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This material has been prepared by Classys (the “Company”) to provide information on the Presentation that will be made for investors, and transferring, copying, or re-distributing this document to 

others is is prohibited.

It should be considered that the concerned parties have agreed to follow the above restrictions by attending the presentation. Non-compliance with the restrictions may be regarded as a violation of 

the Capital Market and Financial Investment Services Act.

The “forecast information” included herein is information that has not been individually verified. As this is not related to the past events but to the future events, it signifies the expected business 

status and financial performance of the Company expected in the future and is expressed with words such as ‘forecast,’, ‘prospect,’ ‘plan,’ ‘expectation,’ and ‘(E).’

The above “forecast information” is influenced by the changes in future business environments and connotes the uncertainties fundamentally. Due to these uncertainties, there can be significant 

differences between the actual performance records in the future and the implications or the content written in the “forecast information.”

Moreover, the future prospects were written as of the current date of the presentation to considering the current market situation and the business direction taken by the Company. As such, the 

prospects can vary, subject to the changes in the market environment and adjustments to the strategies in the future. It is to be noted that these can be altered without a separate notice. 

The Company and its executives are not responsible for any of the damages incurred from utilizing this document (including the cases related to negligence and others).

This document does not constitute a solicitation for placement, sales, trading or subscription of stocks. None of the parts in this document can be the basis or the ground for related contracts, 

agreements, or investment decisions. All investment decisions related to the purchase of stocks shall be solely based on investors’ reasonable judgment.

Disclaimer
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2Q23 Financial ResultsⅠ

2Q23 1Q23 QoQ 2Q22 YoY 1H23 1H22 YoY

Sales 45.9 39.0 +18% 32.7 +40% 84.9 68.1 +25%

COGS 9.6 8.8 +9% 8.3 +16% 18.3 17.1 +7%

Gross profit 36.3 30.2 +20% 24.4 +49% 66.5 51.0 +31%

(%) (79.1%) (77.5%) (+1.6%p) (74.7%) (+4.5%p) (78.4%) (74.9%) (+3.5%p)

SG&A 13.2 10.3 +28% 9.1 +44% 23.5 19.0 +24%

Operating 
profit

23.1 19.9 +16% 15.3 +52% 43.0 32.0 +35%

(%) (50.4%) (51.0%) (-0.6%p) (46.7%) (+3.7%p) (50.7%) (47.0%) (+3.7%p)

Net profit 
before tax

24.7 23.1 +7% 17.5 +41% 47.8 34.2 +40%

Net current 
profit

18.6 18.8 -1% 13.8 +34% 37.3 26.6 +40%

(%) (40.4%) (48.2%) (-7.7%p) (42.2%) (-1.8%p) (44.0%) (39.1%) (+4.9%p)

Note 1) On a consolidated basis

Profit & Loss– 2Q23

[Unit: KRW Billion] 

“Highest Quarterly sales and OP in 2Q23”

➢ Sales KRW 45.9 bn

(+40% YoY, +18% QoQ)
: Continued increase in consumables sales in domestic 

and devices/consumables sales growth overseas, 

achieve the highest quarterly sales

➢ Gross profit KRW 36.3 bn, GPM 79%

(+49% YoY, +20% QoQ)
: Increased share of consumables in domestic and 

overseas led to YoY +4.5%p rise in gross profit margin

(consumables share 2Q22 37% → 2Q23 47%)

➢ Operating profit KRW 23.1 bn, OPM 50% 

(+52% YoY, +16% QoQ)
: Despite increase in advertising, R&D expenses, 

sales growth improved profitability

➢ Net current profit KRW 18.6 bn, NPM 40%

(+34% YoY, -1% QoQ)
: Interest gain/loss increased KRW 1.4 bn YoY, 

FX translation gain/loss decreased KRW 2.0 bn won YoY
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2Q23 Financial ResultsⅠ

