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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.



Amorepacific 2025 Earnings Summary

Revenue increased 9.5% to 4.3 trillion KRW
Operating profit increased 52.3% to 335.8 billion KRW

| Revenue " | Operating Profit

. B Domestic ™ Overseas m Domestic  m Overseas
(Unit. Bn KRW, %of Revenue, % YoY) (Unit. BnKRW, %OPM, % YoY)

4,252.8 3358

9%

3,885.1

1,909.1
: 15%
1,664.72 (44.9%) it

(42.8%)

AR +102%
(11.0%)

(6.3%)

2,157.0 2,27(52 A

% (53.5%) 148.3 144.9 Yy
(55.5%) (6.9%) (6.4%) °
2024 2025 2024 2025
» Strong performance in key channels (online, multi-brand shop) drove pure » Gross margin improved by enhancing productivity and streamlining
. domesticsalesgrowth . promotional SKUs
Domestic T ) Domestic _ o N
* Duty free maintained stable growth; cross-border business recorded robust * Operating profit declined due to the recognition of one-off personnel
growth through global expansion expenses in 4Q. Excluding the one-offimpact, operating profit increased
* Asia: Japan posted strong growth. China turned to growth due to low base . e , . : '
l. panp 99 g * Asia: Overall profitability improved with Greater China turning to profit
resulting from restructuring efforts executed last year ' . . 7 .
Overseas . . L o Overseas  « Western Region : Remained flat due to incremental marketing investmentsin
* Western Region: Delivered growth by diversifying portfolio with new brand . .
. new brands and one-off costs from exiting Goutal Business
entries
1) Total revenue includes earnings from Cosrx, other subsidiaries (Cosvision, Wedream etc.), and intercompany transactions AMOREPACIFIC 1

2) Effective from Q3 2025, the company revised prior year ‘Other Asia’ revenue to reflect the changes in revenue recognition of Japan



Amorepacific 2025 Regional Performance

Domestic revenue increased 5.5% driven by sales growth of key brands and channels
Overseas revenue increased 14.7% with sales expansion in major regions

(Unit. Bn KRW)

2024 % of Revenue 2025 % of Revenue YoY(%)

Revenue') 3,885.1 100.0 4,252.8 100.0 +9.5
Domestic Business 2,157.0 55.5 2,275.2 53.5 +5.5
Overseas Business 1,664.7 42.8 1,909.1 44.9 +14.7
Americas 524.6 13.5 631.0 14.8 +20.3
EMEA 170.3 4.4 241.0 5.7 +471.5
Greater China? 510.0 13.1 512.4 12.0 +0.5
Other Asia® 459.8 11.8 524.7 12.3 +14.1

1) Total revenue includes earnings from Cosrx, other subsidiaries (Cosvision, Wedream etc.), and intercompany transactions
2) Greater China: Mainland China, Hong Kong SAR, Taiwan Region
3) Effective from Q3 2025, the company revised prior year ‘Other Asia’ revenue to reflect the changes in revenue recognition of Japan. Revised ‘Other Asia” revenue since Q1 2024 is as follows:
1Q2024 80.1 bn KRW, 2Q 2024 111.0 bn KRW, 3Q 2024 129.6 bn KRW, 4Q 2024 139.1 bn KRW;
1Q 2025 124.4 bn KRW, 2Q 2025 121.3 bn KRW, 3Q 2025 125.4 bn KRW, 4Q 2025 153.7 bn KRW AMOREPACIFIC 2



Amorepacific 2025 Domestic Business

Domestic revenue increased driven by key brands and growth channels (online and multi-brand shop)
Travel retail channel stabilized while cross-border business accelerated global expansion

I Domestic Channel Sales Mix

(Unit. Bn KRW, % of Revenue, % YoY)

