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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 1Q 2026 Income Statement

Gross profit margin expanded, driven by revenue growth in key regions and improved regional mix
Marketing expense increased 20% with greater investments in new brand launches across overseas markets

(Unit. Bn KRW)

20251Q % of Revenue % of Revenue YoY (%p) YoY (%)
Revenue 1,067.5 100.0 1,135.8 100.0 0.0 +6.4
Cost of Sales 298.3 27.9 306.1 26.9 -1.0 +2.6
Gross Profit 769.3 72.1 829.7 73.1 1.0 +7.9
SG&A Expenses 651.5 61.0 703.0 61.9 0.9 +7.9
Personnel Expense ! 184.9 17.3 191.8 16.9 -0.4 +3.7
Marketing Expense 123.4 11.6 147.6 13.0 1.4 +19.7
Commission ) 193.9 18.2 208.1 18.3 0.2 +7.4
Depreciation Cost ¥ 51.7 4.8 48.3 4.2 -0.6 -6.7
Operating Profit 17.7 11.0 126.7 11.2 0.1 +7.6
Net Income 119.0 11.1 113.0 9.9 -1.2 -5.0

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 AMOREPACIFIC 1



Amorepacific 1Q 2026 Earnings Summary

Revenue increased 6.4% to 1.1 trillion KRW
Operating profit increased 7.6% to 126.7 billion KRW

| Revenue” | Operating Profit "

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

11358 1267
177 (11.2%)

(11.0%)

469.6 +o% SE T -18%
(44.0%) (11.4%)

1,067.5

626.4 +9%
(55.2%)

+65%

20251Q 20261Q 20251Q 20261Q
+ Continued resilient growth driven by onlineand MBS? channels, along with strong . .
Domestic  Sales from innovative products Dorrestd . Ope.ratlrlg.; p'roﬁtexpand.ed by sales growth of ke)./ brandsand channéls |
* Travel retail channel posted stable growth with increased travelers and global counters » Profitability improved with revenue growth and increased gross profit margin

* Western Region: Revenue increased from diversified growth driversacross a

multi-brand portfolio * Western Region: Operating profit declined due to increased investmentsin

* Asia: Achieved stable growth supported by Japan and APAC, despite store Oversezs ~ global expansion of brandsand products

restructuring in China * Asia: Operating profitincreased with improved profitability of APACand Japan

1) Total includes earings from other subsidiaries (Cosvision, Wedream etc.) and intercompany transactions
2) Multi-brand shop AMOREPACIFIC 2



Amorepacific 1Q 2026 Regional Performance

Domestic revenue increased 8.5% driven by growth channels
Overseas revenue increased 5.8%, led by key regions including Western markets, Japan, and APAC

(Unit. Bn KRW)
20251Q % of Revenue % of Revenue YoY (%)
Revenue") 1,067.5 100.0 1,135.8 100.0 +6.4
Domestic Business 577.3 54.1 626.4 55.2 +8.5
Overseas Business 469.6 44.0 497.1 43.8 +5.8
Americas 157.2 14.7 174.7 15.4 +11.2
EMEA 55.3 5.2 64.4 5.7 +16.4
Greater China? 132.8 12.4 114.9 10.1 -13.5
Other Asia 124.4 11.7 143.1 12.6 +15.0

1) Total includes other subsidiaries (Cosvision, Wedream etc.) and intercompany transactions
2) Greater China: Mainland China, Hong Kong SAR, Taiwan Region

AMOREPACIFIC 3



Amorepacific 1Q 2026 Domestic Business

Travel retail and Cross-border business along with core domestic channels continued to deliver resilient growth,
resulting in revenue growth in domestic business

| Domestic Channel Sales Mix

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

W Domestic (ex. Travel Retail & Cross-Border)
Travel Retail & Cross-Border

626.4

577.3 ‘ -
22% +8%

22%

(8% +9%

20251Q 20261Q

I Domestic Business (excluding Travel Retail and Cross-border Business)

* Overall revenue increased, driven by strengthened seasonal promotions and enhanced response to tourist
demand

- Online: Recorded double digit sales growth based on strong performance during Lunar New Year and
platform specific promotions, along with diversified product launches. Posted sales in all major platforms
(Naver, Kakao, Coupang, etc.), reinforcing the company’s leadership in online channels

- MBS: Robust customer demand in tourist areas and solid sales from hero products drove double digit sales
growth. Expanded launchesin entry categories (masks, cleansers, etc.), which delivered strong results

- Department Store: Salesincreased by capturing gifting demand during Lunar New Year and introducing
new Sulwhasoo products

