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Disclaimer C cLassys

This material has been prepared by Classys (the “Company”) for the purpose of providing information in a Presentation that will be made for investors. Please be informed that transferring, copying,
or re-distributing this document to others is prohibited.

Attendance at this presentation is considered as your agreement to comply with the above-mentioned restrictions, and violation of these restrictions may be regarded as a violation of the Financial
Investment Services and Capital Markets Act of Korea.

The forward-looking statements included herein are unverified and pertains to future events related to the Company’s expected future financial performance, and are expressed with words such as
‘forecast,’, ‘prospect,’ ‘plan,’ ‘expectation,’ ‘outlook’ and ‘(E).’

The above forward-looking statements are subject to changes in future business environments and inherently contain uncertainty. Due to this uncertainty, actual future performance may significantly
differ from the information stated or implied in the forward-looking statements.

Additionally, the future outlook is based on the information available at the time of the presentation and is subject to change based on future market developments and changes in the Company’s
strategic direction without separate notice.

The Company and its executives do not assume any responsibility for losses incurred through the use of this document (including negligence and other cases).

This document does not constitute a solicitation for placement, sales, trading or subscription of stocks. No part of this document should be considered as a basis or ground for related contracts,
agreements, or investment decisions. All investment decisions related to stock purchases should be made solely based on investors’ reasonable judgment.



Con

Company Overview

Business Highlights

Growth Strategy

Financial Results




Con

1.

2.

+ Company Overview

Key Figures
Overview
History

Product Portfolio

Regional Portfolio



0 Company Overview

1. Key Figures

Sales Growth Overseas Sales

0)
5Y CAGR 32% 65% (vp 3023)

| Export to 70 countries /
(YTD 3Q23, KRW 133.1bn, YoY +31%) Secured approvals in 27 countrie

Ultraformer cumul. sales/
annual cases of procedures (E)

Over 14K unit.

Consumable Sales Growth

sy caGrR 43%

(YTD 3Q23, KRW 61.0bn, YoY +56% 3.3M cases
consumables portion 46%) (Global)
EBITDA Growth Valuation

5y cAGR 46%

YTD 3Q23, EBITDA KRW 70.7bn, YoY +35%
EBITDA Margin 53%)

*5Y = 2017-~2022

Market cap KRW 2+ tril

Listed on KOSDAQ’s Global Segment
ESG Rating BBB (by MSCI)




a Company Overview

2. Overview

In 2022, Classys improved its corporate structure by hiring ten new executives with diverse expertise.
We also introduced two new entities and promoted the Marketing Division to better support our CEO. This resulted in a more systematic
and reinforced organization with one office, one center, seven divisions, and one business unit, setting the stage for future growth.

O Company Overview O Share Ownership & Management Structure

Company name CLASSYS Inc. m BCPE Centur Investments, LP
*SPC managed by Bain Capital
CEO Baek Seung-han m Founder & Affiliated person
Date incorporated 10 January 2007 ® Individual investors
Date listed 28 December 2017 = Foreign investors
Equity capital KRW 6,477 M (as of the end of September 2023) ™ Institutional investors
Headcount 372 persons (as of the end of September 2023) CEO

Seung-han
Baek

Manufacture of medical aesthetics devices &

NEW

Business line . . Strategi -
1 1 gic Customer
distribution of cosmetics =l eomer
) Office | Center
Brands C CLASSYS Cluederm SKEDERM
HO address CLASSYS, 208, Teheran-ro, Gangnam-gu, Seoul, - - " NEW
ESHE Global Market piee Production e Marketing Homecare
Korea Dl“:clrslig:\ R&D Division CeBtllvflisclzt;on Hag:,?:ir::nt Divislon Business Unit
Website/e-mail. http://www.classys.com/ir@classys.com

Note: As of September 30, 2023

C aassys



0 Company Overview

3. History

b d Infrastructure Expansion
cYDD

2017~2021

Dec. 2017 Listed on KOSDAQ

HQ relocated to Classys Tower

ol

2015~2016
Mar. 2015 Ultraformer Il obtained CE

0 Diversification

Foundation

2007~2014
Jan. 2007 Establishment of Classys

certification in Europe Oct. 2018 Acquisition of Munjeong-dong Plant 1

June 2015 CLATUU obtained CE
certification in Europe

Nov. 2015 Awarded the ROK $5 Million
Export Tower

Apr. 2016 SCIZER approved by MFDS

Dec. 2016 Awarded the ROK $10 Million
Export Tower

June 2019 Completion of Misa Plant 2

Oct. 2021 Ultraformer MPT(Shurink Universe)
Approved by MFDS

May 2011 Launch of Cryolipo
Feb. 2012 Ultraformer Approved by MFDS

Aug. 2014 Release of Ultraformer Il
(Shurink)

Dec. 2021 Cumulative domestic sales of
Ultraformer llI(Shurink) exceeded 3,500 units

Dec. 2021 Awarded the ROK $50 Million Export
Tower

Ultraformer llI

Global Expansion

2022~
Jan. 2022 ULTRAFORMER MPT rolled out to market
Jan. 2022 HQ relocated (Classys, 208, Teheran-ro)

Apr. 2022 Biggest shareholder changed to BCPE
(SPC managed by Bain Capital)

Oct. 2022 Volnewmer rolled out to market

Nov. 2022 Listed on KOSDAQ’s blue-chip segment,
the KOSDAQ Global Segment

Nov. 2022 Awarded the Best Prize (FSS Governor’s
Award) at the 14th KOSDAQ Awards

Jul. 2023 Cumulative sales of ULTRAFORMER series
exceeded 14,000 units

Oct. 2023 Awarded the Grand Prize of the KOSDAQ
category at the 2023 Korea IR Awards