2Q23 1Q23 QoQ 2Q22 YoY 1H23 1H22 QoQ

CLASSYS
(medical Devices) 22.0 18.4 +20% 17.1 +28% 40.3 37.6 +7%

Export 16.3 12.5 +31% 9.4 +73% 28.8 18.1 +59%

Domestic 5.7 5.9 -4% 7.8 -28% 11.5 19.6 -41%

CLUEDERM
(Aesthetics Devices) 1.5 1.2 +31% 2.3 -33% 2.7 4.3 -37%

Export 1.4 1.0 +35% 2.1 -33% 2.4 4.0 -39%

Domestic 0.1 0.1 -1% 0.2 -38% 0.3 0.3 -16%

Consumables 21.8 18.7 +17% 12.0 +81% 40.5 23.8 +70%

Export 13.5 10.5 +29% 7.5 +80% 24.0 15.8 +52%

Domestic 8.3 8.2 +1% 4.4 +88% 16.5 7.9 +109%

SKEDERM
(Homecare products) 0.2 0.3 -13% 0.7 -66% 0.5 1.3 -60%

Export 0.03 0.1 -50% 0.5 -93% 0.1 0.8 -88%

Domestic 0.2 0.2 -2% 0.2 -13% 0.4 0.4 -6%

Others
(Rent) 0.4 0.5 -20% 0.6 -35% 0.9 1.1 -20%

Total 45.9 39.0 +18% 32.7 +40% 84.9 68.1 +25%

Export 31.3 24.0 +30% 19.5 +61% 55.3 38.7 +43%

Domestic 14.6 14.9 -2% 13.2 +11% 29.6 29.4 +1%

Sales by brand– 2Q23
[Unit: KRW Billion] 

➢ CLASSYS KRW 22 bn / 48% of sales

: Export

- continued stable sales of Ultraformer 3(Shurink) & 

booming sales of Ultraformer MPT(Shurink Universe)

- High growth primarily in Brazil, Thailand, CIS

: Domestic

- Stable sales of Ultraformer MPT and Volnewmer

on track

➢ Consumables KRW 21.8 bn / 47% of sales

: Export

- Growth of consumables sales continued on the 

heels of increased cumulative sales of Ultraformer 3 

& Ultraformer MPT

: Domestic

- Continued increase in cartridge order by 

sustained demands for Shurink Universe procedures

➢ CLUEDERM KRW 1.5 bn / 3% of sales

➢ SKEDERM KRW 0.2 bn / 1% of sales

➢ Others KRW 0.4 bn / 1% of sales

Note1) On a consolidated basis
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2Q23 Financial ResultsⅠ

2Q23 1Q23 QoQ 2Q22 YoY 1H23 1H22 QoQ

Salaries 2.4 2.2 +11% 2.5 -4% 4.6 5.1 -9%

(% of sales) 5.3% 5.6% 7.8% 5.5% 7.5%

Advertising 3.7 1.3 +181% 2.0 +85% 5.0 3.6 +39%

(% of sales) 8.1% 3.4% 6.1% 5.9% 5.3%

R&D 2.3 2.1 +8% 1.0 +124% 4.4 2.1 +108%

(% of sales) 5.0% 5.4% 3.1% 5.2% 3.1%

Commissions 1.0 1.8 -41% 1.0 +3% 2.8 2.0 +44%

(% of sales) 2.3% 4.5% 3.1% 3.3% 2.9%

Sales 
commission

0.7 0.6 +29% 1.0 -26% 1.3 2.7 -51%

(% of sales) 1.6% 1.5% 3.1% 1.6% 4.0%

Fringe benefits 0.3 0.2 +31% 0.3 +14% 0.5 0.7 -25%

(% of sales) 0.7% 0.6% 0.8% 0.6% 1.1%

Depreciation 0.5 0.4 +7% 0.4 +25% 0.9 0.7 +21%

(% of sales) 1.0% 1.1% 1.1% 1.1% 1.1%

Warranty 
expenses

0.3 0.1 +396% 0.2 +37% 0.4 0.4 -12%

(% of sales) 0.7% 0.2% 0.7% 0.5% 0.6%

Misc. 1.9 1.6 +16% 0.7 +170% 3.5 1.6 +112%

(% of sales) 4.1% 4.1% 2.1% 4.1% 2.4%

Total 13.2 10.3 +28% 9.1 +44% 23.5 19.0 24%

(% of sales) 28.7% 26.5% 28.0% 27.7% 27.9%

SG&A– 2Q23

[Unit: KRW Billion] 

Note 1) On a consolidated basis

➢ Salaries KRW 2.4 bn / 5.3% of sales

(-4% YoY, +11% QoQ)

➢ Advertising KRW 3.7 bn / 8.1% of sales

(+85% YoY, +181% QoQ)

- TVCF from end of March to end of May ‘23

(Shurink universe & Volnewmer)

- Proactive B2B marketing activities including User 

Meetings and global exhibitions

(large-scale user meetings in Brazil in April & in 

Thailand in June)

➢ R&D KRW 2.3 bn / 5.0% of sales

(+124% YoY, +8% QoQ)

- YoY increase due to - YoY increase due to proactive 

global clinical and approval, R&D to expand indications 

and the next version of HIFU/RF device

➢ Commissions KRW 1.0 Bn / 2.3% of sales

(+3% YoY, -41% QoQ)

