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The Beautyinthe World | Accelerating growth from2022 to 2023 -
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Atwo-speedworld growth

Beauty and Wellness Market size by region
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Growth
‘18-22

£25.2 +49%

Eastern Europe

+2.4% | +2. 0%

North Amerlca

71%|+69°/ ] f._

s
+1.2% | +19.9% *’

M-E ar'ld Africa

+8.6% | +1.47%

Growth
'22-23

+5%

Asia Pacific

+38% | +3%

Australa5|a

+4.8% | +3.2%
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Top 4 categories account forover 350€B-70%

CAGR
. 2018-23

4B Skincare | 4%

RN | Haircare | w43

527 en -8B | Colorcosmetics | 2%
Beauty & Personal Care __' Fragrances | 0%
Valug2023 —JBE  Men'sgrooming |«
—E  Oralcae |

—JBE  BathGShower | 5%

— B Otherproducts | 5%
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CAGR

2023-28

+6%



Mass and premiumexceeded 2022°s growth... 2.

Mass e
CAGR18-23:+4.9%

Premium

CAGR18-23:+5,9%

2017 2018 2019 2020 2021 2022 2023

..but premium Is ramping up
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TheItalian Beauty Sector accounts for 3% Of tC

Beauty
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Beautyiniialy
2022-2028
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Growth Championis Italian Beauty

World (23-28) Italy (23-28)

Beauty +6,3%

The Growth of Italian B saut)
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BODY is the new ICU
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675 m follower

Huda Kattan HUDIREALTY

43,7m follower

T0PBeauty lnfluencers
mnrluencer sBeaity brang

Nikkie de Jager Ninpa

by Nikkie rials

The Rlse of Digital Native Brands
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The aspiration of luxury goes through make-up and se
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Generations Gender
Culture & Religions
Ethnical Groups
Wealth Categories

- An opportunity for Beauty; a Threat for Other
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Marketing Sponsorship

InnovationandResearch

Performance
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(+100%) of searches of searches of searches
""""""""""""""" inthelast Inthe last inthelast
12 months 12months 12months

15 Oct 2023

26 Dec 2021

Skincare Routine, an Italian Deal
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O1.14m What [Am
2. Fram nfluencer to Gréator <
03, TheLipStick Effect i
04, Rubick s Cube
05. The Active Beauty
6. Skincare Routine: e New Mantra |
7. Third Parties: the future of Beauty

' Mhe ] Gunne Charger..

Reason for Italian Success & = ¢
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4 Trends will continue to shape the Industry

Beauty Science Pure Beauty Inclusive Beauty ., Digitally Native
With consumers demanding ~ Consumers want to know Consumers-are seeking Consumers are looking for
efficacious products, what is In their products products that cater to their authentic
brands are incorporating and that they are needs, regardless of their recommendations and
science and technology into  “good for me, good for gender, age, ethnicity, convenient purchasing
development the planet” religion or condition journeys
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5. BUILT TO LAST

(governance and capitalization) ~ W’7

3. B2B CORE /

BUT ALSO B2C 4. GOING

1. PREMIUMIZE o REALLY GLOBAL

IN MASS SEGMENT

°" 2. ADDRESS
/ WELLNESS STATE
Neow
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Key recommendations for Italian Beauty §&
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