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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.



3Q 2024 Revenue

Amorepacific revenue up 9.9% to 977.2 billion KRW

Domestic revenue down by 1.6%
Overseas revenue up 35.8% due to strong growth momentum of Western Region and Other Asia including COSRX earnings

(Unit: bn KRW)
2023 3Q % of Revenue % of Revenue YoY (%)
Revenue?) 888.8 100.0 977.2 100.0 +9.9
Domestic Business 5432 61.1 534.5 54.7 -1.6
Luxury 298.8 33.6 317.6 325 +6.3
Premium 111.0 12.5 90.3 9.2 -18.7
Daily Beauty 9r.7 11.0 98.1 10.0 +0.5
Others? 35.7 4.0 28.4 2.9 -20.4
Overseas Business 317.7 35.7 431.3 441 +35.8
Western Region 83.1 9.3 201.1 20.6 +142.1
Other Asia 87.0 9.8 132.5 13.6 +52.4
Greater China 147.6 16.6 97.6 10.0 -33.9
1) Total revenue ncludesearnings from COSRX, othersubsidiaries (Cosvision, Wedreametc.), and intercompanytransactions. AMOREPACIFIC 1

2)OEM, Rental Incomeetc.



3Q 2024 Operating Profit

Amorepacific operating profit up 277.7% to 65.2 billion KRW

Domestic operating profit up 151% with Cosmetics business improving profitability and Daily Beauty business turning to profit
Overseas operating profit turned to profit due to strong sales of major brands and consolidation of COSRX earnings
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*Total operating profitincludesearnings from COSRX, other subsidiaries (Cosvision, Wedreametc.), and intercompanytransactions

** MBS: Multi-brand Shop

I Domestic Business

* Despite sales decline of travel retail channel (16% of total domestic
revenue), online and major offline channels (door to door, department
store etc)sales increased and improved profitability, resulting in
enhanced operating profit of cosmetics business

* Daily Beauty business operating profit turned to profit due to sales
growth of cross border and multi-brand shop channels as well as
improved product mix from increased portion of premium products

I Overseas Business

* Western region (Americas, EMEA) recorded double digit profit
margin with revenue growth from strong growth momentum of
major brands and consolidation of COSRX earnings

* Other Asiaimproved profitability with increased revenue and
consolidation of COSRX earnings whereas Greater China incurred
greater level of loss due to business restructuring

AMOREPACIFIC



3Q 2024 Income Statement

Marketing expense up 17% with greater marketing investments in key products of domestic premium brands and in major brands of US business
Depreciation cost up by 17% due to increased amortization cost of intangible asset. Commission down by 7% with decline in travel retail sales

(Unit: bn KRW)

2023 3Q % of Revenue 2024 3Q % of Revenue YoY(%)

Revenue 888.8 100.0 977.2 100.0 +9.9
Cost of Sales 275.0 30.9 293.9 30.1 +6.9
Gross Profit 613.8 69.1 683.4 69.9 +11.3
SG&A Expenses 596.6 67.1 618.2 63.3 +3.6
Personnel Expense " 172.6 19.4 152.7 15.6 -11.5
Marketing Expense @ 113.8 12.8 133.2 13.6 +17.0
Commission *) 181.0 20.4 168.1 17.2 -7.1
Depreciation Cost ¥ 43.0 4.8 50.3 5.1 +16.8
Operating Profit 17.3 1.9 65.2 6.7 +200.7
Net Income 26.6 3.0 37.2 3.8 +39.5

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



3Q 2024 Domestic Business
LUXURY

317.6

298.8

* Luxury accounts for 59%
of total domestic revenue

- Sulwhasoo 29%
-Hera 15%

20233Q 20243Q (Uni:bn KRW L I
* Overall luxury segment revenue posted growth due to reclassification”of domestic ‘ | el 1 ‘ [
cosmetics brands as well as increase in pure domestic channels (excluding travel retail) sales by ‘ _== : ‘ <l

strengthening product portfolio

- [Sulwhasoo] Hosted a collaborative event with KOLs to celebrate the renewal of ‘Concentrated
Ginseng' line. With the successful renewal launch, sales of ‘Concentrated Ginseng’ line increased
and product miximproved through omni-channel promotion during Chuseok season

~ [Hera] Launched global campaign and new product launches (shade/color) for ‘Black Cushion
Foundation” and ‘Sensual Nude Gloss.” Online sales continued to grow and drove overall sales growth

