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Disclaimer

This Presentation contains certain forward-looking statements. These statements may relate to, but are not limited to, expectations of future operating results or financial performance of The Beauty Health Company (the
"Company"), capital expenditures, the introduction of new products, market strategy and the ability to execute certain strategic initiatives. Some of the forward-looking statements can be identified by the use of forward-
looking words such as “anticipate,” “expect,” “suggests,” “plan,” “believe,” “intend,” “estimates,” “targets,” “projects,” “should,” “could,” “would,” “may,” “will,” “outlook,” “forecast” and other similar expressions. These
are intended to identify forward-looking statements. All forward-looking statements are based upon management estimates and forecasts and reflect the views, assumptions, expectations, and opinions of the Company as
of the date of this Presentation. Any such estimates, assumptions, expectations, forecasts, views or opinions set forth in this Presentation constitute the Company’s judgments and should be regarded as indicative,
preliminary and for illustrative purposes only. The forward-looking statements and projections contained in this Presentation are subject to a number of factors, risks and uncertainties, some of which are not currently
known to us, that may cause the Company’s actual results, performance or financial condition to be materially different from the expectations of future results, performance or financial condition. Although such forward-
looking statements have been made in good faith and are based on assumptions we believe to be reasonable, there is no assurance that the expected results will be achieved. Many factors could adversely affect our
business and financial performance. We discussed a number of material risks in our Annual Report on Form 10-K filed with the Securities and Exchange Commission (the “SEC”) on March 12, 2025 and in our subsequent
filings with the SEC such as on a Quarterly Report on Form 10-Q. Those risks continue to be relevant to our performance and financial condition. Moreover, we operate in a very competitive and rapidly changing
environment. New risk factors emerge from time-to-time and it is not possible for management to predict all such risk factors, nor can it assess the impact of all such risk factors on the business or the extent to which any
factor, or combination of factors, may cause actual results to differ materially from those contained in any forward-looking statements. We expressly disclaim any responsibility to update forward-looking statements,
whether as a result of new information, future events or otherwise.

Non-GAAP Financial Measures

In addition to results determined in accordance with accounting principles generally accepted in the United States of America ("GAAP"), management utilizes certain non-GAAP financial measures such as adjusted gross
profit, adjusted gross margin, adjusted EBITDA, and adjusted EBITDA margin for purposes of evaluating ongoing operations and for internal planning and forecasting purposes. Management believes that these non-GAAP
financial measures, when reviewed collectively with the Company’s GAAP financial information, provide useful supplemental information to investors in assessing the Company's operating performance. These non-GAAP
financial measures should not be considered as an alternative to GAAP financial information or as an indication of operating performance or any other measure of performance derived in accordance with GAAP, and may
not provide information that is directly comparable to that provided by other companies in its industry, as these other companies may calculate non-GAAP financial measures differently, particularly related to unusual
items.

Adjusted gross profit is gross profit excluding the effects of depreciation expense, amortization expense, and share-based compensation expense. Adjusted gross margin represents adjusted gross profit as a percentage of
net sales.

Adjusted EBITDA is calculated as net loss excluding the effects of expense (benefit) for income taxes; depreciation expense; amortization expense; share-based compensation expense; interest expense; interest income;
other income, net; change in fair value of warrant liabilities; foreign currency (gain) loss, net; litigation related costs; Go-to-Market restructuring; and severance, restructuring and other. Adjusted EBITDA margin represents
adjusted EBITDA as a percentage of net sales.

The Company does not provide a reconciliation of its fiscal 2025 adjusted EBITDA guidance to net loss, the most directly comparable forward looking GAAP financial measures, due to the inherent difficulty in forecasting
and quantifying certain amounts that are necessary for such reconciliation, which cannot be done without unreasonable efforts, including adjustments that could be made for changes in fair value of warrant liabilities,
integration and acquisition-related expenses, amortization expenses, non-cash share-based compensation, gains/losses on foreign currency, and other charges reflected in our reconciliation of historic numbers, the
amount of which, based on historical experience, could be significant. The presentation of this financial information is not intended to be considered in isolation or as a substitute for the financial information prepared and
presented in accordance with GAAP. The Company's fiscal 2025 adjusted EBITDA guidance is merely an outlook and is not a guarantee of future performance. Stockholders should not rely or place an undue reliance on
such forward-looking statements. See “Forward-Looking Statements” for additional information.
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First Quarter 2025 Highlights

$69.6m EEVAWIGE $49.4m EEIGIOKDIss $7.3m

-14.5% YoY -43.5% YoY +8.2% YoY -$9.4m YoY +$6.9m YoY
Lower delivery systems Decrease in delivery Continued year-over-year The decrease was The improvement in
net sales, partially systems net sales, as growth in consumables primarily due to the gain adjusted EBITDA reflects
offset by growth in macroeconomic net sales across all on repurchase of the lower operational spend
consumables challenges persist regions, reflecting growth Company's convertible and higher gross margin,

in active install base? senior notes in Q12024 partially offset by lower
and lower net sales, net sales
partially offset by lower
operational spend and
higher gross margin

BEAUTYHEALTH

1. Non-GAAP measure; please refer to the appendix for a reconciliation to the appropriate GAAP measure.
2. Estimated number of delivery systems owned by providers that have purchased consumables in the trailing twelve-month period.