B Pure Domestic ™ Travel Retail & Cross-Border

21570 @ 22752
23% 8%

23%

+5%
2024 2025
[Domestic Brand Sales Mix]
Sulwhasoo 29%202429%) 6% (20246%)
HERA 15% 202416%) 1OPE 6% (20246%)
AESTURA 7% (20246%) ILLIYOONE 4% (20243%)
MISE 6. SCENE 6% (20246%) RYO 2% (20243%)

I Pure Domestic Business

* Key channels(online, multi-brand shop, department store) delivered resilient sales growth

- Online: Reinforced strategic partnership with key platforms and strong performance in major events (AmoreSales Festa,
80th anniversary promotion) led to solid sales growth

- MBS": Overall sales posted double digit growth. Strengthened cooperation and maintained top ranking for hero
productswithin Olive Young; responded to value-for money trend in Daiso channel with innovative productsand
brand launch (Mimo by Mamonde, Prep by B.Ready).

- Department Store: Sales expanded with Sulwhasoo pop-up events and enhancing competitiveness during gifting
season, offering ‘Jihambo’ gift wrapping service

* Other offline channels focused onimproving business mixand building competitive advantages

- New Commerce?): Sales improved by diversifying product category (suncare, cleansing)and expanding new business
items (health supplements, beauty device etc)

I Travel Retail and Cross-border Business

* Travel retail maintained stable sales growth with greater influx of travelers (Travel retail accountsfor 18% of domestic business)

- Domestic: Sales increased by single digit with new brand entry (Aestura)and marketing pop-up events at airports,
enhancing customer experience for global travelers

- Global: Sales turned to growth through strengthened marketing efforts in new markets (Western region, South East Asia,
Japan)and broader customer touchpoints

» Cross-border posted strong sales by accelerating its expansion into global retailers and platforms
- Laneige (South America), Aestura (India), Mamonde (Europe, Thailand), Illiyoon (UK) entered new markets
- Mise-en-Scene, Illiyoon achieved strong results by securing top rankings during major Amazon events

1) MBS: Multi-brand shop
2) New Commerce: Door to door channel AMOREPACIFIC 3



Amorepacific 2025 Overseas Business

Overseas revenue increased by reinforcing global expansion of new brands (Aestura etc.)
Americas and Greater China revenue increased with sales growth led by key brands

| Regional Sales Mix | Key Regional Highlights

(Unit.BnKRW, % YoY)
Americas Il EMEA [ GreaterChina | OtherAsia ]

Americas
» Secured consistent growth by refining product/category strategies for major brands and diversifying brand portfolio
through new brands launches (Aestura, Hanyul)
- Laneige launched a new lip product (‘Glaze Craze Tinted Lip Serum’) and scaled its skincare marketing (Water Bank','CreamSkin’)
1,909.1 - Cosrxstrengthened the ‘RX Line” and expanded its footprint into hair care category to diversify its growth engines
- Sulwhasoo and Innisfree focused on enhancing brand awareness through hero products (‘Concentrated Ginseng’ of

1,664.7 Sulwhasoo, ‘GreenTea’ and ‘Vita C of Innisfree)
1. +20% ]
o510 ; EMEA
524.6 * Sustained solid growth by expanding customer touchpoints and channel diversification of key brands (Laniege, Innisfree)
» Cosrx returned to growth in4Q as channel streamlining efforts materialized, contributing to overall revenue
+42% I
1703 Greater China

» Chinarevenue increased due to low base from last year; operating profit turned positive with operational efficiency

512.4 +0.5% : : . : . - ,
510.0 « Strengthened brand portfolio by enhancing competitiveness of growth categories (Ryo)and launching official online

stores for new brands (Aestura, Hera)

- =
e 5247  +14% Diizibit
' * Japan: Delivered solid growth through expansion of customer touchpointsand reinforced brand marketing
* South East Asia: Overall revenue posted growth, driven by stable growth from key brands (Laneige), strong performance
2024 2025 of derma (llliyoon, Aestura)and hair (Mise-en-Scene)categories, and resilient growth from focus markets (Indonesia, India)

