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Presentation

Nanba: Thank you very much for taking time out of your busy schedules today to participate in the KOSE
Corporation Financial Results Briefing for the Fiscal Year Ended December 31, 2022.

Let me begin by introducing today’s attendees. This is Kobayashi, President & CEO.
Kobayashi: Thank you very much.

Nanba: This is Director & CFO, Mr. Mochizuki.

Mochizuki: Thank you very much.

Nanba: This is Ms. Hanakura, General Manager of Investor Relations Department.
Hanakura: Thank you very much.

Nanba: The financial results for the fiscal year ended December 31, 2022, disclosed at 3:00 PM today and the
materials for this briefing are available on our IR website. Please note that today’s meeting is being recorded.

Now, Mr. Mochizuki will explain the details of the financial results.

Mochizuki: My name is Mochizuki from KOSE Corporation. We would like to express our sincere gratitude for
your continued support of our business. Also, thank you very much for taking time out of your busy schedules
today to participate in our web conference.

| would like to present an overview of our financial results for FY2022 based on the materials related to
financial results that are available on our IR site on our website.



2022 Financial Summary [ 1 )

KOSE

v Net sales ¥289.1 billion: up ¥6.1 billion (2.2%) vs. revised plan*; up ¥20.1 billion (7.5%) YoY (up 2.7% excluding forex)

B YoY change: Although there were negative effects of China’s zero-COVID policy, sales increased mainly because of the growth of
high-prestige brand sales in Japan and higher sales at Tarte.
B Vs, revised plan: Sales higher than planned because of sales growth in Japan and at Tarte.

v' Operating ¥22.1 billion: up ¥5.6 billion (34.1%) vs. revised plan*; up ¥6.4 billion (41.1%) YoY

rofit ,
p B YoY change: Increased because of sales growth and measures to hold down the cost of sales ratio and SG&A expenses.
W Vs, revised plan: Higher than planned because of sales growth, measures to hold down the increase in the cost of sales ratio
and cost controls in all operations.

Evaluation of 2022
e 2022 Annual sales and operating profit results (Vs. revised plan*)
(Vs. 2021 results/revised plan*) Operating

Net sales

profit

Sales and profits up mainly due to the high prestige category, with strong sales at both dept. stores and specialty cosmetics stores.
Japan The entire cosmetics market recovered, resulting in sales above 2021 and the revised plan. Earnings also above 2021 and the revised plan (@] O
due to activities to hold down the cost of sales ratio and control marketing expenses.

China Sales and profits were below 2021 and the revised plan. The zero-COVID policy prevented a return to normal economic activity and A A
(excluding TR) performance was also impacted by intense e-commerce competition and temporary store closures and reduced hours.

China duty-free sales were above 2021 but slightly below the revised plan. Profits exceeded 2021 and the revised plan. South Korea duty-
free sales and profits were far below 2021 but sales reached the revised plan and earnings surpassed the plan due to a lower cost of sales O O
ratio and cost controls.

China/South Korea
TR

Sales were higher than 2021 and the revised plan due to strong consumer spending and the yen'’s depreciation (+6.2% excluding forex).
Overseas (Tarte) Earnings were lower than in 2021 because of a higher cost of sales ratio and increase in SG&A expenses but were above the revised plan (@] (&)
due to strong holiday shopping season sales.

*Revised plan that was announced November 11,2022 3

First, the summary on page three shows that on a consolidated basis, net sales were JPY289.1 billion, up
JPY20.1 billion or 7.5% from the previous year, and operating profit was JPY22.1 billion, up JPY6.4 billion or
41.1% from the previous year, as announced in the revised announcement on Monday, the 6th of February,
last week. As | will explain later in the year review by region, sales, and profits in all regions except China
exceeded our expectations in relation to the revised plan announced last November.



Consolidated Income Statement Highlights &8¢
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» YoY change: Operating profit was higher due to lower cost of sales ratio and SG&A ratio. Ordinary profit was higher due to a big increase in foreign exchange
gains. Profit attributable to owners of parent increased YoY.

» Vs. revised plan: Higher than planned because of measures to hold down the increase in the cost of sales ratio and cost controls in all operations.

2022 Revised plan

(announced on Nov. 11,
Change Change 2022) Change Change

(amount) (ratio) {amount) (ratio)
Ratio to net Ratio to net Ratio to
s Amount Amount
(billion yen) - sales sales - net sales
Net sales 268.9 100.0% 289.1 100.0% +20.1 +7.5% 283.0 100.0% +6.1 +2.2%
Cost of sales 81.0 30.1% 83.6 28.9% +2.5 +3.1% 83.8 29.6% -0.2 -0.3%
Gross profit 187.8 69.9% 205.5 71.1% +17.6 +9.4% 199.1 70.4% +6.3 +3.2%
SG&A expenses 172.2 64.0% 183.3 63.4% +11.1 +6.5% 182.6 64.5% +0.7 +0.4%
Operating profit 15.6 5.8% 221 7.7% +6.4 +41.1% 16.5 5.8% +5.6 +34.1%
Ordinary profit 22.0 8.2% 28.3 9.8% +6.3 +28.8% 22.6 8.0% +5.7 +25.6%
Profit before income taxes 20.9 7.8% 27.8 9.6% +6.8 +32.9% 22.4 7.9% +5.4 +24.4%
Brofitatibutableto 11.1 4.1% 18.7 6.5% +7.6 +68.6% 16.5 5.8% +2.2 +13.8%
owners of parent
Net income per share - 329.03 yen - 289.22 yen +39.81 yen
ROA 5.2% 6.7%
ROE 5.1% 7.5%
i i * Changes vs. the revised 2022 plan for sales of business segments and major
Capital expenditures 7.0 6.8 group companies are on page 40 of the Supplementary Information.
Depreciation 11.3 9.7

Page four will be the main items in the P&L. As for operating profit and below, ordinary profit was JPY28.3
billion and net income was JPY18.7 billion, both increased YoY, mainly due to a foreign exchange gain of over
JPY4 billion as non-operating income.



Net Sales Vs. Plan .‘

»Sales were higher than the revised plan because of stronger than anticipated sales growth in
Japan and at Tarte.
(billion yen)

Tarte Others
Japan +1.0 +0.1
+4.9
]

Revised plan 2022
(November 11, 2022) Results

Page five is a waterfall chart for sales vs. the revised plan. In Japan, purchasing activity was brisk from the
second half of November and the momentum continued through the end of the year, while Tarte performed
well on Cyber Monday in late November and during the Christmas shopping season in December, resulting in
higher-than-expected sales.

Excluding the foreign exchange impact of approximately JPY13 billion from the JPY289.1 billion, the total is
approximately JPY276 billion, which is approximately JPY17 billion less than the original plan of JPY293.0
billion.



Operating Profit Vs. Plan

%
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» Operating profit was higher than the revised plan because of sales growth, measures to hold
down the increase in the cost of sales ratio, and cost controls in all operations.

Increase in
gross profit
due to higher
sales
+4.3

Revised plan
(November 11, 2022)

(billion yen)
Ot”her General and
Impact of the Marketing seliing administrative
cost of sales costs EXPENSES expenses
+2.8 0.4
ratio : -3.1

Total = +5.6

2022
Results

Page six is a waterfall chart of operating profit vs. the revised plan. The largest factor in the increase will be
higher sales. In addition, raw material prices rose due to global inflation and the weak yen, but we were able
to control the rise in the cost of sales ratio by reducing inventories, mainly in China, and control marketing
costs better than expected, resulting in an increase of JPY5.6 billion compared to the revised plan.

It was almost the same level as the JPY22.0 billion planned at the beginning of the year. Of the JPY22.1 billion,
approximately JPY4 billion was due to the impact of foreign exchange and inventory reductions, which are

transitory factors.



Cost of Sales and SG&A Expenses a%
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» The cost of sales ratio declined overall including that of KOSE Cosmeport, although the ratio was higher for Tarte. A
decrease from the previous year in merchandise disposal associated with FASIO and ALBION products also contributed to
the improvement in the cost of sales ratio.

» Although general and administrative expenses increased, 4Q marketing cost controls in Japan and China held down the 2022
increase in sales promotion and advertising expenses, resulting in a lower SG&A expense ratio.

