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In this industry, we think of "Hispanic" and "Beauty" almost synonymously. But why?

We can look at the data and see how Hispanic consumers are more engaged consumers, paired with a growing population and
buying power. We frequently talk about finding our way to consumer spend. But to understand how to engage with Hispanic beauty
consumers means more than just a share of wallet.

Hispanic consumers are not one-size-fits all, and it's not just because of the diversity of appearance, although that does factor in
heavily. Hispanic shoppers are so diverse that there is no guarantee that the person sitting next to you is if NOT of Hispanic descent,
simply based on what you can observe: appearance, accent (or lack thereof), or their name. What this does mean is that there is no
single aisle, product, or ingredient that can meet the needs of all Hispanic consumers. And it doesn't end there.

How Hispanic consumers approach our beauty decisions is deeply influenced by our country of origin, our acculturation, our
families, by our heritage. But perhaps most of all is our pride in our appearance, which is deeper than just vanity. It is dignity.

Gaining a "better" understanding of the Hispanic beauty consumer means understanding nuance. It means understanding that
Hispanic shoppers are not made of fractions, but layers. It also requires not only embracing diversity, but also acting on it.
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A note on terms

The terms Latino and Hispanic are often used interchangeably and have significant
overlap in the populations to which they refer

Latino

includes Brazil,
but does not
include Spain.
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Argentina
Bolivia « Brazil «

Chile « Colombia
Costa Rica+» Cuba
Dominican Republic
Ecuador « El Salvador
French Guinea » Guadeloupe
Guatemala « Haiti « Honduras
Martinique « Mexico
Nicaragua » Panama
Paraguay « Peru
Puerto Rico
Saint Barthélemy
Saint Martin
Uruguay
Venezuela

Hispanic
includes Spain,

but does not
include Brazil.




The U.S. Hispanic
population
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Hispanic American households are a young and growing group

Total population

62M

19% of U.S. pop

$55k

Average HH income

$

Data Source: Natural Marketing Institute Multicultural Whole Living Segmentation Survey September 2021
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Average age

47%

Millennials

Youngest of the
multicultural groups
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49%

of Hispanic HHs
have children under
the age of 18

39%

have college + degrees
compared to 32.9% of
total U.S.

1.5x

more likely to be caring

for grandparents




Hispanic American population is projected to grow by 50M over the next
40 years

Hispanic population to reach 111 million by 2060
Projected Hispanic population 2020 to 2060

105.6M | 111.2M
99.8M
93.8M
87.6M
81.2M
74.8M
68.5M

11 I I
1 2 3 4 5 6 7 8 9 10
18% 19% 20% 21% 22% 23% 25% 26% 27% 28%

Percentage of U.S. population

Source: https://www.census.gov/library/visualizations/2018/comm/hispanic-projected-pop.html



https://www.census.gov/library/visualizations/2018/comm/hispanic-projected-pop.html

Hispanic buying power is increasing

Hispanic buying power 2000-2024

4 $495 billio 2 8%

3 $1.0 trillio 5.7%

2 $1.9 trillio 13,97

$2.3 trillion

13.1%

0% 2% 4% 6% 8% 10% 12% 14% 16% 18% 20%

M Hispanic % of total U.S. buying power

Source: Selig Center for Economic Growth, Terry College of Business, The University of Georgia, June 2019 / August 2021

From 2010 to 2020, Hispanic buying
power increased by 87%, outpacing
non-Hispanics, who increased by 41%
during the same time.

People of Mexican origin make up the
largest Hispanic subgroup in the U.S.
They account for 56% of U.S. Hispanic
buying power



Continued growth in the coming decades

% contribution to total population growth by race/ethnicity

3 2%

2 -18%
1 -27%
-50% -20%

m Seriesl

Source: 2018 American Community Survey
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53% | 19% 8% +11.6M

65% @ 21% @ 22% 11% +48.8M }
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Latinos will contribute more growth than
any other population segment, a factor
compounded by a projected growth
decline among the non-Hispanic White
population.