*Effective from Q3 2025, the company revised prior year ‘Other Asia’ revenue to reflect the changes in revenue recognition of Japan. Revised ‘Other Asia’ revenue since Q1 2024 is as follows:
1Q 2024 80.1 bn KRW, 2Q 2024 111.0 billion KRW, 3Q 2024 129.6 bn KRW, 4Q 2024 139.1 bn KRW; 1Q 2025 124.4 bn KRW, 2Q 2025 121.3 bn KRW, 3Q 2025 125.4 bn KRW, 4Q 2025 153.7 bn KRW AMOREPACIFIC 4



Amorepacific 4Q 2025 Income Statement

Gross profit margin improved 1.4%p with increased premium product mix of key brands

Marketing expense up 22% with increased seasonal marketing; Personnel expense up 25% due to one-off cost recognition

2024 4Q % of Revenue 20254Q % of Revenue

Revenue 1,091.7 100.0 1,163.4 100.0
Cost of Sales 312.2 28.6 316.7 27.2
Gross Profit (79.5 1.4 846.7 2.8
SG&A Expenses 701.0 64.2 794.1 68.3
Personnel Expense ! 191.4 17.5 239.6 20.6
Marketing Expense 141.4 13.0 173.2 14.9
Commission ) 191.6 17.5 220.2 18.9
Depreciation Cost ¥ 50.6 4.6 48.2 4.1
Operating Profit 78.5 7.2 52.5 4.5
Net Income -46.2 -4.2 22.5 1.9

1) Personnel Expense: Salaries, Retirement Benefits, Employee Benefits 2) Marketing Expense: Advertisement and Promotional Expense
3) Commission: Service Fees and Distribution Commission 4) Depreciation Cost: Depreciation and Amortization

(Unit. Bn KRW)

YoY (%p)
+0.0
-1.4
+1.4
+4.0

+3.1

+1.4
-0.5
2.7

+6.2

YoY (%)
+6.6
+1.4
+8.6
+13.3
+25.2
+22.5
+14.9

-4.7

-33.0

Turned to
profit

AMOREPACIFIC s



Amorepacific 4Q 2025 Earnings Summary

Revenue increased 6.6% to 1.2 trillion KRW
Operating profit decreased 33.0% to 52.5 billion KRW

| Revenue " | Operating Profit
(Unit.Bn KRW, %of Revenue, % YoY) = Domestic = Overseas (Unit. B KRW, % 0PM. % oY) m Domestic = Overseas
1,163.4
1,091.7
785
525.22
(48.1%) +8% (7.2%)

52.5

42.9
(8.2%)
547.0 587.6 . 61.7 +44%
(50.1%) (50.5%) +(% 36.0 (10.9%) ’
(6.6%) T

20244Q 20254Q 20244Q 20254Q  TurnedRed

* Pure domestic sales expanded with sales growth in key onlineand offline

* Gross profit margin improved with increased premium product mix of
channels, driven by strengthened responsiveness to seasonal demand

; . key brands
Domestic Domestic y

* Travel retail sales up with increased travelers; cross-border sales maintained

* Operating profit turned red due to the recognition of one-off personnel
resilientgrowth

expenses. Excluding the one-off impact, operating profit increased

* Asia: Flattish growth due to Japan and South East Asia revenue growth offset

* Asia: Greater China turned to profit; Other Asia operating profit increased with
by Greater China revenue decline

improved profitabili
Overseas Overseas P P v

* Western Region: Delivered growth via diversifying product portfolioand

* Western Region: Profitability softened due to one-off personnel expenses from
scaling customer touchpoints

exiting Goutal and increased marketing investmentsin new brands and products

1) Total revenue includes earnings from Cosrx, other subsidiaries (Cosvision, Wedream etc.), and intercompany transactions AMORE PACIFIC
2) Effective from Q3 2025, the company revised prior year ‘Other Asia’ revenue to reflect the changes in revenue recognition of Japan 6