2021 2022 YoY change

(of which 4Q Ratio to net (of which 4Q Ratio to net
Amount Amount Ratio
(billion yen) amount) sales amount) sales

Cost of sales 0 (22.1) 30.1% 3.6 (23.7) 28.9% +3.1%
SG&A expenses 172.2 (50.9) 64.0% 183.3 (54.8) 63.0% +11.1 +6.5%
Sales
: 423 (15.5) 15.8% 441 (13.9) 15.3% +1.7 +4.2%
prOmO[lOn
Selling Advertising 23.4 (8.3) 8.7% 25.7 (9.6) 8.9% +23 +9.8%
expenses
Freight d
reightage an 16.2 (4.6) 6.0% 17.4 (5.1) 6.0% +1.1 +7.4%
packing
Subtotal 82.0 (28.4) 30.5% 87.3 (28.7) 30.2% +5.2 +6.4%
Personnel 55.1 (13.4) 20.5% 57.2 (14.9) 19.8% +2.1 +3.9%
Generaland | R&D 5.8 (1.4) 2.2% 6.0 (16) 2.1% +0.2 +3.7%
administrative
expenses Depreciation 4.6 (1.1) 1.7% 4.9 (12) 1.7% +0.3 +6.8%
Others 245 (6.4) 9.1% 27.7 (83) 9.6% +3.2 +13.2%
Subtotal 90.1 (22.4) 33.5% 96.0 (26.0) 33.2% +5.8 +6.5%

Page seven shows cost of sales and SG&A expenses. The cost of goods sold decreased 1.2 percentage points
from the previous year to 28.9%, of which the cost of goods sold was minus 0.4 percentage points, mainly due
to a decline in the cost of goods ratio, and the cost of disposal was minus 0.9 percentage points due to the
absence of the disposal of FASIO and ALBION’s LADUREE in the previous year.

Selling, general and administrative (SG&A) expenses totaled JPY183.3 billion, an increase of JPY11.1 billion
from the previous year. However, curbing sales promotion expenses, especially in 4Q, kept the annual
increase in control, and the SG&A expense ratio was minus 0.6 percentage points from the previous year to
63.4%.



YoY Changes in Operating Profit

Impact of the

Increase in cost of sales
gross profit ratio
due to higher +3.5

sales
a0 [N

2021

Marketing
costs
-4.0

Other selling
expenses
-1.1

Total = +6.4

(billion yen)
General and
administrative
expenses
-5.8
2022

Page eight is a waterfall chart of YoY comparisons in operating profit. The difference between this YoY
comparison and the comparison to plan on page six is marketing costs. Although they were controlled vs the
plan throughout the year, they increased by approximately JPY4 billion compared to the previous year.



Sales and Operating Profit by Segment 8%
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»In the cosmetics segment, sales increased as higher sales of Tarte, DECORTE, ALBION, JILL STUART and other high
prestige brands offset a decrease in prestige category sales. Operating profit increased because of a lower cost of sales
ratio and measures to hold down marketing expenses.

»In the cosmetaries segment, sales and operating profit increased as the return to normal economic activities starting in
the 2Q, despite weakness in the hair care category of KOSE Cosmeport.

2021 2022
YoY change | YoY change

Operating segment 2 ; :
o A motnt (of which 4Q e (of which 4Q (amount) (ratio) 2021 2022
(billion yen)| amount) amount)

Net sales

Cosmetics 217.7 (69.5) 2349 (74.2) +17.2 +7.9% 80.9% 81.3%
Cosmetaries 49.1 (11.9) 52.2 (13.4) +3.0 +6.2% 18.3% 18.1%
Others 2.0 (0.6) 1.9 (0.6) -0.1 -6.3% 0.8% 0.7%
Total 268.9 (82.1) 289.1 (88.2) +20.1 +7.5% 100.0% 100.0%

.

YoY ch YoY ch
profit OperHine scement Amount {enwhich 40 Amount jotwhichaa fan:ﬂj:tg)e o(f:mzr;ge 2021 2022
(billion yen)| amount) amount)

Cosmetics 19.7 (9.1) 25.4 (9.9) +5.6 +28.5% +9.1% +10.8%
Cosmetaries 0.3 (0.8) 1.1 (0.8) +0.7 +182.0% +0.8% +2.1%
Others 0.7 (0.2) 1.0 (0.2) +0.2 +36.9% +36.6% +40.9%
Adjustment -5.2 (-1.1) -5.4 (-1.4) -0.1
Total 15.6 (9.0) 22.1 (9.6) +6.4 +41.1% +5.8% +7.7%

Page nine shows revenue by segment. In the cosmetics business, both sales and profit increased due to a
significant contribution from high prestige brands. The operating profit margin also recovered to double digits
at 10.8%.

In the cosmetaries business, although sales in Japan struggled more than expected in 1Q due to the impact of
priority measures to prevent the spread of the coronavirus disease, sales gradually returned as the market
recovered from 2Q onward. As a result, the 1H loss was reversed, operating profit increased JPY0.7 billion
from the previous year, and the operating profit margin is showing signs of recovery.



Global Sales of Major Group Companies and Major Brands 8%
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» ALBION sales and profits increased, with a big upturn in profits following the loss on disposal of merchandise in 2021. » Double-digit sales growth of DECORTE in Japan continued, but there were challenges
» Small sales increase of KOSE Cosmeport but profits down due to high cost of sales ratio and increase in SG&A expense. in mainland China and the South Korea travel retail sector.
» Big sales increase at Tarte due to the yen’s depreciation but profits fell sharply due to increases in the cost of sales and » SEKKISEI sales throughout 2022 decreased but sales are recovering in Japan and the
SG&A expenses. China travel retail sectors.
Major group ALBION KOSE Cosmeport
companies
(billion yen) YoY change (ratio) YoY change (ratio) YoY change (ratio)
Asia/ Asia/ Asia/ Asia/ North | Europe/ North | Europe/ North Europe/
Japan others Japan others ZdbaligsidcHliars(ileral others 14pap others dapen /sia/iothers America | others | America  others | America others
1Q 8.9 19 10.0 1.5 +13.2% -18.1% 9.9 0.0 7.7 0.0 -22.0%  -100.0% 6.2 0.8 7.1 132 +14.5% +58.7%
2Q 10.3 23 10.9 2.2 +6.3% -5.1% 6.1 0.0 7.2 0.0 +19.2% +104.9% 73 2 6 X 9.0 1.7 +22.5% +57.3%
3Q 10.5 22 10.8 1.6 +3.0% -25.6% 7.8 0.0 8.9 0.0 +13.8% +88.2% 7.5 13 10.3 1.7 +36.1% +36.1%
4Q 11.6 31| 117 32 +0.4%  +45% 7.5 0.0 8.3 0.0  +107%  -50.0% 105 13 128 20 +213%  +54.8%
Subtotal 414 96 436 87 +5.3% -93% 314 00 323 0.0 +2.8% +8.1% 318 45 393 6.8 | +23.8%  +50.7%
Total sales 51.0 523 +2.6% 31.4 323 +2.8% 36.3 46.2 +27.1%
OP (ratio) 0.0 (0.0%) 3.3 (6.5%) = 1.8 (5.9%) 0.6 (1.9%) -66.4% 6.3 (17.5%) 4.6 (10.2%) -26.1%

*The Accounting Standard for Revenue Recognition is
Major brands DECORTE SEKKISEI applied for major group companies.

(billion yen)
2021 2022 YoY change (ratio) 2021 2022 YoY change (ratio)

Japan |Overseas Japan |Overseas Japan Overseas Japan 0}:;&:{5 Japan OT::r/S Japan o)::s:s
1Q 4.7 13.4 5.9 11.7 +26.9% -12.5% 1.8 0.8 17 0.7 -2.3%  -13.9%
2Q 4.9 18.7 6.8 17.6 +39.9% 6.1% 2.4 11 1.6 11 32.2% 0.1%
3Q 5.2 12.6 6.6 14.2 +27.5% +12.6% 17 0.7 L7 1.0 0.4% +45.2%
4Q 7.3 22.4 9.3 236 +27.3% +5.7% 2.0 1.2 22 12 +10.1% +2.1%
Subtotal 221 67.3 28.8 67.3 +30.0% +0.1% 8.0 3.9 7.3 4.1 7.7% *5.9% | yrhe Accauntivig Staridard for Reveniie Recogrition s
Total sales 89.5 96.2 +7.5% 11.9 115 -3.2% not applied for major brands.

10

Page 10 shows global sales of major group companies and major brands. ALBION posted higher sales and
profits on better inbound sales, and its operating margin improved to 6.5%.