Ultraformer MPT
@ ‘

“,
8= AN %
i i / \
— —_— NM Y ¢ ¢ &
o o o o :
2014 2015 2021 2022

@CLASSYS * MFDS: Ministry of Food and Drug Safety of Korea



0 Company Overview

4. Product Portfolio

Ultraformer llI )
: Scizer Alpha
Cartridges o Cartridges T handpiece
Ultraformer Il ‘ ' = Scizer | |/ Clatuu Alpha

( F + < | \/\‘ ‘}\ B 3 \‘5»:/ *
3 Eyebrow lifting, improve 1.5mm  20mm  3.0mm k ) Reduce ' ~ Cooling control
—» elasticity in face, abdomen, L” . WY bdominal | _technology for -
th]gh and remOVG ernkleS 4 2 ] 3\‘% C]rcumference a3 $ y W " a“ reduce &
N -~ HIFU e subcutaneous ~
45mm 6.0mm 9.0mm layer

Ultraformer MPT Cartridges

C cLAsSYS

Ultraformer MPT ‘ : '
i) srormkinvese) £ £ M
CLASSYS 2 Shurink + s = - = 2
Tevies Gen. 2 Shurin Sr=irll i Srmir = = = ‘;
5 - MP & Normal modes DERMA | CELUP  LINUP DERMA  CELUP  LINUP
52.3% - Ultra Booster cartridge Shurink  Shurink  Shurink  Shurink Booster Booster Booster
added 1.5mm 2.0mm 3.0mm 4.5mm 1.5mm 3.0mm 4.5mm
........... ‘......(:(.......................................................................................;....................................................................................................................
Cluederm CLASSYS ‘ 2 4 . Volnewmer tips
. g B olhewmer
(Aesthetic) Consumgbles &g
33.1% 178 : p
i N v ’ & =
N 6.78Mhz monopolar RF <d a u\P” \\,?
—SK=D=RM )?_. causing tissue coagulation Eye Area Face Multi Body A
(C tic) @ O % I Tip (0.25cm?) F Tip (3.0cm2?) V Tip (4.0cm?) S Tip (16.0cm?)
osmetic @
0 A
el Ulfit ﬁ Aquapure L~ 1 Refit }_i Cool4D
3 - (&
'I. | Eyebrow lifting, — aspirating blood, : a alleviate pain, +
| b |l in):f)rci;?/ge]lasltni%ity in body fluid and f‘,gﬁv‘ate ™1 reduce edema
CLUEDERM Consumables 6.1% | .|| face, abdomen, 44 pimple + causing RF | | and
Jil “nY  thigh R obsorption of - subcutaneous
: HIFU } medicine LI e
Cosmetics/rent 2.9% 4
1. HIFU(High Intensity Focused Ultrasound): Eyebrow lifting, facial/abdominal/thigh lifting, abdominal circumference reduction; 7

* As of 2022 2. RF(Radio Frequency): Induces tightening of dermis & production of collagen;



ULTRAMFP(T]M Ultraformer MPT(Shurink Universe) | HIFU
. o

* HIFU(High Intensity Focused Ultrasound): Eyebrow lifting, facial/abdominal/thigh lifting, abdominal circumference reduction

. 04~

20

\ STANDBY

@
Heating the focal

S —
A / :
/9: Vo e y Delivering skin tissues to the
Ay i . . The collagen
T, — o T, Upper dermis(1.5mm) ultrasound energy optimal temperature :
; e oo o ‘ . . contraction results
@ ' . J Lower dermis(3.0mm) non-invasively to for collagen in skin lifting effect
- > SMAS layer 4.5mm) target skin layers contraction and :
: ; / denaturation
- ” . |
-o
‘ *TCP: thermal coagulation points
[
. [ O Features
7 Cartridges for Different Depths Less Pain, Faster Results
i i
\ \ | ULTRA F handpiece-exclusive 4 ;
,,‘\ \I ‘ cartridges {
’ ’ ﬁ Previous New
» Sl e e R One way procedure  Two-wav procedure
| DERMA | CELUP i LINUP Normal Mode MP Mode yP
\ 1.5mm 2.0mm 3.0mm  4.5mm
,‘ Procedure Durations (for 300 shots)
‘\ 3 pen-type cartridges exclusively )
\ for ULTRA BOOSTER handpieces About 8~10 min.
\‘\,‘ i | i
\ . Cartridge tips can
easily follow skin : About 2~3 min.
curves, enabling
CELUP delicate Normal Mode MP Mode -
N DERMA 3.0 u LINUP" procedures Normal mode MP mode
A Ny 1.5mm omm - 4.5mm Ultraformer llI Ultraformer MPT

8

‘ X This slide is prepared to assist the understanding of investors, and for further details, please refer to the MFDS approval requirements and product description.




0 Company Overview

5. Regional Portfolio

O Sales by Region OSales by Country
(Unit: KRW Billion) (Unit: KRW Billion)
Total 141.8 CiéR 2020 m2021 m2022
+36.2% - Domestic 54.3 o °
- Export 87.5
Korea

Total 100.6

- Domestic 30.4

- Export 70.2
Total 76.5

- Domestic 34.6

-Export 41.9

APAC

atin

America

68
Europe
Middle

East i
2020 2021 2022 KOREA BRAZIL Thailand Japan/CIS/

Australia

C aassys
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0 Business Highlights

1. Classys’ Success Formula

Established a virtuous cycle of ‘launching an innovative product — Increased sales of
consumables in tandem with the use of installed devices — global sales growth’

Introducing Innovative Products

« Development of devices with the
most advanced technological
capabilities, addressing unmet
customer needs

Releasing an upgraded version
of the product

° Taking our Mechanism of
Expanding our Installment
Bases/Consumable Sales
Worldwide

Achieving significant global sales
growth by applying our proven
mechanism g,lobally

