KEYNOTE

UNVEILING
BEAUTY'S UNTAPPED
POTENTIANL

\gg SAPMENA

’ : uth Asia Pacific, Middle East & North Afric
-

N 34 December 2024
% : |
;,:\\;‘ ,I’ —— : v' -g
5 / IV i | LT

VISMAY SHARMA

== S n _ - 74 ’ =
PRESIDENT - L’OREAL SAPMENA —— kﬁﬁEAL







WHY SAPMENA -
MEDIEVAL TRADING ROUTES




WHY SAPMENA -
DESIRE FOR INGREDIENTS & BEAUTY




SAPM

MODERN INNOVATIONS SUCCEED ACROSS THE

REGION

-NA




/ WHY SAPMENA

A o
/ \
V1IN G

‘CONOMIES

d = A ,I }
e HOREAL /.

SAPMENA A



/ SAPMENA BEAUTY MARKET
HUGE UNTAPPED POTENTIAL

WORLDWIDE
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Source : WDL & BMS, FY 2023



/ SAPMENA BEAUTY - KEY GROWTH DRIVERS
YOUNG CONSUMER & GROWING AFFLUENCE

- YOUNG POPULATION - HIGHER BEAUTY SPENDS
/ % GEN Z BEAUTY SPENDS (Vs. OTHERS) w
MEDIAN AGE | ROW 33.6 Yrs | SAPMENA 28.3 Yrs 19.2
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/ SAPMENA BEAUTY - KEY GROWTH DRIVERS
RISING SOPHISTICATION & PREMIUMISATION

/ RISING AWARENESS / RISING SOPHISTICATION / RISING PREMIUMISATION
NP 14% "
% Increase in Search Volume _/O\_ 3 5X 9%
106% ! : SKINCARE

Suncare Vs Skincare!
2023 2024*
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Serum & Essence Vs Face Care HAIR
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[») IN KSA TH Treatment

(Hair Care) Vs Hair Care 10% 10%
B Vitamins & Acids B Natural _ Allingredients
Source : Mass Universe NIQ Offline FY 2023 2023 20247
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NOTE : 1. Skincare = Face Care, Face Cleansing & excludes Hygiene and Body




/ SAPMENA BEAUTY - KEY GROWTH DRIVERS

SOPHISTICATION OF BEAUTY RETAIL LANDS

7

First wave

ERA OF
TRADITIONAL TRADE

o DEEP
DISTRIBUTION

-~

Second wave

RISE OF
MODERN TRADE &
DEPARTMENT STORES

/

..t-
4 Growth Levers

o BRANDS+
BEAUTY EXPRESSION

/

lllllllll

=All Today'sDeals CustomerService Registry Gift Cards

BRANDS + . PROXIMITY
SCALE 4 AGILITY
SCALE

_/

T Tt EOREAL,
SAPMENA




/ BEAUTY LANDSCAPE
CHANGING ROLES OF CHANNELS
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GROWING OFFLINE

Growing Modern Trade
Rise of Beauty/ Speciality store
Boutiques
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/ BEAUTY LANDSCAPE
SAPMENA - MASS MARKET PLAY

UNIVERSE

5%

WORLD

SAPMENA

B Others M Dermocosmetics ™ Luxe Professional
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/ BEAUTY LANDSCAPE
SAPMENA- SKIN & HAIR MOST IMPORTANT

CATEGORY

30%
21%
WORLD SAPMENA
B Fragrances M Hygiene M Skincare ™ Make Up Hair

Source: BMS, FY 2023
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/ SAPMENA BEAUTY MARKET
RAPIDLY GROWING BEAUTY MARKET

ONE OF THE MOST DYNAMIC BEAUTY MARKETS
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~10%
CAGR
(2023 -2030) -

Source : BMS & Internal estimates
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/ L'OREAL SAPMENA
STRONG FOOTPRINT FOR INNOVATION

35 13 4

MARKETS SUBSIDIARIES FACTORIES
1@
RESEARCH EVALUATION REGIONAL
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/ L'OREAL SAPMENA

