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Executive summary

COMPETITIVE
LANDSCAPE

A highly fragmented
and competitive
market; corporates
are investing in
product innovation in
order to sustain and
gain competitive edge

Unilever, P&G, Estée
Lauder and L'Oréal
lead the global beauty
& personal care
market

HIGHLY REGULATED
INDUSTRY

A highly regulated
industry in certain
markets like US,
Germany, UK,
China, Brazil and
Saudi Arabia

European countries
must not only
comply with EU-
wide regulations
but also with
jurisdictions within
their own countries

DEVELOPING
ECONOMIES

Developing regions
like Africa, LATAM and
Asia will exhibit
greater growth than
North America and
Europe

The growth is
expected to de driven
by the growth in
discretionary incomes
in these developing
economies

NATURAL PRODUCTS;
MEN'S GROOMING; CUSTOMER
E-COMMERCE ENGAGEMENT

Growing consumer Focus on customer
preferences for engagement and
natural products and reinvention of
men'’s grooming products using in-
products house digital
innovations
E-commerce channels
are gaining popularity Growing prevalence of
- offering greater augmented reality
convenience to (AR), virtual reality (VR)
customers and social media in
market

Unbundling of
traditional spa & salon
is also gaining traction
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Global

& K-Beauty Market

Global beauty & personal care market | Overview

Offers an attractive long term growth opportunity due to rise in disposable income, rising demand for
skin care cosmetics, anti-aging beauty products and organic beauty products

/2) Market overview
&=

Global market size*

The global beauty & personal care market is expected to register a
CAGR of 5.9% between 2022 and 2026. The growth will be driven by the
rise in demand for skin care cosmetics, men’s grooming, anti-aging

beauty products and a growing preference for natural and organic care

products

Largest market in Asia-Pacific

Asia-Pacific region, particularly China, dominated the global beauty &
personal care market in terms of value ($210bn in 2022). The growth
was supported by rising disposable income levels, growing
consciousness about personal appearances and an increase in online

distribution channels

Highly fragmented market

The market is highly fragmented with several mass regional and global
players. The major strategies adopted by companies are product
innovations, digital technologies, social media marketing, channel
expansions and M&A in order to sustain competition

Note: *2026 market size is estimated basis 2022 actual number and CAGR from 2022 to 2026

Source: Statista, Refinitiv and Press Releases

®

» « Companies such as L'Oréal are developing wearable sensors to track

/J and a strong inclination towards western culture is driving demand for
>

Key Highlights

Africa is expected to see growth of 8%-10% per year for beauty & personal
care products
Increasing disposable income levels, growth of the middle-class category

beauty & personal care products

Nigeria and Egypt are some of the largest markets for beauty & personal
care in Africa

Domination of organic and personal care products in all regions

«+ Organic personal care products have gained momentum - given the
rising consumers awareness of the use of synthetic chemicals in
personal care products and their impact on health

Personal care accounted for ¢.45% of the global beauty & personal care
market revenue in 2022 and is expected to retain its dominance in the
near term.

Increasing deployment of technology in beauty & personal care products
+ Beauty conglomerates are deploying next generation technology in
beauty products to attract and engage customers

sun damage and skin pH levels. Further, Shiseido's Optune integrates a
mobile app that leverages Al to detect users skin conditions and then
dispenses a personalized formula each day

Q 9 largest beauty & personal care companies

S
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Korean beauty (K-Beauty) market Growing preference for organic personal care products

K-Beauty is taking over the global skin aesthetics market due to use of natural and organic ingredients A prominent trend globally as consumers are increasingly concerned about the adverse impact of
synthetic chemicals and the testing of ingredients & products on animals

@ K-Beauty market overview @ Organic personal care products market overview @ Key themes
Global K-Beauty products market size ($bn) Global K-Beauty products market by region (%) Global K-Beauty products market by product (%) Market size )
Global organic personal care market is projected to register a CAGR of 8% Governments are preventing the use of synthetic chemicals in skin care
139 between 2022 to 2026. Growth will be driven by the rising disposable products and promoting the use of tech to enhance the efficiency of
s 97 105 115 126 2027F 65% 1 2027F 5% A 2% ?n(omes, stringent government regu\ﬁtionsrouﬁd the usage of chemicals organic skin products
70 83 % in beauty products and the rise in online shopping ‘* >« Governments particularly in developed countries such as the US and the
“ UK have implemented regulations to minimize the usage of synthetic
I 1 o . 2019 19% 24% 17% | 14% Largest market by geography ingredients in skin care products to reduce skin ailments
2019 17% | 9% 70% % North America is expected to account for 34% of the global organic « Technological innovations like oligopeptide are presently used to
2020F 2021F 2022F 2023F 2024F 2025F 2026F 2027F mSheet mask m Cleanser W Moisturiser mMakeup m Others personal care revenues in 2022. It will continue to be the largest region enhance the efficiency and shelf life of organic skin care products

m North America mEurope W Asia-Pacific W LAMEA

over the forecast period. This will be driven by the rise in consumption of
organic chemical products (rising awareness of natural ingredients such as
turmeric and neem on skin care)

The K-beauty market is expected to register a Asia Pacific region holds the largest share for K- Sheet masks accounted for the largest revenues in Cosmetic companies are discontinuing the practice of testing beauty

CAGR of 9.3% between 20%2—2027. Thegz growth beauty produ%ts globally as thegnsing middle-class 2019 and is expected to retain its gominance by Region-wise split of organic personal care market (%) z (%mg;ﬁaefgevelopmg afternative testing methods for

is driven by high disposable income, influence population aspires quality and sophistication in 2027 since sheet mask products can address 1 > . . iy

of product displays and reviews through social skincare and make up products (especially for different skin conditions and types (can tighten, am‘ * Many cosmetic & p.ersona\' care companies are working with regulators

media & advertisements and rising consumers products that are manufactured through natural and moisturize and brighten the skin) m North America to develop alternative testing methods for safety assessments of

preferences towards unique ingredient organic ingredients) + Many global brands such as Beiersdorf AG and m Europe cosmetics

formulae in beauty products Estée Lauder are investing in K-beauty brands due m Asia-Pacific » Many countries are banning the sale of cosmetics or cosmetic

— The use of pearls in skin brightening to increasing preference by consumers for its skin m South America ingredients that have been tested on animals due to vigorous
products and propolis from bees for brightening products = Middle East & Africa campaigning by environmental activists

nourishing the skin are the two unusual
components found in K-beauty products

\ Largest market by product category
Selected Key Players Skin care accounted for 51% of the global organic personal care market

revenue in 2022 and is expected to retain its dominance in the near term.

@ of 4 AMOREPACIFIC @ LGAMZHY NATURE REPUBLIC Lifestyle changes and high demand for anti-aging moisturizers, creams,

etc. will be instrumental in driving the demand.

Source: Allied Market Research: Global K-Beauty Products Market Report and Press Releases Source: Mordor Intelligence: Global Organic Personal Care Market Report and Press Releases

Premiumization of beauty products

Arise in disposable income in emerging economies has driven demand for luxury products from the
upper middle-class population

@ Premium beauty market overview @ Key themes

Premium beauty products market! ($bn)
China stands out as a key market for premium beauty products
o 62 71 75 78 81 84 In China, premium beauty brands have been growing at a rate faster
51 57 than mass beauty brands for some time, and the growth has accelerated
significantly since 2017
. . - In China’s skincare market, premium brands accounted for 47% of
2021 category sales, up from 31% in 2017

2019 2020 2021 2022 2023f  2024f  2025f  2026f  2027f - Further, in China’s make-up market, premium brands accounted for

49% of category sales in 2021, up from 35% in 2017

China’s premiumization is expected to grow further in the coming years,
which in effect, will drive the global skincare market

W Premium Skin Care ® Premium Cosmetics W Premium Fragrances

« The overall premium beauty market' is expected to register a CAGR of

4.1% from 2023 to 2027. Out of the total premium beauty market, color - As per a survey done by Berenberg in 2022, 60% of Chinese women
cosmetics are expected to grow fastest with a CAGR of 4.5% from 2023 to surveyed, plan to spend more on premium beauty products in the
ega re n s 2027 next 12 months

Channel mix of premium beauty products %

e Y
2022 S Key Players ‘
2025F G s

m Offline m Online ESTEE LAUDER

« Offline channel such as department stores will continue to be the larger CQTY JHIJEIDO LVMH
segments, benefitting from a higher frequency of impulse purchasing

