AMORE PACIFIC

2Q 2024 Earnings Release
2024.8.6



AMOREPACIFIC

CONTENTS

© 2Q 2024 Earnings Summary
@ Domestic Business

€) Overseas Business
@ Financial Summary

© BY25 Management Principles

DISCLAIMER

The financial information included in this document is interim consolidated earnings results based on K-IFRS.
This document is provided for the convenience of investors as a reference; it contains financial information and
data that have not yet been audited from the external auditor, and may cause some parts of this document to
change during the final audit.

The company hereby expressly disclaims any and all liabilities resulting from investors’ reliance on the
information contained herein.



2Q 2024 Earnings Summary

Revenue down 4.3% to 904.8 billion KRW, Operating profit down 29.5% to 4.2 billion KRW

(Unit: bn KRW)

2023 2Q % of Revenue 2024 2Q % of Revenue YoY(%)

Revenue!) 945.4 100.0 904.8 100.0 -4.3
Domestic Business 555.0 58.7 511.9 56.6 -7.8
Luxury 301.7 31.9 281.1 31.1 -6.8
Premium 117.6 12.5 121.7 13.4 +3.5
Daily Beauty 95.9 10.1 88.5 9.8 -7
Others?) 39.7 4.2 20.6 2.3 -48.2
Overseas Business 372.3 39.4 381.5 42.2 +2.5
Greater China 193.4 20.5 107.7 11.9 -44.3
Other Asia 91.9 9.7 114.6 12.7 +24.8
Western Region 87.1 9.2 1591 17.6 +82.7
Operating Profit 59 0.6 4.2 0.5 -29.5

1) Total revenue includesearnings from COSRX, othersubsidiaries (Cosvision, Wedreametc.), and intercompany transactions.
COSRX two monthearnings (May-June2024)is consolidated in total earnings

2)OEM, Rental Incomeetc. AMOREPACIFIC 1



2Q 2024 Operating Profit

Operating profit down 29.5% to 4.2 billion KRW

Domestic operating profit down 58.7% with decline in cosmetics business operating profit and operating loss of Daily Beauty business
Overseas operating profit turned to profit due to consolidation of COSRX earnings

I Domestic Business

» Cosmetics operating profit declined due to reduced sales of luxury brands

5.9°

(0.6%)

» Domestic operating profit decreased with decline in sales of travel retail
4% (16% of total domestic revenue) and new commerce (door to door) channels
@ (0_'5%) » Daily Beauty operating profit turned to loss with increased marketing
™ investments in growth channels (e-commerce, multi-brand shop) and
premium product lines

Domestic
Cosmetics Business

20.6 T

(4.9%)

Domestic

Personal Care Business SRIELSY Tumed to profit

-5.4 61% Tumedtored

I Overseas Business

* Asia operating profit mitigated loss due to revenue growth in other

Overseas Business ‘(z %;/f Asia region, despite operating loss incurred in Greater China

* Excluding Greater China, revenue of other Asiaand western region
(Americas, EMEA) posted growth with the consolidation of COSRX

Unit: b KRW earnings and recorded double digit profit margin
20232Q 2024.2Q %: OPM

*Total operating profitincludes earnings from COSRX, other subsidiaries(Cosvision, Wedreametc.), and intercompany transactions
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2Q 2024 Income Statement

Personnel expense up by 5% due to payout of employee incentives by end of business year and inclusion of COSRX’s personnel cost
Depreciation cost up by 6% with increased amortization cost of intangible asset. Commission down by 13% along with decline in travel retail sales

(Unit: bn KRW)

2023 2Q % of Revenue 2024 2Q % of Revenue YoY(%)