KOSE Cosmeport’s sales did not grow as much as market costs put in place, and the cost of sales ratio was on
the way to improvement, resulting in a decrease in profit. However, this was largely due to sluggish
performance in China, while the operating profit margin recovered to the mid-single digits in the domestic
business.

Tarte sales increased, but profits declined significantly due to a higher cost of sales ratio resulting from soaring
raw material prices and increased disposal, as well as higher labor costs. However, the operating profit margin
remains in the double digits.

DECORTE achieved double-digit sales growth in Japan, and overseas sales were almost the same as the
previous year, as struggling sales in mainland China and South Korea was covered by rising sales in China travel
retail.

Sales of SEKKISEI were down for the year. However, sales in August last year increased YoY for the first time
in approximately 34 months as a result of re-focusing classic series during the period in Japan, and the
momentum continued in 4Q.

10



Net Sales by Region

» In Japan, sales increased along with the resumption of normal consumer activity as pandemic restrictions are eased.

» In Asia, a small increase in sales despite the negative effects of zero-COVID policy in mainland China and South Korea; sales growth
was the result of a sales rebound in the second half, mainly in the China travel retail sector.

» In North America and other regions, sales increased because of steady consumer spending and the effect of yen’s depreciation.

2021 2022

(of which 4Q Ratio to net (of which 4Q Ratio to net i
. A t A t (amount) (ratio)
(billion yen) ottt amount) sales mour amount) sales

YoY change | YoY change

Japan 151.9 (43.2) 56.5% 163.0 (46.0) 56.4% +11.0 +7.3%
Asia 80.3 (26.8) 29.9% 80.7 (27.6) 27.9% +0.3 +0.5%
North America 32.7 (10.9) 12.2% 40.1 (13.0) 13.9% +7.4 +22.7%
Others 3.9 (1.1) 1.5% 5.1 (1.5) 1.8% +1.2 +32.0%
Total 268.9 (82.1) 100.0% 289.1 (88.2) 100.0% +20.1 +7.5%
Overseas sales 117.0 (38.9) 43.5% 126.0 (42.2) 43.6% +9.0 +7.7%

%

KOSE

Page 11 provides a summary of sales by region. Japan’s growth rate of 7.3% is almost the same as the overall

growth rate.

Asia, as | mentioned earlier, showed a slight increase, mainly due to struggling sales in mainland China and

South Korea travel retail.

In addition, sales in North America and Others increased significantly due to steady growth in Tarte and the

weak yen factor.

11



Net Sales by Region: Japan 8%
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» Sales of high-prestige brands continued to be strong at department stores and specialty cosmetics stores.

» Although sales in the drug store and other mass retail channels were slow throughout 2022, cosmetaries sales growth starting in the
2Q and SEKKISEI (prestige category) sales growth starting in the 4Q offset the 1Q sales downturn caused by pandemic restrictions.

= 2021 2022 YoY change YoY change KOSE
(billion yen) (amount) (ratio)

Total 151.9 163.0 +11.0 +7.3%

Overall B Strong sales growth of DECORTE continued.
1Q 37.9 36.5 1.3 -3.6% .
B Sales of the DECORTE LIPOSOME Series (beauty
2Q 33.7 39.2 +5.4 +16.0% serums and creams) were consistently strong, backed
by growth in the number of new customers and
3Q 37.0 41.2 +4.1 +11.3% High prestige repeat purchases.
B Eye color products at JILL STUART and base makeup
4Q 432 6.0 na 16:6% products at ADDICTION each increased as a

percentage of their respective product categories.

B Overseas sales of SEKKISEI stopped falling in the 3Q
Market Trends Prestige and sales in Japan started increasing in the 4Q.
B Carté HD is steadily increasing its market share.

B Inflation fueled by the yen’s depreciation and high

s cost of crude oil B At KOSE Cosmeport, sheet masks continued to
B The number of COVID cases in Japan increased slowly T contribute to sales growth but sales in the hair care
1
between late October and December. category were weak.

B Strong sales of Visée, FASIO and other makeup brands.

From page 12 onward, the explanation is by region. Sales in Japan totaled JPY163.0 billion, up JPY11.0 billion
from the previous year. In the 1Q of the last year, Japan was severely affected by the coronavirus pandemic,
including the priority measures to prevent the spread of disease, but while the seventh and eighth waves also
occurred, economic activity has steadily resumed, and customers have returned to the stores.

Among them, DECORTE, JILL STUART, and ADDICTION, as well as cosmetaries, generally performed well and
drove sales.

On the other hand, although prestige struggled throughout the year more than expected at the beginning of
the year, there is some positive news, such as the growth of Carte HD for sensitive skin.

12



Net Sales by Region: Asia

%
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» Strong travel retail sales in China and a recovery starting in the e-commerce sector, but offline sales are still sluggish even after the

December end of pandemic restrictions because of the rising number of infections.

» South Korea travel retail sales were held down by the dollar’s strength vs. the won and intense competition with the China travel retail sector.

(billion yen)

Total
1Q
2Q
3Q

4Q

Market Trends
[ ]

China
(mainland)

China u
(duty-free)

South Korea
(duty-free)

2021

80.3

16.2

214

15.8

26.8

80.7

14.0

22.0

17.0

27.6

YoY change
(amount)

+0.3

-2.2

YoY change
(ratio)

+0.5%

-13.5%

+2.7%

+7.8%

+2.9%

The continuation of the zero-COVID policy held down
the economy. Restrictions ended on December 7, but
the severity of the pandemic started rising rapidly.

Sales of Chinese cosmetic brands are increasing.

Negative effect of travel restrictions due to the zero-
COVID policy but demand for cosmetics is recovering.

Pandemic restrictions are declining and economic
activity is returning to normal, but the dollar
continues to strengthen vs. the won.

KOSE

China
(Mainland)

China
(duty-free)

South
Korea
(duty-free)

Offline sales were impacted by temporary store closings
and reduced hours due to the zero-COVID policy. Store
restrictions ended in December but customer numbers
remained low due to fear of infection.

Sales decreased because of lower advertising and logistics
expenses for Singles Day (November 11).

Sales have started recovering on Hainan Island and
mainland China despite the negative effects of restrictions
on travel due to the zero-COVID policy.

Sales were strong, mainly e-commerce.

Sales declined because of the dollar’s strength vs. the won,
travel restrictions in China and slowing economic growth
in China.

Next, in Asia on page 13, sales were almost flat in yen terms, but slightly negative in local currency terms.

In China, travel retail and mainland online sales are recovering, while offline sales are struggling.

In South Korea, travel retail sales and profits declined significantly due to extremely tight inventory control by
duty-free distributors as a result of the strong dollar against the won since the middle of the year, and travel
restrictions in China.

13



Net Sales by Region: North America, Europe, Others g
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» Tarte’s store sales has recovered to the 2019 level and the annual sales growth rate was higher than for the entire prestige makeup
market in the United States.

» Strong sales backed by firm consumer spending; a big increase in yen-denominated sales because of the yen’s depreciation.

" S P02 YoY change YoY chrange Tarte
(billion yen) (amount) (ratio)
W Sales during the holiday shopping season were higher
Total 36.6 453 +8.6 +23.7% than in 2021. Growth of gift sales and successful SNS
promotions have improved brand presence of Tarte during
1Q 7.0 8.3 +1.2 +18.1% the holiday shopping season.
Overall B Tarte retains high market shares in the concealer, mascara
2Q 85 103 +1.8 +21.1% and other key categories.
B |n the lip product category, sales of the maracuja juicy lip
3Q 8.8 11.9 +3.1 +35.5% series are climbing.
B Opened new stores during 2022.
4Q 12.1 14.5 +2.4 +20.1%
B Holiday season sales at ULTA stores contributed to growth.
North B Success of Cyber Monday (online sales event on the
Arteri o 2 S
Market Trends merica Monday after Thanksgiving) promotions resulted in big

increases in sales at Kohl’s and Target.

m C di ins firm despite th
nsumerspending:remainstirm eespietng B Strong start of online sales at Sephora UK, which opened

USA _possiF)ility of _an economic downturn affected by high in October 2022.
inflation and interest rates. EHlope B Sales increased, especially for merchandise that is popular
B Although the rise in energy prices has stopped for now, during the holiday selling season.
Europe inflation remains high and monetary tightening,

creating downward pressure on the economy.