For the next 40 years, Latinos will be
the primary contributors to total U.S.
population growth.

Comprising 53% of the growth in just
the next five years and 68% of the
growth by 2060.




Majority of U.S. Hispanic population is of Mexican origin

Births, not immigration, drive population gains

Area of origin
% of U.S. Hispanics

U.S. Hispanic population growth drivers

B Mexico
61.5% \

Central America
9%

Puerto Rico

9%

South America
7%

Cuba

4%

Other
9%

Source: U.S. Census Bureau, 2019 & 2010 American Community Survey
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9.6 913
8.1

7.0 6.5

3.5

Seriesl m Series2

Note: U.S. birth and immigration figures reflection additions to U.S. Hispanic pop. Deaths

and emigration not shown

Source: Pew Research Center tabulations of 2000-2019 American Community Survey; 1990s
from Pew Research Center historical projections



Most Hispanic adults speak at least some Spanish at home
Connecting in Spanish is often a cultural identity-defining choice

Language spoken at home and United States-born Hispanics by age

Il Speak any Spanish at home Speak only English at home B U.S. -born

25%
31%
40% Spanish language use remains strong across all

age segments, even as the share of U.S. born
75% 60% 69% Hispanics grows.

When and where Latinos choose to connect
through language comes from a desire to
connect with culture.

Connecting in Spanish is a choice—a

meaningful and purposeful connection with

trusted channels, content and dialogue.
24% 94% 71%

Total adults (18+) Under 18 18-34

Source: 2018 American Community Survey
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Hispanic population more multi-cultural vs. total U.S.
Latest Census methodology had enhanced the ability to count “other race” and “2+ races”

Total U.S. Hispanic

61.6

=l m2 m3 4 m5 m6 ml 2 m3 m4

Source:Decennial Census 2020 U.S. Census Bureau
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The higher the generation, the less they identify as a Hispanic &
more as a "typical American"

The terms Latinos use to describe their identity differ across A large majority of Hispanics who are third or higher generation
immigrant generations see themselves as typical Americans
% saying they most often use ____ to identify themselves % saying they think of themselves as ...

E
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6 33

33 1 21
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Note: Foreign born includes those born in Puerto Rico. Second generation refers to those born in the 50 states or District of Columbia to at least one foreign-born parent. Third generation refers to those born in the 50 states or D.C. to parents
who are also U.S. born. No answer responses not shown.

Source: National survey of Latinos conducted Dec. 3-23, 2019.

Source: Pew Research Center: The ways Hispanics describe their identity vary across immigrant generations, Sept 2020
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The importance of origin decreases for later-Gen Hispanics
First-Gen Hispanics are more familiar with their origins than 2nd- and 3rd-Gen

For Hispanics, importance of origins slips across immigrant generations

% of Hispanic adults saying___, by immigrant generation

[l Second generation [ Third or higher generation Immigrants All Hispanics
They are very familiar u _ 77
with their origins L

65 75 83

They feel a strong
connection with their - — 71
family’s cultural origins 63 71 81
Their origin is central to
their identity - 54

0 47 51 61 100

Note: Hispanics are of any race. Second generation refers to people born in the U.S., Puerto Rico or other U.S. territories with at least one immigrant parent. Third or higher generation refers to people born in the U.S., Puerto Rico or other
U.S. territories of parents also born in the U.S., Puerto Rico or other U.S. territories.

Source: Survey of U.S. adults conducted Jan. 3-13, 2020.