➢ Sales commission KRW 0.7 bn / 1.6% of sales

(-26% YoY, +29% QoQ)

- depends on the domestic sales of Volnewmer & 

Shurink Universe devices
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2Q23 Financial ResultsⅠ

2020 2021 2022 2Q23

Assets

Current assets 83.0 73.1 147.8 171.3

Cash & cash 
equivalents 67.6 47.9 111.6 130.8

Inventories 9.9 16.5 23.4 22.4

Accounts 
receivables 3.5 2.1 8.0 13.7

Non-current 
assets

54.5 143.2 183.6 188.2

P,P.E 50.1 80.7 104.2 121.9

Invested 
properties 1.8 58.4 74.7 57.6

Assets total 137.5 216.3 331.4 359.5

Liabilities

Current 
liabilities 13.4 16.8 36.2 34.8

Non-current 
liabilities 0.3 35.8 65.6 64.7

Liabilities total 13.7 52.6 101.8 99.6

Equity

Retained 
earnings 93.2 133.1 204.2 234.1

Equity total 123.8 163.7 229.6 260.0

Liabilities + 
Equity 137.5 216.3 331.4 359.5

Financial Status– 2Q23

[Unit: KRW Billion] 

Note 1) On a consolidated basis

➢ Current assets KRW 171.3 bn

- Cash & cash equivalents KRW 130.8 bn: 

increased on the heels of buoyant sales

- Inventory KRW 22.4 bn: adequate inventory 

criteria defined & managed

- Trade receivables KRW 13.7 bn: trade 

receivables increased by rise in sales

➢ Non-current assets KRW 188.2 bn

- Tangible assets KRW 121.9 bn: HQ, 

Munjeong Plant 1, Misa Plant 2

- Invested properties KRW 57.6 bn: some 

floors rented on HQ

➢ Current liabilities KRW 34.8 bn

- current income tax liabilities KRW 17.5 bn, 

accrued expense KRW 4.0 bn, advance 

payment KRW 3.8 bn 

➢ Non-current liabilities KRW 64.7 bn

- Borrowings KRW 63.8 bn

➢ Equity KRW 260 bn

- Retained earnings KRW 234.1 bn
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2Q23 Financial ResultsⅠ

• As of the end of ’23, global cumulative sales to reach 500 units..
• release expected in Hong Kong, Indonesia, Thailand
• VOLRINK(Volnewmer + shurink) procedures increased

• Productivity gain from ‘Lean’ production system & automation
• QMS(Quality Management System) implemented for Quality 

Advancement such as integrated management from parts to 
finished products

2H23 
Forecasts

Expanding Volnewmer’s
Install Base

Accelerating Ultraformer MPT’s 
global expansion

Laying the Groundwork for 
Approvals in US&China

bolstering B2B / B2C marketing 

continuing Production/quality 
improvement initiatives

• Expansion into Brazil, Thailand, CIS, etc.
• Launch expected in Taiwan, Australia

• Clinical trial designed & Execution for 
NMPA/FDA approval

• Scientific evidence secured
• Improving product promotion & brand awareness through 

regional user meetings & conferences
• Diversification of digital marketing exposure for B2C viral 

expansion

2H23 Key Forecasts
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2Q23 Financial ResultsⅠ

PL Trend (by q’tr)

[Unit: KRW Billion] 

Sales OPMOP

Note 1) On a consolidated basis
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2Q23 Financial ResultsⅠ

Cost Trends (by q’tr)

[In: KRW Billion] [Unit: KRW Billion] 

COGS COGS %SG&A SG&A %

Note 1) On a consolidated basis

-200%

-150%

-100%

-50%

0%
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2Q23 Financial ResultsⅠ

Sales Trends by Brand (by q’tr)

[Unit: KRW Billion] 

CLASSYS CLUEDERM Consumables Others

Note 1) On a consolidated basis

21.4

14.6

19.6
21.3

20.9

29.5

24.5 25.4

35.4
33.332.7

39.0
40.5

45.9

SKEDERM

▪ % of sales

▪ Q’trly sales by brand
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2Q23 Financial ResultsⅠ

Regional Sales Trends (by q’tr)

[Unit: KRW Billion] 

Domestic Export
(except Brazil)

Brazil

Note 1) On a consolidated basis 
Note 2) ￦/$ is the average over the period

 -

 10.0

 20.0

 30.0

 40.0

 50.0

 60.0

 70.0

￦/$ 1,195 1,220 1,188 1,116 1,115 1,121 1,157 1,183 1,205 1,260 1,338 1,359 1,276 1,315

21.4

14.6

19.6
21.3

20.9

29.5

24.5 25.4

35.4
33.332.7

39.0
40.5

45.9

▪ % of sales

▪ Q’trly sales by region



13

Company Overview
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Company OverviewⅡ

Sales growth

EBITDA growth

Consumables sales growth

Financial market valuation

Ultraformer cumul. sales/

annual procedures (est.)