» Sales declined for other offline channels (New Commerce*, hypermarket) due to reduced customer touchpoints

I Travel Retail and Cross-border Business

« Travel retail channel delivered stable growth in both domesticand overseas markets
- Domestic: Posted high single-digit growth (travel retail accounts for 17% of domestic business)
- Global: Sales increased with global expansion of key brands (Sulwhasoo, Laneige) into new markets
(EMEA, Japan)
» Cross-border channel posted growth by strengthening its global outreach

- Sales growth driven by entry into new markets (Brazil, South Africa, etc.), continued channel expansion,
and solid customer sales

- Global e-commercesales increased with strong performance during Qoo10 Megawari and sales doubled
for the Global Amore Mall (direct-to-consumer platform)

*New Commerce: Door to door channel AMOREPACIFIC 4



Amorepacific 1Q 2026 Domestic Business

Key brands posted solid performance in online and MBS channels
Diverse brands accelerated global expansion via cross-border channel

= | Domestic Brand Sales Mix
COSMETICS
Sulwhasoo ° All major channels delivered sales growth via Lunar New Year promotions and strengthened brand Sulwhasoo
appeal for luxury gifting
* Reinforced product portfoliowith new launchesin ‘UltimateS" and ‘Lumiwise Brightening’ lines HERA
Bl AESTURA

Laneige -« Posted growth driven by solid sales of innovative products (‘JuicePop Box Lip Tint', renewed ‘Neo
Cushion’)in MBS channel
* Delivered strong customer sales by enhancing visibility of lip product marketing content

B MISE 5 SCENE

Hera * Recorded double-digitsales growth, led by strong MBS and online sales in core categories (lip, cushion) IOPE
* Elevated brand attractiveness through a collaboration with designer brand ‘Mark Gong’ B ILLIYOONE
Aestura - Solidified its No. 1 leadership in derma category by achieving record-high customer sales at Olive Young B RYO

* Diversified its hero line ‘Atobarrier 365’ by launching three types of cleansing products
llliyoon  « Delivered strong sales resulting from robust cross-border sales by accelerated global expansion as well as
continued strong performancein MBS channel
» Strengthened its functional derma brand positioning via ‘Ceramide Ato Cream’ campaign
Primera  « Achieved resilient sales driven by MBS channel through strengthened viral marketing of new launches
and customeracquisition
* Enhanced market responsiveness with the launch of ‘PDRN-NIA10’lineand gel masks

HAIR & BEAUTY

Mise-en- * Posted overall growth by reinforcing TikTok Shop channel and expanding its global footprint

R A : ’ 5 t
scéne » Strengthened brand appeal among young customers by collaborating with Sanrio character ‘Pochacco JERA % MARKGONG |
Labo-H  + Achieved sales growth led by MBS channel, especially driven by strong demand in tourist areas Ea e Laneige, Neo Cushion

* Reinforced brand leadership as a scalp-care brand based on solid performance of ‘Hair Line Ampoule’ designerbrand ‘Mark Gong’ ‘The Matte’& The Glow’

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

30% (1Q25 30%)
16% (1Q25 16%)
9% (1Q25 7%)

6% (1Q25 6%)

6% (1Q25 5%)
5% (1Q25 5%)
4% (1Q25 3%)
2% (1Q25 3%)

8.\

Primera, ‘PDRN-NIA10
Toning Glow Serum’

AMOREPACIFIC s



Amorepacific 1Q 2026 Overseas Business

Overseas business delivered revenue growth with sales expansion in Western region and other Asia
as well as accelerated global expansion of new brands

| Regional Sales Mix

(Unit. BnKRW, % YoY)
Americas Il EMEA [ GreaterChina | OtherAsia
4971
469.6
157 174.7 +11%

132.8 114.9 -13%
124.4 143.1 +15%
20251Q 20261Q

| Key Regional Highlights

-
Americas
- Overall revenue growth remained solid, supported by portfolio diversification and increased COSRX revenue
-Strengthened multi-brand portfolio through the launch of a new brand (IOPE) , securing an additional growth driver
- Diversified brand portfolio in Amazon and strong performance of key brands further contributed to revenue growth

- llliyoon and Mise-en-Scene sales posted triple-digit growth during Amazon’s Big Spring Sale, Labo-H launched on Amazon
- m
EMEA
* Overall revenue expanded with diversified growth drivers, as key brands generated buzz from new product launches

and Aesturainitiated expansion in Europe

- Laneige launched ‘Water bank Aqua Facial Serum’ and Innisfree launched ‘Green tea Ceramide Mil Essence’

o

Greater China

*Overall revenue dedined due to offline channel rationalization for key brands in China (Sulwhasoo); category
competitiveness was strengthened by fostering growth in Hair Care (Ryo), Makeup (Hera), and Derma (Aestura)