Notes: (1) Doesn't include haircare products;
Source: Statista Prestige Cosmetics and Fragrances, BofA 2022 HPC Primer and Press Releases
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Other Prominent Trends

Some of the other notable trends include rising integration of beauty with wellness products, partnership
with farmers by beauty giants to source ingredients for personal care

Increasing integration of beauty with wellness products

* Beauty and wellness are increasingly integrated in consumers' everyday routines and many start-ups are increasingly offering products which promise
beauty benefits such as clearer skin and stronger hair

— In December 2022, Oziva saw HUL, a leader in Indian Beauty & personal care market, acquire 19.8% stake in the company for $8.5m. Oziva is a plant-
based and clean-label consumer wellness brand focused on lifestyle protein, hair and beauty supplements and women'’s health

— InJanuary 2023, Carlyle announced its acquisition of a majority stake in VLCC Healthcare, an India-based beauty products, personal care and wellness
company, for an undisclosed amount

Rising partnership between farmers and beauty companies for organic personal care and beauty products

* Many beauty conglomerates have established partnerships with farmers for sourcing ingredients to make organic personal care products. For example,
I@\ L'Oréal's incubated brand Seed Phytonutrients has established a partnership with American organic farmers for sourcing of natural ingredients

* Popular natural beauty brands such as Juice Beauty, Tata Harper are renting or buying farms to evaluate and control the ingredient production process.
Further, Jojoba infused luxury organic skincare line Ogee offers a percentage of its sales to the organic farming research foundation in order to get more
organic crops for manufacturing of its beauty ingredients

High demand for personalized service, products and experiences

* Consumers are increasingly preferring beauty & personal care brands which offer personalized experiences. According to Forrester, 77% of consumers
have paid more for a beauty brand that provides them with a personalized experience or a service

— Companies such as L'Oreal and P&G have debuted at-home devices that create cosmetics on demand. Further, Shiseido’s Optune, an loT-powered
skincare system launched earlier this year, integrates a mobile app that leverages Al to detect users' skin conditions and then dispenses a personalized
formula each day

* Many beauty companies are moving beyond the demographics of age and developing beauty products based on people’s behaviour

Rising focus by tech brands on evidence-based skin care analysis to provide personalized recommendation

* Many beauty brands are developing mechanisms to track skin changes over time and are using Al to personalize skin care analysis. For example, HiMirror
leverages Al to offer daily skin analysis & personalized recommendations and augmented reality to let users virtually try on make-ups

Beyond the use of Al, certain companies offer a tele-medicine-based approach to dermatology by sending custom prescriptions and relying on patient
photos of skin to measure progress over time

Source: CB insights report: 15 Trends changing the face of beauty industry in 2020 and Press Releases

Other prominent trends
Millennials are exploring new brands as they seek to cultivate their appearance

Exploration of new brands and products o Local goes global

« Consumers are on a journey of exploration, and they « Heritage or culturally inspired beauty products are not
enjoy new products and finding new brands only witnessing high demand in their home markets
+ There is a generational shift in the mindset with young but also garnering attention globally
consumers - rejecting the large brands that their « Germany's “G-beauty” products which are more about
parents preferred clean beauty products (European standards of clean)
- The active lifestyle of the young consumers is have witnessed high demand globally
driving the demand for on-the-go portable « Similarly, Ayurvedic beauty brands such as Sahajan
personal care products (natural skincare brand) are targeting shoppers in
developed countries

e Increasing purchases of beauty &
personal care products by millennials

Rise in demand of sun care products

« The sun care market is estimated at $13bn
in 2022 and is projected to reach $24bn by
2032, at a CAGR of 6.3%

+ Rising awareness regarding the harmful
effects of sun exposure on the skin
amongst consumers is expected to drive
the sales in the market

+ Millennial consumers have increasing
spending capacity and wield considerable
influence in the beauty & personal care
market

+ The importance of appearance on social
media platforms is driving growth in the
cosmetics industry, especially from the
Millennials

Source: CB insights report: 15 Trends changing the face of beauty industry in 2020, Future Market Insights Sun Care Market and Press Releases

Regional Overview
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Regional Snapshot

N. America LATAM UK el APAC Africa
(incl. UK)

Expected Market Grow
th (CAGR) (2022-2026) 4.0%

Key growth levers + High demand for

skin care cosmetics,

men's grooming
products

rce platforms

Largest markets g

Growth opportunities  « Men's grooming
Organic skin and

hair care
Demand for skin care p
roducts Strong
Preference for private | P
abel products Limited
Young demographic po x

pulation potential

Geographic disparity in

spending and percepti X
on on beauty care

Source: Statista, Euromonitor and Press releases

Growth of e-comme

7.8%

Increasing
disposable income
of women

Rising middle-class p
opulation

Brand conscious atti
tude of the people

Hair care and skin
care

Organic care
products using
natural ingredients
from the region

Strong
Strong
v

X

5.8%

Increased demand
for organic products
under hair and
skincare

High demand for pri
vate label in oral car
e market and men's
grooming products
Rise of e-commerce

&

5.1% 6.3%

* Highdemand for pri « Largest addressable
market with rising di

vate label beauty pr
oducts sposable income
High demand for ant

i-aging beauty produ

cts

@) o

Organic products for « Organic and natural « Skin care

hair and skin

Strong
Strong

personal care

products
« Men's grooming
products
Strong Strong
Strong Limited
x v
x v

7.8%

Rise in disposable in
come

Growing young
population

Growing influence of
Western culture

) ==

Hair and body care
Organic and natural
beauty products

Moderate
Strong
v

X
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North America | Overview

Market offers an attractive long-term growth opportunity due to rising disposable income and preferences
for skin care cosmetics, self-care brands and organic beauty products

@ Market Overview

Market size

North America’s beauty & personal care market is expected to register a
CAGR of 4.0% between 2022 and 2026. The growth will be driven by
rising demand for skin care cosmetics, men’s grooming products and the
rise of direct-to-consumer channels such as e-commerce platforms

Largest market by geography

The US accounted for 84% of the beauty & personal care market in
2022. Itis expected to retain its dominance until 2026 with consumers
seeking personalized beauty products targeting individual concerns

% United States* ($ bn)

CAGR3O® R
_______________________ 99.2
85.1 88.4 91.9 955
2022 20238 2024 2025€ 2026E

Highly fragmented market

A highly fragmented market with several regional and global players. The
major strategies adopted by companies include product innovations,
digital technologies, social media marketing, channel expansions and
M&A to sustain competition

Note: *Market size is estimated basis 2022 actual number and CAGR from 2022 to 2026
Source: Mordor Intelligence Global Organic Personal Care Products Market, Statista and Press Releases

@ Key Themes

Growing demand for organic beauty products
é b High disposable income coupled with rising health consciousness is driving
H demand for organic beauty products particularly in skin and hair care
 The US organic personal care products market was valued at $2.3bn in 2021, and
itis expected to reach $3.7bn by 2027, registering a CAGR of 7.1% between 2023-
2027

Surge in e-commerce sales
» * Consumers are increasingly shifting towards online channels to purchase beauty
products due to ease of convenience

« Currently, more than 32% of the sales is through various online channels

« With low industry growth, new entrants have launched innovative product lines

Wellness and self-care trends continued to push US consumers
-
and target niche markets in order to increase revenues

« Products used to lower stress and anxiety, such as sensorial-changing face masks
in skin care and essential oil-infused body wash/shower gels and Cannabidiol
(CBD)-containing bath additives in bath and shower, are being regularly included in

routines
+
8 » M&Ashifted towards indie brands, clean and conscious beauty
¢ « Industry leaders, such as Estée Lauder and Unilever, acquired indie brands to

expand into niche markets or build new brands that cater to new markets

— Shift from mass to premium beauty brands
= » * The USis expected to drive demand for luxury skin care products in the near-
@_ term. In Q3' 2022, the US premium beauty industry reached $6bn, a 15% sales
increase versus 2021's Q3

Latin America | Overview

Market is expected to witness higher growth due to consumer brand awareness and high expectations

concerning a brand'’s functionality and price point
1) Market overview

Market size

Latin America's (LATAM) beauty & personal care market is expected to register a
CAGR of 7.8% between 2022 and 2026 primarily driven by increasing disposable
income for women, a thriving middle-class and the brand conscious attitude of

consumers
Market Size* ($ bn)
B >
36.2 390 421 453 489
2022 2023 2024€ 2025E 2026E

