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Abstract

This article first introduces Life Style company POP MART. Secondly, it calculates and analyzes the
financial data of annual reports of POP MART between 2017 and 2020 and summarizes the com-
pany’s profit situation, including operating income, net profit, gross profit rate, return on equity
and operating profit rate indicators. Then, according to the analysis results of economic indicators, it
finds out the main reasons and existing problems of the company’s sustainable profitability. Fi-
nally, with the guidance of the reasons and problems of profitability, it puts forward the main
countermeasures of sustainable profitability of POP MART.
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Figure 1. Revenue and Net Profit of POP MART from 2017 to 2020
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Figure 2. Ratios of POP MART from 2017 to 2020
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Table 1. Product revenue of POP MART of 2019 and 2020
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