Amorepacific 4Q 2025 Regional Performance

Domestic revenue increased 7.4% driven by sales growth of key brands and channels
Overseas revenue increased 7.8% led by sales growth in key regions

(Unit. Bn KRW)

2024 4Q % of Revenue 2025 4Q % of Revenue YoY (%)

Revenue') 1,091.7 100.0 1,163.4 100.0 +6.6
Domestic Business 547.0 50.1 587.6 50.5 +7.4
Overseas Business 525.2 48.1 566.2 48.7 +7.8
Americas 168.4 15.4 182.6 15.7 +8.5
EMEA 61.1 5.6 88.9 (.6 +45.4
Greater China? 156.5 14.3 141.0 12.1 -9.9
Other Asia® 139.1 12.7 153.7 13.2 +10.5

1) Total revenue includes earnings from Cosrx, other subsidiaries (Cosvision, Wedream etc.), and intercompany transactions

2) Greater China: Mainland China, Hong Kong SAR, Taiwan Region

3) Effective from Q3 2025, the company revised prior year ‘Other Asia’ revenue to reflect the changes in revenue recognition of Japan. Revised ‘Other Asia’ revenue since Q1 2024 is as follows:
1Q 2024 80.1 bn KRW, 2Q 2024 111.0 bn KRW, 3Q 2024 129.6 bn KRW; 1Q 2025 124.4 bn KRW, 2Q 2025 121.3 bn KRW, 3Q 2025 125.4 bn KRW

AMOREPACIFIC 7



Amorepacific 4Q 2025 Domestic Business

Domestic revenue increased driven by stable sales growth from pure domestic, travel retail, and cross-border channels

| Domestic Channel Sales Mix

B PureDomestic ™ Travel Retail & Cross-Border

587.6
547.0

25%
25% +(%

+(%

20244Q 20254Q

(Unit.Bn KRW, %of Reventie, % YoY) I Pure Domestic Business

* Online, MBS channel continued to post resilient sales growth by strengthening market responsiveness
- Online: Sales increased with successful seasonal promotions executed across major platforms
- MBS: Offered traveler exclusive products to capture global demand and enhanced brand attractiveness
by securing top rankingsin Olive Young Awards
* Despite reduced customer touchpoints, offline channels generated sales with differentiated strategies
- Department Store: Expanded sales reinforcing customer experience by launching Sulwhasoo limited edition
productand running ‘Concentrated Ginseng’ pop up event
- New Commerce): Achieved strong sales from new product category (vital Beautie)and online platform

- Aritaum: Posted sales growth driven by greater customer demand for key brands (lope, Hanyul)

I Travel Retail and Cross-border Business

« Travel retail salesincreased with greater number of travelers visiting Korea (Travelretail accounts for 18% of domesticbusiness)
- Domestic: Achieved single digit sales growth driven by Sulwhasoo and Aestura

- Overseas: Gained growth momentum by expanding customer touchpoints for Laneige (Europe)
« Cross-border channel accelerated sales growth through continued global expansion
- Mamonde and llliyoon enhanced global awareness by entering Bootsin UK and strengthening brand marketing
efforts

- llliyoon sales doubled during Amazon Black Friday in Novemeber; Mise-en-Scene ‘Perfect Original Serum’
ranked #1 in US Amazon hair styling category

1) New Commerce: Door to door channel
AMOREPACIFIC 8



Amorepacific 4Q 2025 Domestic Business

Domestic revenue increased by reinforcing the leadership of hero products in growth channels
Strengthened foundation for global expansion through cross-border business

- = | Domestic Brand Sales Mix
COSMETICS
Sulwhasoo * Launched 'A Holiday of Unexpected Delight’ collection to capture gifting-season demand
* Delivered the brand’s well-aging luxury philosophy through collaborative pop-up events with Sulwhasoo 28% (4Q24 28%)
major department stores showcasing the ‘Concentrated Ginseng Cream’ HERA 15% (4Q24 15%)
Hera * Achieved strong MBS sales with ‘Black Cushion’ ranking #1 in Olive Young premium category