Largest market by geography

Brazil accounted for ¢.60% of the beauty & personal care market in the region in
2022. Brazil is expected to retain its dominance till 2026 underpinned by a growing
fashion-conscious population

Market share of top 3 countries* (%)

 Brazil
W Argentina
m Chile

m Rest of South America

Largest market by product category

Skin care and hair care are prominent product segments in the region due to growing
consciousness among consumers about their appearance (Latin American hair types
are diverse and require extra care)

@ Key themes

Influx of several international beauty & personal care brands in the region
+ Growing middle-class population and rising employment of women have
“ led to an increased demand for beauty & personal care products. This
é‘ > has led many multinational companies to tap the burgeoning demand
for beauty & personal care products
— Companies such as MAC Cosmetics, Bobbi Brown, Benefit and Urban
Decay are offering their beauty & personal care products in Bolivia,
Peru and Panama

Preventive BFY products on rise
Amongst all the beauty & personal care product categories in the region,
the demand for better for you (BFY) products is significant. Categories
like sun protection (SPF), vitamin-enhancements (e.g., Vitamin A), and
?: anti-pollution/anti-oxidants/dust protection are highly popular

] In hair care, the region offers several types of innovative products with
new organic ingredients targeting different hair care needs. Established
companies such as L'Oréal and Pierre Fabre have a dedicated R&D facility
to tap the high demand for hair care products

Lack of availability and high prices for organic and natural beauty and

personal

care products

« The biodiversity in the LATAM region enables beauty & personal care

e L product manufacturers to offer a plethora of natural ingredients in their

beauty and skin care products

« While natural and organic personal care products offer immense growth
potential, certain factors such as lack of availability and higher price
points could potentially impede market growth

Note: *Market size is estimated basis 2022 actual number and CAGR from 2022 to 2026; Source: Statista and Press Releases

North America | Key Players

A highly fragmented market with a considerable presence of both regional and global players

Year: 2022 Year: 2022
Gohmon<ohmon Year: 2022 @ rear: 2022 Year. 2022 . Revenue: Revenue:
Revenue: $48,580m Revenue:$36,500m Revenue:$10862m" € Kimberly-Clark (- 0,663m! > $5980m
Manufactures cosmetics products Operates through beauty; Operates through consumer Manufactures and markets personal Operates through oral, personal
uUs such as lipsticks, nail care items, grooming; health care; fabric &  products, L'Oréal Luxe, professional care, consumer tissue, and and home care; and pet nutrition
foundations and others home care; and baby, feminine products and active cosmetics professional products segments
% & family care segments segment
ESTEE LAUDER Year 2022 Beiersdorf Year: 2021 OTY Year2022 s Year: 2022 REVLON Year:2021
Revenue:$4,009m Revenue: $1,737m? sweewos  Revenue:$1,478m Revenue: $1,073m Revenue: $1,056m’
Manufactures skin care, Offers skin and body care Manufactures perfumes and Manufactures cosmetics products Manufactures and sells beauty &
makeup, fragrance and hair care products and self-adhesive cosmetics such as lipsticks, nail care items, personal care products
products system and product solutions foundations and others

Canad Year: 2022 N Year: 2022
SRS L ORE AL v 0862m & Kimberly-Clark poyenye: $10,663m!
- 1

Year:n/a
Revenue: $369m3

*)

Mexico

U

Operates through consumer
products, L'Oréal Luxe,
professional products and active
cosmetics segment

LOREAL Year: 2022

Revenue:$2,540m
Offers hair care, coloring, skin care,
make-up and perfume for men
and women

Manufactures and markets Manufactures skin care and
personal care, consumer tissue, cosmetic products
and professional products

Note: 1. Revenue for N.America segment; 2. Revenue for the Americas; 3. Modelled revenue for entire company from D&B; 4. Revenue for Latin America since L'Oreal considers Mexico to be a part of its LATAM segment
Source: Capital IQ and D&B
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Latin America | Key players

Unilever, Avon and Natura & Co are some of the established players that dominate the Latin American

beauty & personal care market

@ International companies with presence in LATAM region

Year: 2022 Year: 2021
Revenue: 22,342m’ Naturaaco Revenue: $1,881m
Unilever
Operates through personal Manufactures and markets
care, foods, home care, and beauty and related products

refreshment segments

: Year: 2021 Year: 2021
@ Ome Revenue: $159m3 REVION Revenue: $92m?
Manufactures and sells Manufactures and sells beauty

cosmetics and skin care
products

& personal care products

folhmon . Revenue:
Colormbia  Revenue:n/a

Operates in five segments: Brazil
beauty, grooming, health care, Operates in five segments:
fabric & home care and baby, beauty, grooming, health care,
feminine & family care fabric & home care and baby,
feminine & family care

q Year: 2021 Year:
Grue g ‘ear: 2021
el Revenue: $1,737m’ fa””l"a Revenue: $389.m

Offers brands like NIVEA, Operates in five segments:
Eucerin, La Prairie, Labello, beauty, grooming, health care,
Florena, 8x4, etc. fabric & home care and baby,
feminine & family care

COTY Feene

e 6 Revenue:
Since 1904 GrupoBoticario

n/a
Manufactures perfumes and
cosmetics Develops and manufactures
cosmetics and perfumery

Note: 1. Geographic revenue for Americas; 2. Geographic revenue of Asia, Latin America, Middle East and Africa; 3. Geographic revenue for Latin America

Source: Capital IQ
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UK | Overview

Organic hair and skin care products, men’'s grooming products and private label products for oral care
are driving the growth of the market
@@themes

O Market overview
Rising market for premium brands

Europe | Overview

The market has considerable growth potential due to rising demand for private label, anti-aging products
and a strong presence of physical store and online distribution networks

@ Key themes

« European beauty & personal care market is expected to register a CAGR of 5.1%
between 2022-26 due to growing demand for private label beauty products and
anti-aging products. New products such as organic & natural personal care
products and men’s grooming products are also expected to aid growth

M_arket overview ($ bn)*

Market size* ($ bn) l& >« Asper The NPD Group, sales of premium beauty products increased

by 23% in the first half of 2022 in the UK

_________________ > + The growth is backed by a trend of premiumization (e.g. foundation « Inrecent years, variety in beauty & personal care has evolved across categories
----------------- malrkst)‘where ;onsun;ers upgrade thfe”' belauty purchases to due to increasing availability of private label brands
include larger sizes and more potent formulas.
154 16.3 17.2 18.2 193 & P . — SMEs are key drivers of innovation and economic growth. There are c.6,300
> _ SMEs in Europe, which showcases the opportunities for new companies in the
- - . - Luxury brands entering the beauty market beauty & personal care market
" Couboutin, valerino, Gucel Caroline Herrera, Dies van Noten, " posiioning themselves as an afordable Ly brand 1 et o corer
i i i i i 2 itionil Ive uxul i ulti-
2022 2023F 2024E 20258 2026E Louboutin, Valentino, Gucci, Caroline Herrera, Dries Van Noten, Off- 6.0% p g ry

White and Stella McCartney have ventured into the UK beauty
market

generational consumer groups

«» High demand for natural skin care products (growing consciousness towards
health) and sun protection products are instrumental in driving the growth

+ Online retail is expected to be the fastest growing sales channel in the near-term.
However, distribution of beauty & personal care products through specialist retail
stores, pharmacies, supermarkets/hypermarkets, etc. will continue to remain a

3.8% critical medium as buyers need to test the product physically before purchasing

« The UK is the second largest market in Europe accounting for 11% of the
market share in 2022. The UK's beauty & personal care products market
is expected to register a CAGR of 5.8% between 2022 and 2026. Primary
factors driving growth are high demand for organic products (hair and
skin), men's grooming products and private label products for oral care.
Further, availability of products online has also aided the growth

These brands have contributed to a luxe lipstick boom’ which means
consumers will still tend to buy small luxury items even during an
economic downturn