14

Next, Tarte’s annual store sales has recovered to the level of 2019, and the annual growth rate exceeds the
overall US prestige makeup market.

However, although the growth of sent goods was in the mid-single digits (plus 6.2%) in local currency terms,

it did not reach the forecast throughout the year, except in December, due to inventory control by distributors,
as was the case in Korea Duty Free.

14



E-commerce/Travel Retail Sales a®
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»E-commerce sales were strong in Japan, North America and other regions and sales in China recovered in the 3Q.

Total 38.8 438 +13.0% 9.3 11.2 +20.1% 19.9 21.2 +6.4% 0.3 0.4 +16.7% 9.0 10.8 +20.2%
1Q 7.0 8.0 +13.8% 2.0 2.8 +36.7% 3.0 3.2 +4.4% 0.0 0.1 +42.5% 1.8 1.8 +2.1%
2Q 10.1 10.2 +1.0% 21 23 +11.0% 5.8 5.2 -10.7% 0.0 0.0 -9.4% 2.0 25 +22.9%
3Q 7.0 7.5 +6.7% 23 24 +1.9% 2.5 2.7 +6.6% 0.1 0.1 +21.1% 19 2.2 +12.6%
4Q 145 18.0 +24.1% 2.7 3.6 +30.3% 8.4 10.0 +18.9% 0.1 0.1 +12.1% 31 4.2 +33.5%

»Travel retail sales were affected by travel restrictions in China and the dollar’s strength vs. the won in South Korea, but slightly increased due to the recovery in
China from 3Q.

. YoY change
(billionyen) | 2021 2022 2021 2022 YoY change 2021 2022 YoY change 2021 YoY change 2021 YoY change

Total 48.1 48.8 +1.5% 04 13 +238.7% 27.0 30.2 +11.8% 20.2 16.7 -17.6% 0.4 0.5 +24.5%
1Q 10.7 9.0 -15.2% 0.0 0.1 +127.8% 5.8 6.5 +12.9% 4.6 23 -49.8% 0.1 0.0 -77.8%
2Q 13.2 13.0 -1.5% 0.1 0.1 +58.5% 8.2 5.8 -29.3% 4.7 6.8 +45.0% 0.1 0.1 +4.6%
3Q 9.9 121 +21.5% 0.1 0.6 +422.9% 4.4 83 +89.3% 5.3 2.8 -47.2% 0.0 0.2 +243.5%
4Q 14.2 14.6 +2.7% 0.0 0.3 +283.8% 8.5 9.4 +10.9% 5.5 4.6 -15.6% 0.0 0.1 +120.0%

(billionyen) | 5071 2022 YoY change
Total 9.9 5.9 -39.9%
1Q 1.7 13 -22.4%
2Q 2.6 23 -9.8%
3Q 2.2 0.6 -69.1%
1ol 33 15 53.2% * The Accounting Standard for Revenue Recognition is not used.
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Page 15 shows EC and travel retail sales. Despite regional differences, EC generally performed well, with net

sales of JPY43.8 billion, up JPY5.0 billion from the previous year.

Travel retail sales increased only slightly by JPY0.7 billion over the previous year, but the negative growth
South Korea was almost offset by the positive growth in China.

in
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Balance Sheet and Cash Flow Highlights e

KOSE

» Total assets amounted to ¥359.6 billion and equity ratio was above 70%. » ¥12.1 billion increase in cash due to higher profits.

Bs ember 31, 2021 As of December 31, 2022 Change CF 2021 2022
(billion yen) (billion yen) FanDec) panDecy

Current assets 217.3 67.9% 244.4 68.0% +27.1 Profit before income taxes +20.9 +27.8

Cash and deposits 105.2 32.9% 116.5 32.4% +11.2 Depreciation +11.3 +9.7

‘Accounts recatvable 442 13.8% 52.4 14.6% +8.2 Decrease (increase) in trade 32 7.4

receivables

Inventories 63.7 19.9% 69.0 19.2% +5.3 Decrease (increase) in inventories -2.6 -3.0
Non-current assets 102.6 32.1% 115.1 32.0% +12.4 Increase (decrease) in trade

Property, plant and payables * a4

equipme}\t 59.5 18.6% 63.9 17.8% +4.3 Others 2.5 8.9

Intangible assets 14.2 4.5% 14.4 4.0% +0.1 Cash flows from operating activities +26.5 +19.3
Total assets 320.0 100.0% 359.6 100.0% +39.5 Capital expenditures -7.0 -6.8
Current liabilities 59.1 18.5% 67.5 18.8% oG (Increase) decrease in time deposits +0.2 +1.6

Accounts payable 23.7 7.4% 25.3 7.1% +1.6 Cash flows from investing activities 53 -5.3

Funds procured from external 7

Short-term borrowings 0.6 0.2% 13 0.4% +0.7 sources and repayments -7.0 +0.6
Non-current liabilities 6.6 2.1% 16.6 4.6% +10.0 Cash dividends paid -7.2 -7.8
Total liabilities 65.7 20.5% 84.2 23.4% +18.4 Cash flows from financing activities -14.3 -7.3

Effect of exchange rate change on cash

Total net assets 254.2 79.5% 275.3 76.6% +21.0 and cash equivalents 35 5.5

Shareholders’ equity* 238.3 74.5% 258.9 72.0% +20.6 Change in cash and cash equivalents +10.4 +12.1

Non-controlling Cash and cash equivalents at beginning

interests 15.9 5.0% 16.3 4.5% +0.4 of period 71.4 81.8
Total liabilities and net Cash and cash equivalents at end of
el 320.0 100.0% 359.6 100.0% +39.5 period 81.8 94.0

* Shareholders’ equity = Net assets — Share acquisition rights — Non-controlling interests

16

As for the balance sheet, since we specialize in the cosmetics business and have virtually no debt, our overall
balance sheet improves as our business performance improves, resulting in a healthy equity ratio of 72%.

Cash flow is also increasing due to the recovery of sales. In addition, cash outflow of more than JPY8 billion,

which was expected at the beginning of the year to fund the construction of the Minami Alps Factory
(tentative name), has been pushed back, and cash is now accumulating due to the postponement of the plan.
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2023 Sales Plan (Regional/Business Segment/ Major Group Companies) g

KOSE

Region = =
(Yo change) 2022 sales (%) 2023 sales plan (%) 2023 outlook
Economic recovery likely to continue due to the resumption of economic activities following the end of most
Japan +7.3% +5-7% . 5 . e ’
pandemic restrictions but overseas economic downturns may limit the growth of Japan’s economy.
China (excluding TR) +1.4% +10% Consumer spending will probably recover following the end of pandemic restrictions and a full-scale recovery of

cosmetics demand is expected.

China/South Korea 0.8% +2:5% China duty-free sales are expected to increase, mainly on Hainan Island, but South Korea’s heated duty-free
TR it o competition with China is likely to continue.

Although inflation is slowing, inflation and interest rates will probably remain high and economic growth will

Overseas (Tarte, +27.1% No change . . . . 2. . teacs
( ) ” g decline. No change in sales due to the outlook for a continuation of the reduction in inventories at distributors.

» Inthe cosmetics segment, sales growth is expected to continue, chiefly in

the high prestige category, but the growth rate will probably decline. »  Forecast a moderate economic recovery to continue in Japan and China as economic
he high i but th h Il bably decli F d i i inJ d Chi i
Somewhat slower growth is also expected in the cosmetaries segment. activity returns to normal but forecast no change in sales at Tarte and KOSE Korea.
Segment 2 Major group companies 2022 .
sales (% 2023 sales plan (%
(YoY change) 2022 sales (%) 2023 sales plan (%) (YoY change) (%) plan (%)
Consolidated sales'n! +7.5% +5.5% ALBION +1.4% »%
Cosmetics’note 1 +7.9% +6.3% KOSE Cosmeport +2.6% +2%
High prestige +10.0% +6% IPY KOSE China‘ootet, 2 +1.4% +10%
DECORTE +7.5% +6% KOSE Korea*not1 -20.3% +2%
*note 1
Prestige 6.0% +5% Tarte +27.1% No change
g ing‘rotel, 2 =
SEKKISEI 4.1% +10% KOSE China‘ret= 11.3% +9%
Local .
*note 1 - 0
Cosmetaries "ot ! +6.2% +1.8% currency KGatkoics i g
Tarte™mote 1 +6.2% No change

Note 1: Figures are after applying the Accounting Standard for Revenue Recognition. All other figures are before applying the standard. Note 2: KOSE China sales includes online and offline operations and does not include travel retail

Starting on page 17, we will explain our sales plan for FY2023. First, regarding sales by region, while we expect
Japan’s economy to pick up strongly on the back of the resumption of economic activity, we see a growth rate
of 5% to 7%, considering the possibility of being affected by the economic slowdown in Europe and North
America, and the fact that the growth rate of DECORTE is expected to settle down compared to the previous
year.