Revenue 945 .4 100.0 904.8 100.0 -4.3
Cost of Sales 301.3 31.9 266.7 29.5 -11.5
Gross Profit 644.0 68.1 638.1 70.5 -0.9
SG&A Expenses 638.1 67.5 633.9 70.1 -0.7
Personnel Expense " 142.9 15.1 149.7 16.5 +4.7
Marketing Expense ¥ 162.7 17.2 158.1 17.5 2.9
Commission ) 193.4 20.5 169.2 18.7 -12.5
Depreciation Cost ¥ 44.4 a7 4v.2 5.2 +6.4
Operating Profit 5.9 0.6 4.2 0.5 -29.5
Net Income 19.3 2.0 530.6 58.6 +2648.3

1) Personnel Expense: Salaries, Retirement Benefits, Employee Benefits
2)Marketing Expense: Advertisementand Promotional Expense
3)Commission: Service Fees and Distribution Commission

4) Depreciation Cost: Depreciationand Amortization AMOREPACIFIC 3



2Q 2024 Domestic Business

LUXURY

301.7 281.1
* Luxury accounts for 55%
of total domestic revenue
- Sulwhasoo 29%
-Hera17%
T
20232Q 20242Q (Unit: bn KRW) l fﬂ
* Luxury cosmetics sales decreased due to decline in travel retail and new commerce (door to door) " ‘1

channel revenue, but multi-brand shop and online sales grew by strengthening activities in
growth channels
* Reinforced foundation for growth by strengthening competitiveness of main products

= [Sulwhasoo] Increased sales portion of functional ‘First Care” and ‘Concentrated Ginseng’ lines
through ‘Hero Re:boost’ campaign promoting ‘Concentrated Ginseng’ line

— [Hera] Renewed the ‘Black Cushion Foundation” and maintained strong sales growth
— [Vital Beautie] Strengthened activities in growth channels with ‘Meta Green'’ line by launching ‘Meta
Green Calorie Cut Jelly,” and achieved strong customer sales in Olive Young in May
* Enhanced luxury brand equity by communicating brand heritage to customers

~ [Sulwhasoo] Enhanced brand equity of ginseng heritage by operating the ‘Insamjang’ pop-up store,
and reinforced brand image as a desirable brand for luxury gifting through Mother’s day campaign

~ [Hera] Operated a pop-up store along with the launch of ‘Black Cushion Foundation,” and strengthened
brand identity of Hera’s Seoul beauty by enhancing the storytelling of No.1* cushion foundation

— [Goutal] Elevated image of luxury perfume brand by operating ‘Petite Chérie’ pop-up store

Sulwhasoo pop-up store ‘Insamjang’ Hera ‘Black Cushion Foundation'
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Vital Beautie ‘Meta Green Calorie Cut Jelly’ Goutal pop-upsstore ‘Petite Chérie

AMOREPACIFIC a4

*Based on Beauté Research's sales revenuein the prestige cushion category within domesticdepartmentstores, boutiques, and e-commerce channels from 2021 t0 2024 1Q



2Q 2024 Domestic Business
PREMIUM

121.7

k:

117.6 @

* Premium accounts for 24% of S
total domestic revenue
- Laneige 12% - /
&35
20232Q 20242Q (Unit: bn KRW) [' |
» Sales of multi-brand shop and online channels of major brands like Laneige and Aestura 3
continued growth. Overall premium business revenue increased with the consolidation of — atasel.. NP9
Laneige Bao Family Edition ‘Neo Cushion’ Aestura pop-upstore ‘RegedermSlow House’

COSRX sales

* Strengthened brand attractiveness and drove growth with key products

~ [Laneige] Created buzz by launching Bao Family edition of ‘Neo Line,” a major growth driver for
Olive Young and domestice-commerce channels

= [Aestura] Launched slow-aging campaign with ‘Regederm 365 Capsule Serum’ and maintained
#1 ranking in derma category within Olive Young. Reinforced brand positioning by receiving
‘Best Award’ from Coupang for first half of 2024

= [Hanyul] Successfully launched collaborative product with Artist Yislow and recorded strong
performance during Naver's online beauty festivalin May

- [COSRX] Posted growth with key products'Snail 96 Mucin Power Essence’, ‘The 6 Peptide Serum’