Online beauty and grooming sales expected to hit $2.4bn"in 2025

- 3.2% » Germany, France and Italy accounted for ~35% of the Europe’s market in 2022
— Rising awareness about the harmful effects of certain chemicals in E , * Online sales of cosmetics & toiletries is expected to continue at a :
beauty products coupled with high old-age population is expected to CAGR of 4.1% to reach $2.4bn in 2025 26
drive demand for natural, organic and anti-aging products « As per a survey by GlobalData, 66% of consumers in UK said - L
« The UK'is the leading market in innovation of beauty products. In 2018, convenience was the main advantage of online shopping, followed by Market share of beauty & personal care categories (includes the UK)
the UK accounted for ¢.37% of the global skin microbiome launches, 64% who cited its time-saving aspect and another 42% for the lower 43%
followed by the US (25%) and France (15%). In the same year, the nation prices offered
also accounted for 21% of all global clean color cosmetic launches and o B B e R W Skincare
20% of vegan hair care p_mduas ) . High demand of organic beauty products 2022 2023 2024E 2025E - T0|.\etr\es
« ~600 small and medium enterprises (SMEs) operate in cosmetic ( ‘ ) > ) X . W Haircare
manufacturing industry in the UK, highlighting the opportunities for + Over 40% of the UK's beauty shopping clientele seeks to buy only W Germany W France m Fragrances
entrants in the beauty & personal care market natural and organic products. The organic beauty market in the UK is m Cosmetics

now worth over $3.3bn and has had a marked impact on the growth
of the beauty industry in the UK

Note: *Market size is estimated basis 2022 actual number and CAGR from 2022 to 2026; 1. Euro converted to USD at 0.98 as of 30" September 2022

Note: *Market size is estimated basis 2022 actual number and CAGR from 2022 to 2026; Rest of Europe includes UK
Source: Euromonitor Sector Capsule, Statista and Press Releases

Source: Statista, Cosmetics Europe and Press Releases

UK | Key players

Some of the large household brands such as L'Oréal, Avon and Unilever offers products for mass market,
as well as premium segment

Europe | Key players

Highly competitive market with presence of global, as well as, regional players, focusing on gaining
competitive edge through new product launches and acquisitions

D- ) Year: 2022
2 Year: 2022 Beiersdorf Year:2021 Year: 2021 Year: 2022
e Bath & Mens . e Camb Rovenue OTTTRE evenue: $12,223m! Revenue: COSNOYA Revenue: $497m & Revenue: $12.466m!
el Sy Grooming TRl e g $4,181m" iloer

Manufactures cosmetics products Offers hair care, coloring, skin Offers brands like NIVEA, Manufactures cosmetics products Operates through Personal
such as lipsticks, nail care items, care, make-up, and perfume Eucerin, La Prairie, Labello, such as lipsticks, nail care items, Care, Foods, Home Care, and
foundations and others for men and women Florena, 8x4, etc. foundations and others Refreshment segments

@ Year: 2022
. Revenue: $12,466m! v v v v v v

Operates through personal care, foods, h

ome care, and refreshment segments Year: 2022
4 France 7 Year: 2022 Year: 2022 .
[ —) Revenue: L’'OREAL | N JSHISEIDO N Year: 2021 —emi~  Revenues:
Naturasco [ear:2021 $23,449m! eyl Revoe;?ue.‘ L’géﬂ E Revenue: $102m CLARINS  pjy
Revenue: $752m $1.046m
v v v v v v Manufactures cosmetics products Offers hair care, coloring, skin Offers fragrances, skincare Manufactures natural and Manufactures and sells face
Manufactures and markets beauty and rel such as lipsticks, nail care items, care, make-up, and perfume products, shampoo and other organic ingredient-based and body care, and make-up
ated products under brands Natura, Avon foundations and others for men and women haircare products cosmetics products
and The Body Shop
Year: 2022 n
Gohmonolmon " Italy Year: 2022 Ye Year: 2021
Revenue: ‘ear: 2022 Year: 2021 Year: 2021
2 L'OREAL JCEENTES O\FATER Revenue: r\ter\cos Revenue N~ 2 KIKO Revenue:
Manufactures COS%ﬂzeat‘I@%w)duCtS such as v 4 4 v $12,223m! o lorabeerlie g1 559m2 $800: RS CEAI e $558m?2
lipsticks, nail care items, foundations and Offers hair care, coloring, skin Manufactures personal hygiene, Manufactures and sells Manufactures and sells fragrances, Manufactures and sells

others

7 Year: 2022
LOREAL Revenue: $12,223m?2

care, make-up, and perfume
for men and women

child care, incontinence, and
household cleaning products

cosmetic products

cosmetics, colognes, make-up
products and others

i Year: 2022
T memEm
X O M Revenue: Ka Year: 2022 = Year:2021 Revenue:

Offers hair care, coloring, skin care, make- $12,223m! © Revenue: $1,204m’ = PUIG Revenue: CQIY
up, and perfume for men and women ’ s1',247m2

Year: 2022 Offers hair care, coloring, skin Manufactures and sells Manufactures perfumes and Manufactures perfumes and
ESTEE LAUDER Revenue: $7,681m3 care, make-up, and perfume cosmetics and chemicals for cosmetic products cosmetics

for men and women household use

Manufactures and markets skin care, v v v v
makeup, fragrance, and hair care Belil Swizaian oo
products elgium Ontex/ Year:2021 witzerlan o Year:

Year: 2021 - Revenue: $2,305m? onflﬂwe Revenue: $266m?3

Revenue: $7,997m* U Manufactures, sells, and distributes Manufactures and sells
tS]eHs:jts grwtateéabe\e%p%om:ct;;nder v v v v v v disposable personal hygiene products for cosmetics and skin care

rands Boots, Boots 17, Boots N7,

Botanics, Soap & Glory, Soltan and Time
Delay

Note: 1. Geographic revenue of Europe region across all categories; 2. Geographic revenue of Europe region; 3. Geographic revenue of EMEA region and 4. Revenue for the entire company
Source: Capital IQ; Companies’ websites

20 22 suE sAcot SHE M Szt ol

babies, women, and adults

Note: 1. Europe region 2. Geographic revenue of France; 3. Geographic revenue of Europe & Africa
Source: Mordor Intelligence: Europe Beauty and Personal Care Products Market Report and Capital IQ

products

cosmetics, make-up products,

and skin care products
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APAC | Overview

factors driving growth in the APAC region

Market size* ($ bn)

2022 2023E 2024E 2025E 2026E

Q Skin care: APAC sales split by premium and mass (2021)"

Japan 61% 300

South Korea 53% 47%

® Mass ®Premium

Note: *Market size is estimated basis 2022 actual number and CAGR from 2022 to 2026; 1. Soutl

Rising disposable income, lifestyle changes and increase in online shopping channels are the notable

@ Key themes

-
CAGR:63% - - Rising sales for beauty & personal care products
_______ --="" « Market is expected to register a CAGR of 6.3% between 2022 and 2026. Growth
_________ 261.8 2783 will be driven by the growing consciousness about personal appearances and an
-—" 2316 246.2 increase in disposable income levels in the region

China holds the largest market for beauty & personal care in APAC

China holds the largest share in beauty & personal care sales in APAC. In 2022, it
surpassed the US to become largest beauty market by retail sales
> China's local beauty brands are popular among millennials and Gen-Z
consumers and are growing rapidly in second and third tier cities
The primary driver of growth in China is the per capita consumption of skin care,
which is expected to increase from $32.3 in 2021 to $78.9in 2031. This is closer
to Japan and South Korea's 2021 metrics of $121.3 and $129.3, respectively

Geographic disparity in spending and perception on personal care

Expenditure on personal care products differs hugely across the region with

Hong Kong way ahead - ¢.50% of beauty sales in Hong Kong comes only from

tourist spending

Spending on personal care in Singapore, Japan, South Korea and Taiwan also

differs vis-a-vis Malaysia, Philippines and Indonesia

Different perceptions of beauty spendings are exhibited across the region. In

(@ South Korea, 45% of consumers spend on beauty care products due to aging;

U 56% of consumers in Japan spend on beauty care to look presentable and 48%
of consumers in China spend to look their best

&

Skincare sales dominate the beauty & personal care market

u_ » * Skincare dominates beauty & personal care market in the region accounting for

@ L j0} 42% of all beauty sales. This is significantly higher, than its contribution in Europe
(23%) and North America (22%)

' « Pollution and lifestyle changes are also driving the demand for skincare products

