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a broad portfolio with

several sub-brands and categories

PRESTIGE

MASSTIGE

MASSIVE

&

natura

bem estar bem

o natura o
plant

A marca que conhece tio
bem os seus cabelos estd
cheia de novidades!

Descubra a refrescante
sensagao do novo
Frescor Buriti.

natura

Und

expressoes

Brilho e sofisticagdo para as

estagdes mais alegres do ano.


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

we are in relevant markets ™

, , , natura
with differentiated growth
DIRECT SALES SHARE SIZE OF CF&T MARKET YoY BRAZIL TARGET
IN THE CF&T MARKET (in USS billion, Fixed FX) MARKET GROWTH
(nominal)
Region Direct Sales (%) Countries 2012 CAGR % Market growth
‘07-’12 in nominal terms
Latin America 26.7% United States 69 | 6% 2004 20.7%
Brazil 27.1%
Japan 47 -1.0% 2005 15.9%
Argentina 21.3% o
. ngt%q Brazil 42 13.4% 2006 13.5%
Chile 19.8% e 2007 13.2%
Colombia 33.9% ﬂg’ Mexico 10 7.4% 2008 16.2%
Mexico 23.5% ¢ Argentina, 3
2 chile, 14 12.7% 2009 14.4%
Peru 35.9% Colombia 2010 13.1%
and Peru P
Eastern Europe 16.7% 2011 8.2%
Asia Pacific 10.3% Countries in .
which Natura 66 12.2% 2012 15.6%
Australasia 8.1% operates' 1OMI3 8.1%
North America 7.1% World 433 4.9% Source: Sipatesp
Western Europe 3.4% Source: Euromonitor 2012
Africa / Middle 31%
East ' The markets in which Natura operates represent
Source: Euromonitor 2012 15% of the global CF&T market and have a growth

rate more than 2 times of the total market

3 ' Excluding France



leading company in Brazil since 2005,and <%

natura

increasing market share in other LatAm countries ™=

Major Players in Brazil
(Market Shre, Euromonitor)
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= Natura = Unilever —— AVOon

— P&G = O Boticirio - L'Oreal

International Operations !
(Market Share 2012, Euromonitor)

Company Dsiar;cst CFT * Ranking
Avon 31.6% 7.9% #1
Belcorp 17.2%  4.3% #2
Natura 10.2%  2.6% #3
Jafra 8.7% 2.2% #4
Yanbal 7.5% 1.9% #5
Other DS 24.8%  6.2%

Total DS 100% 25.1%

(1) Source: Euromonitor, 2012 market share in 2CFT (Cosmetics, Fragrance and Toiletry)

4 within Direct Sales in countries where we operate, excluding Brazil.
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Our Reason for Being is to create and sell

products and services that promote well- REAS O N
being/being well. : |

WELL BEING FO R

is the harmonious, pleasant relationship of the

individual with himself, with his own body. B E ‘ N

BEING WELL g e N

is the empathetic, successful, and pleasurable
relationship of an individual with other people,
with nature, and with the whole.
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Because of its corporate behavior, the quality
of its relationships, and the quality of its \/ ‘ .;S ‘ O N

products and services, Natura is bound to

become an international brand, identified with
the community of people who are committed
to building a better world, based on better
relationships with themselves, with other
people, with the nature they are part of, and

with the whole.
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