C aassys

llaunch of
a device

ULTRAFORMER Il
-3

a4
Global

expansion ‘

Installment

Aggressive Marketing for
Installment Bases Expansion

« Fandom-driven marketing for

innovative products

» Essentializing all devices of ours

driven by the mutual needs of
both B2B & B2C customers

« Aiming for top 3 market share

within a year

Maximize Profitability through
Consumable Sales

» Diverse consumable offerings
« Expanding use cases

11




m Business Highlights

1. Classys’ Success Formula

Accelerate growth, expanding into global market after popularizing Ultraformer lll(shurink) in Korea

2014 2015 2016 2017 2018 2019 2020 2021 2022 3Q23YTD
c N\ "\ "\ "\ M\ M\ M\ M\ '@ >
o d \ 4 \ 4 \ 4 \ 4 A 4 A 4 \ 4 -
. (BY) Launching innovative 1-2 Launching
Device product Gen. 2 Shurink
Release Ultraformer Il (Shurink) Ultraformer MPT (Shurink Universe)
e Aggressively expanding installment bases

HIFU Cumul. 9.5

Sales 7.6

(1K Units) e e 5.6 4.8 5.2
B Domestic o i 16 1.7 2.5 26 — :
= pon o2 o203 e o7 ot mame mEE HE B

Consumables ) Maximizing the share of consumable sales
Sales
(KRWBn, %)
B Domestic
12%
=O— Domestic
consumables share

I Export
=O— Export

Consumables share 12



0 Business Highlights

2. Unrivaled Presence in HIFU market

5,200+ units sold accumulatively, securing unrivaled No.1 position in the domestic HIFU market1)

o) T —— @) +3,000 Shurink-equipped clinics in Korea

» Over 90% of 600 large-network clinics using Shurink

« User-generated marketing content promotion of the
procedures (doctors’ YouTube, blog, etc.)

3

AN el BITH
S xi] 5748t XIS

Over 17,000 dermatology
clinics in Korea » Most preferred device by doctors newly entering the medical
aesthetics sector

(%23% SEl) 9
oI 28 ¥t B/HE JHEGILEIR

7:01

e An “Essential” device for the dermatology/plastic surgery

Over 5,500 clinics and aesthetics-specialized clinics
clinics & hospitals OO T OO T OOT OO s T TS UO T O OO OTO OSSO
equippediwith HIFU '@ X 52C customers Domestically 1.1M Shurink procedure
cases per year (E) & O swa
Over 3,000 . o) Ay etje €2 17N
clinics & hospitals 3.3M a year globally P # #23
equipped # AIAIE 12.39t
with Shurink « An overwhelming volume of viral review postings by end users | 4 saass
» Digital buzz No.1 among medical aesthetics device brands g rowam # ##th'ﬂalf'%'
(SNS, blog, beauty app, etc.) ‘ AAE 298
e #Shurink 123K vs. # moo
= Shurink’s accumulated sales : 3,700+ units #foreign brand A 79K, #local brand B 12K, #local brand C 6K J—
= Shurink Universe’s accumulated sales : 1,500+ units
# #4Y3IA[LHA
Shurink is released in 2014, Shurink Universe is released in 2022 13

C aassys



0 Business Highlights

3. Strong Global Presence And Rapid Market Expansion

Marketed in 70 countries, Ultraformer Ill(shurink) is expanding its presence in the global HIFU market

America 1Q23 UF MPT approved
+ Brazil 3Q23 sales achieved
" Mexico high growth
* Chile ghs
* Dominican . )
* Colombia Increase in aesthetics shop-
; ﬁ;?:g”&'a”ya exclusive device sales such as ~
. Peru AQUAPURE(CLUEDERM product) Rising procedures in
* Bolivia .
+ Ecuador . . “VOLFORMER”
< (Volnewmer + Ultraformer)

Europe /
* Spain .
. CIs Africa
* Poland * Kenya
* Germany
* United Kingdom APAC
* France .J - !
* ltaly a‘_’an °
* Netherland : Ta'v‘!a" °
" Turkey . ;ha'la';.d North America> - UF MFT
. Swutzer]and ustra‘la . Canada approved in 2Q23
. R . | d [ ]

omania naonesia q ) k t bl f3 23
* Greece * Singapore . . e . é marketable as of 3Q,
* Denmark * China Mid-Asia AP ~
* Sweden * Malaysia * UAE ° A1s «\ Australia
* Slovenia * India * Israel C *
* Czech Republic * Vietnam * Egypt je A
* Bulgaria * Pakistan * Iraq
* Finland * Myanmar * Saudi Arabia °
* Austria * Philippines * Bahrain UF MPT
: E;ggf‘;y : Z‘e"g‘go“a : (K)‘:T]V::]'t YTD 3Q23 sales exceeding YTD 3Q23 sales exceeding approved in 2Q23
+ Belgium + Kyrgyzstan . Qatar 36% of ‘22 annual sales 19% of ‘22 annual sales marketable as of 3Q23

C aassys
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0 Business Highlights

3. Strong Global Presence And Rapid Market Expansion

Market expansion and consumable sales growth are expected in Brazil and Thailand, where
cumulative sales growth trends are robust.

Classys/Ultraformer secured market-leading brand positions.

