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



1Q 2025 Revenue

Amorepacific revenue up 17.1%to 1.1 trillion KRW

Domestic revenue up 2%. Overseas revenue up 40% with strong revenue growth from Western Region and other Asia, and consolidation of COSRX earnings

(Unit: bn KRW)

20241Q % of Revenue 20251Q % of Revenue YoY(%)

Revenue? 911.5 100.0 1,067.5 100.0 +17.1
Domestic Business 563.6 61.8 577.3 54.1 +2.4
Luxury? 323.1 35.4 352.2 33.0 +9.0
Premium? 126.1 13.8 103.2 9.7 -18.2
Daily Beauty 95.2 10.4 100.7 9.4 +5.8
Others? 19.3 2.1 21.2 2.0 +9.8
Overseas Business 336.8 36.9 473.0 443 +40.5
Western Region 105.1 11.5 212.5 19.9 +102.1
Other Asia 83.5 9.2 127.8 12.0 +53.0
Greater China 148.2 16.3 132.8 12.4 -10.4
1) Total revenueincludesearnings from COSRX, othersubsidiaries (Cosvision, Wedreametc.), and intercompanytransactions. AMOREPACIFIC >

2) Excluding brand reclassificationimpact(IOPE, Holitual transferred to Luxury business), like-for-likegrowth is 2% decline YoY for luxury businessand 11% increase YoY for premiumbusiness.
3)Other cosmeticbrands, OEM etc.



Overseas operating profit increased 120% driven by strong sales of major brands in Western Region, improved profitability in Asia, and consolidation of COSRX earnings

Overseas
Business

Domestic
Business

*Total operating profitincludes earnings from COSRX, other subsidiaries (Cosvision, Wedreametc.), and intercompany transactions

** MBS: Multi-brand Shop

1Q 2025 Operating Profit

Amorepacific operating profit up 62.0% to 117.7 billion KRW

Cosmetics business operating profit slightly increased while Daily Beauty business operating profit decreased

117.77
(11.0%)
2.7
(8.0%)
69.6 +120.5%
(14.7%)
31.6
(9.4%)
49.4 +0.6%
(8.6%)
20241Q 20251Q Unit:bn KRW
(%OPM)

I Domestic Business

* Despite the decline in travel retail sales, Cosmetics business
operating profit slightly improved due to revenue growth from
pure domestic business driven by online and MBS* channels, as

well as consolidation of COSRX earnings (Travel retail channel
accountsfor 17% of total domestic revenue)

» Although Daily Beauty business achieved sales growth, operating
profit decreased due to increased personnel expense and

marketing investments (When excluding the one-offimpact of personnel
cost, operating profit increased compared to last year)

I Overseas Business

* Western region (Americas, EMEA) achieved a double-digit
operating profit margin by expanding its operating profit
through continued revenue growth from major brands and
consolidation of COSRX earnings

* Greater China turned to profit from business restructuring, and
other Asia operating profitincreased due to revenue growth and
consolidation of COSRX earnings
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1Q 2025 Income Statement

Personnel expenses increased 29% by recognizing one-off incentive provisions for domestic business, and depreciation cost increased 29%
due to the amortization of COSRX intangible assets. Gross profit margin improved 1.2%p attributed to improved manufacturing costs,

stronger price control, and enhanced mix of functional products

20241Q % of Revenue 20251Q % of Revenue

Revenue 911.5 100.0 1,067.5 100.0
Cost of Sales 265.6 29.1 298.3 27.9
Gross Profit 645.8 70.9 769.3 2.1
SG&A Expenses 573.2 62.9 651.5 61.0
Personnel Expense " 142.9 15.7 184.9 17.3
Marketing Expense © 119.2 13.1 123.4 11.6
Commission ) 183.7 20.2 193.9 18.2
Depreciation Cost ¥ 40.2 4.4 51.7 4.8
Operating Profit 2.7 8.0 117.7 11.0
Net Income 80.1 8.8 119.0 11.1

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

(Unit: bn KRW)

YoY(%)
+17.1
+12.3
+19.1
+13.7
+29.4

+3.5
+5.5
+28.8
+62.0

+48.5
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1Q 2025 Domestic Business
LUXURY

323.1 352.2
* Luxury accounts for 61% of
total domestic revenue
- Sulwhaso030% (1s5.24.1Q32%)
- Hera16%:(s.24.1Q16%) -
20241Q 20251Q (UnitbnkRW)

* Overall luxury cosmetics revenue increased driven by strong sales of key productsand the
reclassification* of domestic cosmetic brands

« Flevated brand equity of Sulwhasoo and Hera by operating global campaigns for key products Hera Reflection Skin Glow Cushion Foundatio
- [Sulwhasoo] Reinforced holistic beauty philosophy by appointing brand ambassador(‘Yoona Lim") and ’ ? .
launching the global campaign for ‘First Care Activating Serum.” Achieved robust sales growth for y f

‘Concentrated Ginseng Line” through omni-channel, seasonal marketing aligned with the newyear

