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AMOREPACIFIC

2Q 2023 Earnings Summary

Revenue similar to last year at KRW 945.4 billion, Operating profit turned to profit at KRW 5.9 billion

Domesticrevenuedown 11.6%, operating profitup 0.4%. Overseas revenue up 27.5%, operating profit mitigated losses

(Unit: KRW bn)

2022 2Q % of Revenue % of Revenue YoY(%)
Revenue ! 945.7 100.0 945.4 100.0 -0.04
Domestic 627.8 66.4 555.0 58.7 -11.6
Cosmetics 531.5 56.2 459.1 48.6 -13.6
Daily Beauty 96.3 10.2 95.9 10.1 -0.4
Overseas 292.0 30.9 372.3 39.4 +27.5

2022 2Q OP Margin (%) OP Margin (%) YoY(%)
Operating Profit ") -19.5 -2.1 59 0.6 Turned to profit
Domestic 36.7 5.8 36.8 6.6 +0.4
Cosmetics 40.1 7.5 31.4 6.8 -21.5
Daily Beauty -3.4 -3.5 5.4 5.6 Turned to profit
Overseas -43.2 -14.8 -32.7 -8.8 Mitigated losses
Net Profit -37.2 -3.9 19.3 2.0 Turned to profit

1) Includesintercompanytransactions, Cosvision, Wedream, etc




2Q 2023 Expense Summary

AMOREPACIFIC

» Marketing expense increased by 24%, due to major brand renewals and addressing rising consumer demands with the

recovery of offline channels

» Depreciation cost decreased by 12% mainly due to the impact of offline store restructuring

2023 2Q

2022 2Q
Revenue 945.7
Cost of sales 321.2
Gross Profit 624.5
S&A Expenses 644.0
Personnel Expense” 141.0
Marketing Expense” 130.9
Commission?) 211.6
Depreciation Cost” 50.3
Operating Profit -19.5
OP Margin (%) -2.1%
Consolidated Net Income -37.2
1) Personnel Expense : Salaries, Retirement Benefits, Employee Benefits 3) Commission: Service Fees and Distribution Commission

2) Marketing Expense: Advertisementand Promotion Expense

4) Depreciation Cost: Depreciation and Amortization
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Domestic Business

Revenue decreased 12%

» Travel retail sales declined by double digit
(20% of total domestic revenue)

» Multi-brand shop channel sales rose by 30%

* Despite the growth of Daily Beauty’'s pure domestic online
sales, overall online sales dropped by double digits

627.8 12%
OTHERSD 32.9 555.0
DAILY
BEAUTY 39.7 +21%

PREMIUM

LUXURY

20222Q

20232Q (Unit: KRW bn)

1) Others: OEM, Rental Income, etc.

AMOREPACIFIC

Operating profit increased 0.4%

« Cosmetics operating margin declined due to weakened sales
in travel retail and online channels

- Profitability improved for department store and
multi-brand shop channels

« Daily Beauty operating profit turned to profit as a result of
reinforced product portfolio

+0.4%
36.7 36.8

-22%
COSMETICS

Turned to profit

DAILY
BEAUTY

(Unit: KRW bn)

20222Q

20232Q



Domestic Business AMOREPACIFIC

LUXURY

43.
I 5004
* Luxury accounts for 54%
of total domestic revenue
- Sulwhasoo 31%
- Hera 14%
2022 ZQ 2023 ZQ (Unit: KRW bn)

* Luxury cosmetics sales declined due to decrease in travel retail and global
e-commerce sales with the reorganization of product portfolio to enhance
brand value

» Differentiated offline customer experience through the roll out of renewed

Sulwhasoo brand SI (Store Identity)
- Revamped major department stores and spa services of flagship stores, operated a
collaborative pop-up store with Shilla Duty Free Shop at Incheon Airport

