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Prestige Beauty Global View By Region

By Region - TH 2024 vs 1H 2023

North
America

South
America

South America performance with Hair in Chile only

Source: Circana Group/ Prestige Markets North America: U.S., Canada / Europe: U.K, France, Germany, Spain, Italy. South America: Peru, Chile, Argentina, Brazil, Mexico.

China: Ecomm only: Include B2C (Tmall & JD.com), TR (travel retail, including CDF Sunrise) and DY (livestreaming, including Douyin)
@i rcc n a Jan-June 2024
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Europe 5 PrestigeTrend — YtD-Aug24

Overall, EUS countries increased by +9% in value and +4% in
Units, slight slow down compared end of 2023 (+11% in value

and +6% in units)
g
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+11% 23/22

+7%
+11% 23/22

L +6.0%

+7% 23/22

+12% +15% 23/22

+14% 23/22

+10.0% ]
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PRESTIGE BEAUTY Il
Category performance per country — YtD Aug—24_"

Makeup continues with good performance standing out over the rest of the categories, on

top to Hair.
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® Fragrances  ® Make-up Skincare Hair

Source: Circana Group/ Prestige Markets North America: U.S., Canada / Europe: U.K, France, Germany, Spain, Italy. South America: Peru, Chile, Argentina, Brazil, Mexico.

" China: Ecomm only: Include B2C (Tmall & JD.com), TR (travel retail, including CDF Sunrise) and DY (livestreaming, including Douyin)
| rcc n a Non-Adjusted sales, Jan-June 2024
¢ Circana, Inc. and Circana Group, L.P. | Proprietary and confidential 4



Everyday Expenditure dominates Budgets

Yet, Beauty and Personal Care remains a priority above recreational activities and savings

Beauty & Personal Care Expenditure vs. Jan 24
Same: +3.2pts

Evolution of budget allocation by category

Much more = A little more m Same A little bit more: -1.7pts
Much more: +1.1pts

Household  Medicine Renting/ Grocery Pets Gas or fuel Education Transport Technology Streaming' Beauty andE Caregiving  Hoidays Books, Toys and kids Sportrelated ~ Savings Instore Daytrip, Restaurant, Cinema,
utilities Morigage  shopping subscription personal carg  inclu. traveling  newspaper entertainment spending shopping weekend and  bar,café  theaterand
. * babysitting and info. trips theme parks museum

EUS 54% (Germany 65%) = 55+ Same
EUS 18% (UK 29%) = 18-34 More/Much More

mi rca n a . Circana Consumer Survey — EUS- September 2024 -

Circana, Inc. and Circana Group, L.P. | Proprietary and confidential
Q3 How did the amount of your income dedicated to each of the following spend change compared to one year ago?
Base: FR n=511, Uk n=502, GE n=506, IT n=653, SP n=510, EU5 n=2682



Fragrance Remains the Most
Popular Beauty Gift

369%  367%
28,6% 27,5%

23,4%
16,1%
14,0%
8,5%

Yes | bought Yes!|bought Yeslbought Yes|bought Yeslbought Yes|bought Yesl|bought Yes|bought
skincare fragrance for makeup for  professional fragranceasa skincareasa makeupasa professional

product for myself myself hair treatment gift gift gift hair treatment
myself for my self as a gift
: Ownself Gifts
@@3woana.

Q16 Did you purchase beauty products (fragrance, skincare, makeup) in the past 6 months?
Base: FR n=511, Uk n=502, GE n=506, IT n=653, SP n=510, EU5 n=2682

28% of European respondents bought
Fragrance as a gift in the last 6 months

(-1.6pts vs. Jan 2024)

37% for France & 36% for Spain among
35-54 year olds

Circana Consumer Survey — EU5S- September 2024
Circana, Inc. and Circana Group, L.P. | Proprietary and confidential



Changed Shopping Habits?