Increased focus on social media advertising and on internet retailing

+ Beauty & personal care companies in APAC are increasingly advertising about
u 4 cosmetics with medicinal benefits on social networking sites such as Facebook,
Twitter, YouTube to garner additional sales
« Internet retailing for beauty & personal care products is gaining traction in APAC.
Companies are focusing on considering e-commerce as their core strategy for
enhancing sales

h Korea numbers are for year 2020

Source: Morningstar broker report, Statista, Euromonitor Sector Capsules and Other Press Releases

Africa | Overview

The young and middle-class population are highly influenced by recent trends in the grooming & fashion
industry and display a strong preference towards western culture

Market overview

Africa beauty & personal care product market* Africa's top 5 beauty & personal care market in 2022 ($ bn) Market estimates

,,5>%~.‘4

2022 2026E

@ Key themes

6.4
54
36
-

Nigeria Egypt South Africa  Kenya

Macroeconomic growth and favorable demographics driving demand for beauty & personal care products
« According to the African Development Bank, there are over 300m people in the middle-class category who spend between $2-$20 a day
» + Africa’s beauty & personal care product market was estimated to have grown 8%-10% per year between 2017 and 2022 due to economic growth, rise in disposable income of middle-

class people and a growing youthful population

Estimates state that up to 20% of cosmetic
.@ products sold in the African market are for hair
care products

Estimates state that ¢.30% of all cosmetic

15 |® products sold in Africa every year are in the
- skin care category
M ) Estimates state that more than 50% of the
orocco .@ growth will originate from South Africa during

2022 - 2025

— Asignificant majority of Africans in the middle-class are young. More than half of its one billion people are below the age of 20

Burgeoning demand for beauty & personal care products from Sub-Saharan Africa is expected in the near-term
+ Sub-Saharan Africa currently accounts for 3% of the global beauty products sales and is expected to double in the near-term due to strong economic growth, high birth rates and
e > rising middle-class

* Hair & body care products are predominantly preferred by people in Sub-Saharan Africa. Further, demand for facial care products is expected to have a strong potential in the near-

term

« Nigeria, Egypt and South Africa are some of the largest markets for beauty & personal care in Sub-Saharan region. In South Africa, majority of the sales are made through structured

distribution channels

Inadequate manufacturing capabilities for beauty & personal care products have led global beauty conglomerates to make significant investments in the region
m » - Inadequate manufacturing capabilities for cosmetic and personal care products in Africa have provided opportunity for big global beauty & personal care brands to enter the region
and sell their products. L'Oréal and Procter & Gamble are some of the two prominent companies who have set up manufacturing units for beauty & personal care products within the

region

Rising demand for organic natural beauty products

E b The natural beauty industry is steadily growing as African consumers opt for organic natural beauty products due to harmful preservatives in synthetic and chemical-based beauty
L]0 ]

products

« Nigeria, South Africa, Ethiopia, Kenya, Uganda, Tanzania and Mozambique are some of the largest markets for organic beauty products. Euromonitor expects the natural beauty

market to grow significantly in these countries in the near-term

Note: *Market size is estimated basis 2022 actual number and CAGR from 2022 to 2026; Source: Statista, Technavio and Press Releases

APAC | Key players

such as L'Oréal, Unilever and P&G

Source: CapitallQ

Highly fragmented market with a strong presence of regional brands along with global conglomerates

Year: 2022 Year: 2022 i
Japan Kao N JSHISEIDO " Maison  Year: 2022 Year: 2022
BER @ Revenue: $6,425m Revenue: $1,852m KOSE  Revenue: $1236m POLA Revenue: $1,226
Operates through skin care, Offers fragrances; skincare i
cosmetic and hair care business products, shampoo, and other ARSHBIES IEL ) S NG, OIS EIR) Nty e
nail care, and hair care make up, hair care and health
through brands like Kanebo and haircare products, as well as ’ f
products ood
Sofina body care products
China Year: 2022 Year: 2022 Year: 2022 Year: 2021 .
FSTEF IAUDFR Revenue: [OISI=.XM Revenue: JHIJEIDO Revenue: EVETEZEEE Revenue: P%%A R;avenue.
$6,031m $3,166m2 $1,971m $1,606m3 o NA
Manufactures and markets Offers hair care, coloring, skin Offers fragrances; skincare products, Manufactures and sells beauty, Manufactures and sells skin
skin care, makeup, fragrance, care, make-up, and perfume shampoo, and other haircare products, household, and healthcare care products
and hair care products for men and women as well as, body care products products
South Korea Year: 2021 Year: 2022 THEFACESHOp REVenue: Revenue: DrJart4 Revenue:
MORE Revenue: NATURE REPUBLIC Revenue: $93m! n/a n/a (] n/a
$2,360m
Manufactures and sells beauty, Provides beauty products made Operates as a beauty brand and is a Offers skincare, make up, Operates as Skin care brand
household, and healthcare from natural ingredients subsidiary of LG H&H body and hair beauty and is a subsidiary of Estée
products products Lauder
India Year: 2022
Year: 2022 Year: 2022 Year: 2022 Year: 2022
[HOIZIXH Revenue: . o . ° " @ .
$3,166m? B Revenue: $2,578m Revenue: $916m coucaniuwone REVENUE: $64TM Revenue: $485m
Offers hair care, coloring, skin Operates through Personal Offers home care and personal Operates through oral care Offers feminine care products
care, make-up, and perfume Care, Foods, Home Care, and care products like hair color, and personal care products and healthcare businesses
for men and women Refreshment segments hair care, color cosmetics

Note: 1. Revenue for entire company and 2. Geographic revenue for South Asia Pacific, Middle East, North Africa
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Africa | Key players

A highly fragmented market in which companies are increasingly offering a variety of hair care and
cosmetic products to tap into the growing middle-class wallet size

South Africa ° Year: 2022 @ Revenue: JNYZSYY] Revenue:
. u
cowareramouve - Revenue: $1,082m o n/a n/a
Operates through oral care Operates through Personal offers beauty products,
and personal care products Care, Foods, Home Care, and including skincare, fragrance,
Refreshment segments and color cosmetics; and

fashion and home products

Nigeria Year: 2022 .
2 ESTEE LAUDER Revenue: [ pz | e LOREAL [livilg
U $7,681m? Cussons g
Manufactures and markets Offers personal care products, Offers hair care, coloring, skin
skin care, makeup, fragrance, , hand hygiene products, care, make-up, and perfume
and hair care products superior bathing products for men and women

Kenya =5 Revenue: Revenue: Revenue:
n/a n/a n/a
g .7 £
Manufacturer of personal and Offers hair care, coloring, skin Operates through Personal
home care products care, make-up, and perfume Care, Foods, Home Care, and
for men and women Refreshment segments

Revenue: 7 Revenue:
@ n/a L'ORE AL YN

Operates in five segments: Offers hair care, coloring, skin care,
Beauty; Grooming; Health Care;  make-up, and perfume for men and
Fabric & Home Care; and Baby, women

Feminine & Family Care.

: Revenue: Revenue:
Beiersdorf @ e
Offers skin and body care Operates in five segments: Beauty;
products, Grooming; Health Care; Fabric & Home

Care; and Baby, Feminine & Family Care.

Note: 1. Revenue for Oral, Personal and Home Care - Africa/Eurasia region (excludes Asia Pacific); 2. Revenues for Europe, Middle East and Africa

Source: Capital IQ
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Perspectives

for the Future
for K-beauty

Niche products and technology

Development of organic and cannabis-based products and introduction of smart beauty devices are
some of the initiatives undertaken by the beauty giants in order to maintain market share

Development of organic beauty products for men - a growing target market
« Many companies are developing natural and organic ingredients in the personal care market for men or are acquiring companies engaged in
organic products for men

— In Sept 2021, Fellowship Soft, a UK startup, created a line of inclusive personal care products using natural and sustainable ingredients to
encourage men to take care of their health and well-being

« Companies such as Asos, Calvin Klein and others offer make-up for men while startups like Context have all launched gender-neutral makeup lines

Development of cannabis beauty products
« Several major beauty & personal care companies have commenced integrating the cannabis plant's natural ingredients into their skin care
portfolios (smoothen the skin) as they foresee high demand for cannabis organic beauty products

+ Development of cannabis beauty products remains at an early stage and only a few companies such as MyChelle Dermaceuticals and Koru
Pharmaceuticals have launched a skin care line based on cannabis plant natural ingredients

