89 KOSE

CORPORATE PROFILE




SENSUOUSNEDS

i \,A ;E;-_ : (_ " 4; !‘. | "o . Ry ;
m = A1\ RN 14

FMEEEPEEL, MEOELMELE L ZAIE T S




04

TOWARD

furth er

PROGREDS

— L — DRI 1946 4. BIZEH O/MAFE =
BRix, AAICEBLHE 2 52 208D
BOEBRAD THEEL AL LELT, &
DI MM TIMRELS IFh e/ ARDRRIZH >
T, FEIZLCOPLIWHRE VIR I ENIHE DI
B2 o, —A—ANCFELTISF THMI LT
LWL ERDILTREICHI:oTEE LT, 2D
MORBAES TIRA LZU#PR TV T, AFRBZEIC
AECBRAPLHE~ORNI KDY, FlF v A VIS
Sk U Ge A Hl, & S oKD 54 k72 flifig
BIHIEALTOMBED TS5 F=—rF 4 7R .
TRCAEZEOHA P BBULL 723 DT, 2o M BIE
DaA—t—DWMBTLHHFEROITHNLEZ->TET,
SHREBEBER~DORY R CEBRP LY. AT—2
RNWVE—DESFELHITHBATO(IHFETTOT, —JE
DEHBEH N 2B ET IO BRHCHEL EIFET,

Kozaburo Kobayashi, who founded KOSE
in 1946, poured his limitless passion into
making cosmetics that give people dreams
and hope. Even during the post-war period
of shortages, Mr. Kobayashi committed
KOSE to making quality products that truly
exceeded the expectations of each customer.
This spirit remains alive in all facets of our
business today, from research and develop-
ment to manufacturing, from customer-
oriented consultative sales to distribution,
to our unique brand marketing system that
satisfies the various values of each costomer.
We believe it is this spirit that gives KOSE
the strength and drives it to do more.

We will continue to maintain our ardent
passion for cosmetics and work together
with our stakeholders. Your continued pa-

tronage and support are greatly appreciated.

b
) Wobo*”

Kazutoshi Kobayashi,
President & CEO, KOSE Corporation
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“Sensuousness” and “intelligence” are the two key
words that drive the creation of attractive, valuable
brands at KOSE. We take our research—based on
leading scientific discoveries—and develop cosmet-
ics that meet our customers’ wants and needs. Con-
sumers select cosmetics for many reasons, including
texture, fragrance, effectiveness, price, brand and
packaging, but their needs change with the time
and seasons. To anticipate these changes and needs,
KOSE focuses on three facets of brand-building:
product, distribution, and communication. We also
offer our brands through various sales channels
with a wide variety of features to precisely meet
the diverse needs of customers. Our brands are di-
vided into two major categories: the KOSE brand,
a brand that has the company’s name on it, and the

individual brands, which represent a wide variety of

highly original brands. KOSE is also exploring new
and effective ways to sell online as the Internet grows

in importance as a sales channel.
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A group of top-quality brands developed by integrating all of KOSE’s cutting-edge technologies.
They are sold mainly at specialty cosmetics stores and department stores that distribute exclusive
brands. KOSE’s specially trained beauty staff offer fine-tuned counseling, including skin diagnosis, to
help each customer select the most suited products.
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INFINITY COSME DECORTE JILLSTUART
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A group of brands that, while pursuing high added value, meet the needs of a broad range of distribu-
tion channels, from specialty cosmetics stores to mass retailers and drugstores. This group includes

such brands as SEKKISEI, ESPRIQUE, HADAKIWAMI and MATHADA.

