under
the Company’s global sales compensation plan by selling product to customers and by developing other Brand
Affiliates who sell products to consumers, but they are not eligible for other compensation unless they elect to
qualify as a Sales Leader. The two ways that Brand Affiliates make money is through retail markups and sales
compensation earned under the global sales compensation plan. Importantly there are no requirements to
purchase products to become a Brand Affiliate, and no commissions are paid on any purchase of a business
portfolio.

Sales Leaders are Brand Affiliates who are qualified and have elected to pursue the business opportunity of
attracting consumers and building a sales network. Where all Brand Affiliates receive compensation for sales to
their own consumer group, Sales Leaders also receive compensation for sales to their own consumer group as
well as sales to other Sales Leaders. There is no requirement to recruit or sponsor other Brand Affiliates, and
there is no compensation for recruiting or sponsoring.
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These sales channels are a breakout for Nu Skin’s geographies outside of Mainland China. More information on
how Mainland China differs from the Company’s other geographies can be found in the Geographic Overview
section of this report.

Geographic Overview

As noted above, the Company operates across nearly Exhibit 4: FY24 Percentage of Consolidated
50 geographies. NUS breaks out its Core Nu Skin _Revenue by Geography
business into 7 geographic segments, listed below: Rhyz Rhyz Other

5% Americas
19%

Manufacturing
12%

Americas
Southeast Asia/Pacific Hong

Mainland China Kong/Taiwan

Japan * Southeast
Europe and Afnca Asia/Poaciﬂc
South Korea south ores 1%

Hong Kong/Taiwan

Europe & Africa

In addition to these 7 geographic segments that NUS 0%
uses to characterize its Core Nu Skin business, the

Company also consolidates Rhyz segments into Rhyz  ~Source: Company Financials
Manufacturing and Rhyz Other. It is noted that the Rhyz

segments are US based.

Mainland China
Japan 14%
10%

Exhibit 5: Quarterly Revenue as a Percentage
NUS historically generates approximately 20% of its _of Consolidated Revenue by Geography
consolidated revenues from the Core Nu Skin Americas o0
segment, making this segment its largest revenue .,
generator. While there are nuances between all of the
Company’s segments such as product mix and pricing,

20.0% Americas % of Total

15.0% _p Southeast Asia/Padific

different engagement tools, and compensation structures, — %ofTotal
all geographies with the exception of Mainland China tend o Mianland China % of
to operate following similar structures described in the s0% ol
Sales Channel Overview. We are encouraged by the

continued geographic diversification that the Company P PP S L LS OB IEE

SR £ & & LD
O O

has seen as demonstrated by the top three segments by
revenue in Exhibit 5, with no geography accounting for
more than 20% of consolidated revenues.

Source: Company Financials

Due to restrictions on direct selling and multi-level commissions in Mainland China, the Company has
implemented a business model for that market that is different from the business model used in other markets. In
Mainland China, NUS utilizes sales employees to sell products through retail stores, website and digital platforms;
independent direct sellers, who can sell away from stores where the Company has a direct selling license and a
service center and can also sell through the website and digital platform; and independent marketers, who are
licensed business owners authorized to sell products at their own approved premises or through NUS stores,
website and digital platforms. These three types of sellers in the Company’s Mainland China sales force are also
compensated differently from how the Company compensates its sales force in the rest of the world with Mainland
China sales employees receiving both monthly bonuses based on product sales among other metrics as well as
a salary or service fee that is reviewed and adjusted on a quarterly basis based on performance.
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Growth Drivers

Nu Skin Enterprises Inc. is strategically positioned to achieve significant growth through multiple avenues and
market opportunities:

1.

Strategic Restructuring & Cost Discipline: Nu Skin’s aggressive restructuring efforts in 2024 have
improved operational efficiency, as evidenced by lower general & administrative costs. These measures
have improved GPM and EPS throughout FY25, reversing previous losses, and have strengthened
margins despite a revenue decline driven by macroeconomic headwinds.

Expansion in High-Growth and Emerging Markets: The Company is tapping into underpenetrated
regions. Management has identified India as a critical entry point, with pre-launch activities underway in
late 2025 and full operations planned for mid-2026, aiming to capitalize on one of the world’s fastest-
growing direct selling markets.

Product Innovation: Connecting Beauty & Wellness: Nu Skin continues evolving beyond cosmetics.
The upcoming PrysmiO wellness device, slated for later in FY25, is positioned to deepen customer
engagement via nutritional insights and personalized wellness. The recent launch of devices like the
RenuSpaiO microcurrent system and MYND360 cognitive wellness line reflect the firm’s pivot toward
connected beauty-health platforms.