Development of connected beauty systems

* Many big beauty companies are showcasing their technological capabilities in their beauty products. According to Insight Partners, the global
beauty devices market represents a $80 bn opportunity by 2027, driven by the rising prevalence and treatment of skin disorders and the high
awareness of the effects of hormonal imbalance on skin

- Shiseido’s Optune, an loT powered skincare system integrates a mobile app that leverages Al to detect users skin conditions and then
dispenses a personalized formula each day. Optune can deliver 80,000 possible combinations

Incubation of big tech brands by beauty giants

« There has been a notable increase in incubation? initiatives by big beauty companies after witnessing the success of Seed Beauty (an incubator’)
which is behind successful launches of Color Pop, Kylie Cosmetics and more

« Some of the examples of internally incubated brands are Revlon's Flesh, L'Oréal Seed Phtonutrients and Unilever's Skinsei

— Revlon's Flesh is specifically designed to complement different skin tones and includes foundation, 14 highlighters, 13 lipsticks and 8 shades of
blush at a premium price point
— L'Oréal launched Seed Phytonutrients, a sustainable brand with ingredients from locally sourced organic farmers

Note: 1. An incubator helps startups in their infancy succeed by providing workspace, seed funding, mentoring and training 2. Incubation function is usually done by companies who have experience in the business and
tech world
Source: CB insights report: 15 Trends changing the face of beauty industry in 2020 and Press Releases

E-commerce is the fastest-growing channel for beauty sales

Although e-commerce is expected to become a dominant channel in the coming years, brick-and-mortar
stores will continue to remain relevant as they offer in-person experience which is an important deciding
factor for beauty & personal care sales

@ Key themes

E-commerce to gain dominance Enhanced shopping experiences will be key differentiator for brick-and-mortar
stores
« Globally, online channel constitutes multiple avenues such as social selling
on platforms like Instagram, TikTok, WeChat and others; marketplaces such « Although ecommerce has picked up post pandemic and is projected to grow
as Amazon and Lookfantastic; and traditional retailers and brands' e- in the coming years, brick-and-mortar stores are still leading the beauty
commerce sites sales
« Beauty & personal care leaders are also betting more on online channel, for « Going forward, product efficiency, enhanced shopping experiences and
example, Loreal announced early in 2020 that it is aiming for 50% of total ethical practices will be key differentiators for brands and retailers
sales from online channels - In December 2022, Ulta Beauty, a US-based beauty retailer, introduced a
- An emerging channel within e-commerce is social commerce, where new layout in about 44 stores to better showcase its mass and premium
brands and retailers use social media platforms to drive discovery, categories. Along with its in-store salons, it also launched beauty bars
conversion and purchase that offered brow and makeup services in partnership with Benefit and
MAC Cosmetics

- Social commerce sales across all categories in US are expected to reach
$80bn in 2025 from $45bn in 2022 - Another example of experiential retail includes Glossier, a US-based D2C
makeup brand, which expanded its physical footprint by opening stores
in Brooklyn and Philadelphia in 2022. The stores focus on discovering
new products and building community
o Glossier uses a different theme for each location, for example,
its Washington location is aviation themed emphasizing Jet Age
of mid 20t century
o The stores also have separate rooms for skin care and makeup
and an outdoor space with a cafe to promote engagement

- The potential for social commerce has also attracted capital, for example,
in August 2021 PE-firm Permira invested in CommentSold, a US-based
software company that lets influencers sell directly via livestreams
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Customer influencers and experiences

Companies are seeking the use of social media, influencer marketing and AR technology to promote
their brands & products. This is shaping the opinions and buying decisions of consumers

Virtual try-on

+ Virtual try-on combines both augmented reality (AR) and computer vision by enabling shoppers to virtually test different looks while
simultaneously collecting behavioral data for brands

« Virtual try-on tech collects a variety of data points around facial characteristics such as face shape, skin tone, wrinkles and more which can help
beauty & personal care companies determine what types of products people purchase

— L'Oréal have launched a variety of AR powered beauty experiences for its beauty brands

Sustainable packaging
« Millennials and Gen-Z are increasingly attracted towards environment friendly and sustainable packaging for beauty & personal care products

« To tap into this trend, beauty companies are increasingly investing in technologies which promote sustainable packaging (environmentally-
friendly)

— Unilever has pledged to halve its use of plastic in packaging for beauty & personal care products by 2025
— L'Oréal has invested in Carbios, a biotech start-up which is developing plastic recycling technologies

Use of social media

* Beauty & personal care consumers are increasingly attracted towards social media - a platform where brands and consumers interact and
engage in real-time

« Beauty brands have capitalized on the popularity of social media platforms and have brought the marketplace in consumer's hand. Visual social
media platforms such as Instagram are being used as virtual stores with feeds acting as virtual product displays
— Aimee Song, whose Instagram page has 7 million followers, was reported to be paid $500,000 to partner with beauty brand Laura Mercier

Use of influencer marketing
« Social-media influencers are changing the face of the beauty industry as consumers are increasingly rejecting traditional forms of marketing like
TV commercials, magazine ads and even those with celebrities pitching beauty products
— British makeup guru Katie Jane Hughes posts photographs of her face (using various brands of cosmetics, eye lids and creams) on Instagram
almost daily for her 856,000 followers. Her posts have compelled thousands of customers to purchase the products she recommends

Source: CB insights report: 15 Trends changing the face of beauty industry in 2020 and Press Releases
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Digital customer acquisition and infrastructure

Beauty companies are selling their products online and placing less emphasis on traditional spas and
salons, driven by the availability of on-demand beauty services at home

Next-generation tech products
« Beauty companies are increasingly investing in technology and developing next generation tech products to reach and engage with customers
* Inrecent years, large and small beauty brands have introduced several smart devices/cosmetics in the market in order to enable customers to
approach their personal care at a whole new level
— L'Oréal has developed a smart hairbrush which uses advanced sensors with signal analysis algorithms to score hair quality and monitor the
effects of hair outcomes

Online sales of beauty products

« Online sales of beauty and cosmetic products have witnessed exponential growth in recent years globally
— In Europe, over eight in ten internet users purchase beauty and cosmetic products via online channels
— According to Forrester, by 2024, 25% of the global personal care market will be online, up from 13% in 2018

« Companies are increasingly trying to harness data to identify customer preferences and connect that with the ability to purchase on its e-
commerce platform

« Beauty conglomerates are now more focused on reaching their customers through apps and e-commerce platforms. The dependence on their
relationships with physical shops and spas has significantly reduced

Rising partnership between beauty giants and big tech companies
« Beauty and tech industry are becoming increasingly intertwined. Tech giants such as Google, Amazon, Facebook and Apple are pursuing high
margins in beauty through partnerships with beauty companies
— Instagram'’s partnership with beauty brands since several users see visuals of beauty products on Instagram platform and buy them
— Sephora’s partnership with Google Voice Assistant to launch its own app which allows users to book beauty services, take quizzes and listen to
influencer-curated beauty podcasts

Unbundling of the traditional spa and salon

« Beauty services are decoupling from traditional spas and salons due to availability of on-demand technologies and devices. Such devices could
potentially point to a future of at-home spa and salon services

— Drybar, founded in 2008, upended the traditional salon model by offering spaces solely devoted to hair blowouts

— AmorePacific filed a patent for a “face massaging device” that can provide various massage functions to a consumer at home like “massage
carried out by human hands"” in order to prevent aging and improve skin elasticity

Source: CB insights report: 15 Trends changing the face of beauty industry in 2020 and Press Releases

THANK YOU
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APPENDIX

- Key Regulations &
Agencies

- Market Definition

- Glossary

Key Regulations & Agencies | North America (1/2)

O United States (National)

Major agencies associated with this
industry

<Consumer Consumer Product Safety
Product Safety | Commission (CPSC)
Commission

Logo>

<Customs and Borde#stoms and Border Protection
Protection Logo> | (CBP)

<Environmental | Environmental Protection
Protection Agency, Agency (EPA)
Logo>

<Federal Trade .
Commission Federal Trade Commission (FTC)

Logo>

<Food and Drug

Administration

Logo> Food and Drug
Administration (FDA

<United States
Department United States Department

of Agriculture of Agriculture (USDA)
Logo>

Source: US NIST and Press Releases

Scope

Product safety, children’s products, child
resistant closures, soap

Country of origin for most imported
products

Pesticides; toxic substances

Unfair trade practices, environmental
and product performance claims; “Made
in USA" claims

