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Our promise

NielsenlQ delivers the Full
View, the world’s most
complete and clear
understanding of consumer
buying behavior that reveals
new pathways to growth.
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The Full View of the Beauty Marketplace
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Understand the purchase drivers within the full
omnichannel marketplace with more coverage: Beauty Supply, Department

Uncover blind spots and stay ahead of emerging trends
with a holistic view of beauty consumers

Stores, Drug, Grocery, Dollar, Mass, Club, Specialty, Direct to Consumer.....

Innovate to meet the ever-changing consumer demand
from sustainability claims, search terms to pack sizes

Win the digital shelf, improve sales performance and

assortment, supply chain Al solutions

Execute successful, data-driven strategies with access to global,
beauty industry experts and thought leaders

retailer collaboration through predictive analytics from cutting-edge profitability,

+390
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Markets Measured
Worldwide




Today's Sustainable
consumer

NIQ



Growing consumer concern around global warming escalating in 2019
Until COVID disruption but momentum has continued to build back

2011 2013 2015 2017 2019 2021
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Global Warming — Top Concern
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N I Q Source: The Conference Board Global consumer confidence in collaboration with NIQ and the conference board. (top concern only)
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Natural disasters

Climate related disasters

Floods & storms

Human lives lost

People impacted

Cost of disasters

4212

3656

2938

1.19M

3.25B

$1.63T

7348

6682

5288

1.23M

4.2B

$2.97T




Some sustainable behaviors have become a way of life

And others will become a greater focus in the future

Size of bubble - % who do each action Mainstream ad option
70%
Avoid vLaste
Eat leftovers
60%
Room to grow

50%
(<) Recycled packaging
P
>
5 40% : : :
= Niche/ Emerging behaviors
G_) Buy/ use 2nd Buy refill products
‘6 30% Buy local clothes & appli
e Buy sustainable bags Recycle garbage

groceries
-8 raiggcv(\)ntt Consume natural, healthy,...
— 20% Shop at hio/
§ organic stores . |mpa
_ Compost
a Support climate.. N—"
10% A - Buy eco appliances
Support, Make travel..
sustainable
0% events Buy eco fashion/ beauty
3.0 3.2 3.4 3.6 3.8 4.2 4.4 4.6 4.8
Once in a while (1) Sometimes (3) Frequency Most of the time (5)
N I Q Source: NIQ 2023 Sustainability Report - What actions, if any do you currently do to live a sustainable lifestyle? Which of these do you personally see yourself doing more
often in next 6-12 months? - GLOBAL
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US consumers hold brands, themselves and retailers to be most responsible
for sustainable progress

Farmers/
Producers
Vs 28% globally

Energy providers

Vs 25% globally Local government

Vs 28% globally

Retailers

44()/ Vs 29% globally Global/
O enviro agencies

Vs 24% globally

Independent accredited
Consumers sources

Vs 38% globally Vs 16% globally

O Technology providers
O - Vs 17% globally

Vs 46% globally '1& Which groups should be

L/ for making progress on Financial
~an Institutions

sustainability in your market? Vs 11% globally

NIQ n
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What makes a brand sustainable?

Is there a disconnect between companies and consumers?

Claims that make a brand sustainable
55%

50%
45%

40%

350 Soally

25%

20% How orted
Certifie@tainable Oio
15% o 'Irnsi'ity
FoII SG Pla sed

10%
20% 25% 30%

NIQ

Importance

Responsible sourcing

Protenatu al

esources

Reduced/ zero
waste

Kinder tonmemProduced using renewable

35%

Awareness

energy

40%

Eco-friendly

Biod

able

Justainable packaging

45% 50%

Size of bubble - % most important

© 2023 Nielsen Consumer LLC. All Rights Reserved.