Rhyz Platform: Incubation, M&A and Capital Deployment: Rhyz, Nu Skin’s internal venture arm
launched in 2018, supported by beauty-tech initiatives. While Nu Skin sold its Mavely affiliate-marketing
platform for $250M in early 2025, the sale highlights strategic capital recycling and successful business
incubation. Rhyz’s recent acquisition of BeautyBio enabled expansion into microneedling and hydration
device markets, strengthening Nu Skin’s position in the broader wellness ecosystem.

Balanced Balance Sheet & Capital Return: Nu Skin has methodically reduced debt (now at decade-low
levels), facilitated by disciplined Capex and the Mavely sale.

FX Mitigation & Geographic Diversification: A substantial foreign exchange impact is acknowledged,
yet the diversification across ~50 markets and emphasis on stronger-performing regions like Latin America
and Japan provides natural hedging and opportunity.

Nu Skin’s strategic pivot—combining cost optimization, sharper compensation structures, expansion into high-
growth regions, and an emphasis on wellness-connected devices—offers a robust multi-pronged growth
framework poised to offset near-term headwinds and reaccelerate top-line growth.
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Market Overview

Nu Skin Enterprises operates within the expansive global beauty and wellness industry, leveraging a robust multi-
level marketing (MLM) model across diverse geographic regions. Importantly, Nu Skin operates at the nexus of
three rapidly growing sectors—beauty & personal care products, beauty/wellness devices, and beauty tech.
Leadership players span personal care, anti-aging devices, nutritional supplements, and connected wellness
platforms.

Nu Skin’s Segments Markets Exhibit 6: Beauty and Wellness Product Market

2 F BEAUTY AND WELLNESS

Beauty & Personal Care Products: The global beauty | =,/ PRODUCTS MARKET

and personal care market is extremely large and
growing - estimated at approximately $519 billion in  seayandvieines o

Products Market

2024 and projected to reach $550.9 billion in 2025,  wgova sums50
growing at a CAGR of ~6.1%, and expected to hit  cciam =]
~$700 billion by 2029.

TRENpg @
Beauty & Wellness Products Market: When including Erployee penfis
supplements, wellness treatments and services, the
broader beauty-wellness market was valued at around
$1.73 trillion in 2024 and is expected to reach , #
$1 .86 trillion by 2025, with a Strong 8.6% CAGR toward Source: Fortune Business Insights
over $3.3 trillion by 2032.

$3,309.86

:;5”*’ $544.02  $587.58
5 Billion | Billion

Beauty & Skincare Devices: Home beauty devices alone constituted a $52 billion market in 2024, forecasted to
grow to $60.5 billion in 2025 (~16% YoY) and doubling to over $111 billion by 2029 at ~16.5% CAGR.

Beauty Tech / Wearables: The beauty tech sector (IoT, app-integrated devices) was estimated at ~$68.9 billion
in 2024, projecting to $79.9 billion in 2025 (~16% growth), and reaching ~$131 billion by 2029 (~13% CAGR).
Additionally, the broader wearable device market, including wellness wearables—is expected to grow from
$84.2 billion in 2024 to $186 billion by 2030 (~13.6% CAGR).

These overlapping growth drivers—consumer trends toward personalization, at-home regimes, clean and
functional beauty, smart devices, and wellness integration—provide multiple avenues for disruption and platform
convergence.

Exhibit 7: Additional Market Potential

Beauty Devices Global Market Report 2025 Wearable Technology Market |Yv-
Size, by Region, 2018 - 2030

$111.29 billion 200

The Business i }1 =
]
Gq. =
C'P' @ —
~ $985 mmm
g 100
; Bkl $842 mmmm
$60.48 =
billion k] .
$52.04 g 50 —
billion —
0
2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

2025 2026 2027 2028 2029

ket Size (US$B)

Market Size (in USD billion)

® MEA Latin America Asia Pacific Europe @ North America

Source: GrandView Research & The Business Research Company
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Market Opportunities and Strategic Positioning

Nu Skin is strategically positioned to capitalize on global trends favoring wellness and personalized beauty
technology. The global beauty and wellness device market continues to expand robustly, driven by increasing
consumer health consciousness and demand for at-home beauty solutions. Nu Skin’s upcoming launch of its
Prysm iO intelligent wellness device aligns directly with these market trends, offering personalized health insights
and tailored product recommendations aimed at boosting loyalty and driving subscription revenues.

Additionally, the company’s planned market entry into India, commencing pre-launch activities in late 2025 and a
formal launch scheduled for mid-2026, represents a significant strategic initiative to penetrate a high-potential
emerging market characterized by rapid growth in consumer spending and acceptance of direct-selling models.

