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DISCLAIMER

ıɧɶ˿ ʫǜ̏ȥ˰ɶǜʙ ͩǜ˿ ˧˰ȥ˧ǜ˰ȥȓ Ȁ; ȓ  ʙȀǜ ¡ʙˁȀǜʙ Fˁ Ñ̏ȓ ɧȥ˰ȥɶʲǜɐ̏ȥ˰ ˰ȥɐȥ˰˰ȥȓ ̏ˁ ǜ˿ ̏ɧȥ Fˁʫ˧ǜʲ; ɐˁ˰ ̏ɧȥ ˧̤˰˧ˁ˿ȥ ˁɐ ˧˰ˁͤɶȓɶʲɕinformation in the presentation conducted for institutional investors.

ıɧȥ ɐˁ˰ȥȉǜ˿̏ ɶʲɐˁ˰ʫǜ̏ɶˁʲ ɶʲȉʙ̤ȓȥȓ ɶʲ ̏ɧɶ˿ ʫǜ̏ȥ˰ɶǜʙ ɶ˿ ɶʲɐˁ˰ʫǜ̏ɶˁʲ ̏ɧǜ̏ ɧǜ˿ ʲˁ̏ ̤ʲȓȥ˰ɕˁʲȥ ǜʲ ɶʲȓɶͤɶȓ̤ǜʙ ͤȥ˰ɶɐɶȉǜ̏ɶˁʲ ˧˰ˁȉȥ˿˿. It refers to matters related to future events, not past events, and refers 
̏ˁ ̏ɧȥ ȥͻ˧ȥȉ̏ȥȓ ʫǜʲǜɕȥʫȥʲ̏ ˿̏ṳ̈̀̏˿ ǜʲȓ ɐɶʲǜʲȉɶǜʙ ˧ȥ˰ɐˁ˰ʫǜʲȉȥ ˁɐ ̏ɧȥ Fˁʫ˧ǜʲ; ɶʲ ̏ɧȥ ɐ̤̤̏˰ȥ ǜʲȓ ɶʲȉʙ̤ȓȥ˿ ͩˁ˰ȓ˿ ˿̤ȉɧ ǜ˿ ȥͻ˧ȥȉ̏ǜtioʲ ˁ̤̏ʙˁˁʐ ˧ʙǜʲ ǜʲ̏ɶȉɶ˧ǜ̏ɶˁʲ ǜʲȓ ] ɶʲ ȥͻ˧˰ȥ˿˿ɶˁʲ˿

ıɧȥ ǜȀˁͤȥ ɐˁ˰ȥȉǜ˿̏ ȓǜ̏ǜ ɶ˿ ˿̤Ȁʉȥȉ̏ ̏ˁ ȉɧǜʲɕȥ˿ ɶʲ ̏ɧȥ ɐ̤̤̏˰ȥ ʫǜʲǜɕȥʫȥʲ̏ ȥʲͤɶ˰ˁʲʫȥʲ̏ ȥ̏ȉ ǜʲȓ ɶʲɧȥ˰ȥʲ̏ʙ; ȉˁʲ̏ǜɶʲ˿ ̤ʲȉȥ˰̏ǜɶʲty. Due to such uncertainty, actual future performance may differ 
˿ɶɕʲɶɐɶȉǜʲ̏ʙ; ɐ˰ˁʫ ̏ɧȥ ȉˁʲ̏ȥʲ̏ ȓȥ˿ȉ˰ɶȀȥȓ ˁ˰ ɶʫ˧ʙɶȥȓ ɶʲ ̏ɧȥ ɐˁ˰ȥȉǜ˿̏ ȓǜ̏ǜ

In addition, the future outlook is prepared based on the date of the Presentation, and is based on the current market situati on ǜʲȓ ̏ɧȥ Fˁʫ˧ǜʲ; ˿ ʫǜʲǜɕȥʫȥʲ̏ ȓɶ˰ȥȉ̏ɶˁʲ ȥ̏ȉ Ĕʙȥǜ˿ȥ Ȁȥ ǜͩǜ˰ȥ ̏ɧǜ̏
it may change without separate notice due to changes in the future market environment and strategic modifications. We hereby inform you that the Company and its officers and employees shall 
not be liable for any losses arising from the use of this material, including negligence and other cases. This document does not constitute a solicitation for the recruitment or sale, purchase or 
subscription of stocks, and no part of this document may be the basis or basis for any related contracts, agreements or inves tment decisions. 