BRI E, RGO s T E I, BUUE, RS FIRER SR, XL
M A RRARIN “SAUE" | “wLd” , URT , ORIV SRR

SEKKISEI ESPRIQUE MAIHADA

COSMETARIES Brands q% | "
| iy A 7 '

LD B2, ¥ xy T =RavFavar—HLEor v i) —Eihb &) Tk
MR CHIET 2T TV T, T2 AR —HE] LIFATOET (122
AFT4v2) + Th4vay—]) . BIRE FIv T AT, av =2y AAMT X
LR, EER TR FERME TREL TV,

A group of self-service brands, including cosmetics and toiletries such as shampoo and conditioners,

which are developed using the same approach as the one used to develop cosmetics. We call this
category of products “cosmetaries®.” We offer high-quality products at reasonable prices through mass
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retailers, drugstores, convenience stores and other retail outlets.
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The high-prestige COSME DECORTE brand,
launched in 1970, was a labor of love for KOSE’s
founder Kozaburo Kobayashi who wanted to provide
women seeking refined beauty with first-rate service
and the highest quality cosmetics.

KOSE introduced a 30,000 yen cream at a time
when new college graduates’ monthly pay was typi-
cally only 40,000 yen. The quality of the product and
KOSE’s service created a loyal following among
Japanese women.

In 1990, KOSE introduced AQ*, a high-prestige
anti-aging product. In 1992, it introduced MOIS-
TURE LIPOSOME, the first cosmetic to incorpo-

rate multi-layer liposomes. In 2007, it introduced
WHITELOGIST, a kojic acid-based whitening
essence based on new technologies. Each and every
one of these new products builds on KOSE’s reputa-
tion for pursuing the ultimate in quality. In particu-
lar, MOISTURE LIPOSOME, which won many de-
voted customers in Japan and abroad, became closely
associated with the COSME DECORTE brand.

The COSME DECORTE brand stands not only
for quality and service. It represents the type of el-
egance and beauty that women seek in their lives.
‘When the brand was first introduced, Grace Kelly, a
symbol of elegance at the time, was brought in as a
model, successfully associating COSME DECORTE
with the theme of universal elegance.

In 2010, KOSE celebrated the 40th anniversary
of this brand, and to establish a stronger image for
the brand, invited world-famous designer Marcel
Wanders to become the COSME DECORTE art
director. KOSE also unveiled 4Q MW* line in the
brand that adds an artistic element to the universal
elegance theme.

COSME DECORTE will continue to pursue el-
egance and beauty to meet the needs of women.
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Skin Brightening Brand
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SEKKISEI has continued to build a devoted follow-
ing since its introduction in 1985. A company-wide
effort, and focus on “universal value,” drove the cre-
ation of this global skin-brightening brand. Today,
SEKKISET is synonymous with the KOSE name.
In a corporate meeting, then-president Reijiro Ko-
bayashi said “Three things will always be important
to Japanese women: the prevention of gray hair, the
prevention of wrinkles, and the maintenance of skin
luminosity. Indeed, these are universal themes in
cosmetics development. Our mission is to sell cos-
metics that offer these universal values to everyone.”
These words were the impetus for the development
of SEKKISEL

The concept of offering universal value led to a
focus on “continued use” and the idea of incorporat-
ing Chinese herbal medicine which heals the body
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We launched the “SAVE the BLUE” project in 2009 out of our desire to help
protect the environment through SEKKISEI KOSE donates a portion of SEK-

KISEI sales to coral cultivation activities, linking the deep azure blue of our
bottles to the stunning beauty of the ocean and the importance of handing down

this natural resource to future generations.
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from the inside out. KOSE eventually created a
cosmetic lotion that consumers could - and would
- use frequently. However, although we had come up
with a convenient package design, a gorgeous azure
blue for the bottle, and even the date that SEKKISET
would hit the market, a few unexpected obstacles
stood in our way. KOSE intended to release the new
skin-brightening product under the name HAK-
KISEI (a name incorporating the Chinese character
for “white”). Unfortunately, pharmaceutical laws
at the time prohibited use of the term “white” in a
cosmetic brand name. In a moment of inspiration,
our leader declared, “If we can't use the word ‘white,’
we can certainly use the word ‘snow.” And with that,
the SEKKISEI brand name, which incorporates the
Chinese character for “snow,” was created.