* Hera and Primera brand sales grew driven by strong sales and launch of
key products
- [Hera] ‘Sensual Nude Stain Tint" ranked #1 in Kakao gift market during pre-launch period
- [Primera] Launched ‘Organience Barrier Repair’ line toner and posted strong sales
growth in multi-brand shop channel
» Strengthened brand attractiveness by launching limited edition products
- [Vital Beautie] ‘Meta Green Slim Up x My Melody’ edition ranked #1 in Olive Young
- [Goutal] Launched ‘Petite Chérie Color Edition’, ‘Petite Chérie Candle’ to mark the T Org;r;r'ﬁgeEEfgg'fggﬁg'rr Vital Beautie ‘Meta Green Slim Up x My Melody’
25th anniversary of ‘Petite Chérie’




Domestic Business AMOREPACIFIC

PREMIUM

1554 -24%
117.6 * Premium accounts for 21%
of total domestic revenue
- Laneige 12%
2022 2Q 20232Q (Unit: KRW bn)

» Premium cosmetics sales declined due to decrease in travel retail Renewal of Laneige ‘Neo Cushion’ lope ‘Retinol Super Bounce Serum’

and global e-commerce sales

* Reinfored foundation for growth by launching new key products and
strengthening multi-brand shop channel

- [Laneige] Launched the renewed ‘Neo Cushion’. Strong sales from key skin care
products drove sales growth in multi-brand shop channel

- [Aestura] Maintained #1 ranking in Olive Young's derma category. Brand sales grew
double digit from solid performancein multi-brand shop and online channels :

- [Hanyul] Renewed ‘Pure Artemisia Calming Water Cream’ and implemented i o, e
rebranding marketing campaign e < S - =t

- [lope] Entered Olive Young and posted strong sales of ‘Retinol Super BounceSerum’ = & =+

* Diversified online and offline marketing content for young customers

- [Laneige] Operated beauty content creator program to strengthen its _ |
dlgltal platform (ITIkTOk,) Content Mamonde pop-up store g i ReneWalOfHanyU!
[Mamonde] Enriched customer engaging content through the opening of ‘On the Cloud’ Pure Artemisia Calming Water Cream
pop-up store for new product ‘Blue Azulene Cloud Toner’




Domestic Business

AMOREPACIFIC

DAILY BEAUTY

96.3 -0.4% 959

INNERPLEX

* Daily Beauty accounts for 17%
of total domestic revenue

- Mise-en-Scene 6%
- Ryo 4%

20222Q 20232Q (Unit: KRW bn)

« Profitability improved despite decrease in sales due to restructuring brand portfolio
* Posted strong growth from engine products in e-commerce and multi-brand shop
channels by enhancing brand equity

- [Mise-en-Scene] Premium line sales increased in multi-brand shop and online channels.
Strengthened professional brand identity by reinforcing ‘Salon 10" product portfolio
= [Ryo] Online channel sales grew as a result of successful marketing of ‘ROOT:GEN’
* Executed marketing campaign targeting Millennials& Gen Z customers through
customer engaging exhibitionsand collaborationwith popular brands

- [HappyBath] Offered unique customer experience by opening ‘Bubble Happiness
Exhibition” at Everland

= [llliyoon] Posted strong sales with the launch of collaborative product ‘llliyoon x Sanrio’,
popularamong Millennialsand Gen Z customers

/]
v

= [Labo-H] Launched a joint production of scalp caresolution for summer with ‘Chilsung
Cider’ and operated a pop-up store at Amore Seongsu




Overseas Business AMOREFACIC

Revenueincreased 27% Mitigated operating losses

* Asia revenue grew by 14%

(China sales accounts for more than mid-50% of Asia sales) » Asia mitigated operating loss from sales growth
* North America sales doubled by increasing marketing » Operating profit of North America business decreased due to
investment in major brands increase in marketing investment and personnel expenses

» EMEA revenue doubled due to solid sales of Goutal brand and
increasing brand presence of Laneige

« EMEA operating profit increased with solid sales growth
+2(% 372.3

+123%
+105%

292.0
EMEAD

Mitigated
Losses

OVERSEAS (Unit:KRW bn)

20222Q 20232Q

20222Q 20232Q (Unit: KRW bn)

*Partial changes were made to the definition of geographical area for some countries (Middle East, etc.) and affiliation of intercompany transaction items as of 1Q 2023. 7
Revenue and operating profit for 2022 were restated accordingly.