5Y CAGR 32% 
(1H23, KRW 84.9bn, YoY +25%)

5Y CAGR 46%
(1H23, EBITDA KRW 45.1bn, YoY +33%

EBITDA Margin 53%)

5Y CAGR 43% 
(1H23, KRW 40.5bn, YoY +70%

consumables portion 48%)

Over 13K unit.

3.3M cases
(Golbal)

Market cap around KRW 2 tril
KOSDAQ Global Segment included

ESG Rating B+(By KCGS)

Export Portion

68% (As of 1H23)

Export to 60 countries /

Secured approvals in 27 countries

1. Key Figures



15

Company OverviewⅡ

• Shareholding Structure

2. Overview

Company name CLASSYS Inc.

CEO Baek Seung-han

Date incorporated Jan. 10, 2007

Date listed Dec. 28, 2017

Equity capital 6,477M won (as of the end of Jun. 2023)

Headcount 355 persons (as of the end of Jun. 2023)

Business line
Manufacture of medical aesthetics 

devices & distribution of cosmetics

Brands

HO address
CLASSYS, 208, Teheran-ro, Gangnam-gu, 

Seoul, Korea

Website/Tel. http://www.classys.co.kr / 1544-3481 * As of June 30, 2023

• Company Overview

61%

13%

6%

12%

8%

BCPE Centur 
Investments, LP
*SPC managed by Bain Capital

Institutional investors

Founder & 

Related parties

Individual investors

Foreign investors

http://www.classys.co.kr/
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Company OverviewⅡ

3. History

2018 2019 2022

Volnewmer

Built product 

foundation

Diversified 

products/regions

New leap forward

Invested in infra. 

expansion

2007~2014

2007.01 Classys incorporated

2011.05 Cryolipo released

2012.02 Ultraformer approved by MFDS

2014.08 Ultraformer 3(Shurink) released

2017~2021

2017.12 KOSDAQ listed/Moved to Classys Tower

2018.09 Munjeong Plant 1 purchased

2019.09 Misa Plant 2 Purchased

2021.10 Ultraformer MPT(Shurink Universe) 

Approved by MFDS

2021.12 Ultraformer 3(Shurink) 

3,500 units sold in cumulative in Korea 

2021.12 $50M Export Tower received

2022~

2022.01 Ultraformer MPT(Shurink Universe) released

2022.01 HQ relocated (Classys, 208, Teheran-ro)

2022.03 Biggest shareholder changed to BCPE

(SPC managed by Bain Capital)

2022.04 CEO Baek Seung-han inaugurated

2022.08 Volnewmer approved by MFDS

2022.11 Included in KOSDAQ Global Segment

2022.12 Shurink Universe (Ultraformer MPT) 

1,100 units sold in cumulative in Korea 

2023.07 Selected a KOSDAQ Rising Star 2023

2015~2016

2015.03 Obtained European CE approval 

for Ultraformer 3 

2015.06 Obtained European CE approval 

for CLATUU

2015.11 $5M Export Tower received

2016.04 Scizer approved by MFDS

Plant 1 Plant 2

2014

Ultraformer 3 

2015

Clatuu

2016

Scizer

2021

Ultraformer MPT

* MFDS : Ministry of Food and Drug Safety. 



17

Company OverviewⅡ

4. Product Portfolio

Cosmetics/rent 2.9%

CLUEDERM Device 5.6%

CLUEDERM Consumables 6.1%

CLASSYS 
Device
52.3%

CLASSYS 
Consumables  

33.1%

Ulfit Refit

Eyebrow lifting, 
improve elasticity in 
face, abdomen, 
thigh
HIFU

alleviate 
pain

RF

Consum

ables

Aquapure

aspirating blood, 
body fluid and 
pimple + causing 
absorption of 
medicine

Cool4D

alleviate pain,
reduce edema 
and 
subcutaneous 
layer

Clatuu AlphaScizer

Reduce 
abdominal 
circumference 
HIFU

Cooling control 
technology for 
reduce 
subcutaneous 
layer 

Ultraformer MPT
(Shurink Universe)

