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Consumers have a cautiously optimistic mindset entering 2025,
but much on the horizon is unknown

ﬂ\/’ est Europe Consumer Financial Position, Sentiment YoY
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#4 biggest concern
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Up from #5 in
Jan 2024
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Beauty Continues To Grow With West Europe In Line With Global Performance

Global
+7.3%
North America
) Central East
+7.8% Europe
/ +12.7%

Asia Pacific

West Europe +3.7%

+7.7%

Africa Middle East
Latin America + 27. 1%

+19.1%

@ Regional Beauty value growth %

NielsenlQ



Seeking
Balance



Retail ( R )- Evolution through Ecommerce
Online Growth outpace B&M in all regions

FEvolved Ecommerce Established Ecommerce

:‘ United States

¢

87% B of value online 43%M8 of value online

@ South Korea WéSt Europe

/ o

78% 8 of value online 22%m@# of value online

Source: NIQ Omnisales MAT Jan 2025, NIQ Omnishopper Panel L52 week ending 11/30/2024, NIQ RMS incl ecommerce MAT Q3 2024

Emerging Ecommerce

N

17%

_/
8%

of value online

of value online

NielsenlQ



Outlook




Today, NIQ Digital Purchases
IS the largest GDPR
compliant panel'in Europe

Scope of Analysis & Number of Active Online Shoppers

Europe
, |
| B s SR oseoc [P osssx
Panel Size
A [ ]
+2M B EE £ 207k o 187K
online shoppers
o
l ' 164k o 77K n 70k

. 55k
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Shoppers across Europe are dedicating an increasing share of their online spending to Beauty

Weight of Beauty online purchases in total e-commerce (services excluded) —in value
Total Ecommerce — MAT 2025

Beauty
MAT 2025 vs 2024

o CU | 9% | 4%] 494 5%l 3%] - +0.4 pts
‘ ' 7% | 1% 1 24 4%l 17% | a% | ‘ ' +0.2 pts
K 7% | 6% %l 6% 14% | | oF

i~ d o] 3% of 0 i Wl~ +05pts
‘ ' 7% ] % f 4] 5%1 ewl 3% ‘ ' +0.5 pts
: 7% | 8w b 3%l 4% 7wl 4% : +0.4 pts
: 5% § 4%l 3%] 5% N | 4% : 0.0 pts
‘ ' 6%] 6% I 4% I 5%' 8% I 5% ' ' +0.3 pts
: 8%' 7% 5%I 5%] 4%I 4%I : +0.4 pts
0 5% I 5% I Z%I 5%] 6% I 3% 0 +0.4 pts
‘ ' 7 | 6% [ s»l 7%l 14% | 0 ‘ ' +0.7 pts

Fashion = High Tech ®Home and Appliances ®Culture and Games EDIY and Garden ®Sports and Auto B Health & personal care B Beauty ®Food, Beverage and Household ® Near Food

Source: NIQ Digital Purchase e-commerce consumer panel. Data ending 16 March 2025.
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Beauty consumers are spending more and shopping more often online, with the UK leading the
trend

Consumer KPIs per country
Online Beauty — MAT 2025

. % A A A
M N wr -wr W

147,9 € 112,7 € 212,6 € 107,0 € 97,6 € 122,8 € 114,7 € 148,4 € 169,4 € 122,9 €

A

Average online spend
per e-shopper

Purchase frequency 4,6 4,1 8,8 4,3 4,0 3,8 3,7 4,8 3,3 4,7

Average basket 31,8€ 27,0€ 24,2 € 24.8€ 24,4 € 32,1€ 30,7 € 31,2€ 51,4 € 26,2 €

Penetration among e-

shoppers 59% 56% 73% 58% 55% 53% S57% 58% 47% 59%
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Amazon leads the beauty market in seven out of ten countries

Top merchants per country —in value

Online Beauty— MAT 2025
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growth ﬂamm amazon