‘With beauty advisers enthusiastically proclaiming
the effectiveness of the Chinese and Japanese herbals
in SEKKISEI, the product’s customer base swelled
despite its relatively expensive 5,000 yen price point.

SEKKISEI has been beloved since its launch
and grown into a brand spanning two generations,
and whose use is passed from mother to daughter.
SEKKISET has also expanded beyond Japan, selling
in Taiwan, Hong Kong, China, and America. In
China, we captured a large number of SEKKISEI
fans, reflecting the increasing interest among Chi-
nese women in skin-brightening brands and skin
care. You can expect more good news from this
brand as SEKKISEI makes the Japanese concept of
translucence in skin care even more prominent on
the world stage.
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SEKKISEI blends extracts
from a variety of Japanese and
Chinese plants whose benefits
have been known since an-
cient times.

BCRUM H AR [ f St
IR AR

FRADDR, DU 2 A BUEIRG T Z N3
F 5K

WA R B BB AL , %
= H A T RAERIER, Rt T
R TR ", AR,
RAL R /IPRAL YR S A= 24 1 72 24 /] R4 B — 4
FNSEROTETE,  WOA Z URS i RRAT AT AR 20 AL
WRRSE AR RF Ny, BTG AT A KA R ELA ¥ 3
LB 7 i A e i ol ) R

FZHUREATF R BRI, HIRZ AN
s SRR LSS R
" R RRE AL & 5 AT 05 A
FRHMO AR IR & S oK AP BRI S B 5
AR RE 8 T 5 FHT A 7 i SRR 5 B (R 5 T b
Gi—, PR TR S TR LR M T — AR
U7 L MR s B A ey e it )
A, OB Rt A BRI S, 2, %
TR A AR MRS CENET b TR E A
L A bl it i ALRR T TC R G, 1 40T 2 AT AP
WA RS, “AET " X — B R, Wt T
HRRFAAE “FHRE" G

i, B 45000 H Itk R, H2
SRR Ll (9 R, R RIS Y (R TR A8OR
2 R e R NATE- S Ty 1R DN o e U N
1H31% E R SRS

TEAA, FHECRHA “hig g ek 2L
B B F kAR . AP ERE, T AR AT
“HEBKA” W, TR LR L4 A
T, WZREWNEEZ. FETXEAEVIIKY
TSR, FNUREH A AR B R T IR, FFm
TEE RN ES.

@ .

=
i

Ll W
o= § o

=
dok

MEDICATED
SEKKISEI

KOSE



KOSE Counter
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in Overseas Markets
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The highest of our high prestige
brands, COSME DECORTE
is being aggressively marketed
overseas (photo Beijing)
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Our JILLSTUART line
is attracting a wide fol-

lowing around the world
(photo Hong Kong)
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KOSE established its first local subsidiary in Hong
Kong in 1968, and has continued to expand into
Taiwan, China, Korea and other Asian nations. Re-
gardless of location, we have remained committed
to our philosophy of providing leading cosmetics
through each distribution channel while tolerating
no compromises in service quality. This approach
has continued to win us new fans overseas. KOSE
is increasing market awareness of our flagship SEK-
KISEI, INFINITY, and ESPRIQUE brands.
Another overseas program is our “heartfelt
consultation system” that offers reliable beauty care
information in response to customer inquiries. Also,
as our beauty advisers are an important point of
interaction between customers and KOSE, we have
dedicated considerable resources to developing an
overseas beauty adviser training program. We believe
this to be just one example of the strength of the

Global EMB Contest

Japanese style of business.