Gen. 2 Shurink
- MP & Normal modes
- Ultra Booster cartridge 

added

Shurink Universe Cartridges

Volnewmer

6.78Mhz monopolar RF
causing tissue coagulation

Multi
V Tip (4.0cm²)

Face
F Tip (3.0cm²)

Eye Area
I Tip (0.25cm²)

Body
S Tip (16.0cm²)

Volnewmer tips

DERMA
Shurink
1.5mm

I 
Shurink
2.0mm

CELUP 
Shurink
3.0mm

LINUP 
Shurink
4.5mm

DERMA 
Booster
1.5mm

CELUP 
Booster
3.0mm

LINUP 
Booster
4.5mm

Ultraformer 3
(Shurink)

Eyebrow lifting, improve 
elasticity in face, abdomen, 
thigh and remove wrinkles

Ultraformer 3 Cartridges

1.5mm 2.0mm 3.0mm

4.5mm 6.0mm 9.0mm

Scizer

Cartridges

Alpha 

handpiece

(Aesthetic)

(Medical)

(Cosmetic)

1. HIFU(High Intensity Focused Ultrasound): Eyebrow lifting, facial/abdominal/thigh lifting, abdominal circumference reduction; 
2. RF(Radio Frequency): Induces tightening of dermis & production of collagen;

* As of 2022
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Company OverviewⅡ

Korea

2020 2021 2022

Europe

45%

2Y
CAGR

• Sales trends by continent

(Unit: KRW Billion)

• Sales trends by region

(Unit: KRW Billion)

25%

44%

68%

26%

18

Total 76.5
- Domestic 34.6

-Export 41.9

Total 141.8

- Domestic 54.3

- Export 87.5

Total 100.6
- Domestic 30.4

- Export 70.2

+36.2%

America

APAC

Middle

East
25%

24%

14%

13%
4%

30%

35%

15%

15%

4%

37%

21%

11%

4%

27%

34.6 

30.4 

54.3 

9.2 

13.5 

26.6 

13.0 

18.7 

25.1 

2020 2021 2022

Korea 

CAGR 25%
Brazil 

CAGR 70%

Japan, Thailand, 

CIS, Australia 

CAGR 39%

5. Regional Portfolio
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Business HighlightsⅢ

Release customer-centric 

innovative products
• Develop most advanced devices 

to address un-met needs of 

customers

Expand install-base with 

aggressive marketing
• Utilizing voluntary fandom for 

innovative products in marketing

• Essential devices for B2B & B2C 

customers’ needs

• Eye for top-3 market presence in 

a year

Maximize profitability with 

sales of consumables

• Diversify types of consumables

• Expand use-cases

Applying a global market 

‘install base-consumables 

expansion’ mechanism

• Drastically improve global sales 

by applying to multiple countries

Release 

device

Consumables

sales

Global 

expansion

Expansion

install-base

4 3

21-1

1-2

Establishing a virtuous Cycle of ‘release innovative products → expand device/consumables sales 
→ expand global market presence’

releasing an upgraded version 

of the product

1. Success formula to Classys’ medical aesthetics devices
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Business HighlightsⅢ

Consumables 

sales
(KRW Bn, %)

HIFU cumul. 
sales

(1K  Units)

1. Success formula to Classys’ medical aesthetics devices

UltraformerMPT(Shurink Universe)

20.4 20.8 18.6 20.9 

14.6 17.0 

26.7 

34.7 
12%

21% 16%
26%

39%
51%

60% 61%

38%

18%
27% 22% 27% 28% 36% 41% 38% 40%

Domestic

Domestic 

consumables share

Device 

release

20212020 202220182017 201920152014 2016

Expand install base aggressively

Maximize consumables share

Released innovative 
product

Released 
Gen. 2 Shurink

1-1

2

3

1-2

Accelerate growth, expanding into global market after popularizing Ultraforemer 3(Shurink) in 
Korea

Ultraformer3(Shurink)

Domestic

Export

Export

Export 

Consumables share

2.5 2.7 3.1
3.6 3.6

5.7
4.8

7.6
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Business HighlightsⅢ

2. Unrivaled presence in domestic HIFU market

Over 4,800 pieces of Shurink-series devices sold in cumulative terms, retaining unrivaled No.1 M/S in 
domestic HIFU market1)

Over 3,000 hospitals 

equipped with Shurink

Over 5,500 hospitals

equipped with HIFU

Over 17,000 dermatology 

hospitals in Korea

Shurink breaks 3,700 units in cumulative sales (released in 2014)

Shurink Universe breaks 1,300 units in cumulative sales 
(released in 2022)

B2B customers

B2C customers

+3,000 Shurink-equipped hospitals in Korea

1.1M Shurink procedure cases per year (est.)
*3.3M a year when including global cases

• Over 90% of 600 large-network hospitals using Shurink

• Voluntary marketing content created for promoting procedures 

(doctors’ YouTube, blog, etc.)