Operationally, Nu Skin has strategically prioritized margin improvements through restructuring initiatives and cost
optimization, successfully enhancing operating efficiencies amid challenging market conditions. The sustained
emphasis on affiliate incentives, targeted promotional activities, and digital transformation efforts further
strengthens its competitive positioning and ability to adapt to evolving consumer expectations across diverse
international markets.

We believe that Nu Skin is tapping into multibillion-dollar growth waves such as personal care products expected
to grow to a TAM of $3.3T by 2032 and beauty devices expected to grow to a TAM of $131B by 2029. Its combined
strengths in connected-device innovation, wellness integration, and science-backed personalization, delivered
through a community-driven sales model, position the company to capitalize on long-term consumer trends in
health, self-care, and technology-enabled beauty.

In conclusion, despite short-term challenges stemming from macroeconomic and regulatory pressures in key
markets, Nu Skin’s strategic initiatives focused on product innovation, market diversification, and operational
efficiency position the company favorably to capitalize on emerging global opportunities in the beauty and wellness
sectors.

Risks

As with any investment, there are certain risks associated with Nu Skin’s operations as well as with the
surrounding economic and regulatory environments common to the personal care products industry.

o Direct selling laws and regulations vary globally, are subject to interpretation or change, and may prohibit
or severely restrict direct selling and cause revenues and profitability to decline. If the business practices
or policies or the actions of the sales force are deemed to be in violation of applicable local regulations,
then the company could be sanctioned which could significantly harm the business.

e Compensation for the Company’s sales force could be impacted by regulations such as limits on the
amount of compensation that the Company may provide. This would limit the Company’s ability to attract
and retain its sales force.

o The Company operates in markets that are intensely competitive and fast moving. The emergence and
increased adoption of artificial intelligence is a prime example of this. Furthermore, NUS completes with
both large and small direct selling companies, affiliate marketing companies, and employees in the gig
economy, illustrating the breadth of competition.

o The Company is subject to financial risks as a result of our international operations, including exposure to
foreign-currency fluctuations, currency controls and inflation in foreign markets, all of which could impact
the Company’s financial position and results of operations. To illustrate this, 70% of FY24 sales occurred
in markets outside of the United States
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VALUATION

We use a Price to Adj. EPS comparison when valuing NUS. Currently NUS is trading at a multiple of 8.2x which
is an average discount of 78% when compared to comps at an average of 37.2x.While we believe that fair value
for comps tends to be closer to the 15x to 20x range, we also think that this discount is too steep even when
accounting for any size or liquidity adjustments. We note that recent Adj. Net Income margins for NUS have been
challenged and may explain a portion of the discount.

Comparative Analysis
(all figures in M, expect per share information)

LTM Gross Adj. Net Income Margin EV/Revenue 2 Price/Ad]. EPS #¥

Company Name Symbol Price ™  Mrkt Cap Margin 2022 2023 2024  2025E  2026E 2024  2025E  2026E 2024  2025E  2026E
Amway (Malaysia) Holdings B AMWAY $ 119 § 1952 § 143.9 22.1% 425% 6.77% 6.89% 261%  2.69% 0.69x  0.51x  0.50x 1M11x  266x  25.1x
BellRing Brands, Inc. BRBR $ 3015 $ 37983 $ 47674 35.4% 822%  8.81% 11.08% 11.96% 12.13% 5.00x  2.03x  1.88x 350x  13.9x  13.0x
e.lf. Beauty, Inc. ELF $117.83 $ 69894 $  7,134.1 70.7% 7.19% 10.03%  550% 12.53% 13.05% 559x  4.68x  3.74x 715x  362x  27.4x
Edgewell Personal Care Com; EPC $ 1918 $ 8912 $ 2103.8 42.6% 469%  4.29%  464% 576%  5.67% 1.25x  0.95x  0.93x 18.1x 7.1x 6.9x
The Honest Company, Inc. ~ HNST $ 330 $ 3672 $ 3126 39.1% 9.75% -6.71% -1.00% 4.47%  6.99% 177x  0.79x  0.75x N/A  295x  32.0x
Interparfums, Inc. IPAR $ 9125 $ 29307 $ 32223 56.3% 8.85%  9.17%  9.03% 11.21% 11.73% 3.08x  2.16x  2.07x 256x  175x  16.1x
LifeVantage Corporation LFVN $ 731 §$ 928 §$ 90.9 80.3% 071%  1.29% 3.03% 502% 5.94% 1.03x  042x  0.40x 29.3x 8.7x 6.9x
Medifast, Inc. MED $ 1218 $§ 1252 § (36.1)  72.4% 7.20% 7.51% 1.69% -2.60% -4.22% 0.06x  -0.09x  -0.10x 92.1x N/A N/A
Nature's Sunshine Products, | NATR $ 1413 $ 2492 § 189.5 71.8% 2.05% 3.21% 249%  3.93%  3.40% 0.47x  041x  0.40x 355x  144x  16.1x
The Beauty Health Company SKIN $ 147 $ 1864 §$ 353.2 61.5% 7.74% -16.77% -11.77%  524%  5.86% 122x  120x  1.14x N/A N/A N/A
USANA Health Sciences, Inc. USNA $ 2041 $ 3729 § 281.1 79.2% 6.80% 6.95% 558%  3.50%  4.29% 0.37x  0.31x  0.31x 16.3x  11.8x 9.7x

