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3Q 2025 Income Statement

Gross margin improved driven by sales growth of major subsidiaries and increased operational efficiency;
Profitability enhanced by optimizing miscellaneous SG&A expense such as rental fee

(Unit: bn KRW)

20243Q % of Revenue % of Revenue YoY (%p) YoY (%)

Revenue 977.2 100.0% 1,016.9 100.0% +0.0 +4.1
Cost of Sales 293.9 30.1% 286.7 28.2% -1.9 -2.5
Gross Profit 683.4 69.9% 730.3 (1.8% +1.9 +6.9
SG&A Expenses 618.2 63.3% 638.4 62.8% -0.5 +3.3
Personnel Expense " 152.7 15.6% 165.2 16.2% +0.6 +8.2
Marketing Expense © 133.2 13.6% 140.4 13.8% +0.2 +5.4
Commission *) 168.1 17.2% 184.7 18.2% +1.0 +9.9
Depreciation Cost ¥ 50.3 5.1% 50.8 5.0% -0.1 +1.1
Operating Profit 65.2 6.7% 91.9 9.0% +2.4 +41.0
Net Income 37.2 3.8% 68.2 6.7% +2.9 +83.6

1) Personnel Expense: Salaries, Retirement Benefits, EmployeeBenefits ~ 3) Commission: Service Feesand Distribution Commission

2) Marketing Expense: Advertisementand Promotional Expense 4) Depreciation Cost: Depreciationand Amortization
) 9=p P ) Dep P AMOREPACIFIC 1



3Q 2025 Earnings Summary

Revenue increased 4.1% to 1.0 trillion KRW
Operating profit increased 41.0% to 91.9 billion KRW

| Revenue " | Operating Profit
® Domestic ~ ® Overseas ® Domestic = Overseas
(Unit. Bn KRW, %of Revenue, % YoY) (Unit.Bn KRW, %0OPM, % YoY)
919
1,0169 ©0%)

9772

65.2
GO 27 -

3) 3%
2 2 (9.7%)

(43.8%)

+4% +204%
20243Q 20253Q 20243Q 20253Q
— * Maintained solid growth inkey channels, induding online and MBS? channels — * Improved operating profit driven by sales growth of major brands and channels
omestic omestic

» Travel retail channel posted sales growth with greater influx of inbound travelers » Expanded gross margin with increased premium product mix of major brands

* Asia: Turned to growth duetolow basefrom last year's business restructuring in China « Asia: Achieved operating profit expansion with Greater China returning to profit
Overseas « Western region: Delivered growth by reinforcing brand presence and diversifying Overseas « \\estern Region: Profitability moderated due to incremental marketing

channels for recently launched brands investments for new brands and sales decline in Cosrx

1) Total revenueincludesearnings from COSRX, othersubsidiaries (Cosvision, Wedreametc.), and intercompany transactions
2)MBS: Multi-brand Shop

3) Effective from Q3 2025, the company revised prioryear ‘Other Asia” revenueto reflect the changesin revenue recognition of Japan AMOREPACIFIC 2



Revenue?

Domestic Business

Overseas Business

Americas

EMEA

Greater China?

Other Asia®

1) Total revenueincludesearnings from COSRX, othersubsidiaries (Cosvision, Wedreametc.), and intercompany transactions

2024 3Q

977.2

534.5

428.4

146.6

54.5

97.6

129.6

2) Greater China: Mainland China, Hong Kong SAR, Taiwan Region
3) Effective from Q3 2025, the company revised prior year ‘Other Asia’ revenueto reflect the changesin revenue recognition of Japan. Revised ‘Other Asia’ revenuesince Q1 2024 is as follows:

1Q202480.1 bn KRW, 2Q 2024 111.0billion KRW, 4Q 2024 139.1 bn KRW, 1Q 2025 124.4bn KRW, 2Q 2025 121.3bn KRW

100.0%

54.7%

43.8%

15.0%

5.6%

10.0%

13.3%

1,016.9

556.6

440.8

156.8

52.7

106.0

125.4

3Q 2025 Regional Performance

Domestic business increased 4.1% driven by sales growth of major brands and growth channels
Overseas business increased 2.9% with growth in the Americas and Greater China

% of Revenue 2025 3Q % of Revenue

100.0%

54.7%

43.4%

15.4%

5.2%

10.4%

12.3%

(Unit: bn KRW)

YoY (%)

+4.1

+4.1

+2.9

+6.9

-3.2

+8.5

-3.3
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3Q 2025 Domestic Business

Overall domestic business posted revenue growth
Sustained sales growth momentum in pure domestic, travel retail and cross-border channels

I Domestic Channel Sales Mix I Pure Domestic Business
B Pure Domestic Business (Unit Bn KRW, %of Revenue, % oY) « Online, MBS, department store channels sales increased by strengthening
Travel Retail and Cross-border Business customer responsiveness
5345 556.6 - Online: Achieved solid sales growth through successful sales promotions including the