L12M +1.1pts

+2.5pts

TikTok
Shop
+3.4pts

O < = 0O O
A4 - wr
amazon | amazon | rpuclas| bol, | @Mazon| noTtino T @amazon |

NOTINOT PRIMORT bol, | 3Mazon| NoTINO| ® zalando | Wl
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DQUGLASJ, &Cm!e}nqﬂnhl NOTINOT _J, £ Naconi T S hetic: lS HEI NT

VERALAB@J/ SEPHORAT T NOTlNOT VRedcare T  gaLaxus T'I]?)IFI{(())I\‘/XFANS‘L

PASSIONE  sppHorRA  Jeloox. AMAZON  DUGLAS #caaxus SHEIN

BEAUTY
+1,8pts +1.9ptsp +1.2pts +1.9pts +1.2pts +2.2pts +5.5pts
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#1 Men weight for 1/3 of online beauty sales, and Amazon has tapped into this market

Gender Penetration EU 10
Online Beauty— MAT 2025

—— o e e e e e

L7 REN 64%

55%
51%

45%

e e e e —
— o e e e e o e e e e o

Women

0 :
m All beauty shoppers B Amazon Beauty shoppers B Beauty Specialists shoppers 49% of online beaUty buyers

35% of the total beauty sales
, .

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing,
Skin conditioning and Sun care. Data ending 30 March 2025.
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#1 Men weight for 1/3 of online beauty sales, and Amazon has tapped into this market
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#2 Amazon is Accelerating in Dermo Cosmetics

Amazon market share per brand —in value ‘ '
Online Beauty— MAT 2025

SPRING DEALS % 5\;”” Ceral
ET RETROUVEZ LES PRODUITS
B R Ay
70%
58%
.
. | S w0 F
B = R R

41%

B MAT 2025 MAT 2024

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face
cleansing, Skin conditioning and Sun care. Data ending 23 March 2025.

NIQ Digital Purchases

amazon is the leading online
retailer for

WELEDA Cera¥d [3ciborian

Depuis @ 1921 "DEVELOPED WITH DERMATOLOBISTS.

in France
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#2 Amazon is Accelerating in Dermo Cosmetics
amazon
~—"
amazon
~—"

amazon
~—

amazon
~—"

amazon
~—

Consumer panel NIQ Digital Purchases. Skin conditioning and Moisturizing. Pharmacy brands: A Derma, Aveeno, Bioderma,
Biotherm, Caudalie, Cerave, Cosrx, Ducray, Eau Thermale, Embryolisse, Erborian, Eucerin, Isdin, Klorane, La Roche Posay,
Medik8, Nuxe, Skinceuticals, Svr, Uriage, Vichy, Weleda, Cetaphil. Last 12 months ending on March 30th 2025

Dermo Cosmetics Brands

A-DERMA

LABORATOIRE DERMATOLOGIQUE

BIODERMA

AAAAAAAAAAAAAAAAAAAAAAAA

ppppp

COSRX

LLLLLLLLLLLLLLLLLLLLLLLLLL
i erborian
KOREAN SKIN THERAPY

==t ISDIN
[

LA ROCHE-POSAY

LABORATOIRE PHARMACEUTIQUE

nnnnn

Aveeno.  Cetaphil
BOTERM — SVR

Cera¥d  VICHY

LABORATOIRES

DUCRAY LRIAGE

EAU THERMALE

Laboratoires
EMBRYOLISSE
SMART MULTI-TASKING SKINCARE WE LOE DA
Eucerin

Shutch Tl
Medik8

SKINCEUTICALS

uuuuuuuuuuuuuuuuuuuuuuuuuuuu
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#3 A significant share of Beauty e-shoppers buy exclusively at Amazon across EU5

Breakdown of Beauty e-shoppers between Amazon and other e-merchants
Online Beauty — MAT 2025

42% of beauty

shoppers in ltaly
made their purchases
on
Amazon

-

" N IA A . "