Average 57.4%  4.36% 3.14% 3.38% 5.78% 6.14% 1.9x 1.2x 1.1x 37.2x  18.4x  17.0X

Median 61.5%  6.80% 6.77% 4.64% 5.02% 5.86% 1.2x 0.8x 0.8x 29.3x  14.4x  16.1x
[Nu Skin Enterprises, Inc. NUS § 1109 $§ 5489 § 622.0 69.6% 471% _ 0.44% -8.46%  4.33% _ 4.66% 0.4x 0.4x 0.4x 8.2x 8.6x 7.8x]

(1) Previous day's closing price

(2) Estimates are from Capital IQ

(3) Forward estimates as of calendar year

(4) All Values in USD at an exchange rate of $1.77 NZD/USD
Source: Company reports, CapitallQ, Stonegate Capital Partners

Looking forward we see the Company’s LTM GPM catching up to and exceeding comps, which we view as a
leading indicator for improved performance on the horizon. We expect that the strengthening of the Company’s
balance sheet along with its cost mitigation measures is well timed for the coming expansion into India and the
Prysm iO launch, both of which we expect to be significant tailwinds for the Company in FY26 and beyond. As we
forecast Adj. Net Income margin to catch up to comps we would expect trading multiples to also improve.

Currently NUS is trading at a forward Price to Adj. EPS of 7.8x compared to comps at an average of 17.0x. We
are using our FY26 Adj. EPS, and a P/E range of 8.0x to 12.0x with a midpoint of 10.0x when valuing NUS, which
is in line with the Company’s historical multiple and also moves

NUS closer to comps. We expect to move this multiple range RiE

higher as NUS executes its current strategies, coming more in 2026 E 8.00x 10.00x 12.00x
line with comps. This arrives at a valuation range of $11.37 to Earnings 142 1.42 142
$17.05 with a mid-point of $14.21. Price $11.37 $14.21 $17.05

Lastly, we note that NUS is significantly undervalued on an EV/Revenue basis. While we do not typically use
EV/Revenue when valuing companies, it is worth pointing out the significant dislocation seen here. With NUS
trading at 0.4x on a forward basis relative to comps at an average of 1.1x on a forward basis we see significant
room for the market to re-rate NUS upwards as the Company executes on and is rewarded for the future growth
we expect.
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BALANCE SHEET
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Nu Skin Enterprises, Inc.
Consolidated Balance Sheets ($M)
Fiscal Year End: December

Q1 Q3 Q4 Q2 Q3 Q1 Q2 Q3
FY 2022 Mar-23 Sep-23 Dec-23 FY 2023 Jun-24 Sep-24 C: FY 2024 Mar-25 Jun-25 Sep-25

Cash and Cash Equivalents 264.7 229.9 235.6 233.3 256.1 256.1 2125 2243 227.8 186.9 186.9 203.8 264.2 251.8
Current Investments 13.8 16.8 16.8 16.7 1.8 1.8 8.7 8.7 10.1 1.1 1.1 9.8 12 12
Accounts Receivable 47.4 60.0 67.2 773 58.7 58.7 67.0 716 68.8 50.8 50.8 56.6 59.7 48.9
Inventories, net 346.2 366.5 3723 2911 280.0 280.0 265.1 244.0 247.8 190.2 190.2 188.8 180.4 178.5
Inventory 87.8 100.3 100.8 82.8 81.1 81.1 93.9 105.9 98.9 726 72.6 66.0 66.1 67.7
Current Assets Held for Sale - - - - 14.3 14.3 - - - 26.9 26.9 - - -