Overseas Business
ASIA

* Chinarevenue increased more than 20% (local currency)
~ Sulwhasooenhanced brand competitiveness by reinforcing online and offline
marketing events, running ‘First Care Activiating Serum’ pop-up stores and VIP
exclusiveevents
~ Profitabilityimproved driven by growth of key products including Laneige ‘Perfect
Renew 3X Serum’, Innisfree ‘Retinol Cica Repair Ampoule” and optimized channel
portfolio

» Other Asia (ASEAN, Japan, etc)) revenue grew mainly driven by Japan

= ASEAN revenue was flat due to slow down in e-commerce growth. Laneige sales
increased by reinforcing its marketing of engine products (‘Perfect Renew 3X Serun’,
‘Waterbank Cream’)

= Japan revenue grew more than 30% as a result of expansion of retail channelsand
enhanced marketing, executing ‘Amorepacific Festival’in collaboration with major
multi-brand shop channels

NORTH AMERICA & EMEA

* North America revenue doubled due to strong growth of major brands

~ Laneige posted robust sales growth by reinforcing its lip category (launched “Lip
Sleeping Mask Pink Lemonade’) and enhancing customer experience by
showcasing the first virtual store of Laneige.com

— Sulwhasoosales grew driven by increased brand awareness through Sulwhasoo
rebranding campaign and enlarged customer base in multi-brand shop channel

= Innisfree sales increased with strong performance of major products including
‘Daily UV’ and ‘Green Tea’ line products

» Europe revenue grew by entering new markets and diversifying channels
— Laneige expanded its brand presence by entering ‘Space NK’ in UK and Sephoraiin
Middle East
— Goutal’'sexport sales grew by executing marketing campaign focused on major
products (‘Petite Chérie’, etc)

Sulwhasoo ‘First Care Activiating Serum’ Pop-up Store (China)
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Laneige’s Virtual Store (North America)
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Laneige entered Space NK in UK (Europe)



Key Achievements of Sulwhasoo Rebranding

Enhanced Customer Experience

_ < ‘50 HAERSKRZiRing

* Renewed stores in Korea/North America and strengthened customer service EN—— —

- Ratio of young customers in their 20s increased in 7 renewed storesin Korea that o -
provides unique gift wrapping service ‘Jihambo’

- Revenue posted strong growth in the US by renewing all Sephora stores with its new Bl

» Strengthened relationship with Chinese KOLSs by providing unique brand
experience inKorea

AMOREPACIFIC

@ a

- Hosted KOL invitation event: ‘Culture Trip’ (11KOLsin March), ‘Ginseng Road’ (7 KOLsin uly)
- Created viral content of brand asset (Research and Innovation, ‘The Houseof Sulwhasoo Bukchon’, etc.)

Increased Sales of Functional Products

» Strengthened marketing and sales activities on functional products during 6.18
- Sales mix of ‘First Care Activating Serum’ & ‘Ginseng Line’ accounted for 60% (Approx 20%in2022) =
- ASP (AverageSeliingPrice) during 6.18 doubled compared to 3.8 Women's Day event \

* Posted strong sales of ‘Ginseng Line’ in July driven by TOP KOLetx:25%)'s
joint promotion based on her visit to Korea and brand experience

Strengthened Online/Offline Marketing

» Operated 10 Pop-upstoresof ‘First Care Adivating Serum VI across 8dties inChinaapri-ub)
-Ranked No.1 cosmetics brand in sales at Kalyuang#5t) mallin Xian(i) during the event
* Implemented marketing activities with high ROl during 6.18 event N
- Tmall UV (UniqueVisitor) increased by 34%(YoY), number of online membershipincreased by 45%
(YoY)during theevent .