STRONG GROWTH SINCE CREATION OF SAPMENA
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GROWTH INDEX TOP BPC MANUFACTURERS
MARKET SHARE SAPMENA
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®2014-2019 =2021-2023 L'Oréal SAPMENA Competitors
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Source: 1. Sell-In evolution Index
2. Euromonitor extract Sept 2024;
SAPMENA = Algeria, Australia, Bangladesh, Cambodia, Egypt, India, Indonesia, Iraq, Jordan, Kuwait, Laos, Lebanon, Malaysia, Morocco, Myanmar, New Zealand, Oman, Pakistan, Philippines, Qatar, Saudi Arabia, Singapore, Sri Lanka, Thailand, Tunisia, United Arab Emirates, Vietnam

Categories : Baby and Child-specific Hair Care, Baby and Child-specific Skin Care, Baby and Child-specific Sun Care, Baby and Child-specific Toiletries, Bath Additives, Body Powder, Body Wash/Shower Gel, Colour Cosmetics, Deodorants, Hair Care, Hair Removers/Bleaches, Intimate
Hygiene, Mass Fragrances, Men's Post-Shave, Men's Pre-Shave, Premium Fragrances, Skin Care, Sun Care, Women's Pre-Shave



/ L'OREAL SAPMENA O
LEADING THE BEAUTY MARKET IN MOST KEY MARKETS

Source : Euromonitor, FY 2023;
Categories : Baby and Child-specific Hair Care, Baby and Child-specific Skin Care, Baby and Child-specific Sun Care, Baby and Child-specific Toiletries, Bath Additives, Body Powder, Body Wash/Shower Gel, Colour Cosmetics,
Deodorants, Hair Care, Hair Removers/Bleaches, Intimate Hygiene, Mass Fragrances, Men's Post-Shave, Men's Pre-Shave, Premium Fragrances, Skin Care, Sun Care, Women's Pre-Shave




/ RESEARCH & INNOVATION
RELEVANT INNOVATION FOR THE MOST DEMANDING BEAUTY CONSUMERS
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/ OPERATIONS
SUPPORTING HIGH GROWTH IN A VOLATILE ENVIRONMENT
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/ DIGITAL & MARKETING
NAVIGATING THE FUTURE 0+0 7
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E-COMMERCE SERVICE CENTRE %

ACNE-PRONE
SKINCARE ROUTINE SKINCARE ROUTINE

SCALE TO OU

*BUSINESS EXPERTISE AND TECHNOLOGY SERVICES,
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/ L'OREAL CONSUMER DIVISION

DEMOCRATISING THE BEST OF BEAUTY INNOVATION
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/ L'OREAL PROFESSIONAL DIVISION #1
ELEVATING PRO BEAUTY

CONTINOUS 1
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/ L'OREAL LUXE DIVISION #1
REDEFINING LUXURY EXPERIENCE

ELEVATING SERVICE+W ELEVATING BRAND W CONQUERING W
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/ L'OREAL DERMATOLOGICAL BEAUTY #1
MAKING SKIN HEALTH ACCESSIBLE TO ALL
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/ SAPMENA
HOME TO THE
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/ L'OREAL SAPMENA
ALREADY AN ENGINE FOR GROWTH
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/ L'OREAL SAPMENA
ON OUR WAY TO #1IN SAPMENA
-

TOP BPC MANUFACTURERS
MARKET SHARE SAPMENA
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L'Oréal SAPMENA Competitors ® 2023 =2030
Source:

1. Euromonitor extract Sept 2024;
SAPMENA = Algeria, Australia, Bangladesh, Cambodia, Egypt, India, Indonesia, Irag, Jordan, Kuwait, Laos, Lebanon, Malaysia, Morocco, Myanmar, New Zealand, Oman, Pakistan, Philippines, Qatar, Saudi Arabia, Singapore, Sri Lanka, Thailand, Tunisia, United Ar
Categories : Baby and Child-specific Hair Care, Baby and Child-specific Skin Care, Baby and Child-specific Sun Care, Baby and Child-specific Toiletries, Bath Additives, Body Powder, Body Wash/Shower Gel, Colour Cosmetics, Deodorants, Hair Care, Hair Remove
Hygiene, Mass Fragrances, Men's Post-Shave, Men's Pre-Shave, Premium Fragrances, Skin Care, Sun Care, Women's Pre-Shave
2. Sell-In evolution Index



/ L'OREAL SAPMENA

AND WE ARE JUST GETTING STARTED...
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