I~ -
Exclusive Beauty e-shoppers outside Amazon
Mixers: Beauty e-shoppers at Amazon & other e-retailers
m Exclusive Beauty e-shoppers at Amazon

NIQ Digital Purchases
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#4 Amazon is sourcing its growth from established beauty specialists

Amazon Customer Base
Online Beauty— MAT 2025 vs MAT 2024

New customers to
market
18%

gittlém% New customers
52% from competition

- 4

Highest value market shares loss

among Amazon new customers from competition

s

SEPHORA

sk

NOCIBE -2.5p

/I/( -2.3p

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, Skin conditioning and Sun care. Data ending 30 March 2025.

NIQ Digital Purchases
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#4 Amazon is sourcing its growth from established beauty specialists

Amazon penetration & ranking in value among the top 5 Beauty Specialists shoppers ‘ '
Online Beauty — MAT 2025

Beauty Specialists Panel
0
o0 000 o 32% 7

271% X

29%

/I/l ‘ 7%
SEPHORA
>k

NOCIBE ”%e’-‘ Total Beauty Skincare Haircare Cosmetics Fragrances

r
v"
17,500 panelists /
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Beauty on
Dupes & S
Hand

NIQ Digital Purchases
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In all countries, fragrances dupes popularity is increasing

Ranking Fragrances Dupes Brands . D |
Fragrances — Sales in Value - MAT 2025 / !

/\NR\ Lettaf= ARMAF  divain.

Sgez 13 R s o ns B EE

| DIVAIN
{ravane

G w4 == s ,
B) =« I
E #1 . ' #11

. Affordable
Alternative

Source: NIQ Digital Purchase e-commerce consumer panel. Fragrances. Data ending 23 March 2025.
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As well as Pure Players, Beauty Specialists are also integrating dupes in their assortment

Lattafa distribution mix in value
Lattafa brands — MAT 2025 Lattafa

..P24h DRLINI

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m beauty specialists m pure player generalists m fashion specialists  mbrick & mortar generalists drug generalists

Source: NIQ Digital Purchase e-commerce consumer panel. Fragrances. Data ending 30 March 2025.
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Fragrance dupes are making their way into best-seller rankings ‘ '

Top Value Sales in Fragrances Online
MAT 2025 TikTok Viral Dupe ’

Merket Average Smell Like Beyoncé on a budget

Product Name L Brands L Merchant L Item T

Share )
Price

r

. SaltAll Over Spray Atyab.. o Atyab Al Marshoud (Atyab Al Marshoud) Amazon e5a66
G Xc o Brands B Morchant ’
Armaf Club De Nuit Intens.. e r
0.45% Armaf Amazon
2 G L8] XC o— I@ Brands b Merchant €34.82
Dior - Sauvage . P .
0.41% Dior (Christian Dior) Douglas
€£120.62
3 G XC o (J—) Brands mDQ Merchant
4 Narciso Rodriguez - ForHer ., I Narciso Rodriguez (Shiseido) D) Douglas co586
G L8] XC - Brands FEnKse Merchant '
5 Armani Emporio Stronger ... 0.36% Giorgio Armani Notino cosor
G o ¥c —— Brands Merchant ’
Lpdo La Nuit Blanche 100.. |
0.33% ™, Lpdo Amazon
6 G it] XC - LP"D Brands Tl Merchant €25.93
Giardini Di Toscana - Bian... : P I
7 0.33% Giardini Di Toscana D) Douglas £n8.92 Kham ra Angel S S hare
G o ¥c - Brands e Merchant L f B K i | X
attara y Killan
. Lancome La Vie EstBelle E. .., o, Lancome 0 Notino o
£ e - Merchant 100ml : 49.9 € 100ml : 370 €
lattafa.com Bykylian.com
9 Spray Khamrah 100ml 0.29% . Lattafa (Lattafa Perfumes) r = Amazon £3656
G o Xc pr— i Brands e Merchant ‘ —>

NIQ Digital Purchases 24



More and more
shoppers are
buying second-
hand
fragrances

NIQ Digital Purchases

Second-hand KPlIs
Online Fragrances— MAT 2025

Second-hand
penetration among

fragrances e- 13% 8%
shoppers
Second-hand
fragrances AOV 36€ 42€
Value share of online

8% 7%

_ fragrances

Fragrances.