KOSE holds contests to encourage its beauty
advisers to polish their skills, and has expanded this
to include international contests where overseas con-
sultants can participate.
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KOSE believes its mission is to support each and
every customer in achieving an enriched lifestyle by
providing them with the joy and comfort of cosmet-
ics. The following three words epitomize the spirit
of KOSE’s R&D activities: “sensuousness,” “intelli-
gence,” and “reliability.” It is the fusion of these three

elements at a high level that enables us to create

values and culture with a unique beauty, and provide
“affordable yet superior products,” a concept her-
alded by KOSE’s founder and the core principle of
our company. By focusing on originality and speed,
our R&D activities will help us create high value-
added cosmetics capable of sustaining growth into
the future.

Our R&D structure comprises three facilities:
KOSE Research Laboratory, KOSE Fundamental
Research Laboratory, and the Technical Research
Center. Also, from a global strategic standpoint, we
established a branch in Shanghai to expand more
rapidly overseas.

KOSE’s robust R&D program has produced
numerous global firsts in the cosmetics market that
have gone on to become “must-haves” for women
throughout the world. The beauty serum we devel-
oped in 1975 created a new market category that
has become much loved and used by women today.
KOSE has always broken with conventional wis-
dom, introducing a powder foundation in 1976 that
went on to become the market’s leading foundation
product. In 1979, KOSE introduced a two-way type
foundation capable of being used either wet or dry.
In 1994, we introduced a hard gel foundation with
a moisture content of over 80%. These are just a few
examples of the innovative concepts we have intro-
duced to the global cosmetics industry.

Also, as providing quality products customers can
feel safe using is of the utmost importance to us, we
offer a quality guarantee and declare our adherence
to the following five principles of action:
“Supplying quality products that customers can
feel safe and secure using.” “Developing attractive
products with the best possible quality.” “Offering
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A Flowering of New Concepts and Technologies
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The year 1970 marked the debut of COSME DECORTE, a brand created based on the
concept of delivering the absolute best cosmetics with the absolute best service. COSME
DECORTE is a high prestige brand, featuring a number of new technologies and in-
novations. For KOSE, the 1970s was a decade of new ideas. We unveiled SUMMERD
(1974), a summer foundation; ALPHARD R.C LIQUID PRECIOUS (1975), an early
beauty serum; FIT ON (1976), the first powder foundation; MOISTURE ESSENSCE
(1979), the beauty serum featuring amino acid ; and others.
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Brightening and Anti-Aging

OOOAODIIIOOOOOODIIIIOOOIOIIIDDIOOIOOOIVDOIIIOOOOOONIIIIIOOOODIIIIIIDOODOOOOD
SEEEEEIIOBEEEEEIIIIEBEEEEEEEIBBEIIEIEEEEEEIIIIEEEEEEIIIIBBEEEEEIIIEEIIEEESEEHS

804X 2 DB DALKES D 2 Kb v > RS L 7c R T4 1213, 19854E%%
e HILKE] MPRELT. EHLLHIRIEICL > TOWENZFEL S, FEE
W% ABE L. Mo ARMELE 2 EDHATHET 2Pk E LT
BLilic, 351200, 19814EH%BD (=) —F v TS5V FRERLLT Y+
TAY YT, BEHBERICES VT, MfToME. KEEDI BB wEELOB
FRICEHLZL e

The 1980s saw the birth of two major trends in cosmetics. In 1985, we successfully
launched SEKKISEI, introducing skin brightening as a universal concept of beauty for
Asian women. SEKKISEI combines Japanese and Chinese herbals to relieve skin dull-
ness and discoloration. In 1981, we successfully launched our Ennoble which became
popular by incorporating cutting-edge theory to address the relationship between blood
circulation and epidermal hydration and aging.
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accurate information to win the trust of custom-
ers.” “Listening to customers’ voices to make better
products.” “Ensuring compliance with all laws and
regulations — a prerequisite in manufacturing and

services.”