......... company’s 80th anniversary and Chuseok holiday

- MBS: Captured tourist demand and posted strong sales in entry products (essence, facial masks)

21% 23% +15%

- Dept. Store: Expanded sale s via Sulwhasoo pop-up and enhanced in-store experience

» Other retail channels sales decreased due to channel restructuring
- Sales declined with reduced number of stores and distribution points

I Travel Retail and Cross-border Business

1% * Travel retail channel posted sales growth driven by greater number of travelers
- Domestic travel retail sales achieved double digit growth (17% of domestic revenue)
- Global travel retail sales grew by reinforcing marketing in new markets (South East Asia, Japan)

* Accelerated global expansion and sales growth via cross-border channel

- Mamonde entered new markets (N.Europe, Italy, Thailand) and elevated brand awareness

20243Q 20253Q

- Amazon Prime Day sales doubled, contributed by Illiyoon/Mise-en-scene’s strong performance

- Mise-en-scéne ‘Perfect Hair Serum'’ ranked No.1 in fragrance category on US Amazon

AMOREPACIFIC 4



3Q 2025 Domestic Business

Major brands posted growth in online and MBS channels
Strengthened new growth drivers by fortifying global business via cross-border channel

= | Domestic Brand Sales Mix
COSMETICS

Sulwhasoo ° Overall sales posted growth across department store, online, and travel retail channels
» Enhanced customer experience through omni-marketing linked to the Ginseng pop-up

Sulwhasoo 28% (3Q24 28%)

HERA 15% (3Q2415%)
B AESTURA 7% (3Q24 5%)
I MISEe:SCENE (% (3Q24 6%)

LANEIG 6% (3Q24 6%)

AP Beauty + Reinforced entryluxury product portfolio with new product launchesin the ‘M.D. line
» Expanded customer base and achieved sales growth

Aestura  * Recorded double-digit growth driven by resilient e-commerce sales

» Increased brand awareness by launching exdusive sets targeting tourists IOPE 5% (3Q24 5%)
llliyoon = Delivered strong cross-border sales, fueled by high performance during Amazon Prime Day M ILLIYOONE 4% (3Q243%)
* Generated buzzamong young customers by launching collaborative products with ‘Sanrio’ B RYO 3% (3Q24 3%)

Mamonde - Achieved robust sales from ‘Make Up Boost Campaign’ with ‘Flora Glow Rose Liquid Mask
* Entered European market (8 countries) through Lyko, resulting in solid sales growth

Hanyul * Overall sales momentum continued, driven by resilient sales from ‘Pure Artemisia’ line
» Strengthened pure artemisia based product equity by launching ‘Artemisia Hydrating’ line

HAIR & BEAUTY

Mise-en-  * Expanded wash-off, hairvolume product portfolio with innovative hair mask product

scéne * Recorded strong performance during Amazon Prime Day which led to overall sales growth

Labo-H < Achieved double-digit growth driven by robust sales of the scalp-strengthening ‘Hair Line p
A e’ withi oed b duct eff Sulwhasoo Hanyul Mise-en-scene ‘Perfect Argan
mpoule, with increased organic buzzon product efticacy Pop-upevent ‘Secret House’ ‘Artemisia Hydrating’ Line Capsule Repair Hair Mask’

* COSMETICS Business: Sulwhasoo, Hera, lope, Primera, AP Beauty, Laneige, Aestura, llliyoon, Mamonde, Hanyul, B.Ready, Vital Beautieetc.
*HAIR& BEAUTY Business: Ryo, Mise-en-scene, Labo-H, Happy Bath, Longtake, Medianetc. AMOREPACIFIC 5



3Q 2025 Overseas Business

Overall overseas business revenue increased, driven by key brands in the Americas and Greater China
Accelerated the introduction of new brands, such as Aestura, to the global market

| Regional Sales Mix | Key Regional Highlights

(Unit: BnKRW, % YoY)

Americas Il EMEA [ GreaterChina = OtherAsia —

Americas
440.8 -Sustained sales growth driven by enhanced product competitiveness of existing brands such as
Laneige and expanded customer touchpoints for newly launched brands (Aestura, Hanyul)
- m
EMEA
- Despite overall sales decline due to channel restructuring for Cosrx, key brands (Laneige,
Innisfree) continued to deliver solid growth via co-marketing with retailers and channel expansion
- Diversified brand portfolio by introducing Aestura (launched in UK Sephora)

——
53 -3% .