“Black and Hispanic Americans see their origins as central to who they are less so for white adults”

Source: Pew Research Center: BLACK AND HISPANIC AMERICANS SEE THEIR ORIGINS AS CENTRAL TO WHO THEY ARE, LESS SO FOR WHITE ADULTS, Sept 2020
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58% of Hispanics in the survey said they considered their race
as “White”

More than half of Hispanics say their race is White

% indicating their race is ___, among those who say they are of Hispanic, Latino or Spanish origin in survey question modeled off the 2020 census
Hispanic question

58
5 65
49
7
4 7
7
4
3 3
3
3
c 2 3
2
36
1 30

44

H Series3 W Series?2 ©Seriesl

Note: Respondents could select more than one answer. Share of respondents who didn’t offer an answer not shown.

Source: Survey of U.S. adults conducted Jan. 3-13, 2020.

“Black and Hispanic Americans see their origins as central to who they are, less so for White adults”

Source: Pew Research Center: BLACK AND HISPANIC AMERICANS SEE THEIR ORIGINS AS CENTRAL TO WHO THEY ARE, LESS SO FOR WHITE ADULTS, Sept 2020
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Hispanic beauty dollar volume grew 15.2% since last
year, outpacing total U.S. beauty growth of 13.3%

Dollar Sales % Chg vs YA

+15.2%
10.2 B
8.8B
1 2

Source: NieslenlQ Omnishopper 104 weeks ending 7/16/22; *Beauty = Cosmetics & Nail Grooming, Facial Skin Care, Fragrances, Hair Care

Hispanics make up
17.0% of Beauty
households, but spend
20.3% of the dollars
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Hispanic consumers express high levels of concern about rising prices

How concerned would you be if prices were to increase for Hispanic consumers are more likely to say they’re purchasing less
everyday items over the next 12 months? expensive name brands or only buying essentials:
. ) . . Which of the following activities, if any, have you been doing to reduce your
Hispanic Non-Hispanic expenses? Please select all that apply.
Extremely concerned 53.4 46.5 Hispanic Non-Hispanic
Only buy items on sale 30 29.3
Very concerned 255 27.7 Use coupons when | shop 43.4 42.6
Stock-up when items are on sale 49.1 52.2
Somewhat concerned 15 18.7 Seek out stores with the lowest prices 39.7 37.9
Buy store brand products 375 38
A little concerned Buy less expensive name brand products 34.6 28.7
Shop more often at discount retailers 24.4 20.8
Shop at stores closer to my home 26.8 255
Travel less to save on gas expenses 38.6 38.3
Buy larger sizes for a better value 27.4 25.1
Shop online 241 235
Purchase smaller sizes with a lower unit price 13.7 10.2
Shop at retailers with loyalty points 26.9 27.8
Price match or ad match to get lower prices 19.8 17.1
Buy less expensive alternatives (e.g., lower priced 341 278
cuts of meat)
Only buy essentials 39 32
Other (please specify): 14 15
None of the above 6.6 10.4
Source: NielsenIQ Inflation Concerns survey fielded in May/June 2022 17
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Despite strong concerns about inflation, outsized spend across all dept
remains strong

$ % Change vs. YA — L26W

H Seriesl Series2
25%
20%

15%

10%
0% || ||
0 . .

-5%

-10%
N Vv o % o © A ® oY Q N K R > RS o A

Source: Target Track — 26W ending 8/6/22 vs YA



Hispanic shoppers spend more on beauty per year and shop more
frequently

Dollars per year Dollars per trip Trips per year

Total U.S. $222 $15.01 14.8
19% more +$0.37 more ~2 more trips
Hispanic $265 $15.38 17.2

Source: NieslenlQ Omnishopper 52 weeks ending 7/16/22; *Beauty = Cosmetics & Nail Grooming, Facial Skin Care, Fragrances, Hair Care
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Hispanics have higher involvement across key beauty categories

Cosmetics and Nail Grooming  Hair Care _

117 $ index 118 $ index 109 $ index
Individual penetration: Individual penetration: Individual penetration:
86% Hispanic vs 85% Total US 90% Hispanic vs 90% Total US 55% Hispanic vs 51% Total US

Hair Color Facial Skin Care

129 $ index 103 $ index

Individual penetration: Individual penetration:
40% Hispanic vs 34% Total US 68% Hispanic vs 65% Total US

Source: NielsenlQ Omnishopper, Data 52 we 07/16/22, Total Outlets, Dollar Index & Individual % Penetration

20
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The tendency to color hair at home is high but
diminishes the younger you are

Almost half of surveyed Latinas currently have colored hair.