18 22 A BE I A e R R B 4 A —
N, B AT 0 19 A 0 ST O 2 J1.
“Sensuousness : BPE”. “ Intelligence : AL 5
“ Reliability : f5#1" @A MBFR, RHiQIR 0
MEMMES . FRERQHRANGES, hE
IRFF LR T AR R A G, &
22 [T R AT AR S i R AT A R Al K K S
B MR I 2 R A T

e 22 BB TE H ARG =AW, 23 52 L™
AR R R TR BRI DA ERE . R R
HG R ARAE ) F 1 “FERTE R ME 4B
PUP=EUE B F 1 “HARE BH0D” o 18RS ME

Z—, fEPE BB T R IR

PASRRIWT R SIAJG JE, w4 el T —1
N EA RIS =i, X885 G e A
LA SRR IR OR T SR B o A At
AL — U TR B, KR
BAZHM PGz b, 19754 BT “EFW”
1976 8 £ 77 10 [ Ak F 5 197948 BT A T3 97 1)
HBE ;1994 4F ETH) &K R i 80% Y [ P M F 4
- HREEAN TR REE N B2, ESTM
A PRIR AR AT SR

R B E T E O 220 M, R
EHRERAZEKEOE. EWM TS RIERRZ
S IAE S B PRAE R B BB SR« BRI i,
PREHOLZH0" 5 “BRARE T AL E TR AR 5
“ROGEFKEE, @ SEE N EBCR" IR
WT BB ()58 L, AW R AT 5 R
HFHEAUAHRE, BOIT IR RARER 5.

T4




=4 = \Nj =1
HEL7 270y —0RlE
The Intersection of Obsession and Technology
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The 1990s were another decade of product launches representing sensuousness and intel-
ligence. The launch of our COSME DECORTE MOISTURE LIPOSOME moisturizing
serum in 1992 represented a ground-breaking application to cosmetics of the medical
concept of multi-layer liposomes. In this product, moisture and beauty components work
harmoniously to promote healthier skin. KOSE introduced other revolutionary products
during the 1990s, including COSME DECORTE AQ (1990), a product based on ap-
plication of the Physical and Mental Relaxation Theory, and Lechéri WATER PACT
(1994), a foundation incorporating a new water-solid polymer that offers a water-like

moist feeling.
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Lechéri WATER PACT
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KOSE continues to pursue the art and science of beauty in the 21st century. In 2004,
we introduced MOISTURE SKIN REPAIR, a medicinal moisturizer incorporating Rice
Power® No.11, which improves skin’s moisture retention. In 2005, we unveiled 4874-
LUTION, a new beauty serum that provides a high concentration of astaxanthin which is
effective in eliminating singlet oxygen, one cause of wrinkles. In 2007, we introduced the
WHITELOGIST medicinal serum that brings together the latest COSME DECORTE

technologies, offering instantly visible benefits.
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COSME DECORTE WHITELOGIST
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KOSE’s research and development program focuses on enhancing the creative strengths
of the individual and maximizing the development strengths of the group. This allows us
to innovate and rapidly bring products to market. Our research facility, located in Kita
Ward, Tokyo, was designed to facilitate open communication. Vaulted ceilings and wide
spaces provide a view of all of the activities taking place, encouraging the free exchange
of opinions.
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New Skin Care Categories through Creative Thinking
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During the 1960s, milk or cream oil film was the most
popular way to protect the skin. But, in the 1970s, skin
care research showed that retaining moisture in the skin
was the most important factor in keeping a beautiful
complexion. Scientists revealed that a water-soluble
moisture retention component called NMF in the horny
cell layer was key to retaining this important moisture.
Focusing on this NME, KOSE was one of the first to
move from an oil-based approach to a water-based
approach in development activities, and its research
sparked a revolution in skin care.

KOSE scientists struggled with ways to offer both
hydration and richness. The key was a new concept for
creating a cosmetic with moisture content similar to the
skin. Since 52% of NMF is made up of amino acids,
KOSE found a way to successfully use an amino acid
emulsifier to dissolve a type of oil similar in content to
epidermal lipids, in water, solving the problem. KOSE
released ALPHARD R.C LIQUID PRECIOUS, the
world’s first beauty serum, in 1975. The result was a new
category in cosmetics.