In China, we have a bullish plan for a 10% YoY increase in sales in anticipation of revenge consumption in 2Q
and beyond due to the lifting of the zero-COVID policy.

On the other hand, in travel retail, as | mentioned earlier, China and South Korea are expected to offset their
sales each other, so we expect a 2% increase over the previous year, but if both countries grow, we expect an
increase of about 5%.

Tarte is unchanged due to continued tightening of monetary policy in the US and Europe, which is expected
to slow the economy, plus distribution inventory controls that are expected to continue to curb sent goods.

Then, in terms of brands, we expect growth of about plus 6% in high prestige, as we expect Tarte to remain
flat, and about plus 5% in prestige, as we are recovering mainly from SEKKISEI’s classics.

For cosmetaries, we set low as 1.8% plus due to an expected decrease in sales due to the discontinuation of
the brand and other factors.

Plans by major group companies are shown in the table below.
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2023 Consolidated Outlook &8¢

KOSE

» Although the economies of Japan and China are expected to recover, 2023 sales growth of 5.5% of forecast because of a
decline following the 2022 sales boost form the yen’s depreciation and the outlook for slower U.S. economic growth.

» Forecast a decrease in operating profit because of substantial marketing expenditures and the end of the positive effect of the
yen’s depreciation.

» Forecast big declines in ordinary profit and profit attributable to owners of parent because no contribution from foreign
exchange rate changes is anticipated.

2022 results 2023 plan YoY change YoY change

o e o i
Net sales 289.1 100.0% 305.0 100.0% +15.8 +5.5%
Cosmetics 234.9 81.3% 249.8 81.9% +14.8 +6.3%
Cosmetaries 52.2 18.1% 53.1 17.4% +0.9 +1.8%
Others 1.9 0.7% 2.0 0.7% +0.0 +3.4%
Operating profit 221 7.7% 21.0 6.9% -1.1 -5.1%
Ordinary profit 283 9.8% 203 6.7% -8.0 -28.5%
Profit attributable to owners of 18.7 6.5% 133 4.4% 5.4 29.1%
parent
ROA 6.7% 5.6% Currency 2022 results 2023 estimate
ROE 7.5% 4.7% US dollar/Yen 131.4 130.0
Capital expenditures 6.8 218 Chinese 19.4 19.5
yuan/Yen
Depreciation 9.7 10.8
horean 0.101 0.102
won/Yen
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For the current fiscal year, we are forecasting net sales of JPY305.0 billion and operating profit of JPY21.0

billion based on the assumptions just made.

As mentioned on page five, excluding the impact of foreign exchange rates, FY2022 sales were about JPY275.0

billion, and we expect FY2023 sales to grow at a rate of more than 10% compared to that level.

Also, as explained on page six, operating profit, excluding one-time factors, was about JPY18 billion last fiscal

year, so we have set our profit plan at nearly 15% over that figure.

Ordinary profit and net income are expected to decrease, due in part to the fact that foreign exchange gains

of about JPY4 billion were recorded last year, but no foreign exchange factors are expected this fiscal year.
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2023 Operating Profit Plan

Increase in
gross profit
due to
higher sales
+11.2
Impact of
the cost of
sales ratio
-0.8

Marketing .
Other selling
costs
10.2 expenses
-0.8

2022

Results

(billion yen)
General and
administrative
expenses
-0.3 21.0
2023
Plan

19

Page 19 is a waterfall chart of the operating profit plan, which will significantly increase marketing costs this
fiscal year. In addition to further strengthening the activities of DECORTE and ALBION in Japan, and reinvesting
in China, where a macroeconomic recovery is expected, we plan to start cultivating the market for the future,

especially in regions outside Greater China, mainly the United States.
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%

Dividends / Payout Ratio OSE

» For dividends, the basic policy is to pay a dividend consistently and make payments that reflect the current financial condition,
results of operations, payout ratio and other factors while retaining sufficient earnings for more growth.

Year-end dividend for 2022: Due to the accomplishment of the initial plan for profit attributable to owners of parent, there is no
change to the initial plan for the dividend: year-end payments of ¥70, resulting in an annual
dividend of ¥140.

Dividend for 2023: Plan to pay the same dividend of ¥140 (¥70 interim and year end) despite the outlook for a
decrease in profit attributable to owners of parent.

mm Interim dividend Year-end dividend  «=fe=Payout ratio (%)

(ven) 200

150

100

50

FY03/2019 FY03/2020 FY03/2021 FY12/2021 FY12/2022 FY12/2023 (Plan)
20

Finally, we discuss dividends. For FY2022, we plan to pay a year-end dividend of JPY70 per share, which
together with the interim dividend of JPY70 per share, will result in an annual dividend of JPY140 per share.
Although profits are expected to decrease this fiscal year, both the interim and year-end forecasts remain
unchanged and are assumed to be JPY140, the same as last year. The dividend payout ratio is about 60%,
which is one of the highest in the past.

That is all for my explanation. Thank you very much.
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Nanba: Now, President Kobayashi will explain the progress of VISION2026 and future initiatives.

Kobayashi: My name is Kobayashi. Thank you very much for taking time out of your busy schedules to join us
today.

I would like to review the FY2022, which has ended, and talk about our efforts in FY2023.
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KOSE’s Corporate Philosophy & Strategy Framework %

KOSE

Statement of purpose: Create a culture and values embodying distinctive Creating Beauty
beauty through a sophisticated fusion of sensuousness and intelligence. in a Sustainable World

VISION2026: Become a company with a global presence NOSE St nab Pl (2030
n . o - ustainabili an
= “a company with ultimately high loyalty” y ( )
5 Sy i A source of adaptable products and services
Net sales: 500 billion yen Overseas sales ratio Flagshlp EIObal brands Creatin Support for a beautiful, healthy and happy life
Operating margin: 16% or more 50% or more A — Beaulyg Help create a world with true gender equality
ROA: 18% or more EC/TR sales ratio DECORTE B ina Use the theme of beauty to help solve
2596 o¢ mivia s {suncur} Sustainable env_lronmemal issues 5
ROE: 15% or more ADCTON tarte World Emvironmey op;rates prog in areas
R it hepertomnor e Lower the overall environmental impact of
Global benchmark: In the TOP 8 World Ranking | business operations

<Whom> Expand the areas of customer creation (1) Global (2) Gender (3) Generation (3G)
<What> Propose value in areas of wellbeing, including not only beauty but Health and Cure as
well.

Basi " .
ase Three Growth Strategies Pursuit of two values Three bases
Strategy

Pursuing a Pursue unique Building a Promote a
) Diversity and I
personal value in management sustainability

Phase II: Improve the customer experience
(FY2022 - FY2024)

Accelerate global Active Challenge to Inclusion

brand development of customer coaperation with | foundation that strategy across

1 management ”
experiences using | external resources supports % the entire value
Practices

digital technology | and technologies | corporate growth chain

development unique products | &V growtt areas

22

This is a summary of our corporate philosophy and strategy system. As a new area of expansion for customer
creation, we have set the three Gs as keywords, adding global, gender, and generation to the list of keywords
from FY2022. The three Gs will be explained later.
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VISION2026 Theme and Roadmap [ ] ]

KOSE
Become a company with a global presence

The three phases of VISION2026

Phase I

Phase I :Upgrade global brands and reinforce customer points of contact Become a customer

(FY2018 — FY2021)