Cosmetics regulations, microbeads, color
additives, cosmetic ingredient
regulations, cosmetic packaging and
labeling (including CPSC requirements
for cosmetics); Voluntary Cosmetic
Registration Program; Federal Food,
Drug, and Cosmetic (FD&C), Fair
Packaging and Labeling Act (FPLA)

Organic claims

O Key regulations

Packaging and containers holding children’s cosmetics are subject to the
Consumer Product Safety Improvement Act (CPSIA), which also sets limits for
lead content in child-care articles and substances

Marking of imported articles and containers: All products imported into the US
must conform to 19 CFR 134, Country of Origin Marking regulations

The Federal Insecticide, Fungicide, and Rodenticide Act (FIFRA) Act states that
products that kill or repel bacteria or germs are considered pesticides and must
be registered with EPA before distribution or sale

The introduction or delivery of adulterated or misbranded cosmetics in
interstate commerce is a prohibited act under the FD&C Act

FDA regulations prohibit or restrict certain ingredients from being be used in
cosmetic products that may be injurious to users

Soap (not included as cosmetic as in the FD&C Act) is regulated for safety by the
CPSC under the Federal Hazardous Substance Act (FHSA)

The Sunscreen Innovation Act (SIA) provides a process for review of safety and
effectiveness of nonprescription sunscreen active ingredients

Color additives for use in cosmetics must meet strict FDA approval, regulations
for use, specifications and restrictions

Consumer Review Fairness Act bars business activities intended to prevent
people from giving honest reviews for products/services they receive

FA WE 1| 32 Y EAC oo 45 SAtks Yst Aot 2/




Key Regulations & Agencies | North America (2/2)

@ United States (State-wise) O Key regulations

Key Regulations & Agencies | Europe (2/2)

@®  Germany

Major Regulatory

Scope Category Key Points in the Regulation

Major agencies associated with this

0 Scope
industry P
State authorities responsible
for weights and measures Labeling
<Toxics in
Packaging Toxics in Packaging .
Clearinghouse Clearinghouse (TPCH) Packaging
Logo>

<California Office | California Office of

Health Hazard | Assessment (OEHHA)
Assessment Logo>

Reguiaton.owsenof | Division of Drug, Devices and
g, Dew )
Commics oo, Cosmetics

Source: US NIST; Lascom and Press Releases

Toxic chemicals; maintains Prop 65 (list
of Environmental | Environmental Health Hazard of substances for which manufacturers
must warn consumers)

<California y .
Department of Food | California Department of Food Organic claims
and Agriculture and Agriculture
Logo>
<lllinois ‘
Department of | lllinois Department of Public Lead labeli
Public Health Health €ad labeling
Logo>
<Minnesota
Department of
Minnesota Department of
Commerce
Logho Commerce Formaldehyde, triclosan
<Louisiana
Department of .
Health Lomﬂana_Department of Health Cosmetic registration and labeling
and Hospitals and Hospitals
Logo>
<Florida Departmentof | Florida Department of Business
. & Professional Regulation,

Manufacturer permit

Minnesota banned formaldehyde in children’s personal care products
like lotions, shampoos and bubble baths in 2013

Washington adopted the Children’s Safe Product Act, which requires
manufacturers of children’s products to report to the state if it contains
a “"Chemical of High Concern to Children”

The California Safe Cosmetics Act requires manufacturers to disclose to
the state any product ingredient that is on state or federal lists of
chemicals that cause cancer or birth defects

In order to reduce volatile organic compounds (VOC) emissions, the
California Air Resources Board (CARB) has set VOC limits (percent by
weight) for a variety of consumer products including fragrances, nail
care or hairsprays

In lllinois, the Lead Poisoning Prevention Act makes it illegal to sell or
give away any lead-bearing substance that may be used by the general
public, unless it bears a warning statement

Compliance Body

Lander's Competent

Authorities Food safety and cosmetic product imports Health *  Product imports of cosmetic products should be declared
Federal Office for
Consumer Protection ~ Cosmetic Products Health «  Compositions of cosmetic products should be declared
and Food Safety
&
Major Regulatory el :
Compliance Body Scope Category Key Points in the Regulation
UK Registration, «  Applies to most chemical substances that are manufactured in or imported into
Evaluation, Great Britain (GB) (England, Scotland, Wales)
Authorization and Chemical substances Product and Health + Importers that import more than 1 ton of natural ingredients are obliged to register
Restriction of them with a REACH central authority. Natural ingredients that are not registered
Chemicals (REACH) cannot be used in the EU, unless they are exempt

Covers claims for cosmetic product
borderlines (which contains features of
medicine). It includes
claims for anti-microbial hand cleansing
products (cosmetic/medicine), skin

Medicines and
Healthcare Products
Regulatory Agency in
UK

Product, Health and Consumer

conditions, cosmetic/medicine borderline
for toothpaste, etc.

Source: Press Releases

* The agency states that in deciding whether a product is cosmetic with a secondary
preventative cause or a medicinal product, account would be taken of the main
purpose of the product, the claims made for it, the composition of the product and
the purpose for which it is likely to be used by the consumer

«  Provides guidance on topical products for antibacterial, antiseptic, antimicrobial,
general disinfection and cleansing of skin

« Products intended to treat or prevent eczema, psoriasis, dermatitis or other adverse
skin conditions will be considered to be medicinal products by the agency since they
do not fit under the definition of cosmetic products

«  Products which are used in association with a device, e.g. products for use on a
teeth or with false teeth, are likely to be classified as medical devices

« Cosmetics are generally exempted from the biocides regulation but exceptions may
arise in very rare cases

«  Cosmetic products with a primary cosmetic function can make secondary biocidal
claims without being classified as biocidal products. The classification of these
products is made on a case by case basis

Key Regulations & Agencies | Europe (1/2)

EU

Major Regulatory

Compliance Body Scope

Definition of a cosmetic product, R&D
and manufacturing of cosmetics
EU Cosmetics Product products to production, distribution
Regulation EC 1223/2009 and market support, testing (including
animal testing) safety assessment,
labeling, packaging, etc.

Registration, Evaluation,
Authorization and
Restriction of Chemicals
(REACH)

Chemical substances

CLP Regulation (CE) Classification, labeling and Packaging
1272/2008 regulation

EU ABS regulation Biodiversity

EU Commission Decision

2019/701 Ingredient Labeling

Source: Press Releases

Category

Health

Product and Health

Product, Health and Consumer

Health

Product, Health and Consumer

Key Points in the Regulation

*  One of the main regulatory framework for cosmetic products in Europe which aims
to ensure a high level of protection for human health

« The regulation requires that notification must be provided to the designated
competent authority prior to placing a cosmetic product on the European market. A
product information File (PIF) for each cosmetic product must also be maintained
and made available upon request

+ Regulation affects manufacturers and importers of cosmetics products suppliers of

cosmetics ingredients

Suppliers of natural ingredients from developing countries should provide data

supporting no animal testing claims

Responsibility for fulfilling the requirements of REACH, such as registration lies with
the importers established in the EU, or with the representative of a non-EU
manufacturer established in the EU

« Importers that import more than 1 ton of natural ingredients are obliged to register
them with a REACH central authority. Natural ingredients that are not registered
cannot be used in the EU, unless they are exempt

Facilitates global trade and the harmonised communication of hazard information
regarding chemicals and to promote regulatory efficiency

« Natural ingredients have to be labeled and packaged in a way that protects workers,
consumers, and the environment. It is at the discretion of the suppliers to decide
the classification of a substance or a mixture

Suppliers of natural ingredients from developing countries should ensure that their
batches are labeled in line with the CLP regulation

Aims to ensure that companies share the benefits from the use of genetic resources
and traditional knowledge with their regulatory providers

«  Suppliers of natural ingredients to the cosmetics sector should integrate biodiversity
and species protection into their ethical sourcing programmes.

