


Disclaimer

This document has been prepared by Puig Brands, S.A. (the “Company” and together with its subsidiaries, the “Group”) 
exclusively for use during the presentation of the 2026 Capital Markets Day  and neither this document, any related press 
release, webcast, meeting (either in person or online) or any related Q&A sessions, nor the information contained therein, 
can be used, disclosed, or published by third parties for other purposes without the prior written consent of the 
Company.

Neither the Company, nor other companies of the Group, will assume any responsibility, whether for negligence or other 
reason, for any damage or loss arising from any use of this document, any related press release, webcast, meeting or any 
related Q&A sessions, or the information contained therein. In particular, no investment decision on the Company’s 
shares, securities or other financial instruments of the Company linked to them shall be taken on the basis of this 
document, any related press release, webcast or meeting, or any related Q&A sessions, or the information contained 
therein.

This document, any related press release, webcast, meeting or any related Q&A sessions, and the information contained 
therein should not be interpreted as an offer or invitation to acquire, subscribe, buy, sell, or exchange shares or securities 
of the Company or financial instruments referenced to or which underlying is shares or securities of the Company. It 
should also not be considered a solicitation of an offer for such activities, nor a recommendation or advice regarding 
shares or securities issued by the Company or financial instruments referenced to or which underlying is shares or 
securities of the Company. 

The securities of the Company have not been registered under the United States Securities Act of 1933, and cannot be or 
will not be offered or sold in the United States, except in compliance with an effective registration statement or under a 
valid exemption from registration requirements. Likewise, these securities cannot be offered or sold in other jurisdictions 
except in compliance with applicable laws and regulations of those jurisdictions.

Forward-Looking Statements

The information in this document and in any related press release, webcast, meeting or any related Q&A sessions may 
include forward-looking statements, which are based on current expectations, projections and assumptions about future 
events. These forward-looking statements include all matters that are not historical facts. The words “believe”, “expect”, 
“anticipate”, “intends”, “estimate”, “forecast”, “project”, “plan”, “will”, “may”, “should”, “target”, and similar expressions 
identify forward-looking statements. These forward-looking statements, as well as those included in any other 
information included in this document or discussed in any related press release, webcast, meeting or any related Q&A 
sessions, are subject to known or unknown risks, uncertainties and assumptions about the Group and its operations, 
including, among other things, the development of its business, its growth plan and targets, trends in its industry, 
economic and demographic trends, and the Group’s future capital expenditures and acquisitions. In light of these risks, 
uncertainties and assumptions, which may be beyond the Group’s control, the events in the forward-looking statements 
may not occur and actual results, performance or achievements may materially differ from any future results, 
performance or achievements that may be expressed or implied in this document, any related press release, webcast, 
meeting or any related Q&A sessions. No representation or warranty is made that any forward-looking statement will 
come to pass. Forward-looking statements speak as of the date of this document, any related press release, webcast, 
meeting or any related Q&A sessions, as applicable,  and the Company does not undertake to publicly update or revise 
any such forward-looking statement, whether as a result of new information, future events, circumstances occurring 
after the date of this document, or otherwise. Such forward-looking statements do not purport to be exhaustive, nor have 
they been verified or audited by third parties. None of the Company or any of the companies of the Group, or any of their 

respective directors, officers, employees, advisers or agents, accepts any responsibility or liability whatsoever or makes 
any representation or warranty, expressed or implied, as to the truthfulness, fairness, accuracy, completeness or 
verification of such information. Accordingly, undue reliance should not be placed on any forward-looking statement 
contained in this document,  nor in any related press release, webcast, meeting or any related Q&A sessions.