@ Ultraformer MPT
®

f 3 . q cps .
| L=l 4, - Targeting the premium market to position itself

(left) Cumulative Sales —> (right) consumable Sales IR A
o Two-track ) f as the most reliable procedure B.=
(Unit: nite | LT HARR R [ s L
units) cumul. sales are KRW Billion) Approach Ultraformer Il fj
RO expected tosupass 400 estirin et 2 3n essetil ool frdrmtloss )
3,000 units P P 2 s poputanty
3,000 v 300
rd
rd
2,000 - 200 » (B2B) local Ultraformer specialist clinical teams offer
skilled know-how to doctors, helping maximize the efficacy and
1,000 100 . efficiency of procedures / Evidence-based User Meetings
Marketing and Product Launch Symposiums Establishing networks for
1 : sharing Ultraformer’s clinical research data worldwide and
0 0 Campalgns netwo%king with the medical community
2020 2021 2022 2023E

presence through online social media platforms

1 Thailand
1,500 ‘ cumul. sales are 60

expected to surpass

number of dermatologist clinics, doctors, and end users

Market

o Unmatched scales, compared to the domestic market ,

» (B2C) End Users : Expanding the Classys/Ultraformer brand

in the

1,000 1,000 units 40 . . « Customer base is growing faster with age diversification,
LY with ngh increased male participation, and an increase in the utilization rate
500 e 20 Growth of cosmetic products
/ Potential « With the launch of Volnewmer scheduled for 2024, a
Volformer marketing plan will promote combined
0 0 procedures involving Volnewmer and Ultraformer
2020 2021 2022 2023E

C aassys
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1 [ Capture Market ] CLASSYS has driven rapid market growth as
/ Growth EBD procedures have become more common
Strategically fortifying our presence with

Global Expansi
2/[ o4 ] higher growth potential

@ Growth
Strategy

»

3/ [ Pmd[‘;ic\f;r’;rfti‘;‘:t‘%n ] Accelerate the sales of Monopolar RF (Volnewmer)

4 ' [Innovative Technology}

Develop diversified innovative products covering
customers’ unmet needs

5 [ Quality / Production } Enhance operational capability to maximize the
/ Competitiveness growth potent]al

.

* o 6 '[CLASSYS Expansion Plan]

-

16



m Growth Strategy Capture Market growth

1. CLASSYS has driven rapid market growth as EBD procedures have become more common

The EBD (energy-based device) sector is expected to lead the growth of the medical aesthetic
market, especially Procedure Trend will be rapidly grew by Classys Product

O Global EBD Market Growth Outlook ' - O Annual non-invasive aesthetics O Penetration of plastic
(Unit: USD Milion) procedures in USA surgery/ aesthetic
(Unit: 1M cases) ~ procedure in Korea
4.0 18%
2.8 Female
0.7 Total
Male
1997 2015 2020 1994 2015 2020

Habit » Aesthetics procedures have become routines of everyday life
abitu such as job interviews, weddings, and more.

ated . .
» Preference for non-invasive procedures, such as EBD procedures,
2022 2023E 2024E 2025E 2026E 2027E 2028E that leave no marks and require minimal recovery time
: . . . . » High rate of revisits by satisfied consumers
1) EBD (energy based device): a device regenerating skin condition & Popula g y

’ « No longer a luxury reserved for the affluent but an essential part
rized of self-grooming

» More affordable and accessible aesthetic procedures compared
to plastic surgery

elasticity with non-invasive energy stimulation without surgical procedures

Source: ASAPS, Gallup Korea, Markets and markets, Mordor Intelligence

C aassys
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Global Expansion

m Growth Strategy

2. Strategically fortifying our presence with higher growth potential

New products, Ultraformer MPT/Volnewmer, have been launched & will expand into major
markets, including Europe, the USA, and China.

O Global Expansion Roadmap

2022 2023 2024 2025 2026

~ 7~ ~ ~ o~
Launched in 9 Gradual expansion into overseas Actively seeking new oo eeooo -
countries markets partners ( :

0

. . : « _Fiap? ] - ]
Ultraformer MPT [E=Uqlelpiigf] Sta_rtmg with “top-tier . sl i siier S e |Entry mto.
new HIFU countries and those embracing strategic markets emerging markets " 0
B \’\’ products the K-beauty trend g ging i the USA |

land Chinai

‘tﬂ‘ ? 1 1 ,000"‘ H’ 5 Korea CIS 4 Latin ' 0
= . . 5 Asian . South ! '
=2 units sold Brazil  countries  TAWan  pperican Middle East, Latin Europe : :
including . countries South America, etc. "

Ultraformer il globally dapan | donesia | Australia including : |
(Shurink) . Mexi |

W Thailand Iraq exico : Simultaneou,

Export to 70 countries Gradual expansion into overseas

Launched in 2 Actively seeking new

Is progress in|

(Secured approvals in 27 countries) countries markets artners | |
Volnewmer F i top-ti ket d - E ding int lthe approfval:
- - ocusing on top-tier markets an : xpanding into 1 process for
3
( TOP 8 best-selling countries ) 3 ‘ Released newiRR those embracing the K-beauty Expandlpg o oy emerging | !
\ : products ¢ strategic markets 1 HIFU/RF 1
$.2 rend markets ‘ '
» Brazil = Australia ‘., | products |
= Japan = Taiwan b N % Brazil | |
= Thailand = Spain o 4 other : :
- e 0 leleisst W . 3 Asian countries a8 countries ~ Europe, Middle East, ! !
\ N including Thailand _ including  Latin South America, I '
e Australia Vietnam etc. | !
e U b | !
@ Taiwan
18
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m Growth Strategy Global Expansion

2. Strategically fortifying our presence with higher growth potential

Proactively support key markets with customized Tier-up strategies

O Country outlook per sales tier O Tier-up Strategy

Brazil

: Japan » Maximize sales with localized
| Segmentation” strategy 1 O e |- Py
- Diversifying portfolio covering Brazil i Australia ¢
segments from premium to mid-end - - SRS >KRW 10 bn (Ultraformer MPT)

Authorized in

o USA and China e Launch Volnewmer in strategic
. e Tier 2 priority regions covering
Rz ¥ Asiia 3l Indonesia Annual sales K-culture enthusiast countries
" Taiwan SKRW 5-10 bn| ¢ Benchmark/duplicate Tier-1’s
Thailand B B into success cases
Aus(EcIrSallia : !-:urOpe/ .
12 countries : REXIGE  Middle East e Tier 3 « Launch Ultraformer MPT &
> countrics ¥ L g cluding Annual sales expand into Europe/Middle East
countries 8 ’ .
including B Indonesia >KRW 1~5 bn mgfkets '
Taiwan, Spain [HPad » Initiate premium strategy, local
- conferences, etc.
_ % Potential Tier 4
: boost-up Annual sales | « Boost-up approach to high
+Other 50 : +Other50 : +Other50 < KRW 1 Bn potential countries
countries i countries :  countries .
2022 2024E 2026E 19

C aassys



m Growth Strategy

3. Accelerate the Sales of Monopolar RF (Volnewmer)

Creating a virtuous cycle of innovative new RF device, Volnewmer

VE@L NEW MER.