This material may be used for non-profit purposes without alteration of the content (however, the source must be indicated), and please be aware that unauthorized distribution and reproduction 
of material with altered content without prior approval of the Company may be subject to legal sanctions.
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Intro

1 Key Highlight

'26.1Q revenue reached KRW 171.2 billion, representing a 51% YoY increase, while operating profit rose 50% YoY 
to KRW 45.1 billion. As of the first quarter of 2026, overseas revenue increased 85% YoY, accounting for 69% of 
total company revenue.

37 Consecutive Quarters of YoY Sales 
Growth

Record-High Quarterly Revenue

Record-High Quarterly Overseas Sales 
Contribution 

37Q

171.2 
bn

69%

Record-High Quarterly Operating Profit
45.1
bn
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01. Company/Brand Introduction - Identity

ȓ  ʙȀǜ ¡ʙˁȀǜʙ ˁ˧ȥ˰ǜ̏ȥ˿ Ȁȥṳ̈̀̏; Ȁ˰ǜʲȓ ȓ  ʙȀǜ ɐˁȉ̤˿ɶʲɕ ˁʲ ˧˰ˁȓ̤ȉ̏ ȓȥͤȥʙˁ˧ʫȥʲ̏ Ȁ˰ǜʲȓɶʲɕ ʫǜ˰ʐȥ̏ɶʲɕ ˿ǜʙȥ˿
and customer analytics.

Established in 2016 - with the belief that combining (1) Korea's best manufacturing infrastructure with (2) The best 

ingredients and innovative product planning can create a premium worldwide -accepted beauty brand

d'Alba Global Business Scope

d'Alba Customer 
Satisfaction Team

Customer Purchase Review 
Monitoring
Fĥ Ĕ˰ˁȉȥ˿˿ɶʲɕ

d'Alba Sales Team

Online Sales (Naver, Kakao, 
Coupang)
Offline Sales (Olive Young)
Home Shopping

d'Alba Marketing Team

Social media Content 
Marketing
Performance Marketing
Offline Media Marketing

OEM Production

OEM production to maintain 
brand quality

d'Alba Product Team

Market Research
Raw Material Planning
Formulation (content) Design
Package Design
Sampling and Quality Control

Our core business scope includes product planning, marketing, distribution sales, and customer management. 
For production, we outsource to the most competitive OEM for each product via bidding process.

Product Planning Production Marketing
Distribution/

Sales
Customer 

Management
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d'Alba is derived from d'Alba, a clean area in 

Italy full of nature's gifts, including white 

truffles, called 'diamonds in the ground'. d'Alba, 

which means 'dawn' in Italian, aims to awaken 

your skin with the unspoiled purity of dawn and 

its unadorned beauty, containing precious 

ingredients.

02. Company/Brand Introduction -ȓ  ʙȀǜ @˰ǜʲȓ ĥ̏ˁ˰;

ȓ  ʙȀǜ ɶ˿ ǜ Ĕ˰ȥʫɶ̤ʫ Şȥɕǜʲ @˰ǜʲȓ ǜʲȓall of its products are infused with antioxidant -rich Italian white truffles from 
Alba, Italy.