Unless otherwise indicated, all forward-looking statements included in this document or discussed in any related press 
release, webcast, meeting or any related Q&A sessions, have been prepared on the basis of the International Financial 
Reporting Standards (“IFRS”) adopted by the European Union currently applied by the Group, including IFRS-16. The 
Group expects to adopt IFRS-18 as from its effective date. The application of IFRS-18, or of any other new or amended 
accounting standards, may result in changes to the presentation, classification and definition of certain financial 
measures and accordingly, the financial information reported by the Group in future periods may not be directly 
comparable with the forward-looking statements included herein. The Company does not undertake to restate or update 
any such forward-looking statements to reflect the adoption of IFRS-18 or any other accounting standard, except as 
required by applicable law.

Past performance is not indicative of future results

Statements regarding historical performance or, where applicable, growth rates are not intended to imply that future 
performance, share price or future results for a given period will necessarily match or exceed those of a prior year.

Alternative Performance Measures and Non-IFRS Information 

This document, any related press release, webcast, meeting or any related Q&A sessions, include financial information 
prepared by the Company under IFRS, as well as certain non-IFRS consolidated financial measures of the Group derived 
from (or based on) its accounting records, and which it regards as alternative performance measures (“APMs”) for the 
purposes of Commission Delegated Regulation (EU) 2019/979 of March 14, 2019 and as defined in the European Securities 
and Markets Authority Guidelines on Alternative Performance Measures dated October 5, 2015. Other companies may 
calculate such financial information differently or may use such measures for different purposes than the Company does, 
limiting the usefulness of such measures as comparative measures. These measures should not be considered as 
alternatives to measures derived in accordance with IFRS, have limited use as analytical tools, should not be considered 
in isolation and may not be indicative of the Company’s results of operations. Recipients should not place undue reliance 
on this information.

Market and Industry Data

This document and any related press release, webcast, meeting or any related Q&A sessions, contain market, industry 
and competitive position data and forecasts which, where identified as “Company Industry Sources”, have been derived 
by the Company from a range of third-party sources, including, among others Euromonitor International, Circana, 
Nielsen, Generation Research, Kearney, Beauté Research, IQVIA, L.E.K., Sociovision and Ifop Group, as well as from 
publicly available information, internal estimates and analyses, and the Company’s own assumptions and adjustments. 
Such third-party sources generally state that the information they contain has been obtained from sources believed to 
be reliable, but that its accuracy and completeness are not guaranteed. The Company has not independently verified 
such data and, while the Company believes its internal estimates and assumptions to be reasonable, they have not been 
verified by any independent source and may differ from estimates made by competitors or from future results. Neither 
the Company nor any company of the Group makes any representation or warranty as to the accuracy or completeness of 
such data, and recipients should not place undue reliance on it. 2
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Brands
portfolio

Disruptive
innovation

Excellence
in execution

Culture
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Moving from Divisions 
to Leveraging Group 

Platforms
7



Prestige & 
Fashion

Niche & 
Wellness Derma Charlotte 

Tilbury 
B&F

Markets

Global 
Functions

Charlotte 
Tilbury

Markets

Global 
Functions

Derma 

Global 
Functions

Markets

From a division-led model To a brand group-led operating model

Global Markets

EMEA AmericasAPAC TR

FRONT

• Finance 
• HR

• Consumer Office
• Growth Office

BACK

Global Functions

• Operations
• Technology & Data
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• The brand-market led matrix model: allows operating different models and 
a direct connection between global brand and local market while leveraging global platforms

Global Functions at Headquarter and Local level

CTNiche & 
Wellness

Prestige & 
Fashion Derma 

GLOBAL BRAND GROUPS

CH,JPG, Rabanne, 
Nina Ricci, DVN

PEN, LAP, Byredo, 
LDS, Kama, DBS ISDIN, Uriage, Apivita Charlotte Tilbury

Global 
Markets
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brand clusters 
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ENABLING 
ACCELERATED 
GROWTH

PUIG



Consumer and Growth Offices 
for accelerated growth
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• New​ Intelligence​ engine

• Consumer activation

• AI end-to-end across brands and markets

• Agency​ & partner ecosystem

Consumer Office
• Market & growth insights 

• Commercial development

• Digital business

• Global retail 

Growth Office
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• The fastest growing multi-brand Premium Beauty company for the past years…