68%

of those with colored hair have purchased HAIR COLOR in the
past 6 months

This suggests a high tendency for Latina women to color their own hair at
home, rather than visiting a salon for hair color.

In particular, older women with colored hair are significantly more likely to have purchased hair color, while fewer young
women with colored hair have purchased color—suggesting that younger Latinas are more inclined to visit a salon for their
hair color application.

% of women with colored hair who have purchased color in the past 6 months

Series3

Series?2

Seriesl 20%

53%

87%

Q: Which of the following haircare products have you purchased in the past six months? Base: Jan 2022 Latina sample WHO HAVE COLORED HAIR (n=190)
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Though the average Hispanic HH spends more, share of wallet across
key categories is similar toTotal Market

Cosmetics and Nail Grooming 34.3% 33.6%
Hair Care 35.3% 34.9%
Facial Skin Care 19.6% 16.9%
Styling 5.6% 5.1%
Hair Color 5.1% 5.5%

Fragrances 10.7% 14.6%

Source: NielsenlQ Omnishopper, Data 52 we 07/16/22 Total Outlets, Dollar Market Share



Latinas are proud of their culture and heritage—but
for many this means their specific country of origin

rather than a unified sense of Latinx culture

While most said that they are proud of, and celebrate their cultural heritage, a majority also indicted that their cultural identity is tied more
to the country that they or their family comes from, rather than Latina/Latinx as an umbrella culture. Latinas are divided over whether or

not Latinx culture exists, or whether it is a tapestry of distinct and unique Latin American cultures.
B Agree

B Strongly disagree

3% 2%

| feel proud of, and
celebrate my

cultural heritage

79%

Agree or strongly agree
5% disagree or strongly disagree

M Disagree M Neutral

7%
18%

14%

| identify more
strongly with my

country of origin
than Latinx.

26%

43%

Agree or strongly agree
21% disagree or strongly disagree

Q: How much do you agree or disagree with each of the following statements, Base: Jan 2022 Latina sample (n=450)

© 2022 Nielsen Consumer LLC. All Rights Reserved

B Strongly agree

13% 14%

There is no such
thing as Latinx
culture—it varies
widely based on
country of origin

19%

36%

31%

Agree or strongly agree
33% disagree or strongly disagree
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Well known products rise to the top of her preferred brands

0N WNRE

15%

18%

Latina women’s most preferred skincare
and personal care brands include:

Neutrogena
Dove

Olay

CeraVe
Aveeno
Nivea

The Ordinary
L'Oreal
Cetaphil
Bath & Body Works
Jergens

37%

Q: What are your favorite skincare and other personal care brands (i.e.. skincare, body cleansing, suncare etc.). Please list as many as you can (open-ended) Base: Jan 2022 Latina sample , excluding those who do not buy (n=444)
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Prominent Mass US brands, Nivea, Pond’s, H&S lead across countries
#1 Brands by Category

Country HBL Facial Skin Care Hair Care

) . , Head &
Mexico Nivea Pond's Shoulders/Pantene ] @
Peru Nivea Pond’s Head & Shoulders
Costa Rica Nivea Nivea Head & Shoulders
Central America Nivea Pond’s Head & Shoulders

. ) , Head &

Colombia Lubriderm Pond’s Shoulders/Savital
Argentina Dermaglos Dermo-Expertise Elvive

NielsenlQ RMS MAT
Hair Care Mexico = Shampoo, Post-Shampoo, Hair Care Colombia = Shampoo, Conditioner, Central America = Honduras/Guatemala/Nicaragua/El Salvador/Panama/Costa Rica
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Brand trust and familiarity lead in drivers of purchase <

