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Overview

Global Overview — Key Takeaways
* Beauty and Personal Care

* Home Care

Top Trends Shaping the Industry

Future Developments
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Beauty and Personal Care - Regional Overview,
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Key Drivers of the BPC Industry

Growing Science-backed Ingredients and Innovation and
convergence of beauty high hybrid approach
health and beauty concentration
products
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Top 6 Desired Product Features, Basic
Moisturisers, Global, 2019vs2024

35 - 35
30 -~ 30
25 - 25
X 20 - 20
]
® 15 - 15
(]
S 10 - 10
o
g s - 5
0 -0
5 - -5
10 - -10
O > Q
S NS &° G
ko‘% 0\? ) (,}‘\’6 & K\\ {(\&’b
Q}O \{\\Qo \OQO\ S\OK ’b\\* Oﬁ
N & <0 & & L
é’b \)Q {Q\’b é\e < >
S & & Q Y
S N &
<<}\

NN 2019 BN 2024 e—Eyol2019-2024

© Euromonitor International Source: Euromonitor International Voice of the Consumer: Beauty Survey, ed2024, n=1468

Natural or eco-
friendly beauty
lose importance,
whilst

dermocosmetics
and therapeutic
ingredients gain
popularity.
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Ingredient spotlight on winners

Skin Care Product Claims in Europe, 2023-2024
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Product Claim “Vegan” in Skin Care, Europe, 2023-2024
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Ingredient spotlight on losers

Skin Care Product Claims in Europe, 2023-2024
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Emerging and Developing Countries with Most Dynamic
Growth

Home Care - Regional Overview, 2024
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Private Label
benefits from
inflation
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Home Care — Growth Drivers

Self-care Continued high
products are consumer demand
growing faster for hygiene in
over time emerging markets

Brands respond
through
innovation
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Mood enhancing emerges as a
consistent self-care experiential
claim in premium positioning at
the top of the step-up structure ALL
| PURPOSE

SEA SALT & EUCALYPTUS

24 FL OZ (710mL)

Image source: Therapyclean.com
Source: Euromonitor Voice of the Consumer: Health and Nutrition Survey, fielded January to February
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Procter & Gamble introduces
mood boosting claims to its
leading air freshening brand

Image source: Procter & Gamble US
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Beauty Care Brand Diptyque Expands into Home Care with Line of Cleaning
Preducts

O
of those taking

supplements do
it for mood or
relaxation effects

? 50% of home
care companies
J/_O—\L think emotive
scents will
I — strongly impact
results

4th after quality,
price and
performance, next
comes appealing
scent in the key
buying factors
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Key Consumer Trends Impacting the Global Home Care Industry

Premlum vs Value e Channels

‘ 4

47% of global respondents plan to increase private label purchases 25% of global respondents consider social media influencers to be
|n the next 12 months influential when considering where to shop
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64% of global respondents indicated they are worried about 41% of global respondents participate in stress-reduction activities
climate change at least monthly

Sources: Euromonitor Voice of the Consumer: Lifestyles, Sustainability, Digital Consumer, and Health and Nutrition Surveys
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Overview

Global Overview — Key Takeaways
* Beauty and Personal Care

* Home Care

Top Trends Shaping the Industry

Future Developments
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BPC and HC Markets — Longer-term Shifts
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Consumer incentives
point to demands for
multifunctionality

Consumer interest in toward
holistic solutions will continue
unabated going into the
forecast period. Offering
options that meet consumers’
broad lifestyle considerations is
critical to build and sustain
loyalty.

E-commerce
innovations sustain
interest in key markets

The rise of DTC selling,
livestreaming, and social
commerce will continue to
drive growth f home care
products.
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