— [lope] Posted sales growth by enhancing expertise in “‘Retinol’ through retinol themed pop-up store
» Strengthened foundation for future growth by expanding entry-level productsand

introducing new categories

~ [AP Beauty] Launched high-end line cushion foundation (‘Prime Reserve Retrinity Mesh Foundation’)

= [Primera] Increased sales in multi-brand shop channel by launching a new mask category of key
product Vitatinol Serum’('Vitatinol Serum Mega-Shot Gel Mask’)

Sulwhasoo ‘Concentrated Ginseng’ launchevent Hera globalambassador ‘Jenny’

AP ‘Prime Reserve RetrinityMesh Foundation’ lope pop-upstore Find My Retinol

*Like-for-like growth for luxury business excluding the brand redefinition effect (IOPE, Holitual transferred to Luxury business) is 4% decline YoY
AMOREPACIFIC 4



3Q 2024 Domestic Business

PREMIUM

111.0
90.3 e Premium accounts for 17% of
total domestic revenue
- Laneige 10%
20233Q 20243Q (Unit: bn KRW)

* Despite sales growth in major channels (onlineetc.) of Aestura and Laneige, overall premium
segment revenue declined due to reclassification”of domestic cosmetics brands

* Expanded brand portfolio with new product launches by each brand

~ [Laneige] Strengthened growth momentum in online channel driven by skincare category with
new launches of ‘Bouncy & Firm’ line products (‘Bouncy & Firm Eye Sleeping Mask,” ‘Bouncy & Firm Lip
Treatment’)

= [Mamonde] Launched sub brand ‘Mimo by Mamonde’ with product line up of moisturization and
pore treatment foryoung customers interested in troubled skin, targeting low-end segment by
entering Daiso

- [COSRX] Reinforced sun care product line up and launched ‘Ultra Light Invisible Sunscreen’
* Drove growth momentum by collaborating with brands popular to millennials & Gen Z
customers and enhanced brand attractiveness

— [Aestura] Launched collaborative product ‘Derma UV Sunscreen X Pochacco’ and increased foot
trafficof young customers, maintaining #1 ranking in derma category in Olive Young

= [Hanyul] Posted growth for ‘Pure Artemisia’ line with successful launch of limited edition
‘Hanyul X Dooly the Little Dinosaur’

*Like-for-likegrowth for premium business excluding the brand redefinitioneffect (IOPE, Holitual transferred to Luxury business) is 10% increase YoY
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3Q 2024 Domestic Business
DAILY BEAUTY

97.7 @ 98.1 » Daily Beauty accounts for 18%
of total domestic revenue

- Mise-en-Scéne 6%
- RyO 3%
- Illiyoon 3%

2023 3Q 2024 3Q (Unit: bn KRW)

* Despite sales growth from multi-brand shop and cross-border channels, overall revenue was
similar to last year due to decline in hypermarket sales from product prioritization

= Key products of major brands (Mise-en-Scéne, Labo-H, llliyoon) drove sales growth in multi-brand
shop channel

= Cross-border channels posted solid growth through strong performance of Mise-en-Scéne('Perfect
Serum’), llliyoon(‘Ceramide Ato’) during Amazon Prime Day in July
* Improved brand competitiveness by reinforcing functional product portfolio

= [Mise-en-Scéne] Launched ‘Perfect MagicStraight’ line, featuring haircare for humid weather and
maintaining straightened hair

— [Labo-H] Reinforced brand expertise in scalp care by launching collaborative edition ‘Sanrio
Characters Became Scalp Researchers’

— [Happy Bath] Introduced ‘Cream in Body Wash’ with moisturizing effect equal to one jar of cream
* Strengthened customer experience through customer engaging offline pop-up stores

- [Mise-en-Scene] Opened ‘Hello Bubble’ pop-up store at Amore Seongsu and offered an AR based
hair color simulation service

= [llliyoon] Participated in ‘House of Beauty Scientists Exhibition” in Bukchon, showcasing llliyoon’s
R&I technology and reinforced brand expertise

- [Longtake] Opened a pop up storeat ‘Ananti Cove’ and offered DIY scent strap/bookmark program
to customers

1111/

Mise-en-Scéne -
‘Perfect MagicStraight Serum/Shampooy/Treatment’

Longtake ‘AnantiCove Pog)-Up Store’
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Labo-H ‘Sanrio Characters’ limited edition

Mise-en-Scene haircolorsimu

lationservice

‘Hello My Color Systerm’