Four years later, in 1979, KOSE research and de-
velopment created another new serum with the launch
of ESPRIQUE MOISTURE ESSENCE. The goal
was to blend amino acids to produce perfect moisture

in the skin, and to reduce the sticky feeling resulting

from increased levels of amino acids, KOSE scientists

continued to adjust the formula until the product was
just right.

These two category-creating beauty serums differed
from anything that had come before. They offered more
viscosity compared to other lotions, and provided an
emollient function, like cream or milk, to preserve mois-
ture in the skin. Beauty serum is now an irreplaceable

part of skin care today.
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Careful manufacturing of each product is of the
utmost importance to KOSE because no matter
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Manufacturing KOSE products in Japan
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how many items we may send to the market, each
customer experiences our products one by one. We
pioneered the use of quality control systems based on
scientific methods in the 1970s, and have adopted a
quality management system conforming to the ISO
9001 standard.

KOSE has bolstered its production system to
meet expanding sales by building new factories with
the latest equipment. All cosmetics factories have ac-
quired ISO 9001 certification and conform to Good
Manufacturing Practices (GMP) standards.

The ISO Cosmetics GMP creates mandatory
rules for factories that manufacture cosmetics ap-
plied directly to the skin.

For example, we divide production areas into four
ranks depending on the type of work performed. Of-
fices and other non-production areas are assigned a
C rank, areas for storing raw ingredients and finished
products are assigned a B rank, areas where cosmetic

bulk is exposed to the air prior to placement in sealed
containers are assigned an A rank, and areas where
eye make-up products are manufactured are assigned
a Special A rank. Workers must complete a disin-
fecting procedure for each rank before entering the
work area.

Another major feature of quality control at KOSE
is the presence of Quality Improvement Circles
where production workers, including part-timers,
gather to discuss ways of improving efficiency. These
circles report their research results once a year. The
quality control efforts of each production division
worker, regardless of position, lie behind the quality
of our products.
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B $A L L. = ] ‘_\_’?."'-: reconstruction efforts in Fukushima and other areas of Japan that sustained serious

damage in the Great East Japan Earthquake. We are doing our part by supporting ef-
forts to spread the seedlings of a new breed of cheery tree throughout Japan.
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KOSE is constantly looking for ways to develop and improve eco-conscious products.
For example, we developed a new package for COSME DECORTE MOISTURE LIPO
SOME, a popular product we launched in 1992, on request from customers who said
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they wanted the glass and plastic portions of the package to be easily detachable for
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KOSE, as a general rule, uses recycled paper for the explanatory inserts
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training of guide dogs, and participating in environ- and pamphlets of its cosmetics. Also, to preserve the forests, we are pro- ST{ ,l
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on its positive relationship with all stakeholders,
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and will pro-actively involve itself in doing the right
thing for the citizens of the world, society, and the

“Wisdom and beauty for people and the earth™ natural environment of our irreplaceable earth.
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this has been KOSE’s corporate message for over 20

years. As a company that creates beauty, our corporate
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message expresses not leSt a promise to our custom-

LM ED BN 0BR~DHL

DA, Sk - ZF - AR—VIRBAD YR,

BERBEE~OYIRR. HABRBIRATE)~
DBz & kR A IO A kS AT
S>TVET,

22

ers who enjoy our cosmetics, but a commitment to all
stakeholders in and outside of the company that we
will maintain a responsible relationship with society
and environment of which we all are a part.
Activities with which we are passionately involved
range far and wide from developing top quality
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Support of Female Athletes
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Figure skating and synchronized swimming are two sports that epitomize artistry and

beauty. That’s why we are proud to play an active part in supporting athletes in these
sports. We are an official partner of the Japan Skating Federation, and support synchro-

nized swimming as the cosmetics partner of the up-and-coming Japanese team.
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Physically Challenged Employee Support