Develop innovative monopolar : : o
RF devices addressing the aunching » : XPalfll ing
unmet needs of customers devices nstatiment

Prepare for entry into major

Global

markets including Brazil, dosseesinne - 4

Thailand, Australia, etc. eéXxpansion

Product Portfolio Diversification

400+ units sold globally
Launched in Thailand, Indonesia,
Hong Kong in 2023

------------------------------------------------

Buoyed by positive customer

responses, additional

consumables are in the making

---------------------------------------------------



{® VOLNEWMER®

AT

X reaures

4 tips of different sizes

Four different tip shapes applicable
according to the target area

VTIP 4.0 TP o’ 3
" ’ ¥ ’

Monopolar RF

W coagulates skin
. (\

Volnewmer | 6.78Mhz Monopolar RF

* RF(Radio Frequency): Induces tightening of dermis & production of collagen

6.78Mhz RF current
is converted into
thermal energy
when applied to
the target skin
surface.

Thermal damage
causes skin tissue
coagulation.

As the coagulated
tissue recovers, the
effects begin right
after the procedure
and are sustained.

Continuous Water Cooling Strong & Safe Energy Transfer

Continuous water cooling can
simultaneously protect the skin
surface and transfer more intense
thermal energy.

Tiltable & cushion-equipped hidden
edge tip design effectively transfers
RF energy.

Hidden edge Tilting & Cushion

L

Curved Surface Automatic
Detection of
Impedance

21
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® Growth Strategy Product Portfolio Diversification

3. Accelerate the Sales of Monopolar RF (Volnewmer)
Aggressive B2B & B2C marketing to build up Volnewmer installment bases

O Maximizing our brand exposure by working with multiple popular celebrities

Working with powerful celebrity models

annels

Bk

Volnewmer models: Shurink model:
Actresses Lim Ji-yeon & Cha Joo-young Actress Koh Min-see

O LY Diversifying face-to-face contacts by domestic/overseas region

Classys Ambassadors Classys Academy

User Meetings

aiava
Domestic/Global Classys e User meetings & conferences Medical conferences & key
Country-specific Classys Academy .
Ambassadors (key doctors) +10 countries ~20 times by global region doctor lectures
~30 persons untri ! ~10 times ~20 times

22
C aassys



m Growth Strategy Innovative technology

4. Develop diversified innovative products covering customers’ unmet needs

Define technology development roadmap for each key domain based on differentiated R&D
organization & competence

O R&D Expenses O Detailed technology roadmap encompassing the entire
[Unit: KRW Billion ] 2023E Spectrum of EBD technology
KRW 10.0 + bn '23 24 l25 :26
o\ Vo N A\ A\ >
V VU U V
5.1 4.9 Customization
HFURE — I
Sl Next Enhanced doctor convenience et A
-
Generation Enhanced effectiveness with
2020 2021 2022 3Q23 YTD less pain 1
Consumable Expanded scope of v More application areas : dermatology,
O R&D Experts O Number of IPs Registered U | applications plastic surgery, ob/gyn, etc.
(unit: persons) Expansion of use cases v" More indications : face, abdomen,

thigh, other areas

aunch 2 Cluederm product

873
59
(for aesthetics shops)
New product Release homecare devices
launch & expanded product line-up
2020 2021 2022 3Q23 2020 2021 2022 3Q23 Securing access to other EBD tech Launch other

except HIFU, RF EBD devices
23

* 35% R&D Division of managerial employees
(As end of Sep, '23)

C aassys




m Growth Strategy

Quality/production Competitiveness

5. Enhance Operation Capability to Maximize the Growth Potential

Innovate manufacturing processes/sites to secure world’s top-tier production/quality

Competence
Key Initiatives for greater production & quality competitiveness
|
XX
4 LX
o5 i @
o Operation Control Quality management

C aassys

» Establishing a demand-driven production
process through S&OP1) meetings

o Establishing optimal inventory standards to
minimize excess inventory and enhancing market
demand responsiveness

» Improving accuracy of sales forecast to
ensure on-time delivery & minimize obsolete
stock

1) S&OP: Sales and Operations Planning
2) SIOP: Sales Inventory Operation Planning
3) P-FMEA: Process-Failure Mode Effect Analysis

» Establishing ‘Lean’ production system &
continuous-flow processes

« Eliminating inefficient workflow waste & securing
LOB (line of balance) in manufacturing processes

« Innovating labor-intensive processes with factory
automation robots (higher efficiency)

» Enhancing productivity through stabilizing
SIOP?) system and digital Operations

» Dashboards enabling real-time management of
purchase/materials/production status metrics

>

Securing globally competitive product quality
by improving QMS (Quality Management Systems)

Adopting P-FMEA? to reduce defects in
manufacturing processes and minimize quality issues

Addressing quality non-conformances via CAPA
(Corrective Action/Preventive Action) activities

24



® Growth Strategy

CLASSYS Expansion Plan

“A global aesthetics business leader”
delivering customer-oriented and innovative products and solutions

Regions A = Examining various options, such as equity
./ : investments and acquisitions
,/ Inorganlc Growth -Securing access to HIFU, RF & other new technologies &
’ products/markets/distributions + a launching more EBD devices
/ -Pioneering distribution channels by considering customer

g trends and needs on a country-by-country basis

» Simultaneously proceeding with local clinical trials and
HIFU/RF approvals

-Working on the details of sales strategy after entering clinical stages

y Entry into big markets
.0 USA, China, Europe, etc.