Beauty Evolves
Sustainably

NIQ



Clean and Sustainable beauty continues to evolve

Clean beauty 1.0

 Ingredient focused
» Clean beauty

« Paraben-free, sulfate-free, phthalate
free

NIQ

Clean beauty 2.0

Sustainability focused

Vegan, biodegradable, refillable
packages

Plastic free beauty

Clean beauty 3.0

« Ethics focused
* Fair trade

« Ethical treatment, fair wages

© 2023 Nielsen Consumer LLC. All Rights Reserved.
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NIQ Free
from 23:

Free from 23

harmful ingredients including
parabens, sulfates, phthalates,
formaldehyde, mica, triclosan,
paba, and more

Total beauty & personal care $47.6B

Free from paraben $30.0B

Free from paraben + sulfates $20.5B

Free from paraben + sulfates +
phthalates $8.3B

NIQ Free from 23
$5.7B

+6.2%

+9.8%

+11.3%

+17.1%

+17.1%

12



Clean ingredients are widespread, animal welfare shows growth, sustainability on the leading

edge

Clean Ingredients

 Paraben Free
64.0% of BPC, +9.9%

e Sulfate Free
48.0% of BPC, +9.8%

* Phthalate Free
26.9% of BPC, + 15.7%

NIQ

Animal Welfare

¢ Humane
22.5% of BPC, +14.4%

* Vegan
26.3% of BPC, +11.6%

* Animal Welfare
22.5% of BPC, +14.4%

Sustainability

» Biodegradable
1.6% of BPC, + 14.4%

* Plastic free
0.1% of BPC, -0.7%

« Sustainable Packaging
6.7% of BPC, +3.8%

© 2023 Nielsen Consumer LLC. All Rights Reserved.
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Sustainably re-thinking beauty packaging

Shoppers are searching sustainably: 2

vacuum-seal & lfting effect |
use with your
favorite serum or cream

OO high-grode s:ﬁcoﬁc 3
with storage tin included N

m Refillable packaging +90%

i

m Aluminum Free +27%
m Reef Safe +26%
m Biodegradable +11%
m Solid Form +6%

Amazon.com Ulta.com Sephora.com
» Refillable packaging * Reusable +38% * Cruelty Free +35%

+96% * Cruelty Free +27% + Bar Form +22% 3 ey ) !
* Reef Safe +32% 1 ‘ | -4 _ B

once, reflil for life

uy
S0% LESS PLASTIC

N I Q Source: NIQ Emerging Attributes, Personal Care, Search Volume % chg, Dec 2022 -Feb 2023

© 2023 Nielsen Consumer LLC. All Rights Reserved. 14



Clean beauty
enthusiasts
interested in
sustainable
claims

NIQ

I-

Topics mentioned by those who posted about clean
ingredients on Instagram

non-toxic

natural formulations
renewable energy
conscientious
recyclable
greenwashing
EWG verified
compostable
nothing artificial
reef safe

plastic free
preservative free
landfill
carcinogens
carbon footprint
toxin free living
animal testing
hormone health
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H Penetration Percentile

Source: Social Standards via Instagram, Jan 2022

{23} social standards

100
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Clean and cruelty free top among younger and older generations; vegan while lower

consideration above average index with younger generations

What characteristics do you look for when purchasing beauty products?

Boomers /

Gen Z Millennials Gen X Traditionalists
Clean 43.6 39.5 30.6 32.3
Cruelty free 35.6 37.2 37.7 27.4
Natural fragrances 33.7 24.1 17.7 26.6
Paraben free 29.4 30.0 21.9 18.0
Sulfate free 28.2 26.1 20.8 18.6
Phthalate free 19.0 20.6 12.8 9.6
Biodegradable packaging 15.3 13.4 10.6 6.9
Fair Trade 13.5 13.4 7.9 9.1
Vegan 11.0 11.5 7.2 3.5
None of the above 25.8 30.4 41.1 40.3
INBQU o S s o e oo o s b prss, s st o 201

© 2023 Nielsen Consumer LLC. All Rights Reserved.
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How to move forward

Sustainability is top of mind for beauty consumers, and they are overwhelmingly
putting their dollars behind their interest in the cause. But the market can be
confusing, and shoppers can easily get confused by

As a manufacturer or retailer, how can you make the shopping process easier for your
consumer, while reassuring them that you are taking steps to

Sustainability is here to stay; how will you evolve with it?