AMOREPACIFIC

6



3Q 2024 Overseas Business
WESTERN REGION

201.1

146.6 +108%

83.1
Americas 70.7 ez
EMEA e “ +339% ~
20233Q 20243Q (Unit: bn KRW) ==

* Americas revenue doubled with robust growth of major brands and inclusion of COSRX \ :
— Laneige maintained strong growth momentum with new launches for ‘Slow Aging’ category . . ’ Laneigex Sephora Bouncy& Firm’
(‘Bouncy & Firm Eye Sleeping Mask’, ‘Bouncy & Firm Lip Treatment’) and opening of offline pop-up events, COSRX The 6 Peptide Skin Booster Serum Launching Promotion (Global)
as well as reinforcing competitiveness for key products by launching a fall season limited edition - '
for lip category(‘Eggnog Latte Lip Sleeping Mask)

~ Innisfree enhanced brand attractiveness through collaborative marketing with influencer('Miguel
Harichi’)and posted sales growth by expanding in offline channel

= Sulwhasoostrengthened marketing message on product ingredientsand efficacy, resulting in
higher sales of key products(‘Concentrated Ginseng’ line, ‘First Care Activate Seru’)

— COSRX recorded strong sales during Amazon Prime Day (July) with bestselling products (‘Advanced
Snail Mucin Essence’, ‘RX’ line)and reinforced its brand positioning

COSRY

* EMEA revenue quadrupled driven by solid growth of Laneige and consolidation of COSRX

~ Laneige posted significant growth through channel diversification, including its launch in UK online Hy

platform(ASOS), and strong sales of new products (‘Bouncy &Firm’ line, ‘Eggnog Latte Lip Sleeping Mask') : . 27
Laneige Fall Season Limited Edition

)
L > Z‘
- COSRX maintained strong sales growth by expanding into new countriesand retailers “Eggnog Latte Lip Sleaping Mask (Americas/EMEA) IR " DS o I IS)

AMOREPACIFIC 7



3Q 2024 Overseas Business
ASIA

234.6 230.2
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20233Q 20243Q (Unit: bn KRW)

* Greater China revenue decreased 34%

= Overall revenue declined due to China’s restructuring of major online channel business structure
and offlinestore closures. Major brands (Sulwhasoo, Ryo) strengthened foundation for growth
through quality growth driven by key products

= Sulwhasoo renewed ‘Concentrated Ginseng’ line and reinforced customer engagement
through VIP beauty classes at department stores. ‘Concentrated Ginseng’ line recorded strong
sales growth with successful KOL collaborative live content (Culture trip)

= Ryoofflinerevenue gained market share by strengthening its partnership with major retailers

(Sam'’s Club) through “Hairloss Expert Care Shampoo’ perfume line
* Other Asia(APAC, Japan) revenue increased 52%

= [APAC] Total revenue increased driven by key lines of Sulwhasoo (‘Concentrated Ginseng’)and
Laneige (‘Water bank,” ‘Perfect Renew’), expansion of new brands (Hera, Aestura, llliyoon), and
consolidated effect of COSRX

= [Japan] Reinforced customer engagement through store expansion and offline pop-up events | R =
of Laneige and Primera. With consolidation of COSRX earnings as well as strong performance Launch of Herain Thailand (South East Asia) Laneige Loft Lip Festivar (Japan)

of Aestura through strengthened online marketing (achieved strong salesin Qoo10 mega sale - |  AMOREPACIFIC s
during 8/31~9/12), overall revenue posted grthh * Greater China: China Mainland, Hong Kong SAR, Taiwan Region
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Income Statement
2023 3Q
Amount % of Sales
Revenue 888.8 100.0
Cost of Sales 275.0 30.9
Gross Profit 613.8 69.1
SG&A Expenses 596.6 67.1
Operating Profit 173 1.9
Other Income 20.9 2.4
Profit Before Tax 38.2 43
Consolidated 6.6 30

Net Income

2024 3Q
Amount | % of Sales

977.2

293.9

683.4

618.2

65.2

-10.7

54.4

37.2

Financial Summary

(Unit: bn KRW, %)

100.0

30.1

69.9

63.3

6.7

-1.1

5.6

3.8

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 2024.9

6,716.8
1,582.6
3441
521.1
5,134.2
2,387.8
1,851.3
49.6
1,343.9
985.1
358.8
5,372.9
34.5
4,686.7
52.5
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