B AESTURA 9% (4Q24 8%)
* Elevated brand appeal by leveraging content from beauty survival program ‘Just Make Up’

. . . ; ) L B MISE%SCENE 6% (4Q24 6%)

Aestura -+ Sustained double-digitgrowth driven by hero products; ‘Atobarrier 365 Cream’ retained its #1 o
T . 6% (4Q24 6%)

positionin Olive Young for two consecutive years .
lope * Posted growth through reinforced marketing in ‘Retinol Reti-jection” product, highlighting its IOPE 6% (4Q24 6%)
skin firming benefits comparable to collagen treatment level results B ILLIYOONE 5% (4Q24 4%)
llliyoon - Sales expanded by fortifying brand leadership in body moisturizing and cleansing categories H RYO 2% (4Q24 3%)

* Diversified entry category by launching new lip products (‘Ceramide Vegan’ lip balm, lip mask)
Mamonde * MBS sales growth momentum continued with strengthened leadership in ‘Make Up Boost’
category through hero products
» Cross-border sales recorded strong growth with new market entry into Eastern Europeand Italy - - 1

Hanyul * Reinforced cleansing category with the launch of ‘Yuja Brightening Mask To Foam Cleanser’

LABOM - LABOM
]
HAIR & BEAUTY
Mise-en- ° Strengthened brand awareness by launching global campaign ‘SHINE YOUR SCENE’
scene » Cross-border sales expanded with strong performance of ‘Perfect Serum’ on Amazon Prime Day

Labo-H - Solidified brand leadership in scalp care by securing its #1 ranking in Olive Young shampoo
category for four consecutive years

. . - . , Hanyul Labo-H
* Enhanced brand attractiveness by collaborating with lifestyle brand ‘Monamhee “Retinol Reti-jection Serum’ e CleanStyars T

* COSMETICS Business: Sulwhasoo, Hera, lope, Primera, AP Beauty, Laneige, Aestura, llliyoon, Mamonde, Hanyul, B.Ready, Vital Beautie etc.
* HAIR & BEAUTY Business: Ryo, Mise-en-scene, Labo-H, Happy Bath, Longtake, Median etc. AMOREPACIFIC 9



Amorepacific 4Q 2025 Overseas Business

Overseas revenue increased with sales growth in major regions driven by key global brands and global entry of growth brands

| Regional Sales Mix

(Unit. Bn KRW % YoY)
Americas [l EMEA [ GreaterChina Other Asia
566.2
5252 (A
182.6 +8%
168.4
+45%
61.1
156.5 141.0 10%
1391 153.7 +10%
20244Q 20254Q

| Key Regional Highlights

o
Americas
« Continued growth momentum by strengthening existing brands’ product competitiveness (Laneige, Cosrx,

Sulwhasoo, Innisfree) and raising awareness for new brands (Aestura, Hanyul)

——
EMEA
« Achieved sales turnaround for Cosrx via channel optimization, contributing to overall revenue growth

« Diversified growth trajectory by simultaneously expanding local footprints of existing brands(Laneige, Cosr, Innisfree)
while fostering new brand entry (Aestura)
—

Greater China

* Revenue declined due to channel restructuring and rebalancing product portfolio

« Maintained profitability with improved business structure and operational efficiency

—

Other Asia

* Japan: Sustained strong revenue growth by strengthening responsiveness to major e-commerce events and
emphasizing the competitiveness of hero products

« South East Asia : Revenue increased driven by sales growth of key brands (Sulwhasoo, Laneige)and solid growth

momentum in new markets (India)

*Effective from Q3 2025, the company revised prior year ‘Other Asia’ revenue to reflect the changes in revenue recognition of Japan.