6 %

33€

5 %

6%

34€

3%

4%

42€

3%

4%

30€

3%
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Vinted ranks in the top 5 e-merchants for Fragrances in France, Belgium and ltaly

Vinted value market share and ranking
Online Fragrances — MAT 2025

Vinted
() -
O
ONEN-

1

“HE

A%
3%
any

A 4

,

#5

#5

#5

#8

#9

#12

Top 3 brands at Vinted

Online Fragrances — MAT 2025

DIOR

HERMES

PARIS

CHANEL

PPPPP

beauty

DOLCE = GABBANA

nédEs GUERLAIN
DIOR CHANEL
DIOR WESSAINT/AURENT
DIOR BOSS
CHANEL DIOR
DIOR TOM FORD
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Marketplace keeps growing in most countries

Marketplaces value market share
Online Beauty— second-hand excluded — MAT 2025

—

29%

N
any

34%

19%

+ 1pt

2%

In value market share

24% in EU10 vs MAT 2024

18%

27%
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g >
(=)
— —) —) — — 4— —) —)
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1

=
=
—

Retail ®m Marketplace
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COSRX @
Cosrx uses Amazon's Fulfillment model to boost its online growth

Cosrx brand ranking in value

Cosrx distribution mix in value
Online skin conditioning and moisturizing — MAT 2025

Cosrx brand — MAT 2025

MAT 2024 MAT 2025

#18 #14

at market at market
level level

MAT 2024 MAT 2025

® Cosrx Amazon 2P store ® Yesstyle B Zalando

® Flaconi ®m Douglas ® Amazon 1P

EDm Hm Notino B Other

Source: NIQ Digital Purchase e-commerce consumer panel. Skin conditioning and moisturizing. Data ending 30 March 2025

NIQ Digital Purchases

Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 29



Brands historically focusing on DTC are adapting their distribution strategies...

M. Asam distribution mix in value
M. Asam brand — MAT 2025

Dispatches from Amazon

Sold by ASAMBEAUTY
GmbH
Returns Returnable within

30 days of receipt

@'}) asambeauty

71%

® Asambeauty DTC ™ Asam Amazon store mQVC ® DM ® Other merchants

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty excluding fragrances. Data ending 30 March 2025.

NIQ Digital Purchases

M. Asame
#1

Beauty Brand in
Germany

Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 30



... toreach directly different target groups

Asambeauty DTC platform & Amazon store customer overlap analysis
Beauty excluding fragrances— MAT 2025

Mixers : buy fom
Asambeauty DTC
and Amazon sto
5%

Asambeauty
DTC exclusive
Asambeauty buyers
Amazon store 64%

exclusive buyers
31%

M. Asam-

Age profile in number of shoppers
Beauty excluding fragrances— MAT 2025

@

Direct To Consumer

@

Amazon store

B Gen Z (1995-) ® Millenials (1980-1994) B Gen X (1960-1979) Gen B

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty excluding Fragrances : Cosmetics, Hair-care excluding hair styling and accessories, Body & Face cleansing, Skin conditioning and Sun care. Data ending 30 March 2025

NIQ Digital Purchases

Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved.
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Marketplace can be an opportunity for retailers to expand their offering ‘ '

YVES ROCHER oo i o
FRANCE

MARQUES-AMIES SOINVISAGE CHEVEUX MAQUILLAGE PARFUM CORPS&DOUCHE BIEN-ETRE NOUVEAUTES PROMOTIONS
ACTUALITES DE NOS MARQUES-AMIES

Une sélection jusqu'a -20% qui sent bon les beaux jours

26%

of beauty shoppers also buy
Vitamins, Minerals & Supplements

L e

(+3 pts vs MAT 2024)

Laboratoire Granions

Gurnmies Coupe-faim Minceur Cellulite Coupe-faim, Réduit
Sans Sucres Fermeté Le Coach L'appétit Et Les...