« Executed collaborative marketing with the MET* and generated digital buzz o
- Number ofwebsitevisitors quadrupledand online membership grewby 50%

*MET: New York Metropolitan Museumof Art

Pop-up store of ‘First Care Activating Serum VI"in China  Created digital buzz and strengthened marketing in the US



A MORE NEWS

AMOREPACIFIC

A.S. Watson Group AMOREPAC IGEJ;S%
Amorepacific Group signs MOU with A.S. Watson Group

Amorepacific Group signed MOU with the world’s largest international health and
beauty retailer, A.S. Watson Group, strengthening their strategic partnership. |
As part of the agreement, A.S. Watson Group and Amorepacific Group will e S | .
collaborate to drive growth of Innisfreeand Etude aswell asintroduce derma
brandsincluding Illiyoonand Aestura to the global market.

M!W!!W’!’l’!“t |
ST
i, -

Amorepacific celebrates BTS’s 10 year anniversary

Amorepacific participated in 2023 BTS Festa’ by offering various customer engaging
events to celebrate BTS’s 10 year anniversary. Event pop-ups were installed in
Amorepacificheadquarters and key stores for customers to participate in.
Amorepacificis open to future collaborative events with other industries.

10



ESG Activities

AMOREPACIFIC

Amorepacificachieves ISO 37001 (Anti-bribery Management System)

Amorepacific has built its anti-bribery management system since November 2022, and
strengthened its foundation for controlling company wide risks related to anti-bribery.
Amorepacificreinforced the company’s credibility by achieving *ISO 37001 from Korea
Compliance Certification Assurance

*ISO 37001: International standard certification for company’santi-briberymanagement systemdefined by the
International Organization for Standardization
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Wbrking together |

to protect our ocean

Laneige strengthens global partnership with WWF

: Laneige signed a global partnership with *\WWF (World Wide Fund)to strengthenits
. H . 5\*";?# ocean conservation initiative. Since its partnership with WWF Korea signed in 2020,
& LANEIGE S8 WVERM Laneige has participated in conserving Chungpodae Beach at Taean-gunand

GoSDNESE . plans to expand its ocean preservation efforts to Chinaand Thailand.

* WWF(WORLD WIDE FUND FOR NATURE): World'slargest NGO serving wilderness preservation

11



Financial Summary

Income Statement

Revenue

Cost of sales

Gross Profit

S&A Expenses

Operating Profit

Non-Operating
Profit/Expense

Profit Before Tax

Consolidated Net
Income

2022 2Q
Amount % of Sales
945.7 100.0
321.2 34.0
624.5 66.0
644.0 68.1
-19.5 -2.1
0.9
-18.6 -2.0
-37.2 -3.9

(Unit: KRW bn, %)

2023 2Q
Amount | % of Sales
945.4 100.0
301.3 31.9
644.0 68.1
638.1 67.5
59 0.6

13.3

19.2 2.0
19.3 2.0

Statement of Financial Position

Assets
Current Assets
Trade receivables
Inventories
Non-current Assets

Property, Plantand
Equipment

Intangible Assets

Investments in associates
Liabilities

Current Liabilities

Non-current Liabilities
Shareholder’s Equity

Share Capital

Retained Earnings

Non-controlling Interest

AMOREPACIFIC

(Unit: KRW bn, %)

2022.12 2023.06

5,801.8
1,735.0
285.1
408.9
4,066.8

2,475.3

357.8
2473
1,022.5
831.1
191.4
4,779.3
345
4,010.1
-19.3

5,868.9
1,828.1
314.5
362.6
4,040.8

2,468.0

362.4
265.3
1,024.8
834.8
190.0
4,844
34.5
4,069.4
-19.4
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