© 0 N o o b~ W N P

U o e =
w N B O

14

27%
23%
19%
17%
16%
13%
9%
2%

33%
32%

37%
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46%

43%

40%

When choosing hair and beauty
products, the factors that have the
most influence on Latinas’ product
choices include:

m Brand trust

m Familiarity and positive past experience
with product or brand

m Formulated to suit their hair or skin type
m Natural ingredients
m Scent

m Pricing

Q: When shopping for HAIR AND BEAUTY products, which of the following factors/s have the most influence on your choice of products? Base: Jan 2022 Latina sample (n=450)
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In Mexico, big multinational manufacturers dominate the top 5 across
categories

Mexico — Top 5 Brands by Category

Facial Skin Care Shampoo

H] m?2 m3 E4 m5 EG H] m2 m3 4 m5 EG6

HBL Post-Shampoo

ml 2 3

]l m2 m3 m4 m5 m6

4 u5 m6

Source: NielsenlQ RMS MAT
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The Latina Beauty
Consumer: Her needs
and her brands

28



Hair needs prioritize moisturization and repair

© 00 N oo 0o A w N
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Q: What are your general hair needs? Base: Combined Latina sample (n=683)

48%
45%

&
A, N
¥arionk”

The leading hair needs for Latina women are:

Moisture / hydration (48%)
Frizz reduction (45%)
Repairing ends (42%)
Hair growth (39%)

S

Repairing damage (36%)
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Beautiful

Healthy
Strong

Stylish
Manageable

Reflects my personality

Average

#1 word Latinas would choose

to describe their hair (37%)

Size of font is proportional to number Hard to manage
of respondents who selected it
Wild / unruly
Damaged
Dry
Unattractive

Becoming healthier

Mostly healthy

Q: Which words would you use to describe your hair? (Select up to 5) Base: Combined Latina sample (n=683)
© 2022 Nielsen Consumer LLC. All Rights Reserved




62% of Latina women
wear makeup
at least once per week

29% wear makeup daily

29%

Q: Please indicate how often you do each of the following: Base: Jan 2022 Latina sample (n=450)
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When recalling her favorite cosmetics and beauty brands, many mass
brands rise to the top

©O~NOUMWNR

13%
12%
12%
10%
10%
6%
6%
5%
4%
4%
4%
4%
4%
4%
3%
3%
3%
3%
3%
3%
3%
3%
2%
2%
2%
2%
2%
2%
2%
2%
2%
2%
2%
2%
2%
2%
1%
1%
1%
1%

14%

Latina women’s most preferred
cosmetics and beauty brands include:

Maybelline New York
Covergirl

e.lLf.

MAC

L'Oreal

Revlon

Clinique

Tarte

Wet n Wild

Too Faced

Bath & Body Works
Victoria's Secret Beauty
OPI

30%

Q: What are your favorite skincare and other personal care brands (i.e.. skincare, body cleansing, suncare etc.). Please list as many as you can (open-ended) Base: Jan 2022 Latina sample , excluding those who do not buy (n=444)

Jp'\"‘l Tiowk
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When expressing skin concerns, her skin type is the biggest priority

10

11

12

13

1%

39%
38%
35%
34%
32%
31%
27%
25%
23%
21%
20%

16%

Q: What skin concerns do you have, or look to address, with your skincare routine? Base: Jan 2022 Latina sample (n=450)
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The leading skin needs or concerns for
Latina women are:

Dry skin

Oily or combination skin
Sensitive skin

Acne

Ageing

Sun protection

33



Minority- or Latina-owned brands, and products
created specifically for Latinas, are not overly
important considerations in purchase decisions

However Latinas with more textured hair are more likely to consider these factors in their purchase
decisions. Women with chemically altered texture are also more likely to look for products created for their
ethnicity, while young Latinas are more likely to look to support minority owned brands.