»  Expanding M/S in domestic & Top 8* markets

/ . .
/’ Expand Into Strateglc (* Brazil, Japan, Thailand, CIS, Australia, Taiwan, Hong Kong, Indonesia)
. ’ markets [Domestic] Leading the trend of combination procedures using HIFU & RF
MaJO': ’/ [Global] Two-track approach with the Ultraformer Il & Ultraformer MPT while
Countries ’ launching Volnewmer
’
« ) * Launching new products and building strong competitive edge in applicable markets
orea / ine- For hospitals/clinics -Expanding energy-based medical device line-up including HIFU, RF
4 Extend pl’OdUCt line up For aesthetics — Launching various products such as Intrasure, Forshape, etc. under the Cluederm brand

For B2C customers — Expanding new product line-up such as homecare devices, etc.

Ultraformer Il Ultraformer MPT Volnewmer RF Body & HIFU, RF &

[HIFU] [HIFU] [6.78Mhz RF] Homecare other EBD devices products
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m Financial Results

1. 3Q23 Earnings - Profit & Loss

[Unit: KRW Billion]

3Q23
Sales 48.2
COGS 11.2
(%) 23.3%
Gross profit 37.0
G 76.7%
SG&A 12.3
(%) 25.6%
Operat.ing 24.7
profit
& 51.1%
Erofit before 278
Income tax
Net profit 21.2
%) 43.9%

2Q23

45.9

9.6

20.9%

36.3

79.1%

13.2

28.7%

23.1

50.4%

24.6

18.6

40.4%

(07610

5.1%

17.3%

2.4%p

1.9%

-2.4%p

-6.3%

-3.1%p

6.6%

0.7%p

12.7%

14.2%

3.5%p

3Q22

333

7.3

22.0%

26.0

78.0%

8.5

25.5%

17.5

52.5%

22.1

18.7

56.3%

YoY

45.0%

53.5%

1.3%p

42.6%

-1.3%p

45.8%

-0.1%p

41.1%

-1.4%p

25.4%

13.2%

-12.3%p

YTD 3Q23

133.1

29.6

22.2%

103.5

77.8%

35.8

26.9%

67.7

50.8%

75.5

58.5

44.0%

YTD 3Q22

101.3

24.4

24.1%

76.9

75.9%

27.5

27.1%

49.4

48.8%

56.3

453

44.7%

YoY

31.4%

21.2%

-1.9%p

34.6%

1.8%p

30.4%

-0.2%p

36.9%

2.0%p

34.2%

29.1%

-0.8%p

Sales: KRW 48.2 bn

(+45.0% YoY, +5.1% QoQ)

: Achieved excellent results and set a new record for
quarter-high sales revenue despite being in the off-

season

: Increase in both the number of countries selling the
new product Ultraformer MPT and the monthly avg.

domestic sales of Volnewmer

Gross Profit: KRW 37.0 bn, GPM 76.7%
(+42.6% YoY, +1.9% QoQ)

: The increased share of domestic and global equipment
sales resulted in a slight QoQ drop in the GPM

(% of Equipment — 3Q23 54% vs 2Q23 51%)

Operating Profit: KRW 24.7 bn, OPM 51.1%
(+41.1% YoY, +6.6% QoQ)

: SG&A expenses decreased QoQ due to reduced TVC
advertising expenses, despite incurring one-time due
diligence costs (commissions paid) for equity
investments

- All in all, the SG&A ratio remains stable.

Net Profit: KRW 21.2 bn, NPM 43.9%

(+13.2% YoY, +14.2% QoQ)

. Interest profit/loss of KRW 0.8bn and foreign exchange
profit/loss of KRW 2.4bn for 3Q23

Note 1) On a consolidated basis

C aassys
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1. 3Q23 Earnings - Sales by brand

[Unit: KRW Billion]

3Q23 2Q23 QoQ 3Q22 YoY YTD 3Q23 YTD 3Q22 YoY
CLASSYS
(medical 25.8 22.0 17.6% 15.5 66.6% 66.1 53.1 24.5%
Devices)

Export 17.8 16.3 9.0% 11.5 54.6% 46.5 29.6 57.2%
Domestic 8.0 5.7 42.4% 4.0 101.1% 19.6 23.6 -17.0%

CLUEDERM
(Aesthetics 0.9 1.5 -42.5% 1.5 -41.3% 3.6 58 -38.3%

Devices)

Export 0.8 1.4 -41.9% 1.4 -41.6% 3.3 54 -39.5%
Domestic 0.1 0.1 -48.8% 0.1 -36.0% 0.3 0.4 -21.3%

el 20.5 21.8 -5.9% 15.3 34.0% 61.0 39.1 55.9%

Export 12.2 13.5 -10.0% 9.8 24.1% 36.1 25.6 41.2%
Domestic 8.3 8.3 0.8% 5.5 51.6% 24.8 13.4 85.2%
SKEDERM
(Homecare 0.6 0.2 166.3% 0.4 47.2% 1.2 1.7 -32.4%
products)

Export 0.3 0.03 768.8% 0.2 74.8% 0.4 1.0 -61.7%
Domestic 0.4 0.2 73.6% 0.3 31.3% 0.8 0.7 8.0%
(Se‘r'?;ﬁ; 0.4 0.4 2.3% 0.5 -24.0% 1.3 1.6 -21.6%