« The commission states that the International Nomenclature for Cosmetic
Ingredients (INCI) names should be there on cosmetic and personal care products.
The INCI for "chemical" ingredients are based principally on the International
Dictionary produced by the US trade association for cosmetic and personal care
products

« The labels on all cosmetic and personal care products must contain a list of
ingredients used. This information is identical for the same product across the
European Union
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Key Regulations & Agencies | Asia & Latin America

@® China
Major Regulatory Agency

National Medical Products
Administration (NMPA)

Scope

Definition of cosmetic
products, Registration for
cosmetic products, hygiene
supervision of cosmetics,
safety and technical
standards, testing, labeling
and customs supervision
and border protection

Category

Product, Health
and Consumer

Key Points in the Regulation

Registration and Approval and Classification of Cosmetics under CSAR and

« Cosmetics sold in China need to be approved by NMPA. Imported special use cosmetics (SUC), domestic

SUC and new cosmetic ingredients require a pre-market registration while imported non-SUC and domestic

non-SUC are subject to pre-market filing

The new CSAR regulation introduced reclassification of cosmetics into general cosmetics and special use

cosmetics. Further, ingredients considered high risks including new preservatives, sunscreens ingredients,

colorants, hair dyes and whitening agents need to register and obtain approval from NMPA

Testing:

« Cosmetics must be tested in NMPA-designated testing Institutions in China. Thirty-three Chinese testing
institutions have been authorized to perform the tests

+  On animal testing, non-SUC companies are exempted from animal testing if they are manufactured under
certified GMP conditions and the safety risk assessment results can sufficiently prove product safety

Labeling:

* The regulation on cosmetic label management provides guidance and requirements on the contents and
elements of labels. Other regulations pertaining to labeling of the hygiene supervisions over cosmetics and
the food and drug administration also apply

Customs supervision

* Has detailed rules for supervision and inspection of import and export of cosmetics

©  Brazl
Major Regulatory Agency

Brazilian Health Regulatory
Agency (ANVISA)

Hygiene, Perfume, Cosmetics
and Sanitizing Products
Management (GHCOS)

Scope

Toiletries, perfumes and
cosmetics sanitary
regulation including:
authorization of the
operation of manufacturers
and importers; marketing
authorization, post-market
sanitary control and border
control

Personal care products,
cosmetics, perfumes and
sanitizers

Category

Product and
Health

Product and
Health

Key Points in the Regulation

« Under ANVISA, only products listed in Annex VIl (sunscreen and suntan, hair strengtheners, topical insect
repellents and antiseptic gels for hands) are subject to the pre-market approval procedures

« Certain cosmetic products are considered exempt from pre-market approval by ANVISA, although are
subject to a notification procedure, aiming at informing ANVISA about the intention to market a product

+ Accordingto a press release (2018), regulations applicable to cosmetic products intended for children have
been simplified by removing the obligation to register these cosmetic products before placing in the market

*  GHCOS falls under ANVISA and helps coordinate, supervise, and control the activities related to the
registration, information, inspection, norms and standards establishments, compliance with regulations
concerning the sanitary surveillance of personal care products, cosmetics, perfumes and sanitizers

Source: Press Releases and NIST Report: A Guide to Brazil: Toiletry, Perfume and Cosmetics Products Compliance Requirements
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Key Regulations & Agencies | Middle East

©  SaudiArabia

customs supervision

Source: Press Releases

packaging, labeling and

Major Regulatol e b N
Agén o 8! Y Scope Category Key Points in the Regulation
Registration and Approval:
. *  All cosmetic products to be marketed in KSA must be notified to the SFDA through the agency’s electronic notification
Product Classification system eCOSMA. Further, a local affiliate (individual of Saudi origin or locally registered company) is mandatory for
i guidance, manufacturing, notification who will act as license holder on behalf of the product for foreign manufacturers
Saudi Food and import, distribution, sale and Packaging
Drug Authority marketing of cosmetics Product . . . . .
(SFDA) products. Also includes On May 27th 2014, the Saudi Food and Drug Authority (SFDA) published a new circular regarding packaging for

cosmetics, introducing the requirement that every cosmetic product shall be sealed to ensure consumer safety
Labeling
« There are different labeling requirements for cosmetics. Hence, a cosmetic product must be labeled according to the
specifications outlined for each cosmetic

Glossary

Term
Al
APAC
AR and VR
bn
CBP
CPSC
CPSIA
EPA
EV
FDA
FHSA

FIFRA

FTC
G-beauty
loT

K-Beauty
products

LATAM
m
NMPA
OEHHA

SFDA

Definition Term
Artificial intelligence SIA
Asia-Pacific TPCH
Augmented and virtual reality USDA
billion

Customs and Border Protection

Consumer Product Safety Commission
Consumer Product Safety Improvement Act
Environmental Protection Agency
Enterprise value

Food and Drug Administration

Federal Hazardous Substance Act (FHSA)

The Federal Insecticide, Fungicide, and Rodenticide Act
(FIFRA) Act

Federal Trade Commission
German beauty

Internet-Of-Things
Korean beauty products

Latin America
Million
National Medical Products Administration

California Office of Environmental Health Hazard
Assessment

Saudi Food and Drug Authority

Definition
Sunscreen Innovation Act
Toxics in Packaging Clearinghouse

United States Department of Agriculture

Market Definition

Terminology

Beauty & Personal Care Market

North America

Latin America
Europe (includes UK)
APAC

Africa

Scope

Includes personal care products such as hair care, skin care, bath and shower, oral care, men’s grooming products
and deodorants and antiperspirants

Also includes beauty and cosmetics products such as facial cosmetics, eye cosmetics products, lip and nail-make up
products, hair styling and coloring products

Includes countries such as US, Canada and Mexico

Includes countries such as Brazil, Mexico, Argentina, Peru, Venezuela and the rest of Latin America
Includes countries such as Germany, Spain, France, Italy and the rest of Europe

Includes countries such as India, China, Japan, Australia and the rest of Asia-Pacific

Includes countries such as South Africa, Nigeria, Kenya and the rest of Africa
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Note: Not an exhaustive list

Source: Company websites; Deloitte Analysis
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2022 2026P

$534bn $671bn

2026P

$12.6bn

. OFA|OLH (& « ORA|OF-EfEHQF X| 0| A 65% O| A2| Of=
. ofma|7tet Y 2
MES HY Z{o 2 of| A El (2022-2026) - OA3 o HEX, 22 HEO| F2

oz S522 dA &

Source: Deloitte Analysis
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Global Animal Test Policy

Leaping Bunny 2 Global Beauty Without Bunnies

Source: Deloitte Report
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Kylie Jenner “Kylie Cosmetics”
KYLIE COSMETICS

Source: Maeil News; CNN; Beauty of Fashion
© 2024. For information, contact Deloitte Anjin LLC

ot= I EF 7IES2
= 3p|

FA WE 1| 32 HYE et oo 45 Atks Yst Aot 3/
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SFYE0| QlZhat 2Fof| 0]2|= £ A FeFS 2|281517| 150 MMAH L= 4|7t 2H Zete|
UCH o= 7|PS2 A iSOl 2 REE =77|1 Us A2 AL E[RELICH

SHYE A4 st (Modernizaiton of Cosmetics Regulation Act, MoCRA)
= AMESE U HE 22 AHE 7|MoE FEE HEE= 2 Ol &4 Al 0| FDAS| M ZA|H MAF & ZH2ls X2 EAE 7tsd
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= SEEHZ U §8 HaPEE DL EYSI| 21E MoCRAE X|THOZ LN WA 28t 2F A XHS HAE 7tsd B
= MoCRAE H|ZYE ¢ d&o| oftl XE He FEes S8 X4y - SEH & 5
= FU HZEALCHY O1F2 F2 $£EF710]7|0], MoCRA S&! 74| & 7t&3 MY
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= 9 =AH7|E 74 (Packaging and Packaging Waste Regulation, PPWR)
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« EUS| L HEE[= FMo| et M2 2} 3| AF2 AFofM2f XM HES MYst= SHYS HO|BE HF HEH Y2

SHA AR (Critical Raw Minerals Act)
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(Corporate Sustainability Due Diligence, CSDDD)
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Source: https://wts.com/global/publishing-article/20240508-plastic-taxation-europe-update-2024~publishing-article
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SEPHORA

Sephora / Skincare / Korean Beauty
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“Korean brands focus on hydrated and glowing skin”

(MAHZE - =, 2%, S5, 1Y Sof| thel Z2tE 4, 7|8 &5 37t (2/2)
EU G Z7HEE A ZYUA|7|2 LHE2 ChA 0[3HA| 2 SSH o 2 MAA QA28 (Extended
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AAzLoIste H= (Extended Producer Responsibility, EPR)
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