ŘΨ!ƭōŀ {¢hw¸

All of ȓ  ʙȀǜ ˿˧˰ˁȓ̤ȉ̏˿ ȉˁʲ̏ǜɶʲ ͩɧɶ̏ȥ ̏˰̤ɐɐʙȥ

ɐ˰ˁʫ ´̏ǜʙ; ţɧɶ̏ȥ ̏˰̤ɐɐʙȥ ɶ˿ ǜ ɧɶɕɧ-quality raw 

material called the diamond of the ground, and 

is a mushroom made up of antioxidant 

ingredients such as vitamins, amino acids, 

minerals, and retinol. It suppresses active 

oxygen, which is the main cause of skin aging, 

improves fine wrinkles, and helps improve 

˿ʐɶʲ ˿ ʲṳ̈̀̏˰ǜʙ ˰ȥɕȥʲȥ˰ǜ̏ɶˁʲ ǜȀɶʙɶ̏; ȓ  ʙȀǜ ɶ˿ ǜ

˧˰ȥʫɶ̤ʫ ͤȥɕǜʲ Ȁ˰ǜʲȓ ̏ɧǜ̏ ˰ȥʙȥǜ˿ȥ˿ ˁʲʙ;

products that have passed the strict Italian 

vegan certification.

WHITE TRUFFLE
from Italy

ITALY,
PIEDMONT, ȓ  Ñ@ 

SECRET OF BEAUTY
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03. Brand Philosophy and Core Competitiveness #1

Our patented ingredient Trufferol , maximizing antioxidant effects of white truffle; efficacy verified in SCI -
level journal, became a solid foundation of the recognition as high-performance premium vegan brand.

Trufferol TM

ȓ  ʙȀǜ ˿̤ʲɶ˭̤ȥ ȥʙǜ˿̏ɶȉɶ̏; ɶʲɕ˰ȥȓɶȥʲ̏ ȓȥͤȥʙˁ˧ȥȓ ͩɶ̏ɧ ̏ɧȥ ɕˁʙȓȥʲ ˰ǜ̏ɶˁ ˁɐ ͩɧɶ̏ȥ
̏˰̤ɐɐʙȥ ǜʲȓ ̏ˁȉˁ˧ɧȥ˰ˁʙ

Propolis White Truffle

Phenol content

6.17X

Propolis White Truffle

Flavonoid content

11.96X

Antioxidant ingredients

Before W4

Improved skin
elasticity

3.40X
Improved skin's 
deep elasticity

5.96X

Improved elasticity

Naturally derived antioxidant ingredients 

White Truffle
Elasticity/Moisture Care Ingredients

Tocopherol

Source: d'Alba Global

Before W4
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Plant-based Raw Materials(Vegan)
Safe from environmental pollution, and preferring low -irritation products
d'Alba has completed clinical testing for all products as vegan and low -irritation skin

Innovation of Life Friendly Products
Developing simpler and more effective products that reflect the lifestyles of busy modern 
people. 
Ex. Spray serum, white cast-free sunscreen, and reusable grinding pact

Desirability

03. Brand Philosophy and Core Competitiveness #2

 ʙʙ ˧˰ˁȓ̤ȉ̏˿ ǜ˰ȥ ´̏ǜʙɶǜʲ Ş-ʙǜȀȥʙ ȉȥ˰̏ɶɐɶȥȓ ʫǜʐɶʲɕ ̤˿ ȓɶɐɐȥ˰ȥʲ̏ɶǜ̏ȥȓ ɐ˰ˁʫ ɕʙˁȀǜʙ ʙ̤ͻ̤˰; Ȁ˰ǜʲȓ˿
 ʙ˿ˁ ˁ̤˰ ɕʙˁȀǜʙ Ȁȥ˿̏ ˿ȥʙʙȥ˰˿ ˿̤ȉɧ ǜ˿ ĥ˧˰ǜ; ĥȥ˰̤ʫ ɶ˿ ˿̏˰ˁʲɕʙ; Ȁǜȉʐȥȓ Ȁ; ˁ̤˰ ˧˰ˁȓ̤ȉ̏ ɶʲʲˁͤǜ̏ɶˁʲ Nâ 