• Most preferred device by other specialty clinics entering medical 

aesthetics sector 

• Essential resources for opening dermatology/plastic surgery clinics 

and aesthetics-specialized clinics 

• Enormous amount of voluntary procedure reviews by 

patients

• Digital buzz No.1 among medical aesthetics device 

brands (SNS, blog, beauty app, etc.)

• #Shurink 123K Vs. 

#foreign brand A 79K, #local brand B 12K, #local brand C 

6K

55% M/S in domestic HIFU market
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CIS

Business HighlightsⅢ

3. Strong global presence

・
・
・
・
・
・
・
・
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・
・
・
・
・
・
・
・
・

・
・
・
・
・
・
・
・
・
・

・

2Q23 UF MPT approved,

to be sold in full swing 

from 3Q23

Spain

Russia

Japan

Australia

Thailand

Taiwan

Marketed in 60 countries, Ultraformer 3(Shurink) expands global HIFU market presence

Increase in aesthetics shop-

exclusive devices sales such as 

AQUAPURE(CLUEDERM product)

2Q23 UF MPT approved,

to be sold in full swing 

from 3Q23

1Q23 UF MPT approved

1H23 devices sales posted 

high growth

Brazil

Exceeded KRW 10 bn in 2Q23, 

high growth in devices & 

consumables sales

Achieving over 90% of ‘22 

annual sales in the 1H23

Rising interest in 

“VOLFORMER” 
(Volnewmer + Ultraformer)
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Growth 

Strategy

1 Rapidly growing global marketMarket growth

2
Expanding presence in global markets with 
high growth potential

Global expansion

3
accelerating entry into RF market by 
offering differentiated products

Product expansion

5 Enhancing operation to maximize global sales
Quality/production 

competence

4
Developing diverse innovative products meeting 
customer needs

Innovative technology

6
Excellent business 

model

Improving product mix & cost-efficiency to bolster up 
profitability
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Growth StrategyⅣ

1. Rapidly growing global market

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

With aesthetics procedures popularized & habituated, medical aesthetics market is expected to 
grow rapidly primarily in EBD(Energy Based Device) sector

• Annual non-intrusive aesthetics 

procedures in USA

4.0

0.7

2.8

1997 20202015

• Aesthetics procedure used for everyday life such as employment, 
wedding, etc.

• Non-intrusive procedures (ex.: EBD procedures) preferred for 
leaving no trace and requiring little recovery time

• Many consumers opt for such procedures again thanks to 
significant benefits realized

• No longer a luxury for the well-to-do, but a popularized self-
grooming option

• More affordable and accessible aesthetics procedure 
preferred over plastic surgery

Habit-
uated

Popul-
arized

2%

7%
10%

0%
2%

4%

14%

18%

1994

1%

Female

Male

2015 2020

Total

(Unit: 1M cases)

• Penetration of plastic 

surgery/procedure in Korea
Global EBD market growth outlook

(Unit: Million USD)

1) EBD(Energy Based Device): a device regenerating skin condition & elasticity with non-intrusive energy stimulation 

without surgical procedures

5,605 
6,200 

7,185 
8,003 

8,968 
9,985 

11,150 

2022 2023E 2024E 2025E 2026E 2027E 2028E

+12.1%

Market growth
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Growth StrategyⅣ

New products, Ultraformer MPT/Volnewmer, launched & expansion into larger markets including 
Europe/USA/China

• Global entry roadmap

Export to 60 countries 

(Secured approvals in 27 countries)

▪ Brazil
▪ Japan
▪ Thailand
▪ CIS

10,000

units sold 

around the world

TOP 8 best-selling countries

▪ Australia
▪ Taiwan
▪ Spain
▪ Indonesia

2. Expanding presence in global markets with high growth potential

Ultraformer 3
(Shurink)

Volnewmer

2022 2023 2024 2025 2026

Enter 
USA and 
China

HIFU/RF  

approval

processes in 

progress 

concurrently

Brazil

Thailand

CIS

Taiwan

Australia

Iraq

4 Latin 
American 
countries 
including 

Mexico

Japan Domestic

Brazil

CIS

Australia

Taiwan

4 other 
countries 
including 
Vietnam

Ultraformer MPT

Japan

Korea

5 Asian 
countries 
including 
Indonesia

3 Asian countries 
including Thailand 

Launched in 9 
countries

Expanding overseas entry by phase

Released 

new HIFU 

products

Focus primarily on Top Tier 

countries & K-beauty enthusiast 

countries

Expand into other 

major countries

Expand into 

emerging 

countries

Released new RF 

products

Focus primarily on Top Tier 

countries & K-beauty enthusiast 

countries

Expand into other 

major countries

Expand 

into 

emerging 

countries

Exploring new business 
partners

Launched in 2 
countries Expanding overseas entry by phase

Exploring new business 
partners

Europe, Middle East, 
Latin America, etc.