RSsSes s a s S e s st s s e e s s S e s st s oo

-t —DEERTRETHY. FEHrCHEZREMT 80 T2tto
HRREHT7 F AV AR, 19924E DR 5 20 4ER M2 2 LT, BE
RIS ORI SMGIINL, EERENIRE BRI TV,
HEBORIEE RS CENED TOET 2, H/ETHAEOHA
AR DR ERAICHE L RS EMIhTeE T,

KOSE established ADVANCE CO., LTD., a special production subsidiary to sup-
port physically challenged persons, in 1992. The subsidiary’s workforce has roughly
tripled since its establishment twenty years ago, and its production capacity sig-
nificantly increased. About half of ADVANCE employees are physically challenged,
and the company has created an environment that is safe and access-friendly to

wheelchairs.
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The Ministry of Education, Culture, Sports, Science and Technology is, as one
part of its effort to promote “comprehensive learning,” encouraging junior and
senior high school students to visit companies in industries in which they are

interested and then present their findings in the classroom. By participating in

this program, KOSE has already helped many students make decisions about

what they would like to do in the future.
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Developing Technology on the Cusp of Emerging Trends
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TWO WAY CAKE
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The history of cosmetics shows us that the first cream
and liquid foundations were imported to Japan from
America around 1950. A cake-type foundation (applied
with a wet sponge) arrived next, becoming popular due
to its effectiveness in Japan’s hot and humid summers.
With the growing adoption of in-door air-conditioning,
however, dissatisfaction grew with existing foundations
on the market. Cake-type foundations made the skin
feel stiff. Cream and liquid foundations took too much
time and were difficult to apply. KOSE was the first to
listen to the women of Japan, developing technologies to
control the characteristics of powder, the main ingredi-
ent in foundation. Based on our research, we developed
a number of new foundations.

In 1974, KOSE rolled out the SUMMERD line of
liquid foundation designed for summer use, an industry
first. At the time, cake foundations were mainly used
during the summer, but SUMMERD allowed women
to apply foundation without using a wet sponge. The
new product offered the best qualities of a cake-type
foundation, yet at the same time resolved the dry and
tight feeling of skin in air-conditioned rooms. In 1976,
KOSE released FIT ON, a powder foundation combin-
ing foundation and makeup powder. Later, in 1979, we

were the first in the world to sell a two-way type foun-
dation, called 7WO WAY CAKE, that can be used with
or without water. The foundation delighted customers
with its smooth feel and finish, and its superior ability
to cover.

All liquid foundations for summer use in the mar-
ket today, as well as powder foundations and two-way
type foundations, can be traced back to KOSE's early

innovations.

At 504X, KERIHPHEA R AT, 18
FF TR GRE F AR B G TS o MBI BB B AR

I, F A AR AR R M R 0F,

WA ARERYE. RMEEN RN LR, SR
B AR, b A B0 R SHE R, T
SOUR S ) — — B R 22 B — I )X
IXRER TR RAE BB, BF S T4 b ok
PERIROOEAR, TEREEERE AR o i 08 A i
ST AR DR e

1974 4F, o 22 0 Hr et i B2 8 PR A IR 1
WK “SUMMERD" . TEXR, THEMEEFHIE
AR FG, “SUMMERD” (£ i J7 83+ BAT R 47 1Y

bR, BV E 25 BRI Lt R 22 R SR 40

1976 4E ETHY “FIT ON”, 4K JERUR B Rk
o 19794F N 36 St H 7 e FL s A TR M [ 3t
& TR B YE “TWO WAY CAKE” . %X —i%
RIS EERE, BE T e 2 R DR R 2K
SRRSO, CHELRARIKT. B TR
DY DE™ SRl AR T AT SR A A ot
il