White Truffle
Contains Italian white truffle with the highest quality

Italian Sensibility Package
High-end packaging comparable to luxury European cosmetic brands

Differentiation based on 
innovation & usability
(willingness to pay)
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04. Company/Brand Introduction Representative Products

ï̤˰ ɧȥ˰ˁ ˧˰ˁȓ̤ȉ̏ }ɶ˰˿̏ ĥ˧˰ǜ; ĥȥ˰̤ʫ ʐʲˁͩʲ ǜ˿ }ʙɶɕɧ̏  ̏̏ȥʲȓǜʲ̏ Þɶ˿̏ ɧǜ˿ ˧ɶˁʲȥȥ˰ȥȓ ǜ ʲȥͩ ˿ʐɶʲȉǜ˰ȥ
category by surpassing 50M units sold, and still rapidly penetrating global market with other hero products.

Innovation in Breaking Product 
Categories

Innovation in Usability Innovation in Packaging

Spray Your Serum

Mist Serum

Categorization of 4 -in-1 products including 

toner/essence/serum/makeup fixer in one mist

With a moisture essence formulation

Tone-up sunscreen

Provides tone-up makeup effects in a sunscreen 

formulation without white cast

Two way, DIY cream

Double Cream

Serum and cream in one container, 

custom care according to skin condition

First Spray Serum Sales 50M+ Total Sunscreen Sales 15M+ Double Cream Total Sales 1M+
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Summary

1 Industry's highest sales 
& profit growth rate 

ÅTop-tier in 3year Revenue CAGR of 65% in the Korean beauty industry 1)

ÅSales & profit growth for 10 consecutive years since establishment

2
Balanced growth across 
key markets, centered 
on developed countries

ÅOverseas sales ratio from 45% (KRW141B) in 2024 to 63% (KRW 326B) in 2025, Top-tier in the industry2)

ÅNo significant revenue dependency in certain country and developed region(JPN/US/RUS/EU) account for 75% 3)

3 Stable customer & 
product portfolio

ÅA national brand that covers people in their 20s to 60s, with a focus on people in their 30s and 40s, indicating 

Åevenly distributed sales channel structure

ÅStable product portfolio moisturizers in winter and suncare products in summer

4 Brand power 
beyond K-beauty

ÅGlobal growth achieved without significant dependency on K -beauty positioning

ÅCustomer trust built as a brand itself, not as K-beauty (over 1 million customer reviews)

Å+20% higher price premium compared to other K -beauty brands

5 Excellent financial 
structure

ÅIndustry-leading COGS ratio of 24%

ÅDebt 0%, Cash Equivalents 54 bn won4)

Note 1) Based on sales from skincare brand peers among 56 total companies in the WICS cosmetics sector provided by FnGuidefrom 2022 to 2025
Note 2) Based on sales from skincare brand peers among 56 total companies in the WICS cosmetics sector provided by FnGuidefrom 2024 to 2025
Note 3) Based on sales from 2025
Note 4) Based on sales from 71 cosmetics-related companies (KOSPI 14, KOSDAQ 49, KONEX 1, the externally audited 7) in 2025
Note) Based on the 2025 average exchange rate of 1431.19KRW
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Ĕ]]ě ¡˰ˁ̤˧ ˿ ěȥͤȥʲ̤ȥ ¡˰ˁͩ̏ɧ ěǜ̏ȥ˿
for the Last 3 Years (YoY)

Sales & Profit Growth

Achieved KRW 519.7 bn Revenue and KRW 101.5 bn OP in 2025 with 19.4% OPM driven by rapid increase 
overseas sales ɶʲȓɶȉǜ̏ɶʲɕ ˿ˁʙɶȓ ɕ˰ˁͩ̏ɧ ȉˁʲ̏ɶʲ̤ɶʲɕ ɶʲ ¬

-30.0%

-10.0%

10.0%

30.0%

50.0%

70.0%

90.0%

110.0%

130.0%

Note) Top 6 listed cosmetic brands in South Korea. 
Source) Each company's 2024 business report and audit report. 