Total 48.2 45.9 5.1% 33.3 45.0% 133.1 101.4 31.3%

Export 31.0 31.3 -0.7% 22.9 35.8% 86.3 61.6 40.2%
Domestic 17.2 14.6 17.5% 10.4 65.4% 46.8 39.8 17.7%

CLASSYS: KRW 25.8bn / 54% of sales
: Export

- Continuous growth in sales volumes of
Ultraformer Ill and Ultraformer MPT

: Domestic

- Steady sales of Ultraformer MPT and an
expanding monthly avg. sales of Volnewmer

CLUEDERM: KRW 0.9bn / 2% of sales

Consumables KRW 20.5bn / 42% of sales
: Export

- The surge in equipment orders in TH took time to
use up the included consumables, resulting in a
slight decrease in consumable orders in 3Q23.
However, local usage is consistently growing.

: Domestic

- A sharp rise in Ultraformer MPT sales led to a
surge in coupon usage in 3Q23, but paid cartridge
consumption is on the rise due to the continued
demand for Ultraformer MPT procedures

SKEDERM: KRW 0.6bn / 1% of sales
: Sales growth of lifting patches due to the
expanded distribution network in China

Others: KRW 0.4bn / 1% of sales

Note 1) On a consolidated basis

C aassys
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1. 3Q23 Earnings - SG&A

[Unit: KRW Billion]

3Q23 2Q23 QoQ 3Q22 YoY YTD 3Q23  YTD 3Q22 YoY
Salaries 2.5 2.4 3.9% 2.8 -10.4% 7.2 7.9 -9.7%
(% of sales) 5.3% 5.3% 8.5% 5.4% 7.8%
R&D 2.2 2.3 -3.0% 1.0 120.6% 6.6 3.1 112.2%
(% of sales) 4.6% 5.0% 3.0% 5.0% 3.1%
Advertisement 1.5 3.7 -60.4% 1.1 31.8% 6.5 4.7 37.3%
(% of sales) 3.0% 8.1% 3.3% 4.9% 4.7%
Commissions 2.0 1.0 89.9% 1.1 75.6% 4.8 3.1 55.3%
(% of sales) 4.1% 2.3% 3.4% 3.6% 3.0%
conf‘;'iiion 1.0 0.7 35.4% 0.5 108.0% 2.3 3.2 -26.4%
(% of sales) 2.1% 1.6% 1.5% 1.8% 3.1%
Depreciation 0.5 0.5 10.4% 0.3 85.7% 1.4 1.0 38.7%
(% of sales) 1.1% 1.0% 0.8% 1.1% 1.0%
Employee 0.3 0.3 14.4% 0.3 2.6% 0.9 1.1 -16.4%
benefits
(% of sales) 0.7% 0.7% 1.0% 0.7% 1.0%
Warranty 0.3 0.3 7.8% 0.3 4.6% 0.7 0.7 -5.6%
expenses
(% of sales) 0.6% 0.7% 0.8% 0.5% 0.7%
Others 2.0 1.9 5.9% 1.0 95.6% 5.5 2.6 106.0%
(% of sales) 4.1% 4.1% 3.0% 4.1% 2.6%
Total 12.3 13.2 -6.3% 8.5 45.8% 35.8 27.5 30.4%
(% of sales) 25.6% 28.7% 25.5% 26.9% 27.1%

Salaries: KRW 2.5 bn / 5.3% of sales
(-10.4% YoY, +3.9% QoQ)

R&D: KRW 2.2 bn / 4.6% of sales

(+120.6% YoY, -3.0% QoQ)

- Continued investments in product upgrades, new technology
development, approval procedures in the US and China, and
the expansion of regions for new product approvals

Advertising: KRW 1.5 bn / 3.0% of sales

(+31.8% YoY, -60.4% QoQ)

- TVCF advertising concentrated during 2Q23

- Ramped up online marketing campaigns in the domestic
market and enhanced overseas conferences, exhibitions, and
product launch symposiums during 3Q23

Commissions: KRW 2.0 bn / 4.1% of sales

(+75.6% YoY, +89.9% QoQ)

- One-time expenses incurred for due diligence in an ongoing
equity investment agreement in 3Q23

Sales commission: KRW 1.0 bn / 2.1% of sales
(+108.0% YoY, +35.4% QoQ)

- Sales commissions paid for domestic sales of Volnewmer and
Ultraformer MPT/ Sales commissions for domestic sales of
Volnewmer and Ultraformer MPT are paid as a pro-rata rebate.
- Distribution network commissions paid for the Homecare
Business Unit's cosmetics sales

Note 1) On a consolidated basis

C aassys
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1. 3Q23 Earnings - Financial Status- 3Q23

[Unit: KRW Billion]

3Q23 2022
Assets
Current assets 174.6 147.8
ESZTVi‘eﬁiih 122.9 1116
Inventories 21.6 234
rAeccCeci)\L/Janbt ISes 174 8.0
Non-current assets 188.5 183.6
P.P.E. 125.2 104.2
Total Assets 363.1 3314
Liabilities
Current liabilities 28.3 36.2
Non-current liabilities 63.6 65.6
Total Liabilities 91.9 101.8
Equity
Retained earnings 255.3 204.2
Total Equity 271.2 229.6
Total Liabilities + Equity 363.1 3314

2021

73.1

47.9

16.5

2.1

143.2
80.7

58.4

216.3

16.8

35.8
52.6

133.1
163.7
216.3

2020

83

67.6

9.9

3.5

54.5
50.1

1.8

137.5

13.4

0.3
13.7

93.2
123.8
137.5

Current Ratio : 617%,
Total Debt/Equity : 34%

Current assets: KRW 174.6 bn

- Robust sales performance contributed to simultaneous
increases in cash and inventories/accounts receivables

- Efficient inventory management and the Lean
production system enhanced inventory efficiency.