% indicating “created for my ethnicity” is influential in purchase decisions

53%

22% 22%

11% 12%

1 2 3 4 5 6 7 8 9 10 11 12

% indicating “minority-owned brand” is influential in purchase decisions

33%
14%
7%
_._- e
1 2 3 4 5 6 7 8 9 10 11 12

Q: When shopping for HAIR AND BEAUTY products, which of the following factors/s have the most influence on your choice of products? Base: Jan 2022 Latina sample (n=450)
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Brick-and-mortar mass merchandisers and drug stores are her lead

destinations for beauty

Haircare products Skincare and personal care
54%
38%
36%
33%
26%
18%
25%
22%
20%
14%
8%
14% *
B 5%

I 2%

| 1%

o\C So
<% Lon

Cosmetics and beauty

e 5"\’4

46% o
37%
33
34%
21%
16%
22%
19%
18%
12%
B 5%
| _15% g
B 5%
| K8
|

II IIHII

Walmart is the #1 retail channel for Latinas to purchase each of these BPC categories, followed by Target in-store

Q: Where do you buy haircare products? Base: Combined Latina sample (n=683)

Q: Where do you buy [skincare and other personal care products (i.e.. skincare, body cleansing, sun care etc.)] / [cosmetics and other beauty products (i.e. makeup, nail polish, fragrances)] ? Base: Jan 2022 Latina sample (n=450)

© 2022 Nielsen Consumer LLC. All Rights Reserved
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How can brands and retailers better meet Latina needs?

Quality

Ingredients

Availability

<,
%, .
aq nou"\'

Information

Direct quotes

There could be more
coupons available on their
apps to shop for beauty
products

Lower prices or discount or
coupons

Some of the brands are too
expensive for very little bit of
product; | feel like they
should put more product
depending on the prize for
creams for example

Promotion sales so that |
can try more products
without feeling that | may
waste my money

Products for curly hair in
Hispanic are very expensive
and usually you don't find
those products at the store

More coupons and or
loyalty programs

More affordable, their better
products cost a lot of money

Try to make something that
actually works

To target the problem
area, and really make a
difference in fixing it

Price and quality. | know
you get what you pay for but
| cannot afford specialty
beauty shops

More products that actually
do what they say

If brands can make long
lasting results

More quality in all products

Better formula, and
coverage with makeup and
hair products. Making it
healthier to use

Use of way more natural
ingredients that wouldn't
cause damage if often used

Use healthier ingredients

To stop lying about what's in
their products. | want
paraben free and silicon
free products

Reliable ingredients that
proven scientifically work. |
also love more natural
ingredients being promoted

If they have better
ingredients

More natural oils in
everything

Make more natural
products

If they would do all natural
things instead of chemicals
and animal cruelty

Have more organic products
that deliver the same results
or meet our needs

We need all the options at
the store

Provide a wider variety of
products

Offer more brands that may
not be well known but are
good quality and reliable

Keep everything fully
stocked at all times

I'd love to buy everything |
need in one place instead
of having to get them online
and wait for it to come in the
mail or have to run around
town to several different
stores

I wish there were more of a
variety of ethnic haircare
products in the stores | use

Having a wide variety of
product for all different
needs is very important

With a test of the product
before your purchasing, with
real evidence of how it
works on you, with show
rooms

Honest claims

In a perfect setting it would
be nice to have a Beauty
Rep readily available.
Maybe an online application
where you can FaceTime
one while your shopping.
They can help you make the
best choices or decisions
with you

If I had someone help me
find the best products |
would

| think showing more real
people using them and
showing us how they work

Explain more of what type of
skin its for

Be more specific when
saying the features and
benefits of the brand.

Q: How could your hair, skin, or beauty needs be better met by retailers or brands? Please be as specific as possible. Base: Jan 2022 Latina sample (n=450)
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Thank you.

© 2022 Nielsen Consumer LLC. All Rights Reserved.

37