*Overall sales for China increased due to low base from last year, resulting from restructuring

1 47 1 57 +7°/0

08 106 19% efforts related to changing the business structure for its major online platform
- Operating profit turned to positive driven by business restructuring effortsand improved
operational efficiency

—
Other Asia
130 les 3% *Japan: Achieved sales growth by increasing marketing activities and customer touchpoints
* APAC: Overall sales decreased due to decline in Cosrx sales; Laneige and new global brands
(Aestura, llliyoon, Hera) delivered solid growth
20243Q 20253Q

*Effectivefrom Q3 2025, the company revised prior year ‘Other Asia’ revenueto reflect the changesin revenue recognition of Japan.

6
Revised ‘Other Asia’ revenuesince Q1 2024 is as follows: 1Q 2024 80.1 bn KRW, 2Q 2024 111.0billion KRW, 4Q 2024 139.1 bn KRW, 1Q 2025 124.4bn KRW, 2Q 2025 121.3 bn KRW AMOREPACIFIC



3Q 2025 Overseas Business

AMERICAS

| Key Brand Achievements

= JIL
Laneige %

- Strengthened global presence and delivered stable sales growth by diversifying its product portfolio

- Enhanced awareness and sales of skincare products (Cream Skin,‘Water Bank) via the ‘Next-Gen Hydration’ campaign ' NEXTTG}; , 2 ,e?@ )
- Launched new editions of the Lip Sleeping Mask (Baskin Robbins, ‘StrawbenyShortcake), reinforcing its lip category leadership HYDRATION ~—~ 5 e Beptige Cotagen “Y‘“"g:w“‘ ’
J catteine™

» Expanded digital reach by launching micro-drama (‘Beauty and the Beat') in collaboration with an influencer & F Sl

- Ranked 2" place in August ‘Brand Viiral Index issued by influencer marketing platform Tracckr’

—
Sulwhasoo
» Achieved sales growth through marketing campaigns for hero anti-aging products (‘First Care Activating
Serum’, ‘Concentrated Ginseng Rejuvenating Cream’)

|
Innisfree

* Delivered overall sales growth, driven by solid performance of key skincare lines (‘GreenTea’ and ‘VitaC)

I
Aestura, Hanyul

* Accelerated global expansion with increased offline presence in the US and new entry into Canada
- Aestura: Enhanced brand credibility in derma category through events with dermatologists and skincare influencers;

pac!
_JE : . The Peptige Collagen Hydrogel EY® ™=
Laneige ‘Next-Gen Hydration’ campaig Cosrx ‘Peptide Collagen Hydrogel Eye Patch’

Strong sales momentum led by ‘Atobarrier 365 Cream’ N~
- Hanyul: Expanded customer reach by entering Sephora Canada; Delivered sales growth driven by “Yuja’ line f,
—— i ;éj
i
Cosrx
* Increased digital viral of ‘Peptide Collagen Hydrogel Eye Patch,’ resulting in robust sales growth in Tiktok
shop and capturing new growth momentum Aestura ‘Atobarrier 365 Cream’ Hanyul's newentryinto Sephora Canada

AMOREPACIFIC 7



3Q 2025 Overseas Business
EMEA

| Key Brand Achievements

—
Laneige
* Achieved strong sales growth through strategic co-marketing with key UK retailers and expansion into

local channels across Europe
- Boosted brand visibility via ‘Water Bank’ pop-up with Lookfantasticand participated in Space NK's new flagship

store opening event
- Broadened brand presence by entering a new country Ireland) and delivered strong initial customer sales

* Launched new edition of the Lip Sleeping Mask(‘Strawberry Shortcake’), generating early brand buzz

ahead of holiday season
I
Innisfree Laneige Lip Sleeping Mask ‘Strawberry Shortcake’
58N

Delivered robust sales growth driven by major product lines (Volanic and ‘Green Tea") while enhancing

2,

overall brand awareness
Expanded channel presence in UK and secured additional growth momentum through collaborative

= SLOW MaRker
o ?IY_ \foTINA;';;;‘ ECE T

marketing with key local retailers across EMEA region

—
Aestura o1 paris
- Launched in UK, building foundation for global expansion by leveraging K-beauty derma expertise ;;}?eog‘u’i;ﬁ"ﬁjugsza 4
1Paris, France
—
92 London AESTURA
Cosrx 22251003 - 2025 1,5 AVAILABLE AT
. . . ¢ 3 e ‘66, arin, e AVAIRADLE A
- Despite overall sales decline due to channel restructuring, posted robust sales for ‘RX’ lineand London, g "0 S0 Ra é&? SEPHORA
‘Peptide-132" haircare line by accelerating its presence abroad and capturing new growth momentum GLOW b >
- Operated the brand’sfirst offline pop-up store in Europe (Glow Market)) in partnership with a key distributorand o Pop-LA,'LO'DA
Cosrx ‘Glow Market’ pop-upstore Aestura’snewentryinto Sephora UK

achieved strong customer sales for new hero productsincluding hair care
AMOREPACIFIC 8