Revised ‘Other Asia” revenue since Q1 2024 is as follows: 1Q 2024 80.1 bn KRW, 2Q 2024 111.0 billion KRW, 3Q 2024 129.6 bn KRW; 1Q 2025 124.4 bn KRW, 2Q 2025 121.3 bn KRW, 3Q 2025 125.4 bn KRW

AMOREPACIFIC 10



Amorepacific 4Q 2025 Overseas Business

AMERICAS

| Key Brand Achievements

—
Laneige
« Achieved sales growth with portfolio diversification and strengthened digital capabilities
- Increased sales of key hybrid product (‘Neo powder) by generating digital buzz through influencer collaborations
- Strengthened product synergy by expanding its skincare line with new product launch (‘Water bank Aqua Facial Serum’)
—
Cosrx
* Regained online growth momentum for key products during holiday season, narrowing sales decline
-Recorded strong peptide product sales on TTS & AMZ"; enhanced responsiveness to customer demand via ‘SPDRN’ launch
—
Sulwhasoo
* Reinforced “Skin Longevity' communication for ‘Concentrated Ginseng’ line, driving sales growth across
both onlineand offline channels
« Enhanced luxury brand experience via department store expansion and launch of holiday limited editions

5PDRN Hyaluronic Acid
vital Hydrating Hydrogel Mask

|
Innisfree

« Built growth momentum on positive initial market response to new product (‘Green Tea Ceramide Milk Essence’)

——

Aestura

« Demonstrated growth potential as a global brand through increased customer sales of hero product
-Strengthened customer experience via sampling and holiday bestseller kits, accumulating growth momentum quarterly

——
Hanyul ‘
. o . . . T . A Hanyul, ‘Artemisia Soothing 2-in-1
Broadened entry category line-up with a new product launchin cleansing category Sulwhasoo, Holiday Limited ‘Cult Classics Set T e
*Tik Tok Shop and Amazon

AMOREPACIFIC 1



Amorepacific 4Q 2025 Overseas Business

EMEA

| Key Brand Achievements

Cosrx
» Achieved strong sales by finalizing channel streamlining and entering new countries
- Entered ‘Douglas’ in Germany and accelerated entry into major regions including Poland, Slovakia, and Sweden
* Reinforced business portfolio by emphasizing brand communication on future categories and products
- Increased awareness of ‘RX Line (Ceramide, Peptide) and ‘Peptide-132 (hair care)’ among fashion industry professionals
(hairstylists, models andetc.) by sponsoring Paris Fashion Week
——
Laneige
» Sustained sales growth through holiday seasonal product offerings and marketing campaigns
- Showcased various gift sets via ‘Play with Wonders’ pop-up in UK and participated in Space NK's Advent Calendar
« Expanded global customer touchpoints by diversifying local networks across Europe
(newlyentered Netherlands ‘Bijenkorf)

Innisfree
» Posted sales growth driven by multi-brand shop channel expansion and hero product portfolio
focused on key product lines (‘Green Tea’and ‘Volcanic)

—

Aestura

» Increased customer sales by strategically expanding display zones in offline stores and enhancing trial
opportunities of hero product (‘Atobarrier 365 Cream’)

» Strengthened derma expertise by collaborating with local dermatologists to amplify efficacy-driven
communication and content

i T

Innisfree, ‘Hydration’ Set with Green Tea products

y
A

>

Aestura, ‘Atobarrier 365 Cream *

AMOREPACIFIC 12



Amorepacific 4Q 2025 Overseas Business

GREATER CHINA

| Key Brand Achievements

——
Ryo
« Achieved solid sales growth driven by continued growth momentum of hero product (Anti Hair-loss Shampoo’)

« Increased customer acquisition online and strengthened foundation for growth by offering pop-upsand
generating viral content on its new product (AntiHair-loss Care Roll-On Essence’)