NIQ

© 2023 Nielsen Consumer LLC. All Rights Reserved.
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Sustainability
means different
things to people

Better for the planet

Protecting natural resources

Reduced pollution/ clean environment

Cutting emissions

Protecting wildlife

Better conditions for workers

Giving back to society

Better for minorities

61%

57%

54%

45%

43%

33%

26%

15%




Consumers trying to live sustainably

Eat leftovers, rather than throwing away

Only buy what | need - avoid waste

Minimise electricity usage where possible

Consciously separate garbage for recycling

Take own/ reusable bags when shopping

Use refillable containers/ buy refill products

Try to buy products with easy to recycle packaging
Consume healthy products eg local/lhome-made not processed
Buy products that are locally made/ sourced

Buy/ use secondhand clothes and appliances

Buy eco/ sustainable/ energy saving appliances

Buy grocery products with sustainable credentials if possible
Make travel decisions to minimise enviro. Impact

Support climate/ environmental charities

Compost

Boycott certain brands due to negative enviro. Impact

Buy eco/ sustainable fashion/ beauty

Support, attend events with sustainable principles/action

Shop at bio/ organic stores

N I Q Source: NIQ 2023 Sustainability Report - What actions, if any do you currently do to live a sustainable lifestyle?, USA

11n 20

say they take NO
action to live sustainably

© 2023 Nielsen Consumer LLC. All Rights Reserved.



Sustainability is one of many things considered when shopping

But becoming increasingly for many — however US is behind global benchmark

Most important things when choosing a brand Change in importance v. two years ago

Most important Affordable/ lower prices [ 15 L 42% 27% 21%
A Global

Safety & Hygiene guarantees _ 1123?-71
. . United
Healthier options T 50 United 26% 209
Trusted/ familiar brand ‘1%3 2
= Much more important u A little more Important
Environment friendly/ sustainable -87 11.2 m Stayed the same ie. Always been important E Less important
Superior, high quality ‘01&.4 Much less important Don't know/undecided
Private Label - 565.34
Local country origin [, 2.6 Importance of Sustainability TODAY
Social impact " ,%9
' 55% 37%
. y ) Global : :
Niche, specific needs - 2:8
Luxury/ indulgence . 22f' _
_— United 47% 37%
Unique & different : States
! 25 = Global
i 4 . .
Least important Foreign/ os products  [if 14 =US m Very important m Somewhat important
m Not at all important ® No opinion

N I Q Source: NIQ 2023 Sustainability Report - What actions, if any do you currently do to live a sustainable lifestyle?, USA

© 2023 Nielsen Consumer LLC. All Rights Reserved.



Integrating clean ingredients
Hitting the sweet spot of high growth & rapid product expansion

120%
100% .
’ ‘ Aluminum Free
2006 Biotin

' Sulfate free

60% . Amino Acids

. -
Rose Extract* Jojoba Qll

“Growth Drivers” — U.S. Sales vs. 3YA

Almond Oil*

40% ®

Agave* Antioxi

Banana*

205 | @ Avocado Oil*

Vanilla Extract*

0%
2,000 4,000 6,000 8,000 10,000 12,000 14,000 16,000
N IQ “Total Products in Beauty & Personal Care”- Count of UPCs

Watching:

Kale

Rose Ol
Antioxidants

Algae

Ginger

Sunflower Oil
Dandelion
Plant-based Protein
Acal

And more...

) ] Bubble size denotes total sales in L52 week All attributes represent claims STATED on package unless indicated by an * symbol
© 2023 Nielsen Consumer LLC. All Rights Reserved. Source: NIQ Retail Measurement Services, NIQ Product Insight, powered by Label Insight, Total Store; Total US XAOC; 52 weeks W/E 12/31/22 vs 3YA
© 2022 Nielsen Consumer LLC. All Rights Reserved.
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Stay Connected

Anna Mayo
VP, NIQ Beauty Vertical

anna.mayo@nielseniq.com

LinkedIn: https://www.linkedin.com/in/anna-mayo/

Have a question for Anna? Ask Now

NIQ
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Explore NIQ’s Full View of the Beauty Industry

4 Beauty Inner Circle
. Explore reports, thought leadership and more! Learn More

Sign-Up

\\ Newsletter Sign-up
\

a3 Get the latest Beauty and Personal Care reports and industry updates emailed monthly.

NIQ Beauty Trailblazer
Creating equity in access to data for minority-owned beauty brands.

Learn More

NIQ
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