Europe
Middle East, Latin 

America, etc. 

Global expansion



27

Growth StrategyⅣ

• Tier-up tasks

1

2

4

3

• Maximize sales with 
localized B2B marketing

• Ultraformer MPT premium 
positioning strategy 

• Launch Ultraformer MPT 
additionally & expand into 
Europe/Middle East

• Premium  Seg. Strategy, local 
conferences, etc.

• Boost-up in high potential 
countries

Tier 4
Annual sales
< KRW 1 Bn

Tier 3
Annual sales
>KRW 1~5 bn 

Tier 2
Annual sales
>KRW 5~10 bn 

Tier 1
Annual sales
>KRW 10 bn

• Country outlook per sales tier

Increaseing shares of well-performing countries by tier-up strategy tied to country types

2022 2024E 2026E

+Other 50 
countries

“Segmentation” strategy 
- Crafting a diverse portfolio, 

from premium to middle-end

Potential 
boost-up

Expand into Europe/
Middle East

Potential 
boost-up

• Launch Volnewmer in strategic 
priority regions covering K-
culture enthusiast countries

• Tier 1 benchmarking strategy

Brazil

Japan

Thailand

CIS

Australia

12 countries 

including 

Taiwan, Spain

Brazil

Japan

Thailand

CIS

Australia 

Taiwan 

12 countries 

including Spain, 

Indonesia

Brazil

Japan

Thailand

CIS

Australia

Taiwan 

Spain

Indonesia

14 countries 

including 

Vietnam

+ Other 50 
countries

+ Other 50 
countries

+ Authorized in 
USA  and China

2. Expanding presence in global markets with high growth potential

Global expansion
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Growth StrategyⅣ

Virtuous cycle of innovative new RF device Volnewmer in the making

Release 

device

Consumables

sales

Global 

expansion

Expansion 

install-base

Securing positive customer 

responses

developing supplementary 

consumables upon launch

Develop innovative monopolar 

RF device addressing the un-

met needs of customers

Prepare for entry into major 

markets including Brazil, 

Thailand, Australia, etc.

Prepare for Volnewmer next ver., 

& new RF device development

4 3

2

Over 200 units sold as of 

1H23(domestic & global)

Launched in Hong Kong from 

Jul. ‘23

1-2

1-1

3. accelerating entry into RF market by offering differentiated products

Product expansion
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Growth StrategyⅣ

maximizing brand exposure, using powerful multiple celebrities

Enhance 360° channel exposure

Aggressive B2B & B2C marketing to build up Volnewmer install base

Utilize powerful celebrity models

Volnewmer model Actresses 

Lim Ji-yeon & Cha Joo-young
Shurink  model Actress 

Koh Min-see

B2C marketing

Diversify face-to-face contacts per region at domestic/global

Domestic/global conference/seminarClassys 

Ambassador
User MeetingClassys Academy

Domestic/global Classys

Ambassadors (key doctors) 

~30 persons

Country-specific Classys Academy

+10 countries ~20 times 

User meetings & conferences 

per Global region 

~10 times

…

Medical conferences & key 

doctor lectures 

~20 times

B2B marketing

3. accelerating entry into RF market by offering differentiated products

Product expansion
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Growth StrategyⅣ

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

• R&D Experts (unit : persons) • Detailed technology roadmap encompassing the entire spectrum 

of EBD technology

518 
605 

781 
834 

2020 2021 2022 1H23

4. Developing diverse innovative products meeting customer needs

• IPs registered

30 

42 
48 

59 

2020 2021 2022

+97%

* 35% R&D Division of managerial employees 

( As end of June, ’23)

1H23

HIFU/RF

Next Generation

'23 '24 '25

Launch 2 Cluederm products
(for aesthetics shops)

'26

Next RF

Next HIFU
Customization

Greater convenience for doctors

Enhanced effects & less pain

New product 

launch

Consumable

Upgrade

Release homecare devices & expanded product line-up

Expanded use-cases

✓ More application area :  dermatology, plastic surgery, 

ob/gyn, etc.