1

20232022 2025

Company V

Company A

Company M

Company A

Company A
Company L

3-year Revenue CAGR 65%
Top-̏ɶȥ˰ ɶʲ ɶʲȓ̤˿̏˰;

(Unit: %)

2024
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9.1

Overseas sales are accelerating from KRW 44 bn in 2023 to KRW 326 bn in 2025

48.9

Sales & Profit Growth Global

Global sales growth maintaining high level with YoY growth 234% in 2025, resulting in overseas sales 
ratio of 62.7% in 2025.

Continued growth in overseas business

2023 Overseas Sales (Unit : KRW bn)

19.7
2023 KRW 44.7bn

2024 KRW 141.0bn

2024 Overseas Sales (Unit: KRW bn) 2025 Overseas Sales (Unit: KRW bn)

2025 KRW 326.1bn

14.6
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Offline expansion following direct build -up of online marketing and sales channels

Staff proportion of 
overseas business

36.1%

03. Global Performance ȓ  ʙȀǜ ˿way of doing global business

Instead of outsourcing, we operate most of the global business directly   unlike many other K-beauty 
brands, we run local channel merchandising, marketing, sales, and CS based on our global capabilities. 

ȓ  ʙȀǜ ˿approach to global business Global personnel structure

Proportion of 
foreign nationals

47.3%

35 people of the 74 people in charge of 
overseas affairs are

foreign nationals

More than 1/3 (74 people) of the 205 
employees are in charge of 

overseas business

d'Alba Staff Status

Differentiated overseas business capabilities 
with relatively high proportion of global nationality employees

Launching 
online direct B2C 

sales channel

Local online marketing

Achieving top rankings in 
major sales channels

Offline expansion

Establishing a local 
corporation

Instead of setting up sales through vendors/ agencaies, we built our own 

brand malls on Amazon, Shopee, and Qoo10.

Directly conduct brand activities, performance marketing, and influencer 

marketing through official social media accounts

By achieving top rankings on popular channels such as Amazon, Shopee, 

and Qoo10, we have identified market needs and laid the foundation for 

offline expansion.

If possible, we deal directly with vendors, and only use vendors when local 

laws/culture require it.

Establishment of local subsidiary for further expansion and increased 

profitability

2
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Global Performance Composition of Exporting Countries

Overseas sales evenly distributed across regions, differentiated from peers; 75% from developed markets 
(EU, Russia, Japan, North America) ensures high stability and growth potential.

Ĕ]]ě ¡˰ˁ̤˧ ʙǜ˰ɕȥ˿̏ ȥͻ˧ˁ˰̏ ȉˁ̤ʲ̏˰; ˿ ˿ǜʙȥ˿ ˰ǜ̏ɶˁd'Alba Global: Overseas sales proportion

Differentiated global capabilities 
based on high level of global personnel %

Russia
16%

(53.6B)

Japan

30%
(97.7B)

North America

20%(64.8B)

ASEAN

17%
(55.7B)

Pan-China

6% (20.0B)

Sales ratio 
in developed countries

75%
Others

3% Europe
8%(22.9B)

High dependency on specific country/channel sales
¬ɶɕɧ ˰ɶ˿ʐ ȓ̤ȥ ̏ˁ ȉˁ̤ʲ̏˰;-specific dynamics

Note) 2025 full yearSource) Company Data

2

Company A

Company A

Company L

Company A

As of 2025, 

North America sales share is 33.1%

As of 2025, 

China's sales share is 61.6%

As of 2025, 

North America sales share is 46.6%

As of 2025, 

Fɧɶʲǜ ˿ ˿ǜʙȥ˿ ˿ɧǜ˰ȥ ɶ˿36.1%