Phase II: Increase KOSE’s global presence and improve the customer experience S
(FY2022 - FY2024) presence and improve

the customer experience

Phase III : Become a customer driven company appreciated by people worldwide Phase 1
Upgrade global brands
(FY2025 - FY2026) and reinforce customer
points of contact
Phase Il
Upgrade global
- Phase Il brands
= Develop global s
brands
1 Phase Il
8 Accelerste specd elgrowthlls Become a highly
g Phase Il profitable global |
2 Expand company 1
2 Phe) business i SASSAEZacaisEizans 2
g :
2 V-shaped recovery gomdn )
2 N— gL 2
g i ; E] 3
i Dr:i'enrr\;;\;e Aggressive reforms § £ 2
s : £ =
H | 3
I \ |
3 3 2 2 3 3 3 3 3 2 3 2 3 2 32 3 3 2 3 3 2 2 32 3 2T 3
§ § & & § & & & ¢ § & @ & &g & & & & & & & B B B B B B
N 8 ® N N N N N 8 % ®”N 8 ®¥ ¥ ® ”B "B ¥ "N N S8 B "B "B 8N 8B ®»
g 8 =2 2 8 8 8 2 8 g 8 B B 8§ ¥ OBE 2 2 28 B R E B B B B B
2 8 &8 ® & &8 8§ 88 8 &5 & R & % & & % ®» B &8 2 FE B ¥ R & R
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Beginning in 2023, we will continue to work toward "increase KOSE’s global presence and improve the
customer experience" and will continue this year to expand our presence in the global market and pursue
further customer experience.
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Basic Strategy / 2022 Progress Report

%

KOSE

Key i “

(1) Target China and travel retail for
growth

(2) Increase brand value

(3) Post-COVID structural reforms
and new growth strategy

(4) Activities based on the
sustainability strategy

>

Y

Y V V

v

v

Activities reflecting the increasing diversity of EC channels in China; use more EC
platforms in addition to Tmall

Start sales at duty-free stores outside Asia (started sales at Lotte Duty Free in Sydney (DECORTE) and
exhibited at TFWA Cannes in 2022)

Enhancing digital communication (Tarte’s TikTok promotion had a positive influence)
Introduced a sophisticated makeup simulator at Maison KOSE Ginza that utilizes
projection mapping technology

Activities for increasing younger customers at DECORTE and ALBION
Increasing the number of stores selling Tarte products in Britain and Europe
Started genderless marketing activities for Visée and SEKKISEI

Established the goal of carbon neutrality by achieving zero CO2 emissions by 2040.
Cooperation with other companies concerning sustainability involving the cosmetics
business (horizontal recycling of cosmetics containers, upcycling of cosmetics as art supplies and
other products)

Opened a Beauty Studio at KidZania Tokyo to show children how cosmetics and beauty
care can encompass a diverse range of personal preferences and characteristics

24

Page 24 will be a review of FY2022. In the first of our strategy to target China and travel retail for growth, we
have expanded our presence on multiple e-commerce platforms in China and entered the duty-free business

outside of the Asian region.

In the second area of our strategy to increase brand value, Tarte strengthened its TikTok-based promotions,
leading to increased sales. In Japan, a makeup simulator that applies projection mapping was introduced at
Maison KOSE Ginza, attracting media attention.

In the third, post-COVID structural reforms and new growth strategy, DECORTE and ALBION worked on
activities to increase younger customers, and Tarte expanded new store openings to the UK and Europe.

In our fourth sustainability strategy, we have newly set our goal on carbon neutrality by 2040, and have
initiated a variety of unique initiatives, including collaboration with other companies.
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Progress on VISION2026 Numerical Targets

@ Progress in both sales and profits has been challenging. Meanwhile, overseas sales ratio and

e-commerce/travel retail sales ratio remained steady.

“ VISION2026 Target FY03/2019 *note FY12/2022

Net sales 500 billion yen
Operating margin 16%
ROA (Return On Assets) 18%
ROE (Return On Equity) 15%
Overseas sales ratio 50%
EC/TR sales ratio 25%

332.9 billion yen

15.7%

18.6%

18.8%

27.9%

13.6%

*Highest sales and operating profit in history

289.1 billion yen

7.7%

6.7%

7.5%

43.6%

32.0%

25

Page 25 shows quantitative targets for the year ending December 31, 2026. Although progress has been slow
with respect to sales and operating profit ratio due to the impact of coronavirus, the ratio of overseas sales,
EC, and travel-retail sales are on track due to sales growth in China and South Korea and an increase in Tarte

sales.
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Basic Strategy / Initiatives in 2023

%

KOSE

SonIEn sa|8aje. 045 234
omy j0 nsing 18338435 Yimoun aaJyy

saseg a2yl

Accelerate Global Brand Development

Proactively Develop Unique Products

Explore New Growth Domains

Use Digital Technology for More and
Better Personal Customer Experiences

Focus on Unique Forms of Value by
Utilizing External Resources and
Technologies

Build a Sound Foundation for the
Company Growth

Diversity and Inclusion Management
Practices

Promote a Sustainability Strategy
Across the Entire Value Chain

+Further increase marketing activities for the growth of flagship global brands through strategic investment
*Maximally attract demand from the Chinese people (China mainland and travel retail)
+Capture Western markets centered on DECORTE and SEKKISEI

*Increase global competitiveness through the study of state-of-art technologies and unique forms of value
*Further evolve product creation through new material development and new manufacturing equipment
*Embody Monozukuri2026 (sustainability and adaptability)

+Expand genders/generations, and expand value proposition to areas of wellbeing
+Expand areas that use digital technology (EC, OMO, counseling)
*Produce results from efforts made in the areas of pharmaceutical products at hair salons

*Improve LTV through customer-focused marketing across brands
+Offer cosmetics value in the area of wellbeing
*Improve customer service quality by leveraging the benefits of both in-person and online counseling

*Leverage external technologies in the “Monozukuri” (manufacturing) area
+Create new types of value through open innovation
+Collaborate with external resources from a global perspective

*Promote Monozukuri BPR and establish a system for sustainable production, including at the South Alps plant
*Improve business efficiency by reducing costs, inventories and waste

*Promote digital transformation (DX) as a global company

*Invest resources in growth areas by improving labor productivity

+Create an environment where diverse human resources can be utilized and provide employees with job satisfaction
+Establish a human resources portfolio and optimize utilization of human resources

*Promote a unique sustainability strategy for human beings and the Earth
«Instill and implement the “KOSE Sustainability Plan”
+Accelerate initiatives by generating synergies within the Group and collaborating with other companies

Page 26 will be the FY2023 initiative. Examples of specific initiatives are provided on the next page.
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Accelerate Global Brand Development: DECORTE

9 LIPOSOME Beauty Serum has received 101 Best Cosmetics Awards and LIPOSOME
Night Cream has received 74 awards.
@ The LIPOSOME lineup will be expanded in March with the addition of an eye serum.

\

[

)
ot
~

(Left) The reformulated and updated LIPOSOME ADVANCED REPAIR SERUM, In China, Europe and North America, the eye care category is
which was launched in September 2021, has received 101 Best Cosmetics the third largest category of the beauty care market (note 3)
Awards (note 1). This product surpassed sales of 1.2 million units (note 2) following beauty serums and beauty care creams. In Japan,
faster than any other DECORTE brand products. this category is expected to continue growing as the use of

(Right) LIPOSOME ADVANCED REPAIR CREAM, which debuted in September 2022, face masks due to the pandemic is making women pay more
has already received 74 Best Cosmetics Awards (note 1). attention to eye care.

Note 1: Total number of first place or first place equivalent awards in magazines, internet and other Note 3: Beaute Research survey

media (as of December 2022)
Note 2: Shipments in Japan from September 16, 2021 to January 31, 2023
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Page 27 is about DECORTE. LIPOSOME ADVANCED REPAIR SERUM, which was renewed and launched in
September 2021, won 101 Best Cosmetics awards as of last December, and its cumulative sales exceeded 1.2

million units, which is exceptional for an expensive product.

Liposome Advanced Repair Cream, launched in September 2022, also won 74 Best Cosmetics awards, and

sales of the Liposome series have been strong.

This March, we will launch a new eye serum from the liposome series. The eye care category is a large market
in China, Europe, and the US. In Japan, awareness of eye care is increasing due to the wearing of masks, and

we will work to further increase awareness of the liposome series globally.
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Accelerate Global Brand Development: tarte e

KOSE

@ Store sales (sell-through) have recovered to almost the pre-corona level. In 2022, tarte rose
to third place in the U.S. prestige makeup market, the brand’s highest ever ranking (note 1).
9 Since late 2022, a number of new tarte products have attracted attention on TikTok.

st ras

The maracuja juicy lip series launched in November 2022 The shape tape series added the “sculpt tape™ contour,”
“maracuja juicy lip & cheek shift,” a product that can be used a bronzer that can be used for contouring (note 2). The
on the lips and cheeks. The ability to turn pink by reacting cushioned tip makes it easy to apply the bronzer to the
with the pH of the skin is a major feature of this new product. cheekbones, forehead and other places.