* Enhanced customers’ brand experience through offline marketing activities
= [Aestura] Opened ‘Regederm Slow House’ pop-up store and offered ‘7 day skin analysis service’
~ [lope] Participated as sole sponsor for singer ‘Im Hero’ concert and ran ‘lope Retinol Hero’ booth AMOREPACIFIC s

COSRX ‘The 6 Peptide Skin BoosterSerum’  Hanyul “Artist Yislow& Pure Artemisia’ Collaboration



2Q 2024 Domestic Business
DAILY BEAUTY

95.9 885 * Daily Beauty accounts for 17%
of total domestic revenue
- Mise-en-Scéne 6%
- Ryo 3%
- Illiyoon 3%
20232Q 20242Q (Unit: bn KRW)

* Despite sales growth of key products and premium lines, overall revenue declined due to
reorganization of product portfolio within hypermarket and global e-commerce channels

» Continued sales growth from multi-brand shop channel through new product launches that

capture summer demand and respond to young customer needs, such as body acne treatment \

and instant cooling effect ﬂ

= [llliyoon] Diversified product portfolio by launching ‘Cica Clear’ line and solidified brand positioning within \
Olive Young (‘Cica Clear Body Mist’ ranked 1st place in body mist category in Olive Young in April) ¥ 4 :

- [Labo-H] Launched ‘Scalp Cooling & No-sebum Shampoo’ and posted strong sales in multi-brandshop = EapO

- [Happy Bath] Launched functional line ‘Deep Clean Bodywash,” which treats body acne and provides
cooling relief, and selectively entered in new growth channels like Olive Young

* Enhanced leadership in domestic/overseas haircare market through key products such as hair mﬁ
loss treatment and fragrant products

= [RYO] Strengthened brand expertise in hair loss treatment category by launching ‘ROOT:GEN Hair Loss
Care Hair Volume Filler Labo-H ‘Scalp Cooling & No-Sebum Shampoo’ "RYO ‘ROOT:GEN Hair Loss Care Hair Volume Filler

- [Longtake] Ranked #1 among newly launched global brands in cross border e-commerce platform
(Tmall Global) through strong performance of ‘Sandalwood Shampoo’ during 618 shopping festival AMOREPACIFIC s
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2Q 2024 Overseas Business

ASIA

285.2
222.3

Greater China* 193.4

107.7

-44%

0,
Other Asia 5%

20232Q
* Greater China revenue declined by 44%

20242Q (Unit: bn KRW)

= Overall revenue declined due to downsizing inventory in major e-commerce channels, and
streamlining offline stores to improve China business structure

= Sulwhasooincreased sales mix of high-end products by focusing on sales of ‘Concentrated Ginseng’
line through collaboration with key KOLs, and renewed The Ultimate S Enriched Water/Emulsion’

= Laneige reinforced brand positioning with strong sales of key product (‘Skin Veil Base EX') and by
receiving ‘Shina Beauty Awards

* Other Asia (South East Asia, Japan) revenue increased by 25%

— [South East Asia] Total revenue expanded driven by increased sales of Sulwhasoo’s high-end products
(‘Concentrated Ginseng’ line, ‘Ultimate S’ line), introduction of Aestura in Thailand, and consolidated sales of
COSRX (continued strong sales of ‘The 6 Peptide’). Laneige’s Sleeping Line (Bouncy&Firm Sleeping Mask')
posted strong sales with reinforced marketing on key products

= [Japan] Overall revenue grew driven by increased sales of Laneige, Aestura, and Hera through

expansion in multi-brand shop and e-commerce channels, collaboration with Loft on ‘Amorepacific
Festival’, and consolidation effect of COSRX
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Launch of Aestura in Thailand (South East Asia) ‘Amorepacific Festival"tollaborated with Loft(japan)

AMOREPACIFIC 7

*Greater China: China Mainland, Hong Kong SAR, Taiwan Region



2Q 2024 Overseas Business
WESTERN REGION

159.1

811 121.8 5%
Americas 73.9
EMEA +182%
20232Q 20242Q (Unit: bn KRW)