Total Current Assets 759.9 773.6 792.6 701.1 701.9 701.9 647.3 654.4 653.4 538.6 538.6 524.9 571.6 548.1
Property and Equipment, net 4448 438.0 430.3 428.9 433.0 433.0 422.8 411.9 410.7 379.6 379.6 380.1 374.2 375.3
Operating Lease Right-of-use Assets 98.7 98.7 94.7 86.3 90.1 90.1 93.1 88.1 85.6 726 72.6 79.4 e 79.9
Goodwill 206.4 206.4 229.5 229.5 218.2 218.2 230.8 99.9 99.9 83.6 83.6 83.6 83.6 83.6
Other Intangible Asset, Net 66.7 64.7 1126 109.0 95.3 95.3 101.9 88.5 85.3 743 743 476 459 44.2
Other Assets 244.4 2433 2341 238.3 2476 2476 246.0 2432 248.2 298.0 298.0 2759 290.6 293.2
Long-term Assets Held for Sale - - - - 227 227 - - - 222 222 - - -

Total Assets 1,821.0 1,824.6 1,893.8 1,793.1 1,808.6 1,808.6 1,741.9 1,586.0 1,582.9 1,468.9 1,468.9 1,391.4 1,443.7 1,424.4

LIABILITIES AND SHAREHOLDERS' EQUITY

Accounts Payable 54.0 495 495 486 431 431 32.2 36.3 327 34.9 34.9 33.6 28.7 28.5
Accrued Expenses 280.3 275.8 255.5 245.4 253.7 253.7 2471 2423 246.6 217.8 217.8 206.7 220.2 205.9
Current Portion of Long-term Debt 25.0 47.5 140.0 140.0 25.0 25.0 30.0 30.0 60.0 30.0 30.0 20.0 35.0 20.0
Current Liabilities Held for Sale - - - - 71 71 - - - 13.9 13.9 - - -

Total Current Liabilities 359.2 372.8 445.0 434.0 328.9 328.9 309.3 308.6 339.4 296.6 296.6 260.3 283.9 254.4
Operating Lease Liabilities 76.5 78.8 74.5 68.2 70.9 70.9 74.2 70.3 68.4 58.4 58.4 61.9 61.8 62.4
Long-term Debt 3775 3726 367.8 362.9 478.0 478.0 453.2 428.3 3735 363.6 363.6 218.8 2139 209.0
Other Liabilities 110.4 107.5 111.2 105.8 106.6 106.6 95.0 92.6 94.8 97.5 97.5 96.4 96.3 98.7
Long-term Liabilities Held for Sale - - - - 2.2 2.2 - - - 1.3 1.3 - - -

Total Liabilities 923.7 931.7 998.4 970.9 986.7 986.7 931.7 899.8 876.0 817.5 817.5 637.4 655.9 624.6
Common Stock - Par Value 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1 0.1

Additional Paid in Capital 613.3 611.5 615.6 619.2 621.9 621.9 618.7 621.4 624.7 627.8 627.8 623.5 627.5 633.2
Treasury Stock - Common (1569.1)  (1,559.1) (1,557.8) (1,570.7) (1,570.4)| (1,570.4)]  (1,564.9)  (1,564.1)  (1,563.9)  (1,563.6) (1,563.6)  (1,562.2)  (1,560.4)  (1,565.3)
Accumulated Other Comprehensive Income (Los (86.5) (91.0) (101.4) (108.8) (100.0)|  (100.0) (110.6) (117.0) (105.0) (124.8)|  (124.8) (123.9) (114.1) (116.9)
Retained Earnings 1,939.5 1,931.5 1,938.9 1,882.5 1,870.5 1,870.5 1,867.0 1,745.7 1,751.0 1,711.9 1,711.9 1,816.5 1,834.6 1,848.7
Total Consolidated Equity 897.3 893.0 895.3 822.2 822.0 822.0 810.2 686.2 706.9 651.5 651.5 754.0 787.8 799.8
Total Liabilities and Shareholders' Equity 1,821.0 1,824.6 1,893.8 1,793.1 1,808.6 1,808.6 1,741.9 1,586.0 1,582.9 1,468.9 1,468.9 1,391.4 1,443.7 1,424.4

Li it
Current Ratio
Working Capital

2.1x
400.79

1.8x
347.54

1.6x
267.11

2.1x
337.96

2.1x
345.81

1.9x
314.02

2.0x
264.56

2.0x
287.65

2.2x
293.71

Source: Company Reports, Stonegate Capital Partners
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INCOME STATEMENT

Nu Skin Enterprises, Inc.
Consolidated Statements of Income (in $M, except per share amounts)
Fiscal Year End: December