Circana Consumer Survey — EU5— September 2024

4

b :

Looked for cheaper alternatives for | . . é L >
o  itemsthey wanted / needed >
54% 18-34 |
Delayed unnecessary purchases | 3
1 6 o and only purchasing necessities e & ‘
o 17% 55+

1 1 Looked for promotion
on the items they o
% wanted / needed 26%

of European people did not modify their
habits during the past 6 months.
(29% for 55+)

Q2 Which of the following best describes how inflation has changed your overall shopping behavior
during the past 6 months vs year ago?

. Base: FR n=511, Uk n=502, GE n=506, IT n=653, SP n=510, EU5 n=2682
ircana.

Circana, Inc. and Circana Group, L.P. | Proprietary and confidential 60



Younger demographic are searching for cheaper
alternatives across EUS

Inflation Impact on Shopping Behavior

13,6% 12,2% 8,6% 11,2% 11,4% Looked for promotion on the
items they wanted / needed

Delayed unnecessary purchases
and only purchasing necessities

m Looked for cheaper alternatives
for items they wanted / needed

m Shopping behavior has not
changed

o= | 1B 1B =
: L~ [N
Looking for cheaper
alternatives among 59.5% 54.3% 53.1% 55.1% 49.6%
8-34 Yo

Ci r C a n a Circana Consumer Survey — EUS- September 2024
- Circana, Inc. and Circana Group, L.P. | Proprietary and confidential 61

Q2 Which of the following best describes how infiation has changed your overall shopping behavior during the past 6 months vs year ago?
Base: FRn=511, Uk n=502, GE n=508, IT n=653, SP n=510, EU5 n=2682




While beauty specialist is key channel in Spain and
France, drug store is favored by Germany and Italy

Which Retailer Type channel did you purchase your beauty
products? (Fragrance, Skincare and Makeup)

Beauty Specialist (e.g. Sephora)
Online

Drug Specialists

General Health and Beauty/ Pharmacy in Store
(e.g. Boots, Superdrug)

Department Stores (e.g John Lewis, Harrods)
General Health and Beauty/ Pharmacy Online
Discounters (e.g Action, Normal etc..)
Department Store Online

Others

((@Circana.

Drug Specialists _ 38,0%
Beauty Specialist (e.g. Sephora) _ 37,2%
onive N
General Health and Beauty/ Pharmacy in Store _ 19,5%
Department Stores _ 17,8%
General Health and Beauty/ Pharmacy Online _ 16,4%
| did not purchase this kind of products - 13,0%

Circana Consumer Survey — EU5S- September 2024

Circana, Inc. and Circana Group, L.P. | Proprietary and confidential 19
Q17 During the past 6 months, Which retailer type channel did you purchase your beauty products (fragrance, skincare, makeup)?
Base: FRn=511, Uk n=502, GE n=506, IT n=633, SP n=510, EUS5 n=2682



E-com accounts 27% (+1,1 Pts vs YA) of prestige beauty EU5

Ecommerce is 2x dynamic than B&M with double-digit growth across EU5 (+13% vs +7%)

EU 5 Value Weight
Total Beauty - E-com Value Weight & Value Change % vs. YA
Evol: 12,7%
46474
34,372 |
= e-etail
14,0“.7 13,414.1 = Pureplayer
840 *- 49 "—
Evol:14%
France Germany UK Spain Italy

mYTDJun 19 YTD Jun 20 YTDJun21 mYTDJun22 mYTDJun?23 mYTDJun24

Circana, Inc. and Circana Group, L.P. | Proprietary and confidential 21
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Alternative online platforms |
are highly favored among
young demographic

Once / More Than Once beauty purchase on Shein, Temu,
Aliexpress in the past 6 months
(makeup, skincare, fragrances)

\“:g

72,6% 71,9%
66,7%

491 %6,6% 49,3%

4.8%
4,5%
7,2%
20% 7,5%
| T
1,0% o ’ uropean women
u?cgh:’sd dBa':lstl:e:ﬁ: har‘c':i':lt - respondents haven't purchased
i gn Sheine Temyu or Ali)é)[() ressc in | o DERMly products orl STE,
Germany Spain France Italy ol monthg Temu or Aliexpress in the past 6
m18-34 w3554 = 55+ P months vs. 98% for men
] Circana C Survey - EUS- September 2024
([circana. S ——