——
Sulwhasoo
» Overall sales declined due to channel optimization, including offline store closures
* Reinforced luxury brand positioning by strengthening competitiveness of ‘Concentrated Ginseng’ line
- ‘Concentrated Ginseng Cream’ sales posted growth driven by pop up events and increased customer purchase
- Diversified product portfolio through the launch of ‘Concentrated Ginseng Cleansing Foam'
—
Laneige
* Sales declined due to product portfolio optimization, focusing on global hero products and reducing
promotional activities for previously prioritized products
* Posted strong sales growth in lip category, driven by new product launches (limited edition of ‘Lip Sleeping Mask,’
‘Glaze Craze Tinted Lip Serum’)and collaborative pop-up events with local brands
—
Hera
» Officially launched brand stores in major online platformsto penetrate the Chinese make up market
* Responded to customer demand with hero products, ‘Black Cushion” and ‘Black Foundation’

Laneige, collaborationwith ‘SloppyGin’(China) Hera, launchof official onlinestore (China)

AMOREPACIFIC 13



Amorepacific 4Q 2025 Overseas Business

OTHER ASIA

| Key Brand Achievements

—

Laneige

* Delivered resilient sales growth in Japan, winning multiple beauty awards for key lip and skincare products
- Recognized by LIPS for five key products; ‘Lip Sleeping Mask’ ranked No.1 in @cosme lip care category

* Posted solid growth in India with holiday promotions and expansion into new channels (quick commerce)

——

Sulwhasoo

* Achieved sales growthin key retail and online channelsin SEA™ through an integrated holiday campaign
- ‘Concentrated Ginseng’ and ‘The Ultimate S’ sales increased with strong demand for holiday limited editions

.\'*.‘. e

. Sulwhasoo, ‘Holiday Collection’ (South East Asia) ~ Laneige, ‘Lip Sleeping Mask’ ranked #1 (Japan)
Innisfree
» Sales declined due to business restructuring in SEA* and Japan; built foundation for growth by nurturing w g:’a;,m

Ilustrated by 402,

innovative productsand key channels
- Enhanced brand attractiveness and expanded customer base through new product launch (‘Green Tea Milk’)

- Recorded strong sales in Indonesia by strengthening partnerships and marketing with key MBS channels (Sociolla)
[

Aestura
» Solidified leadership in key online events with ‘Atobarrier’; sustained strong performance in Japan and SEA™

- Ranked #1in Q10 Mega Beauty Awards (cream and mist category)and #1 in Megawari live (10/8)
[

Hera
* Reinforced luxury brand positioning and achieved strong sales with department store expansion

Aestura, ‘Holiday Edition’ (Japan)  Hera, Ginza Mitsukoshi departmentstore (Japan)
*South East Asia

AMOREPACIFIC 14



Amorepacific Financial Summary

wm
Income Statement
2024
Amount % of Sales
Revenue 3,885.1 100.0%
Cost of Sales 1,1384 29.3%
Gross Profit 2,746.7 70.7%
SG&A Expensed 2,526.3 65.0%
Operating Profit 220.5 5.7%
Other Income 400.3
Proft Before Tax 620.8 16.0%
Consolidated 6016 15.5%

Net Income

(Unit. Bn KRW, %)

2025
Amount | % of Sales

4,252.8

1,176.7

3,076.1

2,740.2

335.8

8.0

343.8

247.3

100.0%

27.7%

2.3%

64.4%

(.9%

8.1%

5.8%

Statement of Financial Position

(Unit. Bn KRW)

2024.12 2025.12

Asset
Current Assets
Trade Receivables
Inventories
Non-current Assets
Property, Plantand 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
1,773.9
5.8
1,457.5
1,095.7
361.8
5,326.0
345
4,601.0
73.6

6,961.2
2,003.7
358.0
480.1
4,957.5
2,224.8
1,722.6
5.6
1,457.8
1,120.9
336.9
5,503.5
34.5
4,775.0
54.2

AMOREPACIFIC 15
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