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the leading CFT' brand in Brazil &

with strong presence in Latin America

PRESTIGE

MASSTIGE

MASSIVE

A marca que conhece tio M
bem os seus cabelos estd
cheia de novidades!
|
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Descubra a refrescante
sensacao do novo
Frescor Buriti.

natura
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expressoes

Brilho e sofisticagdo para as
estagdes mais alegres do ano.

' CFT: cosmetics, fragraces and toiletries


http://www.naturaekos.com.br/

Our Reason for Being is to create and
sell products and services that promote
well-being/being well.

WELL BEING

is the harmonious, pleasant relationship
of the individual with himself, with his
own body.

BEING WELL

is the empathetic, successful, and
pleasurable relationship of an individual
with other people, with nature, and with
the whole.
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PRODUCTS &
CONCEPTS

CORPORATE
BEHAVIOR
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_Strong EBITDA margin

_Growth and profitability
_Consistent dividend payout

ENVIRONMENTAL
_Carbon neutral

_Use of refill packaging
_Sustainable extraction

_Use of recycled and recyclable
materials

SOCIAL
_Wealth creation for consultants

_Benefits shared with communities
involved in extractive activities




where we are...

_in 6 countries in LatAm (98% of sales), whose
markets grow 2.4 x more than the global market

_direct sales represents 25.7% of total CFT
market (10.7% of global market)

Natura

_and also an operation in France

@ the 10th 1argest
CFT market
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the 3 rd largest

CFT market

Aesop
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_acquired 65% in 2013

_in 1| countries in Australia, Asia,
Europe and USA (~ 2% total sales)

_retail, department stores and online

Aesop.



leading company in Brazil since 2005 ng%ﬂ
and Increasing presence In LatAm
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Major Players in Brazil LatAm (ex Brazil)
(Market Share, Euromonitor, 2013) (Market Share 201 3, Euromonitor)
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_THE STRONGEST AND ONE OF THE MOST VALUABLE BRANDSWITH 43% OF

PREFERENCE

_STRONG REPUTATION AND CORPORATE GOVERNANCE F

*Novo Mercado, voluntary obtain the SOx certification, GRI and IIRC frameworks =

_HIGH PENETRATION, PRESENT IN 60% OF HOUSEHOLDS AND WITH 1.3 MILLION |
CONSULTANTS

_SUSTAIBALIBITY AS A RELEVANT PILLAR FOR INNOVATION
_HIGH MARGINS, HIGH RETURNS AND STRONG CASH GENERATION

*EBITDA margin ~23%, [ N