Q2 Q3 Q4 (el] Q2 [ek} Q4E Q1 E Q2E Q3E Q4E

FY 2015 FY2016 FY2017 FY2018 FY2019 FY 2020 FY2021 FY2022 FY2023 Mar-24 Jun-24 Sep-24 Dec-24  FY 2024  Mar-25 Jun-25 Sep-25 Dec-25 FY 2025E  Mar-26 Jun-26 Sep-26 Dec-26  FY 2026E
Revenue $2,247.0 | $2,207.8 | $2,279.1 [ $2,679.0 | $2,420.4 | $2,581.9 [ $2695.7 [ $2,225.7 | $1,969.1 | $ 417.3 $ 4391 § 4301 $ 4456 |$1,7321|$ 3645 §$ 3861 $ 3642 $ 3827 [($14976[$ 3568 $ 3881 $ 389.7 $ 3950 (% 1529.6
Total Revenues 2,247.0 2,207.8 2,279.1 2,679.0 2,420.4 2,581.9 2,695.7 2,225.7 1,969.1 417.3 439.1 430.1 445.6 1,732.1 364.5 386.1 364.2 382.7 1,497.6 356.8 388.1 389.7 395.0 1,529.6
Operating Expenses:
Cost of Sales 489.5 500.5 502.1 634.1 581.4 658.0 675.2 630.9 611.9 123.2 131.9 128.7 166.4 550.2 117.5 120.4 107.5 118.1 463.5 111.0 117.6 112.6 115.3 456.5
Gross Profit 1,757.5 1,707.3 1,777.0 2,044.9 1,839.0 1,923.9 2,020.4 1,594.7 1,357.3 294.1 307.2 301.5 2791 1,181.9 247.0 265.7 256.7 264.6 1,034.0 245.9 270.5 2771 279.6 1,073.1
Selling Expenses 951.4 9221 938.0 1,071.0 955.6 1,019.5 1,080.2 879.6 7424 153.5 165.5 167.6 165.4 652.0 118.5 128.2 130.3 132.0 509.1 121.3 131.9 132.5 134.3 520.1
G&A 561.5 554.2 564.5 662.3 616.0 646.8 654.4 555.8 546.9 124.6 117.9 115.6 120.9 479.0 113.2 106.7 104.8 104.5 429.2 99.4 108.1 108.5 110.0 426.0
Restructuring and Impairment - - - 70.7 - - 51.9 48.5 19.8 71 149.4 - 45.9 202.4 25.1 - - - 25.1 - - - - -
Total Operating Expenses 1,512.8 1,476.2 1,502.5 1,804.0 1,571.6 1,666.3 1,786.5 1,483.9 1,309.0 285.2 432.7 283.2 332.2 1,333.4 256.9 235.0 235.1 236.5 963.4 220.7 240.0 241.0 2443 946.0
Operating Income 244.7 2311 2745 240.9 267.4 257.6 2340 110.8 48.3 8.8 (125.6) 18.2 (53.1) (151.6) (9.9) 30.8 216 281 70.6 25.2 30.5 36.0 35.4 127.0
Interest Gain/(Expense) - - - - - - - - (25.6)| (7.3) 6.7) (6.5) (5.9)) (26.4)| (3.3) (2.5) (4.1) (4.1) (14.0) (4.1) (4.1) 4.1) 4.1) (16.2)|
Gain on Sale of Business - - - - - - - - - - - - - - 176.2 - - - 176.2 - - - - -
Other Gain/(Expense) (32.7) (18.3) (8.9) (21.2) (12.3) (1.3) (1.5) (21.9) 3.9 (0.4) 0.6 16 11 29 (28.4) (0.8) (1.5) (1.5) (32.2) (1.5) (1.5) (1.5) (1.5) (6.0)
Profit Before Taxes 212.0 212.8 265.6 219.7 255.2 256.2 2325 89.0 26.6 1.1 (131.6) 13.3 (57.8) (175.1) 134.6 27.4 16.0 225 200.5 19.6 249 30.5 29.8 104.8
Provision for Income Tax 78.9 69.8 136.1 97.8 81.6 64.9 85.2 (15.8) 18.0 1.6 (13.4) 5.0 (21.7) (28.5) 271 6.3 (1.1) 7.2 39.5 6.3 8.0 9.8 9.5 33.5
Net Income 133.0 143.1 129.4 121.9 173.6 191.4 147.3 104.8 8.6 (0.5) (118.3) 8.3 (36.1) (146.6) 107.5 211 171 15.3 161.0 13.3 16.9 20.7 20.3 71.3
Net Income Adjustments - - 47.7 76.8 - - 65.5 41.6 83.5 4.8 128.6 - 55.0 188.4 (96.1) - - - (96.1) - - - - -
Adj. Net Income 133.0 143.1 177.2 198.7 173.6 191.4 212.7 146.3 92.0 4.2 10.4 8.3 18.9 41.8 11.4 211 17.1 15.3 64.9 13.3 16.9 20.7 20.3 71.3