2025 Strategic Focus

Enhancing Commercial Accelerating Science-
Execution Backed Innovation

Hydrafacial

Hydralock HA

Refining our pricing model, Expanding our booster
increasing lead conversion, pipeline, skincare offerings,
and strengthening and clinical validation
international partnerships initiatives while leveraging

our 179 patents

Deepening Provider
Partnerships

Increasing engagement,
simplifying sales execution,
and expanding brand
support
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Transformative Progress Under New Leadership

OPERATIONAL
EXCELLENCE

SALES

EXECUTION

FINANCIAL
DISCIPLINE

Appointed new Chief Supply Chain & Operations Officer to improve operations

Re-aligned manufacturing capacity to improve gross margins; concluded China third-party manufacturing by
consolidating global manufacturing operations at our facility in Long Beach

Reignited innovation pipeline, including the successful launch of Hydralock HA Booster in Q4 2024
Instituted quality improvement program leading to improved Syndeo performance and customer satisfaction
Stabilized Syndeo and completed our global Syndeo replacement program

Strengthened commercial leadership with appointments of new Chief Revenue Officer and Chief Marketing Officer
Restructured sales strategy, creating better processes, tools, and technology to improve provider adoption
Lowered provider barriers to entry with our Good, Better, Best device strategy

Transitioned our go-to-market strategy in China to a third-party distributor model

Significantly reduced operating expenses - decrease of over $30 million in FY 24 vs. FY 23

Shifted corporate culture toward cost consciousness and data-driven decision making

BEAUTYHEALTH



Updated 2025 Financial Guidance

$71- $76m $270 - $300m

20Q 2025E net sales FY 2025E net sales

$2 - $4m $15 — $25m

2Q 2025E adjusted EBITDA' FY 2025E adjusted EBITDA!

BEAUTYHEALTH

1. Adjusted EBITDA is a non-GAAP measure; please refer to the disclaimer for a discussion of the definition of this measure and important information regarding the assumptions
underlying the outlook.



Compelling Business Model

Harnessing the power of our large device footprint and clinically effective consumables

Hydrafacial

— -f't'

lock HA

Vitamin BS and frult extracts

Hydraf'aciaf

Hydralock HA

device
footprint
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Strongly Positioned in Growing Industry

Our Opportunity

%

41%
5%

10

global medical aesthetic
market projected growth
through 2029

of aesthetic practices with
microdermabrasion offer Hydrafacial
treatments currently?

of consumers agree their focus
has shifted from adding volume or
undergoing corrective treatments
to a focus on overall skin quality

Our Leadership

#1 Market Share’
#2 Best-Known Brand’
1 g 5 Tx Per Second’

1. BCG. Medical Aesthetics Provider and Consumer Surveys across 4,000 respondents; BCG analysis. IMCAS. January 2025. 2. Guidepoint Qsight - Sales Measurement as of Jan 2025. Qsight B EAUTY H EAI—TH

Sales Measurement data is based on point-of-sale transactions from 3,400+ US Aesthetics practice locations. 3. Ipsos Study 2024. Base: Consumers of the aesthetic and professional beauty
category (n=1000); Brand Aided Awareness. 4. Treatments per second calculation based on 5 million treatments/year, spread across a 40-hour work week, 50 weeks in a year.



Positioned for Long-Term Success

DIFFERENTIATED LEADER IN LARGE,

PRODUCT &
ADDRESSABLE

Omnichannel distribution and
favorable global tailwinds
provide structural advantages

category with clinical
efficacy and
patented technology

UNIQUE = A LOVED BY
/\;' ECONOMIC MODEL CONSUMERS
Profitable unit economics on \ 7 = i Accessible price point,
equipment sales and long- ' ) immediately gratifying
tailed, durable recurring cash A VR results and dynamic
flow from consumables sales Sy  branding drive best-in-class

NPS and engagement

"

LOYAL
ESTHETICIANS

Adored by estheticians
for attractive economics,
rapid equipment
payback, and ability to
bundle with other
services

INNOVATION
PIPELINE

Exciting internal pipeline

paired with marquee

industry partners attracted
to our unique platform and

evangelical community

BEAUTYHEALTH



Anchored by our Asked tor by name and
flagship brand, Hydrafacial recommended to friends

39% 96%

Brand RealSelf
awareness' “Worth It”
Rating?

