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ATruly Global Growth Opportunity cocicon | e

Beauty and Wellness Market size by region £€25.2 +4.4% +8,0%
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Clear Market Growth Drivers

Premiumisation
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Consumers Premium disruptors Deals
Beauty Multiple

Digital-first Value

+197% CAGR*

WW E-comm
2017-22

* L B H H H
m o E 2017-2022. Source : Eurg ooooooo April 2023, KPMG Analysis 8
**2022 market reached deal multiple of 16x vs S&P 500 average 14x.
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Digital First| E-commerce is the fastest growing channel

Global Beauty and Wellness Market spiit by Channel
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Gen Z online spending increased by
9% from 2017 to 2022, whilst

Y% in-person spending declined by 10%.
Gen Z have a strong purchasing
power, and are predicted to represent
a quarter of global income by 2030.

Growth

SHENE (CAGR 2017-22)

E-Commerce +15.4%

Store-Based Retail (2.3%
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Digital First| Brands have leveraged on digital & social media to succeed

YouTube launches
and the beauty
community begins to
grow, with creators
sharing tutorials and

Platform »

reviews
& 3 Voulube
Late Mid-to-late

Instagram launches
as a platform for
sharing photos and
videos

©)]

October

TikTok launches
outside of China and
introduces short-
form video content

J

September

Instagram launches
shoppable posts. A
way for consumers
to buy simply and
directly through the
app

(O

October

J

Throughout

TikTok shop
launches in June,
consumers can now
purchase items
directly through the

app

a

1990°'s — " 20005 — "2010 — " 207 — 2017 — 2020 2022

Michelle Phan, often
credited as first
beauty influencer,
launches her
channel before then
launching EM
Cosmetics

@ EM COSMETICS

Sephora sets the
tandard for beauty
online as it'’s
nches best in

s website, which
still key to their
success today

 Brand§ .
engagement

SEPHORA
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The birth of
influencers whose
primary source of

income is from
brand partnerships,
giving brands new
ways to engage with
consumers globally

J

Fenty Beauty use
beauty influencers
on TikTok to create
content, generating
a significant brand
following soon after

launch

FEWUTY BEAUTY
AAAAAAA

Summer Fridays
uses shoppable
reels to show how to
use it’'s products
which link straight
through to purchase

SUMMER FRIDAYS

Brands like CeraVe
capitalised on
consumers staying
home and launched
a skin challenge on
TikTok — resulting in
+82% product sales
growth

FIFYF OPFT WATH DERMATES nr@

Unicorn Cosmetics
linked it’s video
shopping ads to the
shop. Conversion
was up 18% and
cost-per action down
by 17%

4/// UNICORN

iy / COSMETICS
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Chinahas the highest share of people who buy luxury products

Share of respondents who buy premium or luxury cosmetics & body care
China ®
Austria. < 0% \
Switzerland 1G9 %o '
Italy 2 1 000
Germany <A 1590
18%
Canada 18%
UK = 1 79
16%

Spain &
France 1IN 12%

“In which of these product categories do you also buy premium or luxury items?*
Sources: Statista Global Consumer Survey 2021; Data from: D
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From14.2x to(i2) global avy. deal multiple inten years

Average Deal Multiple

——Private Equity —— Strategic Buyerse ¢ «Overall Average

20,6

2013 2014 2015 2016 2017 2018 2019 2020 2021 2022
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talians believe in Brands...

Brand awareness of cosmetic & beauty

Relevance of low price for purchase decisions

ltaly France THEEEE 30%0
Spain
China *:
France
us Switzerland  + G 2/
Canada (JHEIIEGEGEEEEEEE S o UK N 2300
Switzerland -+ >/ China “ 1IN 2>
UK > 0500 Germany G 1%
Germany - 2% Austria = J 2nos

Austria =GN >~ Italy 1 |
..asS well as are the least price sentitive )

m per E Sources: Statista Global Consumer Survey 2021; Data from: December 2021
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Looking ahead: The Future of Beauty
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Looking ahead: Game Changers

J.Generation

From «Anti-aging» to

«Pro aging» Beauty-

care meets different
generations

1. Communication ~
Nothing is as before: /
paradigms are

queSin:V 2 Distribution

The new customer Is
Omnichannel
This is the challenge
for distribution
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b, Gategory Stretching

The «Cosmetic Culture»
from Mass Market
to Luxury

4.)lewLifestyle
LOAS

Lifestyle Of Health
And Sustainabilty




Looking ahead: 3 things to do

Continuously evolve core business to capture structural beauty
industry shifts to capture sustainable top line growth

Use M&A and JVs to capture structural beauty industry trends and
critical capabilities above and beyond what is possible in core business

Ensure that decisions made today build your business
for the long-term future state

m per E
MILANO BEAUTY WEEK



M per B
MILANO BEAUTY WEEK

IhanKy

Roberto Giovannini, Partner KPMG
Head of Consumer and Industrial Markets

Milano, 27 settembre 2023




	Diapositiva 1
	Diapositiva 2: The Growth
	Diapositiva 3
	Diapositiva 4
	Diapositiva 5: A Truly Global Growth Opportunity
	Diapositiva 6
	Diapositiva 7: The Acceleration
	Diapositiva 8
	Diapositiva 9: Digital First | E-commerce is the fastest growing channel
	Diapositiva 10: Digital First | Brands have leveraged on digital & social media to succeed
	Diapositiva 11: Opportunity in the RED ZONE
	Diapositiva 12
	Diapositiva 13
	Diapositiva 14: The Trends
	Diapositiva 15
	Diapositiva 16
	Diapositiva 17: The Future
	Diapositiva 18: Looking ahead: The Future of Beauty
	Diapositiva 19
	Diapositiva 20: Looking ahead: 3 things to do
	Diapositiva 21