Launch other EBD devicesSecuring access to other EBD technology except HIFU, RF

More applications

✓ More indications : face, abdomen, thigh, other areas

Innovative technology
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Growth StrategyⅣ

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

5. Enhancing operation to maximize global sales

Key Initiatives for greater production & quality competitiveness

Production planning Operation control Quality management

➢ Lifting product competitiveness to global 

standard by improving QMS (Quality 

Management Systems)

• Adopt P-FMEA3) to reduce defects in manufacturing 

processes and minimize quality issues

• Address quality non-conformances via CAPA 

(Corrective Action/Preventive Action) activities

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 process

• Eliminate wasteful inefficient processes & ensure 
LOB (line of balance) in manufacturing processes

• Improve labor-intensive processes with factory-
automation robots (process upgrade)

➢ Enhancing productivity through stabilizing 

SIOP2) system and digital Operations

• managing real-time purchase/material/production 

status metrics by utilizing dashboard

➢ Establishing a production process based on 

demand forecasting through the operation of 

the S&OP1) meeting

• minimize excess inventory and enhance market 

demand responsiveness by establishing adequate 

inventory standards

➢ Improving accuracy of sales forecast to 

ensure timely delivery & minimize obsolete 

stock

Quality/production competence
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Growth StrategyⅣ

Future-oriented investment profitability maximization

• Increase resource pool 

• Invest in faster clinical and 

approval turnaround

• Launch next blockbusters 

• Venture into global big 

markets

Profit margin and sales leverage expected to be maximized due to sales growth 

• Excellent profit structure in medical aesthetics device industry • Maximize profitability with higher sales & lower fixed costs

Share of consumables sales (%)

(top-5 sales companies, ‘2022 consolidated basis)

51 53 51
48

2019 2020 2021 2022 2023E 2024E 2025E 2026E

81 77
101

142
170

Operating Profit Margin Sales

(Unit: %, KRW Billion)

• Owns portfolio where consumables account for significant share 

• Low cost ratio maintained by manufacturing excellence at global level

N/A(very low)

39 

39 

22 

22 

Company B

CLASSYS

Company A

Company C

Company D

6. Improving product mix & cost-efficiency to bolster up profitability

Excellent biz. model

Gross profit margin (%)

65%

76%

68%

60%

52%
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Growth StrategyⅣ

CLASSYS Expansion Plan

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

▪ Launching new products and building strong competitive edge in applicable markets
For hospitals/clinics – expand energy-based medical device line-up including HIFU, RF 
For aesthetics – launch various products such as Intrasure, Forshape, etc. under Cluederm brand
For B2C customer – expand new product line-up such as homecare devices, etc.

Ultraformer 3
[HIFU]

Ultraformer MPT
[HIFU]

Volnewmer
[6.78Mhz RF]

RF Body &
Homecare 

HIFU, RF & 
other EBD devices products

Korea

Major 
Countries

Others
Countries

USA 
China

▪ Raise M/S in domestic market & Top 8* countries
(* Brazil, Japan, Thailand, CIS, Australia, Taiwan, Hong Kong, Indonesia)

[Domestic] spearhead a combined treatment trend using HIFU & RF
[Global] Shurink & Shurink Universe two-track strategy

▪ Conduct of Local Clinical Trials and Simultaneous Acquisition 
of HIFU/RF Approvals
-Elaborating Sales Strategy After Substantial Clinical Progression

Regions

Expand products

Expand into major countries

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

Inorganic Growth
product/market/distribution + α

▪ Consider diverse options such as investment, 
acquisition
-Secure access to HIFU, RF & other new technologies & launch 
other EBD devices
-Diversification of country-specific distribution channels to 
accommodate customer trends and needs


	기본 구역
	슬라이드 0
	슬라이드 1
	슬라이드 2: Contents
	슬라이드 3: Contents
	슬라이드 4
	슬라이드 5
	슬라이드 6
	슬라이드 7
	슬라이드 8
	슬라이드 9
	슬라이드 10
	슬라이드 11
	슬라이드 12
	슬라이드 13: Contents
	슬라이드 14
	슬라이드 15
	슬라이드 16
	슬라이드 17
	슬라이드 18
	슬라이드 19: Contents
	슬라이드 20
	슬라이드 21
	슬라이드 22
	슬라이드 23
	슬라이드 24
	슬라이드 25: 1. Rapidly growing global market
	슬라이드 26
	슬라이드 27
	슬라이드 28
	슬라이드 29
	슬라이드 30
	슬라이드 31
	슬라이드 32
	슬라이드 33