* Americas revenue increased by 65% due to consolidation of COSRX’s earnings and sales
gI’OWth from major brands » COSRX ‘SnailMucin Es\sence' Sulwhasoo ‘Family Month’ global campaign
— COSRX recorded strong performancewith key product ‘Snail Mucin Essence’ ranking No.1 in Amazon - o
- Laneige posted sales growth for skincare category (‘Cream Skin’, ‘Water Bank'line) and enhanced
leadership in lip category by launching limited edition for summer season (‘Watermelon Pop Sleeping Mask
= Innisfreesalesincreased driven by robust sales of sun care products (‘Daily UV, ‘Mineral Sunscreen’)within
Sephoraand Amazon

= Sulwhasoo online sales increased by conducting marketing campaigns for Mother’s Day and
Memorial Day during ‘Family Month’(May)

* EMEA revenue increased by 182%, driven by sales growth of Laneige and COSRX acquisition i ' Welcome to.Boots il
- Laneige diversified its channel mix by entering beauty retailer ‘Boots’ (both online and offline)and : ’
addressing slow aging trend with ‘Bouncy & Firm Sleeping Mask’ in Sephora (Europe, Middle East)

¥ .
~ Innisfreeenhan rand awaren ndina its presence in multi-brand shop channel Laneigesummerseason limitededition - laneige entered Boots’
sfreeenhanced brand awareness by expandingits presence ulti-brand shop channe ‘WatermelonPopSleeping Mask (Multi-brand shopin UK)

/l

— COSRX expanded customer base by extending into new markets such as Norway, Sweden and Poland

AMOREPACIFIC s



o
Income Statement
2023 2Q
Amount % of Sales
Revenue 9454 100.0
Cost of Sales 301.3 31.9
Gross Profit 644.0 68.1
SG&A Expenses 638.1 67.5
Operating Profit 5.9 0.6
Other Income 133
Profit Before Tax 19.2 2.0
Consolidated 193 50

Net Income

2024 2Q
Amount | % of Sales

904.8

266.7

638.1

633.9

4.2

509.7

513.8

530.6

Financial Summary

(Unit: bn KRW, %)

100.0

29.5

70.5

70.1

0.5

56.8

58.6

Statement of Financial Position

Assets
Current Assets
Trade Receivables
Inventories
Non-current Assets
Property, Plant and Equipment
Intangible Assets
Investment in Associates
Liabilities
Current Liabilities
Non-current Liabilities
Shareholder’s Equity
Capital Stock
Retained Earnings

Non-controlling Interest

5,886.5
1,952.2
292.9
394.3
3,934.3
2,441.6
340.7
287.1
1,013.8
813.3
200.5
4,872.7
34.5
4,101.4
-25.3

(Unit: bn KRW, %)

2023.12 2024.3

6,789.5
1,617.3
325.8
509.8
5172.2
2,410.0
1,850.7
48.8
1,459.0
1,105.6
353.4
5,330.5
345
4,647.7
44.5

AMOREPACIFIC
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BY Business Yean) 2025 Management Principles

Grow Together

BY25 Goal: Revenue growth of late teens, Operating Profit Margin of high single digit )

Renewed Leap Towards Asia’s No.1 Beauty Company

= Rebalance = Redefine
Global Rebalancing Redefinition of Focus Areas & Corporate Culture
* Focus on growing global markets * Redefine focus categories and channels
- US, UK, Japan, India, Global Travel Retail - Strengthen growing categories such as derma skincare, sun care,
hair care categories, etc.
- Normalize China’s business structure - Optimize each regional focus channel
 |dentify M&A opportunities and reinforce brand portfolio * Full-scale implementation of ‘Brand Value Management’ system

* Expand areas utilizing digital Generative Al

1) Includes consolidation of COSRX earnings *BY 2025:2024.07-2025.06

AMOREPACIFIC 10