25



26

COMPANY

Izgj formation

etttz —t—

GBS 19464

R PRI AL /Ik — 1

F iR T 103-8251 HUEHR A X H AR =T H 6-2
BA L 4,848 5 /7H

i HEE—

PeBu AR

T

el T8 BRI L 1 R 2-20-1

HEB T8 HER L OHMR T BE 54 1913

WrgEt

a2 — -t —RFgEHT FORERALIX T 48-18

a— X — e Bt 2 —  RERIL X ST 46-3

o — - —SEHERFZE FOFE ARG X/ NI 1-18-4
MHEX > 2—

a—t—E s X—  HREAILXET-2-29-2

BT Nv—T &4k

a2 —t—{LhEs e (KR)
a2—b—a ARX=Z VA (FR)
a—t—aAAF—b (k)

B 7y =

(BR) K2 2= 4)V A ARXT AT A
a—t—FrEYar (k)
a—t—a A RXE7 (K)

(BR) 222 78K

(BR) 7K~V A

2—t— PRI —E A (BR)

Ay h—axx (k)

B 7ve x>

) 72778

B 2AxF 492
LS A RATE ()

Rt AEBES S () AR
AR AT BR A W]

KOSE SINGAPORE PTE.LTD.
KOSE KOREA CO.,LTD.
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KOSE (THAILAND) CO., LTD.
KOSE (MALAYSIA) SDN. BHD.
KOSE Corporation India Pvt. Ltd
Pt. INDONESIA KOSE

KOSE America, Inc.

KOSE do Brasil Ltda.

Tarte, Inc.

KOSF Corporation

Founding: 1946

President: Kazutoshi Kobayashi

Head Office: 3-6-2 Nihonbashi, Chuo-ward, Tokyo 103-8251, Japan
Capital: ¥4,848 million

Stock Listing: The First Section of the Tokyo Stock Exchange

Fiscal Year-end: March 31

Factories

Sayama Factory

Gunma Factory

R&D Facilities
KOSE Research Laboratory

KOSE Rescarch Laboratory-Technical Research Center

KOSE Fundamental Research Laboratory

Training Center
KOSE Oji Training Center

Principal Consolidated Subsidiaries

KOSE SALES CO.,LTD.

KOSE COSMENIENCE CO., LTD.
KOSE COSMEPORT CORP.

CRIE CO,, LTD.

Dr. PHIL COSMETICS INC.

KOSE PROVISION CO., LTD.

KOSE COSMEPIA CO., LTD.

COSME LABO CO.,LTD.

ADVANCE CO.,LTD.

KOSE INSURANCE SERVICE CO., LTD.
INTERCOSME INC.

ALBION CO,, LTD.

TECHNOLABO CO., LTD.

COSMEDIC CO.,LTD.

KOSE COSMETICS CO.,LTD. (CHINA)
KOSE COSMETICS SALES (CHINA) CO.,LTD
KOSE (HONG KONG) CO.,LTD.

KOSE SINGAPORE PTE.LTD.

KOSE KOREA CO,, LTD.

TAIWAN KOSE CO.,LTD.

KOSE (THAILAND) CO.,LTD.

KOSE (MALAYSIA) SDN. BHD.

KOSE Corporation India Pvt. Ltd

Pt. INDONESIA KOSE

KOSE America, Inc.

KOSE do Brasil Ltda.

Tarte, Inc.

“Mind to Follow the Right Path”
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The KOSE Group code of conduct declares that we must always do the
right thing to remain a trustworthy and sincere company. This was the
personal motto of KOSE’s founder Kozaburo Kobayashi who added that
doing the right thing requires courage and effort. At KOSE, we take our
commitment to making honest products and being a company loved by
our customers and society, seriously.
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Kozaburo Kobayashi
Founder KOSE Corporation
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Tel: 03-3273-1511 (4)

URL: http://www.kose.co.jp

KOSE Corporation

3-6-2 Nihonbashi, Chuo-ku, Tokyo 103-8251, Japan
Tel:  +81-3-3273-1511

URL: http://www.kose.co.jp/global/en/