- 99% of accounts receivable have a maturity of less
than six months, highly likely to be collected during the
current period.

Non-current assets: KRW 188.5 bn

- Tangible assets 125.2 bn, invested properties 54.6 bn

: The QoQ decrease in invested properties is due to the
termination of lease contracts on certain lots in the
headquarters building, which have been converted for
our own use. This also explains the similar QoQ growth
gap in P.P.E.

Current liabilities: KRW 28.3 bn

- The drop from 2022 in the current liabilities is
attributable to a decrease in tax payables following our
corporate tax payments.

- Specifically, current income tax liabilities of KRW 7.5 bn,

trade payables of KRW 5.0bn, accrued expenses of KRW
5.0 bn, advances received of KRW 4.8 bn, and short-term
borrowings of KRW 2.6 bn

Non-current liabilities: KRW 63.6 bn
- Long-term borrowings of KRW 6.26 bn

Note 1) On a consolidated basis

C aassys
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2. Quarterly Performance Trends_PL

[Unit: KRW Billion]

. Sales OP OPM
63% 61%
54% 54% 539 0
a0 -~ 51% 5% 47% 47% 0 48% 51% 50% 51%
40.5
354
32.7 33¢3
295
245 S 24.7
214 209 213
19.6 19.4 19.9
o . 175
10 : 153
134 ’ 13.3
11.9 06 114
8.9
6.4

1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21 1Q22 2Q22 3Q22 4Q22 1Q23 2023 3Q23

Note 1) On a consolidated basis
31
C cassys



m Financial Results

2. Quarterly Performance Trends_Sales by Brand

[Unit: KRW Billion]

| CLASSYS | CLUEDERM Consumables ~ SKEDERM | Others

= % of sales

48% s 51% 47% 47% 37% 47% 50% 33% 37% 46% 41% 48% 47% 43%
48.2
= Q’trly sales by brand 45.9

0.6-
40.5 02 04

354 - 39.0
: 03
32.7 33.3 03 05 205
295 06 .- )18
25.4 07106, 166
214 , 213 0.2 24.5 11.8 18.7
19.6 0.9 o a8 0.4 120

0.3 03 0.2

14.6 03 1y

10.5 0s 10.1

7.6

1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21 1Q22 2Q22 3Q22 4Q22 1Q23 2Q23 3Q23

Note 1) On a consolidated basis
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2. Quarterly Performance Trends_Sales by Region

[Unit: KRW Billion]

- Domestic Export
= % of sales
_ 9 51%
59% 57% 61% 64% 69% 72% 74% 55% b 6o9% oo % ” »
63%
48.2
= Q’trly sales by region 45o
40.5
39.0
354
32.7 333 i1o
29.5 y
254 . "
214 213 245 193
19.6 20.9 105 .
14.6 203
4.
126 .1 128 136 17.6 18.7
9. n 126 o
1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21 1Q22 2Q22 3Q22 4Q22 1Q23 2Q23 3Q23
WIS 119 1220 1,188 1,116 1,115 1,121 1,157 1,183 1,205 1,260 1,338 1,359 1,276 1315 1312

Note 1) On a consolidated basis
@CLASSYS Note 2) ¥/$ exchange rate is averaged over the period.
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2. Quarterly Performance Trends_Cost

[Unit: KRW Billion]

B coGs|  scaa ()COGS % () SG&A %

35% 34% 30% 0 " 0
o 27% 24% 24% 0 28% 28% 26% 29% 26% 29% 26%
19% 21% ~ e .
= o, —
22% 23% 22% 22% 22% 25% 25% 25% 22% 23% 22% 21% 23%
18% 18%
13.2

1Q20 2Q20 3Q20 4Q20 1Q21 2021 3Q21 4021 1Q22 2Q22 3Q22 4Q22 1Q23 2Q23 3Q23

Note 1) On a consolidated basis
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3. Annually Performance Trends_PL

[Unit: KRW Billion]

. Sales OP OPM

20.2%

13.1

2014

53.1%
51.4% 51.4%

48.6%

170.0

36.8%
141.8
30.1%  30.9%
26.5%
100.6
11 s
68.9
47.5 >17
41.7 40.6
34.9
27.2
17.5
_ 15.0 <, o
mom

2015 2016 2017 2018 2019 2020 2021 2022 2023E

Note1) On a consolidated basis

C aassys

103 10.7 I

[Unit: KRW Billion]

B coas

sG&A ()COGS % () SG&A %

47% A%

38%  38% 34y

27%  27%  26% @ 28%
33% 32% 31% f 24%
25% 27% 39.3

21% 20% 23%
17.317.2

2014 2015 2016 2017 2018 2019 2020 2021 2022

13.4 12.7

Note1) On a consolidated basis
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3. Annually Performance Trends_Sales

[Unit: KRW Billion]

| CLASSYS | CLUEDERM SKEDERM | Others

Consumables

= % of Sales

e

15% 24% 21% 26% e
39% 43% 499% 45% 39%
3% 19%
= Sales by Brand 141.8
100.6 55.6
81.1 76.
35.0

34.9 2.8

2014 2015 2016 2017 2018 2019 2020 2021 2022

Note1) On a consolidated basis

[Unit: KRW Billion]

- Domestic Export
= % of sales

1 55% 9 51% 55%
’ 69% 68% o8% ° T 62%

58%
45%
31% 32%

= Sales by Brand 141.8
100.6
87.4
81.1 76.5
70.2
47.5 41 419
34.9
27.2
15.0
i -
EErE miEm -
2014 2015 2016 2017 2018 2019 2020 2021 2022
W/$ 1,053 1,132 1,160 1,130 1,101 1,166 1,180 1,144 1,292

Note1) On a consolidated basis
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