3Q 2025 Overseas Business

GREATER CHINA

| Key Brand Achievements
—
Sulwhasoo
* Online sales posted growth driven by a favorable base effect from last year’s inventory downsizing in key
online channels, as well as focusing on marketing hero products (‘First Care Activating Serum’, ‘Concentrated
Ginseng Renewing Serum’) on Tmall. Offline sales declined due to department store optimization
* Reinforced competitiveness in luxury skincare through enhanced customer marketing for Concentrated
Ginseng line (‘House of Longevity’) and the launch of “Ultimate S Infusion Treatment’
—
Laneige
- Expanded presence through entry into China’s local MBS channel (Colorist)and proactively responded to
customer demand for global hero products, resulting in robust sales growth of the sleeping maskand lip
care products (‘Water Sleeping Mask, ‘Lip Sleeping Mask, ‘Lip Glowy Balm)
—
Ryo
+ Achieved sales growth in both online and offline channels due to low base from last year's online restructuring
efforts aswell as strong sales of hero product (‘Hair Strength Aroma Perfume Shampoo’) in major hypermarkets
- Strengthened product innovation with the launch of ‘Anti Hair-loss Care Roll-On Essence’
—
Aestura
+ Entered the Chinese derma cosmetics market by opening an official brand store on major online platforms
* Enhanced recognition through sampling and trial programs of the ‘Atobarrier’ line, and reinforced derma
expertise by presenting sensitive-skin research findings at PCHi (Personal Care and Homecare Ingredients) 2025

exhibition in Shanghai

- =,
w
meon
e

4 Ego.'!m X LANEIGE
Sulwhasoo 'Concentr_aﬁeGinéng' campaign Laneige’s new entryintolocal MBS “Colorist
(Shanghai, China) (China)

Sulwhasoo ‘UltimateSS Infusion Treatment’ Ryo ‘Anti Hair-loss Care Roll-On Essence’
(GreaterChina) (China)

AMOREPACIFIC 9



3Q 2025 Overseas Business

OTHER ASIA

| Key Brand Achievements

—

Laneige

» Hero products of lip and skincare category continued strong sales, driving growth in both APACand Japan

-Enhanced brand awareness by launching new products (\Water/Cica Sleeping Mask,” ‘Lip Sleeping Mask strawberry
shortcake edition)and hosting online/offline events

—

Sulwhasoo

* Increased the product mix of ‘Concentrated Ginseng” and ‘The Ultimate S’ lines by conducting a global
campaign (‘Secret to Longevity Powered by Ginseng’) and launching ‘The Ultimate S Infusion Treatment’

[ ]
Innisfree

+ Continued improving business structurein APAC. Completed restructuring in Japan and turned to growth
- Closed offline stores, expanded MBS stores; reinforced e-commerce and achieved strong sales of PDRN product (Japan)

]
Aestura, llliyoon

- Strengthened omni-channel touchpoints and marketing activities. Strong sales growth continued in APAC
- Aestura expanded presence in drugstores and strengthened collaborative marketing with major retailers,
maintaining the No.1 position in face cream at @cosme Tokyo (Japan)
- llliyoon achieved strong sales in ASEAN (Indonesia, Malaysia, Singapore) through MBS and online channels

Sulwhasee

Sulwhasoo ‘Concentrated Ginseng’

um L

Astu ra@cosme pop-upstore (Japan)

lobal campaign (APAQ) Two newtypesof Sleepmg Mask (APAC, Japan)

Laneige

9’\\/

I'l,\ =

Laneige ‘Afternoon Tea Bus Tour’ event (Japan)

AMOREPACIFIC 10



o
Income Statement
2024 3Q
Amount % of Sales
Revenue 977.2 100.0%
Cost of Sales 293.9 30.1%
Gross Profit 683.4 69.9%
SG&A Expensed 618.2 63.3%
Operating Profit 65.2 6.7%
Other Income -10.7
Proft Before Tax 54.4 5.6%
Consolidated 372 3.8%

Net Income

Financial Summary

Unit. Bn KRW (%)

20253Q
Amount | % of Sales
1,016.9 100.0%
286.7 28.2%
730.3 71.8%
638.4 62.8%
91.9 9.0%

6.9

98.8 9.7%
68.2 6.7%

Statement of Financial Position

Unit. Bn KRW

2024.12 2025.09

Asset
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

6,783.5
1,734.8
386.3
497.8
5,048.7
2,296.4
1,073.9
5.8
1,457.5
1,095.7
361.8
5,326.0
34.5
4,601.0
73.6

6,734.0
1,805.5
362.9
482.1
4,928.5
2,255.8
1,731.7
55
1,303.5
960.5
343.0
5,430.5
34.5
4,736.5
55.9
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