—
Other Asia
+Japan: Achieved strong revenue growth through enhanced marketing and expanded customer touchpoints,
alongside improved profitability from store optimization
* APAC: Overall revenue posted growth, driven by solid performance in key markets (Indonesia, Vietnam, India)

AMOREPACIFIC 6



1Q 2026 Overseas Business

AMERICAS

| Key Brand Achievements

— )
Laneige -_— -
- Diversified growth drivers across products and categories, supporting the brand’s global positioning g' ] L
-Secured additional growth momentum through new lip product launch JuicePop Box Lip Tint)and expanded sales of g o
key skincare lines (Cream Skin', Water Bank) i:_ »
—— =
COSRX = a3
- Sales returned to growth, supported by solid customer sales of the ‘RX" and ‘PDRN’ lines .
-Overall growth driven by strong results from Amazon Big Spring Sale and expanded digital reach through TikTok ]
ﬂp&gns, resulting in strong performance of ‘Peptide’ and SPDRN’ products n 2l il §

Sulwhasoo

- Delivered overall sales growth through portfolio expansion in the well-aging category, underpinned by
stable performance of core products (‘Concentrated Ginseng Rejuvenating Crean’, ‘First Care Activating Serur’) and

the launch of new product offerings (‘Lumiwise Brightening'Line, The UltimateS Infusion Treatment’)
—
=

Innisfree

-Achieved solid sales growth, supported by increase in customer sales of ‘Green Tea Ceremide Milk Essence,’

aswell asenhanced category competitiveness through strengthened suncare product line-ups
=

Aestura

* Delivered triple-digit growth with the launch of the ‘A-CICA’ line and enhanced in-store visibility
-

|OPE ’

- Initiated global expansion asa clinical-grade skincare brand by entering Sephora (online/offline)

COSRX, ‘5PDRN’ products  Innisfree, ‘Daily UV Defense Sunscreen’ products

AESTURy

Aestura, ‘A-CICA’ Line IOPE, entryinto Sephora

AMOREPACIFIC 7



1Q 2026 Overseas Business

EMEA

| Key Brand Achievements
—
COSRX
» Sustained strong sales growth driven by expanded customer sales, broader channel entry and optimized
distribution structure
- Enhanced marketing collaboration with key UK retailers (Boots', ‘Superdrug’) and accelerated expansion in Europe
* Developed the newlylaunched ‘PDRN Exosome Skinplaning Glaze Mask’ as the next growthdriver
- Increased consumer awareness that translated intosolid sales performance during Amazon Spring Deal Day,
achieving high rankings especially in Germany and UK
——
Laneige

* Reinforced marketingin skincarecategory through retailer partnership, strengthening portfoliocompetitiveness
- Achieved sales growth of the ‘Water Bank line through the launch of new product (\Water bank Aqua Facial Serum’)
and enhanced collaborative marketing across key retailers

» Diversified customer touchpointsvia expansion with local retailers(Northem Europe KICKS )across Europe
- m

Aestura
- Initiated full-scaleexpansioninto 17 European countrieson the back of dermatological expertise, delivering
strongquarter-on-quarterrevenuegrowth
- Enhanced brand visibility across both onlineand offline retail channels, driving initial growth momentum

- Strengthened thevirality of review content for the hero product ‘Ato Barrier 365 Cream,” by offering product trials to

influencers and core customers
—

Innisfree
* Delivered overall revenuegrowth through ‘Green Tea' focused marketing, improving core productawareness
- Drove awareness on new product (‘Green Tea Ceramide Milk Essence’) through an offline pop-up with Space NK

COSRX

COSRX, ‘PDRN ExosomeSkinplaning Glaze Mask’ Laneige ‘WaterBank’ line
l o 1 J =

- Recorded solid customer sales by expanding product trial opportunities at key local retailers and driving digital buzz Aestura, newentryin 17 Europeancountries  Innisfree, collaborative pop-upwith Space NK

AMOREPACIFIC 8



1Q 2026 Overseas Business

GREATER CHINA

| Key Brand Achievements

—

» Offline sales posted growth, driven by strong performance of hero products (HairStrengthAroma PerfumeShampoo)
in key hypermarkets

- Strengthened competitiveness and achieved solid sales in functional haircare category (scalp care, hair loss care)
—

Sulwhasoo

* Revenuededined due todepartment store channel restructuring; salesof Tmallincreased driven by strong salesof hero
product (‘Concentrated Ginseng Cream’) based on a successful viral content collaborated with sodial media (Xiaohongshu)