556% 52

more Consumer
conversion Net
than Promoter
Botox’ Score?
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1. Ipsos Study. July 2024. Base: Consumers of the aesthetic and professional beauty category (n=1000); Brand Aided Awareness. Conversion defined as % of respondents who are
aware of and have tried a given brand. 2. Ipsos Study. July 2024. Base: Consumers of the aesthetic and professional beauty category that have received a Hydrafacial (n=210); “On a
scale of O to 10, how likely are you to recommend Hydrafacial to a friend or colleague?” 3. RealSelf as of December 2024.




continues . __ IR =

'tO d I’IVG . . ~ e | An esthetician.performing
revenue for [T . [ e -y

p rOVI d e rS have received a Hydrfacia $1 O O J O O O Tr;i:gﬁgcsaelerraef’?ﬁi: ;e .

treatment’ annually? aesthetic treatment per month'

ANl

064%

Hydrafacial’s market share in the
U.S. microdermabrasion
category*

of clients reported a confidence Nearly half of Hydrafacial
boost after their last Hydrafacial consumers visit a spa or medspa
treatment3 once per month'

has the potential for a jpayback in
less than six-months?
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1. Ipsos Study 2024. 2. Gross annual income and payback calculations based on providing 10 Deluxe Hydrafacial treatments a week at SRP of $250 per treatment and working 50
weeks and 25 weeks in the year, respectively. 3. Company data. May 2022. 4. Guidepoint Qsight - Sales Measurement for Full Year 2024. Qsight Sales Measurement data is based
on point-of-sale transactions from 3,400+ US Aesthetics practice locations.



Clinically Proven Immediate and Long-Term Results

In clinical studies with participants ranging in skin types and concerns

After just 1 treatment’
Pore size

100% of participants reported
decreased pore size
Fine lines

Statistically
. significant

reductions

90% of participants reported
decreased visible fine lines and wrinkles

80% of participants reported improved
tone and texture

Hyperpigmentation

After a series of treatments, participants -
reported?

- : : : Dullness Statistically
Significant improvement in hydration significant
Visibly improved skin texture | improvement

7 o Hydration in hydration
Significant reduction in the appearance
of pore size, hyperpigmentation, 0.0 05 10 15 20 25
dU”ﬂeSS, and flne ||neS Mean change from baseline score?

Individual results may vary

Differentiated by clinically proven results | Fortified by 179 patents
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1. Freedman, Bruce M. “Hydradermabrasion: an innovative modality for nonablative facial rejuvenation.” Journal of Cosmetic Dermatology Vol. 7,4 (2008): 275-80.
2. Freedman, Bruce M. “Topical antioxidant application enhances the effects of facial microdermabrasion.” The Journal of Dermatological Treatment. Vol. 20,2 (2009): 82-7.
3. Three independent physicians blindly reviewed digital photographs of 10 patients before and after Hydrafacial treatments. 2009.



Skin Health Benefits Beyond the Face:
Hydraftacial Keravive treatments

First-of-its-kind scalp facial powered by Hydrafacial’s
patented Vortex Technology

The three-step, in-office treatment and at-home regimen is
designed to deeply cleanse, exfoliate, and nourish the scalp

THE SKINIFICATION OF THE SCALP

4% of consumers are concerned about scalp health and
hair growth'

849% of consumers are interested in an in-office treatment
that can help'

CLINICALLY PROVEN RESULTS?

In a clinical study, 75% of users reported fuller-looking hair,
70% reported improved scalp health, and 82% reported
shinier, healthier strands after a series of treatments?

15

1. NewBeauty Beauty Engine. January 2025. Hydrafacial users. (n=1,109).
2. Kilmer S, Shamban AT, Callender VD, Jalian HR, Karnik J. Clinical Evaluation of the Effectiveness and Safety of an In-Office Scalp Stimulating Treatment and a Take-Home Scalp Health Product. HydraFacial LLC.
2019. Based on perception of 44 participants receiving a series of 3 Hydrafacial Keravive treatments with daily application of take-home peptide spray in between treatments for 20 weeks.
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Appendix: Non-GAAP
Financial BReconciliations



First Quarter 2025 Non-GAAP Financial Reconciliations

Reconciliation of net loss to adjusted EBITDA Reconciliation of gross profit to adjusted gross profit
Three Months Ended Three Months Ended
March 31, March 31,
Unaudited ($ in millions)’ 2025 2024 Unaudited ($ in millions)* 2025 2024
Net sales $ 696 ¢ 81.4 Net sales $ 69.6 $ 81.4
Net loss $ (101) ¢ (0.7) Gross profit $ 486 $ 48.4
Adjusted to exclude the following: Gross margin 69.8% 59.4%
(Expense) benefit for income taxes 0.9 (0.7
Depreciation expense 1.9 2.8 Adjusted to exclude the following:
Amortization expense 4.3 59 Depreciation expense 0.2 0.5
Share-based compensation expense 3.5 6.6 Amortization expense 11 3.2
Interest expense 2.5 3.0 Stock-based compensation expense 0.2 (0.4)
Interest income (3.0) (5.4) Adjusted gross profit $ 50.0 ¢ 51.6
Other (income) expense, net (0.1 (16.1) Adjusted gross margin 71.9% 63.4%
Change in fair value of warrant liabilities (0.3) 15
Foreign currency loss (gain), net (1.9) 1.3
Litigation related costs 6.9 0.6
Go-to-Market restructuring 27 —
Severance, restructuring and other — 1.5
Adjusted EBITDA $ 73 $ 0.4
Adjusted EBITDA margin 10.4 % 0.4 %
17 BEAUTYHEALTH

1. Amounts may not sum due to rounding.
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