Basic EPS $ 229|$ 258($% 245(% 221|$ 313|$ 366($ 293($ 210|$ 017]|$ (0.01) $ (238) $ 017 $ (0.72)|$ (295|% 216 $ 043 $ 035 $§ 030($ 324($ 027 $ 034 $ 041 $ 040(% 142
Diluted EPS $ 225|$ 255(% 236($ 216|$ 310|$ 363($ 286($ 207|$ 017]|$ (0.01) $ (238) $ 017 $ (0.73)|$ (295|% 214 $ 043 $ 034 $§ 030($ 321($ 027 $ 034 $ 041 $ 040($ 1.42
Adj. EPS $ 225($ 255($% 323|$ 352|$ 310|$ 363($ 414($ 290|$ 185|$ 009 $§ 021 $§ 017 $ 038|$ 084($ 023 $§ 043 $ 034 $ 030§ 130($ 027 $ 034 $ 041 $ 040($ 1.42
WTD Shares Out - Basic 58.0 55.4 52.8 556.2 556.5 523 50.2 50.0 49.7 49.7 49.7 49.7 49.8 49.7 49.8 49.4 494 50.3 49.7 50.2 50.2 50.2 50.2 50.2
WTD Shares Out - Diluted 59.1 56.1 54.9 56.5 55.9 52.8 51.4 50.5 49.9 49.5 49.7 49.7 49.7 49.7 50.3 49.5 50.3 50.3 50.1 50.2 50.2 50.2 50.2 50.2
Margin Analysis
Gross Margin 78.2% 77.3% 78.0% 76.3% 76.0% 74.5% 75.0% 71.7%)| 68.9% 70.5% 70.0% 70.1% 62.7% 68.2% 67.8% 68.8% 70.5% 69.1% 69.0% 68.9% 69.7% 71.1% 70.8% 70.2%
Operating Margin 10.9% 10.5% 12.0% 9.0% 11.0% 10.0% 8.7% 5.0%) 2.5% 21% -28.6% 4.2% -11.9% -8.8% 2.7% 8.0% 5.9% 7.3% 4.7% 7.0% 7.8% 9.2% 8.9% 8.3%
Pre-Tax Margin 9.4% 9.6% 1M1.7% 8.2% 10.5% 9.9% 8.6% 4.0% 1.3% 0.3% -30.0% 3.1% -13.0% -10.1% 36.9% 71% 4.4% 5.9% 13.4% 5.5% 6.4% 7.8% 7.5% 6.9%
Net Income Margin 5.9% 6.5% 5.7% 4.5% 7.2% 7.4% 5.5% 4.7% 0.4% -0.1% -26.9% 1.9% -8.1% -8.5% 29.5% 5.5% 4.7% 4.0% 10.8% 3.7% 4.4% 5.3% 5.1% 4.7%
Adj. Net Income Margin 5.9% 6.5% 7.8% 7.4% 7.2% 7.4% 7.9% 6.6%) 4.7% 1.0% 2.4% 1.9% 4.2% 2.4% 3.1% 5.5% 4.7% 4.0% 4.3% 3.7% 4.4% 5.3% 5.1% 4.7%
Tax Rate 37.2% 32.8% 51.3% 44.5% 32.0% 25.3% 36.6% -17.8%| 67.7% 148.4% 10.2% 37.6% 37.5% 16.3% 20.1% 23.0% -6.8% 32.0% 19.7% 32.0% 32.0% 32.0% 32.0% 32.0%
Growth Rate Y/Y
Total Revenue -12.5% -1.7% 3.2% 17.5% -9.7% 6.7% 4.4% -17.4%)| -11.5% -13.3% -12.2% -13.8% -8.8% -12.0% -12.7% -12.1% -15.3% -14.1% -13.5% -2.1% 0.5% 7.0% 3.2% 21%
Total cost of revenues -13.0% -2.4% 1.8% 20.1% -12.9% 6.0% 7.2% -16.9% -11.8% -14.0% 34.3% -11.1% -1.2% 1.9% -9.9% -45.7% -17.0% -28.8% -27.7% -14.1% 2.2% 2.5% 3.3% -1.8%
Operating Income -30.5% -5.6% 18.8% -12.2% 11.0% -3.7% -9.2% -52.6%| -56.5% -451%  -3954% -169.1%  -430.5%| -414.0%| -212.3% -124.5% 18.7%  -152.9%| -146.6%| -354.0% -1.0% 66.6% 25.8% 79.9%
Pre-Tax Income -29.0% 0.4% 24.8% -17.3% 16.2% 0.4% -9.3% -61.7%)| -70.1% -92.5% -454.7% -1386% -719.7%| -758.6%| 12125.3% -120.8% 20.3% -139.0%| -214.6% -85.4% -9.1% 90.7% 32.2% -47.7%
Net Income -29.7% 7.5% -9.5% -5.8% 42.4% 10.3% -23.0% -28.9%| -91.8%| -104.7% -539.8% -122.5% -595.8%| -1805.6% NM  -117.9% 105.7%  -142.4%| -209.9% -87.6% -19.8% 21.4% 32.2% -55.7%
Adj. Net Income -29.7% 7.5% 23.8% 12.2% -12.7% 10.3% 11.2% -31.2% -37.1% -771% -61.4% -70.5% 22% -54.6% 168.1% 103.5% 105.7% -18.8% 55.3% 17.1% -19.8% 21.4% 32.2% 9.8%