- [Hera] Led new beauty trends such as ‘glow face” and ‘shiny lip’ with innovative face and lip make-up
products (‘Reflection Skin Glow Cushion Foundation, Sensual Tinted Shine Stick). Achieved strong sales growth in
cushion category and recognized as #1 lipstick that was most referred to and searched by customers

* Expanded customer base through the launch of innovative products by brands
- [IOPE] Launched innovative mask product that contains the highest level of Vitamin C ('Vitamin C Expert 40%
Mask')
- [Primera] Increased customer base for sensitive skin with strong sales of newly launched ‘Nia Cica Cream &
Cushion’
- [AP Beauty] Reinforced entry product line-up (‘Ultimate Oil to Milk Cleanser’) and acquired new customers

Primera ‘Nia Cica Soothing Glow Watery Cream' lope VitaminC Expert 40% Mask Concentrate’

*Excluding the brand reclassification impact (IOPE, Holitual transferred to Luxury business), like-for-like growth for luxury business is 2% decline YoY
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1Q 2025 Domestic Business
PREMIUM

126.1
103.2 * Premium accounts for 18% of
total domestic revenue
-Laneige 5% (s.24.1Q 5%)
- Aestura 7%(s.24:1Q 6%)
20241Q 20251Q (UnitbnKRW)

* Despite decline in overall premium cosmetics revenue due to reclassification™ of domestic cosmetic

brands, major brands(Laneige, Aestura, Mamonde) achieved growth through new product launches and A
channel expansion Laneige & Wonji co-developed ‘Water Bank Sunscreen’

- [Laneige] Skincaresales increased with innovative products from ‘Water Bank Line’ (gel cleanser and sunscreen)
and ‘Bouncyand Firm Line’ (serum). Collaborative product ‘Water Bank Sunscreen’ co-developed with travel
contentyoutuber ‘Wonji’ recorded strong sales and attracted new customers

- [Aestura] Achieved robust sales along with ‘A-Cica 365’ renewal, and launch of ‘Derma UV365 Barrier Hydro
Mineral Sunscreen’

- [Hanyul] Continued to achieve strong sales for ‘Pure Artemisia Deep Clarifying Mask to Foam Cleanser’ and
ranked #1 in Olive Young cleansing category

* Enhanced sales by expanding customer reach and strengthening customer engagement

- [Mamonde] MBS channel posted strong growth with increased demand for collaborative edition of ‘Flora Glow
Rose Liquid Mask.” Mimo by Mamonde increased market share in the ultra-low price channel by opening a
showroom in Daiso and achieving #1 title in Daiso online mall for skincare that enhances makeup application

- [Aestura] Strengthened market presence by opening travel retail counters and launching official global website e ‘_ o
Hanyul Mimo by Mamonde
‘Pure Artemisia Deep Clarifying Mask to Foam Cleanser’ Showroomin Daiso (Busan)

*Excluding the brand reclassificationimpact (IOPE, Holitual transferred to Luxury business), like-for-like growth for premiumbusiness is11% increase YoY AMOREPACIFIC
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1Q 2025 Domestic Business
DAILY BEAUTY

100.7 » Daily Beauty accounts for 17%

95.2 )
of total domestic revenue

- Mise-en-Scéne 6% (5.24.1Q 6%)
- Ryo 3%(s.241Q2%)
- llliyoon 3% (.24.1Q 3%)

20241Q 20251Q (Unit:bnKRW)

* Achieved revenue growth by maintaining strong sales growth in multi-brand shop and e-commerce
channels along with rebalancing channel mix of growth channels

* Posted sales growth for all major brands by enhancing expertise in ‘skinification” and strengthened Ryo Root:GenAnti-aging Care Line Mise-en-Scene'Salon10Cica Protein Shampoo'
product portfolio of scalp and body care products
- [Ryo] Launched Root:Gen ‘Anti-Aging Care'line and reinforced ‘scalp anti-aging'ritual marketing through
collaborationswith KOLs, driving overall revenue growth
- [Mis-en-scene] Expanded functional product line-up by introducing ‘Salon10 Cica Protein Shampoo' for
damaged scalpand hair
- [Labo-H] Diversified product categories (ampoules, capsules) and recorded strong performance in itsscalp
strengthening product line LLiyoong |
- [llliyoon] Continued solid growth by renewing the third-generation ‘Ceramide Ato'line with enhanced derma \ —-——— |
moisturizing effect and introducing new facial cleansing products (Gentle Deep Facial Cleanser)) : ‘
* Enhanced brand awareness and attractiveness through collaborations with brand ambassadors and = ‘
cross-industry partnership st
- [Mis-en-scene] Conducted 'Red is the New Black marketing campaign for ‘Hello Bubble’, Hello Cream’ by
sharing photo cards and recommending matching colors for each members of girl group ‘Aespa’ , e
- [Happy Bath] Created buzzin social media by launching SkinU Oil & Gua Sha sets and introducing massage llliyoon Gentle Deep Facial Cleanser ~ Happy Bath SkinU Deep Musk Body Oil & GuaSha'
routines co-developed with Banyan Tree Spa
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1Q 2025 Overseas Business
WESTERN REGION