14,00 € 2e0¢ 23,92 € »%0c¢ 19,90 € zs3¢

AJOUTER AU AJOUTER AU AJOUTER AU
PANIER PANIER PANIER

NIQ Digital Purchases



Social Selling Is
Shaking Up The
Beauty Market

NIQ Digital Purchases
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TikTok ::
TikTok Shop continues its expansion to Europe by crossing the Channel Shop

'/4I>\'

|
|
|
I
|
|
|
I
|
Launched initially in 2021to a Following UK success, With the threat of the US ban, 1 Launched on Launched on Launched on
|
I
|
|
|
I
|
|
|

United Kingdom Ireland Spain France Germany Italy
lukewarm response, TikTok Launched in December 2024 TikTok Shop focus is in March 31t 2025 March 31t 2025 March 31t 2025
Shop relaunched Europe.
in 2023 Launched in December 2024

#2 e-com #5 e-com #20 e-com

beauty beauty beauty Figures Figures Flg ures
merchant merchant merchant available on available on available on

(9.8% share of (4.6% share of (0.6% share of ‘ April 14th April 14th April 14th
Beauty in YID Beauty in YID Beauty in YTD
2025) 2025) 2025)

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, Skin conditioning and Sun care. Data ending 06 April 2025.
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TikTok %
Shop ™4

TikTok Shop is about to replicate the success story of the UK across Europe

TikTok Shop ranking in value
Online Beauty

O <

Y oV oD oD D gD g> > X g 0
N AN 2N S S 2 SV N D . N 14
AR OGN O R A LR oY 2024-12 2025-01  2025-02  2025-03 2024-12 2025701 2025-02 2025-03
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TikTok Shop Consumers are Heavy Beauty
Shoppers

Who is the TikTok Shop beauty buyer?

£ L (13

Spent £80 Made 4.1 36.5% are
more on beauty more orders Millennials
than the average than the average (Contributing 42%
ecommerce beauty ecommerce beauty of beauty spending)
buyer in the past year buyer in the past year

Following  For you

Are your customers purchasing on TikTok Shop? i

29% of online Beauty Specialist consumers have
purchased Beauty on TikTok Shop in the past year

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories,
Body & Face cleansing, Skin conditioning and Sun care. Data ending 30 March 2025.

NIQ Digital Purchases



- - : TikTok 4%
TikTok Shop is a new playground for retailers.. Shop  "4b~

Top Sellers in TikTok Shop Order confirmed J'io*
Beauty — MAT 2025

Hit N |

Great news = your order has been confirmed. We
will send you a delivery confirmation with your
tracking detalls as soon as it's on the way.

Your TKTok Shop Team

Seller Name T Seller Name

Order ID: 576

DeliveryNov 29 - Dec 4

Givemecosmetics
: Plmakeupacademy 1.4% 5 1.97%
¢ o Xc pr— ¢ © Xc e @ LookrnTasTIC
S0l da Jansnos Jet Sat
-By-Mi Loreal-Consumer-Loreal-.. i o
) Made-By-Mitchell 6.15% . 1.81% @ "
G o XC Y G B XC ® i E30.00 u2
The-Beauty-Cro Tatti-Lashes .
3 y p 353% 8 I77/° Eetum of cancel pour afder
G 1 XC - G @ XC ®
Shipping address
. John Doe
Bperfect-Cosmetics Garnier . .
4 P 2.75% 9 1.28% R Pty
G o XC . G o XC ° FRANCE
Order summary
Naturespell 2 5% Lookfantastic 1.23% Subtotal £60.00
° G © Xc e 10 G © Xc . Delivery £0.00
Vouchers £3.00
Total {2 iterns) ES7.00