» Enhanced competitivenessin luxuryskincarewith thelaunch of the ‘Lumiwise lineand robust customer purchase
 — Ryo ‘Anti Hair-loss Care’ line
Laneige ‘Roll-On Essence’
+ Offline sales increased, led by expansion in local MBS channels (Colorist, Poya’) and strong sales of newly
launched products (Glaze Craze Lip Tinted Serum)

+ Strengthened portfolio with thelaunch of global hit products (Water Bank Aqua Facial’, JuicePop Box Lip Tint))

Sulwhasoo enhanced customerexperience
with its newly launched ‘Lumiwise’ line

-

Aestura/Hera

» Robust customer demand continued for hero products including ‘Atobarrier Cream/Mist'(Aestura) and ‘Black
Cushion/Foundation’(Hera)

- Diversified channel portfolio and expanded foundation for growth through entry into new online platforms
—

AP Beauty
» Achieved solid sales growth in Hong Kong, driven by the launch of high-end line (‘Prime Reserve Protocol’)
and strengthened VIP marketing activities Laneige ‘JuicePop Box Lip Tint’ AP Beauty ‘Prime Reserve Retrinity Protocol

AMOREPACIFIC 9



1Q 2026 Overseas Business

OTHER ASIA
| Key Brand Achievements

——
Laneige
* Delivered sales growth across APACand Japan, driven by key product launches (Neo Cushion’, ‘Juicypop Box
LipTint) and campaign execution
- Japan: Achieved high growth through BTS in’ ampaign('NeoCushion’) and pop-upactivations, maximizing brand visibility
-APAC: Sustained strong growth by strengthening presence on key e-commerce platforms in ASEAN and maintaining

high growth momentumin India’s quick-commerce channels
—

Cosrx

» Achieved sales growth mainly driven by hero products, supported by strengthened key promotions

|
(Qoo10, Rakuten) and increased virality of organic content (‘Alpha-arbutin2 DiscolorationSerur' ranked #7 in March Bl IS iy il ) Sliesge Cmelie e
Megawarievent)

- m

Derma Beauty

» Sustained strong growth by enhancing product competitiveness and reinforcing online/offline marketing

-Aestura : Continued triple-digit growth driven by the launch of “Atobarrier 365’ deansing products, solid performance

The Alpha-Arbutin 2
Discoloration Care

during major online promotions, and sales expansion across core key offline retail stores in Japan (Qoo10, Amazon)
~Illiyoon: Achieved certification for full halal approval across the entire product portfolio; delivered high sales growth led by VRS e
key markets (Indonesia) through locally tailored marketing content
——

Sulwhasoo

- Reinforced functional product portfolio and attracted new customers by launching the ‘Lumiwise line R T Gesp el B2 e 22

- Posted onlinesalesgrowthvia reinforced marketing on major platforms(Shopee, Tiktok)with key products(FirstCare)

COSRX

AMOREPACIFIC 10



Amorepacific Financial Summary

Income Statement Statement of Financial Position

(Unit. Bn KRW, %) (Unit. Bn KRW)

20251Q 20261Q
Revenue 10675  1000| 1,358  100.0 Asset 6.961.2 7,041.0
Current Assets 2,003.7 2,080.0
Cost of Sales 2983 279 | 3061 269 Trade Receivables 3580 e
Inventories 480.1 496.7
Gross Profit 769.3 72.1 829.7 73.1 Non-current Assets 4,957.5 4,961.0
Property, Plantand Equipment 2,224.8 2,221.5
SG&A Expensed 651.5 61.0 703.0 61.9 Intangible Assets 1,722.6 1,718.2
Investment in Associates 5.6 85.4
Operating Profit 117.7 11.0 126.7 11.2 Liabilities 1,457.8 1,515.6
Current Liabilities 1,120.9 1,191.6
Other Income 23.2 26.0 Non-Current Liabilities 336.9 324.0
Shareholder’s Equity 5,503.5 5,525.3
Proft Before Tax 141.0 13.2 152.7 13.4 Capital Stock 345 345
: Retained Earnings 4,775.0 4,788.4
ﬁzrt]iglclgr?:d 190 1 130 %9 Non-controlling Interest 54.2 54.2

AMOREPACIFIC 1




	슬라이드 0
	슬라이드 1
	슬라이드 2
	슬라이드 3
	슬라이드 4
	슬라이드 5
	슬라이드 6
	슬라이드 7
	슬라이드 8
	슬라이드 9
	슬라이드 10
	슬라이드 11
	슬라이드 12