Source: Company Reports, Stonegate Capital Partners estimates
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IMPORTANT DISCLOSURES AND DISCLAIMER

(a) The research analyst and/or a member of the analyst’'s household do not have a financial interest in the debt
or equity securities of the subject company.

(b) The research analyst responsible for the preparation of this report has not received compensation that is
based upon Stonegate’s investment banking revenues.

(c) Stonegate or any affiliate have not managed or co-managed a public offering of securities for the subject
company in the last twelve months, received investment banking compensation from the subject company in
the last 12 months, nor expects or receive or intends or seek compensation for investment banking services
from the subject company in the next three months.

(d) Stonegate’s equity affiliate, Stonegate Capital Partners, “SCP” has a contractual agreement with the subject
company to provide research services, investor relations support, and investor outreach. SCP receives a
monthly retainer for these non-investment banking services.

(e) Stonegate or its affiliates do not beneficially own 1% or more of any class of common equity securities of the
subject company.

(f) Stonegate does not make a market in the subject company.

(9) The research analyst has not received any compensation from the subject company in the previous 12
months.

(h) Stonegate, the research analyst, or associated person of Stonegate with the ability to influence the content of
the research report knows or has reason to know of any material conflicts of interest at the time of publication
or distribution of the research report.

(i) No employee of Stonegate has a position as an officer or director of the subject company.

Ratings - Stonegate does not provide ratings for the covered companies.

Distribution of Ratings - Stonegate does not provide ratings for covered companies.

Price Chart - Stonegate does not have, nor has previously had, a rating for its covered companies.

Price Targets - Stonegate does not provide price targets for its covered companies. However, Stonegate does
provide valuation analysis.

Regulation Analyst Certification:

I, Dave Storms, CFA, hereby certify that all views expressed in this report accurately reflect my personal views
about the subject company or companies and its or their securities. | also certify that no part of my compensation
was, is, or will be directly or indirectly related to the specific recommendations or views expressed in this report.

For Additional Information Contact:
Stonegate Capital Partners, Inc.

Dave Storms, CFA
Dave@stonegateinc.com
214-987-4121

Please note that this report was originally prepared and issued by Stonegate for distribution to their market professional and
institutional investor customers. Recipients who are not market professional or institutional investor customers of Stonegate should
seek the advice of their independent financial advisor prior to taking any investment decision based on this report or for any necessary
explanation of its contents. The information contained herein is based on sources which we believe to be reliable but is not
necessarily complete and its accuracy cannot be guaranteed. Because the objectives of individual clients may vary, this report is
not to be construed as an offer or the solicitation of an offer to sell or buy the securities herein mentioned. This report is the
independent work of Stonegate Capital Partners and is not to be construed as having been issued by, or in any way endorsed or
guaranteed by, any issuing companies of the securities mentioned herein. The firm and/or its employees and/or its individual
shareholders and/or members of their families and/or its managed funds may have positions or warrants in the securities mentioned
and, before or after your receipt of this report, may make or recommend purchases and/or sales for their own accounts or for the
accounts of other customers of the firm from time to time in the open market or otherwise. While we endeavor to update the
information contained herein on a reasonable basis, there may be regulatory, compliance, or other reasons that prevent us from
doing so. The opinions or information expressed are believed to be accurate as of the date of this report; no subsequent publication
or distribution of this report shall mean or imply that any such opinions or information remains current at any time after the date of
this report. All opinions are subject to change without notice, and we do not undertake to advise you of any such changes.
Reproduction or redistribution of this report without the expressed written consent of Stonegate Capital Partners is prohibited.
Additional information on any securities mentioned is available on request.
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