NIQ Digital Purchases 37



...0pening new opportunities for spotting rising trends and future best-selling brands

Top Brands in TikTok Shop
Beauty — MAT 2025

. PLOUISE s dylLattars |

" mode by GIVE i
2 el 7 ME i e =
3 %égiw 8 TATTI LASHES i i m&

dj VR . hecse) Ty
4 NATURE 9 L'OREAL |
SPELL PARiS |

s BPERFECT o @GARNIGR
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A7

COLORWOW S

TikTok Shop can also help brand to write new success stories : Color Wow online success is
tied to a shift in distribution strategy, including a move to TikTok Shop.

Marketshare evolution of Color Wow online
Haircare — Last 12 months — in value

6.0%

5.0%

4.0%

3.0%

2.0%

1.0%

0.0%

MAT n-2 Previous Period Last 12M

B Color Wow (Federici Brands)

Weight of each merchant in sales value for Color Wow online
Haircare — Last 12 months— in value

MAT n-2 Previous Period - Last12M
B amazon B |ookfantastic W colorwow W tiktok
justmylook cultbeauty m other
Source: NIQ Digital Purchases e-receipts consumer panel — Haircare Category - Data L12M ending 2 Feb 2025
N IQ Digital PurChases Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 39



Beauty
(R)Evolution

2025 Trends to Keep Watching

Market
place




NIQ Digital Purchases x 'QREAL

Market Intelligence Director E-commerce Director
Marketplaces & Social Commerce



NIQ Digital Purchases

How L’Oréal is elevating its
e-commerce strategy with Data-
Driven Insights ?

- == =

.. % 'o



How do we leverage NIQ Digital Purchases in the Customer Market Intelligence Team ?

IDENTIFY & SIZE GET GRANULAR DEEPEN CUSTOMER
BLIND SPOTS RETAILER DATA BEHAVIOR INSIGHTS

NIQ Digital Purchases x LOREAL 43



We use NIQ Digital Purchases to get a 360 view of the online beauty market

 SEPHORA

L'OREAL FRANCE

ALL OTHER B&M

v

BLIND SPOTS

amazon SOON
)

PP TikTok Shop

Typology. JF  KIKO AROMA-ZONE

PARIS cHANEL "

Vinted Veere=?  beautgprivae

newpharma,fd atida RBoticinal

Votre pharmacie, a portée de main Sa ntédiscount

SHEIN @ zalando

choose  vesstyie PRIMOR

NIQ Digital Purchases x LOREAL
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2. GET GRANULAR DATA FOR EACH RETAILER ‘ '

We leverage NIQ Digital Purchases to build retailers ID cards

MARKET OVERVIEW

CATEGORY TOP BRANDS TOP SKUS
CATEG MS EVOL% BRANDS MS EVOL% PRODUCTS MS

Q% 362% _O-Bpt Brand A 6.73% -0.35pt Reference A 0.98%
o~ Brand B 6.08% -0.29pt o
C: 35.2% Op: Reference B 0.51%
‘ BRAND C 9
- . 46% +0.92pt 0.49%
— o -0.5pt Reference C
225%
©)\ BrandD 395%  -094pt
4 0.8 Reference D 0.37%
& o, +( ). pt
@ o Brand E 3.44% -0.72 Pt Reference E 037%
SHOPPER INSIGHTS
PEMETRATION BY GENDER PEMETRATION BY AGE AOV

®)

0

Niaisan MIQ Digital Purchazes- 01/01/24 - 31/12/24 vs 01/01/23 - 31/12/23 “grice is aiways ot sole discretion of the seiler

BOOMERS {-1959)
GEN X (1960-79)

24.9% ) 6 @ @

o
23

AVERAGE PRICE / 5K 48 4€

335%

GEN Y {1980-94)
GEN Z (1995-)

=
o
H

31.5%

NIQ Digital Purchases x LOREAL *



2. GET GRANULAR DATA FOR EACH RETAILER ‘ '

We leverage NIQ Digital Purchases to track L’Oréal brands and products
performance across retailers