Note 2: Contouring is a makeup technique that combines highlights and shading.
Contrast between light and shaded areas sharpens facial features, creating

Note 1: *Source: The NPD Group/U.S. Prestige Beauty Total Measured
a greater sense of depth.

Market, Makeup Dollar Sales, January = December 2022 28
Page 28 is about Tarte. Tarte has launched a series of unique new products since the end of last year, which
have been the talk of the town on TikTok and other social networking sites. As a result, the brand has
recovered to near pre-coronavirus, 2019 levels in terms of store sales, and has steadily increased its brand
presence in the market, ranking third in the US prestige makeup market in 2022, up two positions from fifth
in 2021.

We will continue to strengthen SNS promotions, which is one of the brand’s strengths, and aim to further
expand sales while opening new stores.
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Explore New Growth Domains: SEKKISEI !’

@ Global marketing activities will continue in 2023 to increase awareness of SEKKISEI as a

genderless brand.
@ A limited time campaign featuring Major League Baseball player Shohei Ohtani for increasing

sales of sunscreen products.

/treatment
ry angle

As in 2022, advertisements will feature actress Yui A limited time marketing campaign featuring Shohei
Aragaki and figure skater Yuzuru Hanyu. Aiming to Ohtani is expected to promote SEKKISEI sunscreen
increase the number of sunscreen users worldwide. products to a wide range of age groups.

29

Page 29 is about SEKKISEI. Continuing from last year, we will work to increase awareness of the brand as a

genderless brand by featuring figure skater Yuzuru Hanyu.

In addition, the sunscreen promotion to be launched in February will feature Major Leaguer Shohei Ohtani to

strengthen the approach to a wide range of target customers.
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Proactively Develop Unique Products: Cosmetaries

%

KOSE

@ In March, the Relax series of the Je I'aime brand will be updated to strengthen this brand’s share in
the hair care market.
@ Creating a series of products centered on MAKE KEEP MIST EX, which now has cumulative sales of
more than 7 million units. MAKE KEEP POWDER, a facial powder that prevents oily skin caused by
sebum, will be launched in March.

The new Je I'aime Relax nighttime hair care products helps
prevent hair from becoming wavy while sleeping, resulting
easy to manage hair in the morning. With in-bath and out-
bath products, this product is aimed at stimulating a
recovery in hair care category sales.

MAKE KEEP POWDER incorporates a powder developed by
KOSE that suppresses skin sebum and protects make up
from face mask abrasion. Using this new powder with
MAKE KEEP MIST EX allows creating a coating of make up
that is more resistant to face mask rubbing.

30

Page 30 is about cosmetaries. KOSE Cosmeport will launch a renewed the Je I"laime Relax in March, aiming for

a recovery in sales in the struggling hair category.

We will also launch a new MAKE KEEP POWDER from the MAKE KEEP MIST EX series, which has sold a total of
over 7 million units since its launch in 2019. Two types of newly developed functional powders are blended
to prevent makeup deformation caused by sebum shine and rubbing against the mask.

Through these new products, we aim to attract new customers and expand our market share in each category.
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Focus on Unique Forms of Value by Utilizing External Resources and Technologies: Collaboration with Aman !’

€ In October 2021, Aman Spas in London, Shanghai, Japan and other countries started using AQ MELIORITY,
one of DECORTE’s most prestigious skin care product lines, for facial and body treatments.

# In January 2023, KOSE started supplying products to Aman Spas on an OEM basis, a step that is expected
to strengthen KOSE’s position in the global beauty care market.

AMAK AMAN

After more than two years of working together, KOSE and Aman The sale of AMAN ESSENTIAL SKIN products started on January 11, 2023
developed five AMAN ESSENTIAL SKIN products that cover a broad in 20 countries, including Japan. These products are also used for spa

range of skin characteristics. treatments at Aman Tokyo and other Aman Spa locations worldwide.
31

Page 31 is about the collaboration with Aman. Aman’s relationship with the Company began in October 2021
with the launch of facial and body treatments using items from DECORTE’s premier skincare line, AQ
MELIORITY, at Aman spas in London, Shanghai, Tokyo, and elsewhere.

After more than two years of cooperation with Aman, we have now developed Aman Essential Skin, a

formulation suitable for all skin types and needs, and have reached the OEM contract agreement. We will
continue to further evolve our partnership with Aman and enhance KOSE’s global presence.
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Use Digital Technology for More and Better Personal Customer Experiences: e
Makeup Simulator MIXED REALITY MAKEUP

@ KOSE exhibited the MIXED REALITY MAKEUP at the CES in Las Vegas, the world’s largest consumer
electronics trade show. Currently in use at Maison KOSE Ginza, this machine is a makeup simulator that
utilizes high-speed projection mapping technology.

Surprised Could be a
new way of
and
b self-
impressed :
(v expression
W Average: 9.1
S, A Average: 8.9
9
Score of 8+: 91% Score of 8+: 86%

Survey of visitors who used the COLOR MACHINE at CES2023
(January 5-8, 2023, N=197, score of 1-10)

Introduction movie of MIXED REALITY MAKEUP: https://youtu.be/Crwid0YXwSM

More than 1,200 people visited the KOSE booth during the four-day
CES. Many people were very surprised to see the makeup projected
on their faces and recognized this as a potential means of
entertainment too. There are also many possible applications
outside the cosmetics industry.

At the KOSE’s booth, visitors could instantly try a variety of
makeup by using a makeup simulator that employs high-speed
projection mapping technology.
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Page 32 is about the CES exhibit. In January 2023, we became the first major Japanese cosmetics manufacturer
to exhibit at CES, one of the world’s largest technology trade fairs held in the United States.

At the booth, a makeup simulation using high-speed projection mapping technology, MIXED REALITY MAKEUP,
was presented. This makeup simulation service has already been available at Maison KOSE Ginza since last
August and is very popular among customers.

Our booth welcomed a total of more than 1,200 visitors, and as indicated in the survey, we received many
surprised and impressed comments from those who experienced our device. The entertainment aspect is also
attracting attention and is expected to be applied to other business areas in the future.
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Build a Sound Foundation for the Company Growth: Build Brands Based on Customer Needs %

KOSE

€ A business unit reorganization strengthens the ability to approach customers, aiming at
responding customer needs.

@ KOSE’s new Clean Brand Office, established in 2023, will target opportunities created by the
growth of the market for clean beauty products.

Previously (based on distribution channels) Starting in 2023 (based on customers’ perspective)

Selective Brands Div. [ DECORTE Div. ]
DECORTE  Prédio DECORTE
Specialty cosmetics stores, »

department stores Strategic Brands Div. Consumer Brands Div.

Strategic Brands Div. Consumer Brands Div. o

T L AE JILLSTUART  INFINITY ESPRIQUE

JLLSTUART srepnen S WLEE  ESPRIQUE

SEKKISEI

spcnon KNOLL - o\E  EFasio . Predia ONE  FASIO
BY KOSE ete BY KOSE
S I Drugst GMS: éBawake
pecialty cosmetics stores, rugstores, S, SR o A
department stores, drug stores variety shops, etc. Clean Brand Office LECHLRI Wep/

(newly established) et
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Page 33 discusses the reorganization of business units. In order to move away from the traditional business
division structure by distribution channel and to strengthen brand nurturing from the customer’s perspective,
we have reorganized our Brand Business Division from this fiscal year. In recent years, more and more
customers are buying cosmetics regardless of channel or price range. Given this diversification in customer
purchasing behavior, we hope to strengthen our approach to customers beyond the boundaries of distribution
channels in each brand through this reorganization of business units.

In addition, by making the DECORTE Division, which has grown in sales size, independent, we will strengthen
it so that DECORTE can establish a presence as a prestige brand.

In addition, a new Clean Brand Office has been established to oversee the three brands of SEKKISEI, Predia,
and Spawake, which is being developed in India to address the ever-expanding clean beauty market.
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Build a Sound Foundation for the Company Growth: Structural Reforms g

KOSE

€ Promoting strategies suitable for individual companies in each distribution channel; reexamining

the number of stores to increase sales per store

€ Improving efficiency at the planning and production stages for higher profitability, and

continuing to strengthen new business initiatives

Strategies for distribution channels Reorganize the sales framework

Increase investments in flagship stores of department

stores and spectalty cosmetics stores.