212.5

105.1 @ 1572 +79%

Americas 87.8

EMEA m +215%

20241Q 20251Q (Unit: bn KRW)

* Americas revenueincreased 79% due to diversifying brand and product portfolio, as well as
consolidation effect of COSRX
- Laneige expanded sales and reinforced growth momentum by launching innovative productsin lipand
face category (‘Glaze Craze Tinted Lip Serum’, ‘Bouncyand Firm Serum’)

- Innisfreesales increased driven by viral content marketing on social media of key product lines (GreenTea!,

Viita C) and enhancing customer experience through offline pop-up events

- Sulwhasoo sales posted growth by entering new department stores (Maqy’s), renewing its concentrated
ginseng line and achieving robust sales forits core products

- Aestura entered US market (Sephora) and recorded strong sales for its key product line (‘Atobarrier 365')

* EMEA revenue tripled with Laneige's strong growth across all regions and acquisition effect of COSRX
- Laneige achieved substantial growth by strengthening omni-channel marketing with major MBS
retailers (Sephora, Space NK) for its new lip product (Glaze Craze Lip Serum), and offering localized set
products (exclusive sets for ‘Ramadan'in Middle East) to increase word-of-mouth and enhance market
responsiveness

- Innisfreesales increased through channel diversification, such as entering new multi-brand shop
channels (Oh My Cream)

- (COSRX secured product competitiveness and achieved strong sales during major shopping promotions
(Valentine's Day, Spring Deal, etc.) through collaborative viral marketing with KOLs and launch of ‘Snail
Hydrogel Mask Pack

v
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Laneige Glaze Craze Tinted Lip Serum'’
(Arrl(;n'cas, EMEA)

AESTURA |

ATOBARRIER36S
CREAM
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Launchof Aesturain US(Americas) Innisfree Offline Pop-up Event (Americas)
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1Q 2025 Overseas Business

ASIA

260.5
231.6

132.8 -10%
Greater China* 1482

Other Asia +53%

20241Q

20251Q (Unit:bn KRW)

* Greater China revenuedeclined 10%

- Although overall sales declined due to restructuring of offline channels, China business turned to profit resulting
from improved business structure of major online channelsand cost reduction

- Sulwhasoo enhanced its brand competitiveness by offering distinctive customer experience by holding VIP
beauty dasses focusing on its high-end lines (Ginseng’, ‘Ultimate S, and collaborating with KOLs posting
livestreaming content (Culture Trip)

- Ryorevenueincreased double digit by expanding its scalp care product portfolio with the launch of ‘Root:Gen’,
and continued strong sales growth of its key product (Hair Loss Expert Care Shampoo’)

* Other Asia(APAC, Japan)revenue increased 53%
- [APAC] Overall sales increased with roll out of Sulwhasoo's global campaign(‘First Care Activating Serum’),

Laneige’s new launch of ‘Bouncy & Firm Serum” and strong sales of its lip category, as well as store expansion of

newly entered brands (Aestura, Hera, llliyoon)

- [Japan] Achieved record-breaking sales during Qoo10 promotions (Amorepacdific festival, Megawari) and posted
robust sales growth driven by expansion of pop-ups and MBS stores (Laneige, Aestura, Primera, Hera)

* Greater China: China Mainland, Hong Kong SAR, Taiwan Region
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Laneige ‘Bouncy& Firm Serum’ APAC) Aestura‘Atobarrier365 Cream Sakura Edition’ (Japan)
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Amorepacific Financial Summary

o o
Income Statement Statement of Financial Position
Unit. Bn KRW (%) Unit. Bn KRW
20241Q 20251Q r020.15
YO LI R REIIR Amount | % of Sales
Revenue 9115 100.0% | 1,067.5 100.0% Asset 6,783.5 DL
Current Assets 1,734.8 1,890.8
Cost of Sales 2656  291% | 2983  27.9% Trade Receivables 386.3 378.7
Inventories 497.8 482.3
Gross Profit 6458  70.9% 7693  72.1% Non-current Assets 5,048.7 4,986.8
Property, Plantand Equipment 2,296.4 2,277.6
SG&A Expenses 573.2 62.9% 651.5 61.0% Intangible Assets 1,773.9 1,760.4
Investment in Associates 5.8 54
Operating profit 2.7 8.0% 117.7 11.0% Liabilities 1,457.5 1,505.9
Current Liabilities 1,095.7 1,158.3
Otherincome 29.6 23.2 Non-Current Liabilities 361.8 347.5
Shareholder's Equity 5,326.0 5,371.7
Profit before Tax 102.2 11.2% 141.0 13.2% Capital Stock 345 345
Retained Earnings 4,601.0 4,634.7
Consolidated Netincome 80.1 8.8% 119.0 11.1% Non-controlling Interest 736 859
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