FASTEST GROWING BEAUTY TOTAL BEAUTY TOP 3 PRODUCTS NYX AT CHOOSE
RETAILERS TOP BRAND AT
YOY

RETAILERS TOP RISING BRANDS YOY
1 ama;on +2.4pts
) HYH +2.0pts
PROFESSIONAL MAKEUP

. PRIMOR o

3 W%Origines +0.5pts

B
4 YESSTYLE +05pts HYDRATING

6LOSS STAIN
016 1. oz. [ 51l

5 choose  -o5pis

46
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2. GET GRANULAR DATA FOR EACH RETAILER ‘ '

We leverage NIQ Digital Purchases to spot new trends at top performing retailers

TOP COSMETICS PRODUCTS ON SHEIN.COM

SHEIN

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, Skin conditioning and Sun care. L12M - Data ending 23 March 2025.

NIQ Digital Purchases x LOREAL N




3. DEEPEN CUSTOMER BEHAVIOR INSIGHTS

We also leverage NIQ Digital Purchases to understand the switching

L12M ending March 25, ELSEVE

oy WHERE DID ELSEVE
SOURCE ITS NEW
1
customers COMERS ?

New comers

has gained +12% customers in e-commerce online

N°1 MASS COMPETITOR

N°2 MASS COMPETITOR

N°3 INTERNAL MASS
BRAND

N°4 PROFESSIONAL
COMPETITOR

New Comers
from
competition

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing, Skin conditioning and Sun care. L12M - Data ending 23 March 2025.

N IQ Digital Purchases X I_’OR EAL © 2025 Nielsen Consumer LLC. All Rights Reserved.
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NIQ Digital Purchases

How NIQ Digital Purchases data
helped L’Oréal to anticipate TikTok
Shop expansion in France ?




NIQ Digital Purchases

NielsenlQ Digital Purchases is a must

X
LOREAL go tool to get visibility on TikTok

Creation of a TikTok cohort

- Criteria : Everyone who received an email from TikTok
in France (Newsletter, account creation
confirmation,etc..)

« Categories : Beauty
« Period: Last 12 months ending 2 Feb 2025 vs. YoY

TikTok Cohort

Panel Size : 19K panelists




Know the profile specificities of TikTok Users in each
category

What is the profile of a beauty shopper using TikTok ?

0
= Men =Women 349% 37%
mTikTok = Avg
23%
I 6%
Gen Z GenY Gen X Gen B

Top over-indexed center of interest

Students Gamers  Sports Fan
219 175 162

Source: NIQ Digital Purchase e-commerce consumer panel. Beauty : Cosmetics, Fragrances, Hair-care excluding hair styling and accessories, Body & Face cleansing,
Skin conditioning and Sun care. L12M - Data ending 23 March 2025.

'O = Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved.
NIQ Digital Purchases x LOREAL




Understand their behavior specificities

How is a beauty shopper using TikTok ?

Top 5 merchants

. Amazon 23.2% Index 110
G
‘ Sephorq 1.7% Index 105
SEPHORA [
Nocibe 5.2%  Index 95
NOCIBE -

o Index 93
Leclerc 4.2%
-

Vinted 4% Index 103
-

N IQ Digjtal Purchases X I_’OR EAI_ @onfidential and proprietary ) 2025 Nielsen Consumer LLC. All Rights Reserved.




Know the loved beauty brands of TikTok Shop Users

Which brands should perform on TikTok Shop ?

Top 5 L’Oréal most over- Top 5 most over-indexed
indexed brands beauty brands
D 1
VALENTINO
2 DIESEL 2
3 LOREAL 3 b
MEN EXPERT
4 cacharel 4

PPPPPPPPPPPPPPPPPP

N IQ Dlgltal PurChaseS X I_’O R EAI_ ietary © 2025 Nielsen Consumer LLC. All Rights Reserved.
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