» For drug stores, use a different sales strategy for each

drug store company.

» Increase EC sales in Japan of prestige and cosmetaries

products.

Reexamine standards for beauty consultant
assignments.

Encourage beauty consultants to select a career path
at KOSE, such as by transferring to the head office.
Reexamine the number of beauty consultants and
salespeople.

Planning and manufacturing DX and collaborations with other companies

» Use joint planning and product development to

enhance synergies among KOSE Group companies.
» Lower the cost of sales ratio by using joint raw material

procurement, etc. among KOSE Group companies.
» Reexamine the number of brands and SKUs.

> Activities to increase the number of KOSE ID

registrations at customers

Use innovative digital technologies at Maison KOSE
Ginza to enable customers to experience new types of
beauty care.

Use joint activities with other companies, such as
Milbon and Maruho.
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Page 34 is about structural reforms. For strategies in each distribution channel, we will strengthen
investments in flagship stores, review the number of stores, and focus on strategies suitable for individual
companies. With regard to the sales structure, we will review the number of beauty consultants and sales
personnel, and with regard to planning and manufacturing, we will cooperate with KOSE Cosmeport and

ALBION to realize synergies within the Group.

In addition, we will continue to promote the registration of KOSE IDs and collaborate with other companies

such as Milbon and Maruho.

34



%

KOSE

Activities Based on the Sustainability Strategy: Creating Beauty in a Sustainable World

@ In February, mimosa flower design nail collar was sold by DECORTE for a limited time to
celebrate International Women’s Day.

 As one step to support the well-being of the people of KOSE, the KoCo Being internal
information platform has been established. KoCo Being will be a source of information for
improving the health and happiness of everyone at KOSE.
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DECORTE has started sales for a limited time of nail collars with a
mimosa flower design to celebrate International Women'’s Day,
which is March 8. Part of the sales of these products will be

KoCo Being is accessible to everyone at KOSE as a source of
information involving wellbeing for everything from major life events
to staying healthy as well as career advancement at KOSE, including

donated for supporting women engaged in traditional Japanese notices of seminars and other events.
crafts and training people to become the next generation of these

craftspeople.
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Page 35 is about promoting sustainability strategies. As a company that creates beauty, we want to share o

ur

wisdom related to beauty and use it for the benefit of people and the earth, and we have adopted the

corporate message, "Creating Beauty in a Sustainable World”.

As a recent example of our commitment to people, in February, DECORTE launched a limited-edition nail col

or

featuring the mimosa, the symbol of March 8, International Women’s Day. A portion of the proceeds will be
used to support women working in the field of traditional Japanese crafts and the development of the next

generation of traditional craftspeople.

In addition, KoCo Being, an information platform for internal use, was launched in January to support

employee wellbeing.
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Activities Based on the Sustainability Strategy: Creating Beauty in a

Sustainable World g

KOSE

@ Increasing the use of environmentally responsible container martials for bottle containers for

some brand products.

@ KOSE’s Sayama Factory in Saitama prefecture uses energy from renewable sources. More

activities are planned to lower CO2 emissions.

Products to begin using chemical recycled PET bottles
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Bottles used for some Prédia and SEKKISEI skin care products are
made of chemical recycled PET (note 1). Producing this material
results in lower CO2 emissions than the production of PET used in
conventional containers does (note 2).

Note 1: Chemical recycled PET is not a material obtained by reusing plastic bottles for cosmetics.
Note 2: Comparison of CO2 emissions per ton of resin produced for petroleum-derived PET and
chemical recycled PET.

The KOSE Sayama Factory

The Gunma Factory already uses electricity from renewable
sources and the Sayama Factory in Saitama prefecture has
also started using this electricity.
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Page 36 is about our commitment to the earth. As part of a joint effort with Kao Corporation, we have begun
using chemically recycled PET material for the bottle containers of some of our skincare brands, Predia and

SEKKISEL.

Following the Gunma Plant, the Sayama Factory in Saitama Prefecture stopped the usage of electric power

and started using renewable energy power in February 2023.

Through these efforts, we will strive to reduce CO2 emissions.
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More Diversity of KOSE Customers: The Three G’s (Global, Gender, Generation)

€ Major League Baseball player Shohei Ohtani and figure skater Yuzuru Hanyu are featured
in advertisements for more diversity involving the Three G’s in KOSE’s customer base.

Wz D% ANEZ, 7 7L TS, W%z % Af—t%:;gﬂxcu(e
8%
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Lastly, the three G’s that | explained at the beginning of this presentation. As part of three G’s initiatives, in
addition to Yuzuru Hanyu, we have signed a new global advertising contract with Shohei Ohtani starting in

FY2023.

The Company will reach out to a wider range of customers by appointing Ohtani, who is a world-class athlete
and is popular among people of all genders and ages.

That is all from me. Thank you very much.

Document Notes

1. This document has been translated by SCRIPTS Asia.
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Disclaimer

SCRIPTS Asia reserves the right to edit or modify, at its sole discretion and at any time, the contents of this
document and any related materials, and in such case SCRIPTS Asia shall have no obligation to provide
notification of such edits or modifications to any party. This event transcript is based on sources SCRIPTS Asia
believes to be reliable, but the accuracy of this transcript is not guaranteed by us and this transcript does not
purport to be a complete or error-free statement or summary of the available data. Accordingly, SCRIPTS Asia
does not warrant, endorse or guarantee the completeness, accuracy, integrity, or timeliness of the
information contained in this event transcript. This event transcript is published solely for information
purposes, and is not to be construed as financial or other advice or as an offer to sell or the solicitation of an
offer to buy any security in any jurisdiction where such an offer or solicitation would be illegal.

In the public meetings and conference calls upon which SCRIPTS Asia’s event transcripts are based, companies
may make projections or other forward-looking statements regarding a variety of matters. Such forward-
looking statements are based upon current expectations and involve risks and uncertainties. Actual results
may differ materially from those stated in any forward-looking statement based on a number of important
factors and risks, which are more specifically identified in the applicable company’s most recent public
securities filings. Although the companies may indicate and believe that the assumptions underlying the
forward-looking statements are accurate and reasonable, any of the assumptions could prove inaccurate or
incorrect and, therefore, there can be no assurance that the anticipated outcome described in any forward-
looking statements will be realized.

THE INFORMATION CONTAINED IN EVENT TRANSCRIPTS IS A TEXTUAL REPRESENTATION OF THE APPLICABLE
PUBLIC MEETING OR CONFERENCE CALL. ALTHOUGH SCRIPTS ASIA ENDEAVORS TO PROVIDE ACCURATE
TRANSCRIPTIONS, THERE MAY BE MATERIAL ERRORS, OMISSIONS, OR INACCURACIES IN THE
TRANSCRIPTIONS. IN NO WAY DOES SCRIPTS ASIA OR THE APPLICABLE COMPANY ASSUME ANY
RESPONSIBILITY FOR ANY INVESTMENT OR OTHER DECISIONS MADE BY ANY PARTY BASED UPON ANY EVENT
TRANSCRIPT OR OTHER CONTENT PROVIDED BY SCRIPTS ASIA. USERS ARE ADVISED TO REVIEW THE
APPLICABLE COMPANY’S PUBLIC SECURITIES FILINGS BEFORE MAKING ANY INVESTMENT OR OTHER
DECISIONS. THIS EVENT TRANSCRIPT IS PROVIDED ON AN "AS IS" BASIS. SCRIPTS ASIA DISCLAIMS ANY AND
ALL EXPRESS OR IMPLIED WARRANTIES, INCLUDING, BUT NOT LIMITED TO, ANY WARRANTIES OF
MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE OR USE, FREEDOM FROM BUGS, SOFTWARE
ERRORS OR DEFECTS, AND ACCURACY, COMPLETENESS, AND NON-INFRINGEMENT.

None of SCRIPTS Asia’s content (including event transcript content) or any part thereof may be modified,
reproduced or distributed in any form by any means, or stored in a database or retrieval system, without the
prior written permission of SCRIPTS Asia. SCRIPTS Asia’s content may not be used for any unlawful or
unauthorized purposes.

The content of this document may be edited or revised by SCRIPTS Asia at any time without notice.

Copyright © 2023 SCRIPTS Asia Inc. (“SCRIPTS Asia”), except where explicitly indicated otherwise. All rights
reserved.
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