Q6 Have you purchased in the past 6 months a Beauty product {(makeup, skincare, fragrances) on Shein, Temu, Aliexpress?
Base: FR n=371, Uk n=359, GE n=323, IT n=536, SP n=431, EU5 n=2020



ITALY Beauty Prestige Performmance

Circana, LLC | Proprietary and confidential



Beauty & Personal Care by channel — YtD August 24

Prestige channel is still the driver of growth for Beauty in Italy

Prestige
Perfumeries

+10%

Source: Circana Group/ Prestige Markets Italy. Jan-August 2024

)/Circana

Fonte: New Line - Agosto 2024 vs Agosto 2023. Universo Farmacie ltaliane. Dati a fatturato..



In Prestige channel, slow down of inflation

and market polarization

Fragrance

Makeup

¢
‘uf

'.

. Value = Units
+10,8% | +7,6% +12,2% | +10,4%
+3% +2%

Circana

YTD Sept24

€ chg +10% U chg +8%

Skincare

+5,7% +5,4%

0.3%

,Inc. and Circana Group, L.P. | Proprietary and confidential 15




Market polarization: premium vs low price offer

I
‘ Euro YTD August 2024 vs YA
|
\

FRAGRANCE

Skincare super
premium

>350€
+0.6 pts

vs YA
(Euro Weight 5.3%)

Niche &high end
collections

<25=€ Mid range
+1.9 pts

vs YA
(Euro Weight 28%)

brands




Prestige brands were challenged more and more by I
Mid Range and Prestige Exclusivity — YtdAgo24

Euro Chg% vs YA| Beauty +10,2%
Beauty| Euro Share Brand Classification

m PRESTIGE BRANDS
4]
+8,2%

Prestige

MID-RANGE
BRANDS

m MASS BRANDS

22 g

m EXCL/PL

Exclusivity/PL

+20%

Prestige

+6,7%
Mid Range

Circana, LLC | Proprietary and confidential 17
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Outlook 2025

)|Circana

be

Circana, Inc. and Circana Group, L.P. | Proprietary and confidential 20



| principali indicatori macroeconomici mostrano un
rallentamento a fronte di un’ inflazione in netto calo

Trend tendenziale del pil (1)

8,9

04

2021 2022 2023 Il trim. 24
Inflazione (3)

8,1
57
19
09
I
2021 2022 2023 ott-24

Trend tendenziale dei consumi (2)
52 50
. . 12
0,4
2021 2022 2023 Il trim. 24

Disoccupazione (4)

9,5
8,1

2021 2022 2023 set-24

Fonte: ISTAT. (1) Prodotto Interno Lordo, Stima preliminare Aggiornamento al 30 Ottobre 2024 (2) Spesa per consumi finali

delle famiglie residenti. Aggiornamento al Ottobre 2024. (3) Prezzi al consumo per l'intera collettivita nazionale. Aggiornamento

al 31 Ottobre 2024. (4)Tasso di disoccupazione. Aggiornamento al 31 Ottobre 2024.
Circana, LLC | Proprietary and confidential 21



Slight Optimism across Europe -

o % of people expect their financial situation to remain
9 / the same over the next 6 months
o 52,0% 93,1%

60,0% 47 4% 48,8%

41 8%
40,0%
Expect their financial situation to remain the M,
same over the next 6 months. Germany - Spain France Italy
(+4pts vs Jan 2024) o o = T sopts

Optimism is prevalent amongst the young as

o % of 18-34 year olds expect their financial situation to
/ improve over the next 6 months
o 62,8% 61,8%

48,3% 49,0% 44.2°%
of 18-34 year olds expect their financial situation
to improve (vs 27% Total)

Germany Spain France Italy

Q1 Over the next six months, do you expect your personal financial situation fo..?
Circana Consumer Survey - EUS - September 2024
Base: FRn=511, Uk n=502, GE n=506, IT n=653, SP n=510, EU5 n=2682
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Thankyou'

Circana
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