€5.0bnGlobal

Net Revenues
€2.6bn +18% CAGR

11.1%​Fragrances 

 VMS 

& Ranking

8.9% +220 bps

#4#5 +1 position

#1Makeup 

 CT Ranking
#5 +1 position

#3#15 +12 position

UK

US

#3Derma 

 Ranking
#3 Maintain #3EU

+4.4% LFL

…and success continues

+30 bps VMS

+30 bps VMS

+40 bps VMS1

+20 bps VMS2

Note: 1 VMS of Europe Top 5 markets. 2 Uriage VMS gain Europe H1 2026; 9M 2026 Sales update did not include VMS commentary

H1 20262021 2025
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GLOBAL
MARKETS
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Maintain our Europe & 
LatAm strongholds, 

while accelerating in 
North America & APAC 

15



Source: Company Industry Sources; Market data from Euromonitor, Generation 2025A LxL and Puig Net Revenues 2025 Reported
Note: Travel Retail is allocated to the respective geographies

APAC
39%

EMEA
32%

Americas
29%

Beauty market

EMEA
55%

APAC
11%

Americas
35%

Puig exposure
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Strengthen EMEA’s 
stronghold gaining market 

share in all categories
17



2021 2022 2023 2024 2025

EMEA NR’s Evolution, M€ 

• Consistently outpacing the market 
in our European stronghold #4

Beauty Player in Europe

#4
Fragrance Player in Europe

Source: Company filings, Company Industry Sources: Euromonitor + Generation and Circana 
Note: Net Revenues with Travel Retail allocated; rankings 2025 for local market only

#1
Makeup Brand Charlotte Tilbury in UK

#3
Derma player in EU

CAGR 
+16%

18



• EMEA aiming to become Europe’s #2 Fragrance player, take CT Makeup to #1 wherever 
present and accelerate Derma’s consolidation in the Top 3, while driving profitable growth

• Reinforce masculine leadership by boosting our top pillars and adding new ones 
with the ambition to reach the top 10 rankings

• Expand in feminine by maximizing Good Girl & La Bomba, expanding La Favorite 
from Jean Paul Gaultier and adding new iconic Rabanne pillars

Strengthen 
prestige houses

• Elevate Byredo and Penhaligon’s to leading ranks, capitalizing cultural relevance
• Accelerate wholesale and drive profitable growth 
• Continue strengthening footprint in ME
• Scale L’Artisan Parfumeur and DVN  beyond their core markets

Power up 
niche brands

• Charlotte Tilbury: Play for #1 ranking in France, Germany, Italy and Spain
• Derma: Double down on core countries and cover new whitespaces leveraging 

Puig subsidiaries

Expand CT & 
Derma  presence

• Strongly grow above the market, protecting our brands’ DNA
• Reinforce Joint Business Plans with omnichannel players

Accelerate  digital
19



Expand LatAm 
stronghold beyond our 

#1 Fragrance position
20



• Puig is the #2 Selective beauty player in LatAm, and #1 
player in Fragrances, with leadership across markets

#1
Fragrance player

#2
Beauty player

2021 2022 2023 2024 2025

Puig Net Revenues LATAM, M€

Source: Company information, Company Industry Sources: Euromonitor + Generation
Note: Net Revenues with Travel Retail allocated; rankings 2025 for local market only

#1
Fragrance brand Carolina Herrera

CAGR 
+16%
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• Latin America: leveraging our #1 Fragrance position to expand CT & Derma, 
while gaining profitability

Boost Prestige 
Power Houses

• Lead feminine by scaling La Bomba as a recruitment pillar and developing 
key doors with Carolina Herrera Makeup

• Reinforce masculine leadership through meaningful innovation on Carolina 
Herrera, Rabanne and Jean Paul Gaultier

Lead the Niche 
Opportunity

• Niche Market grew double digit in 2025 
• Expand Byredo and Penhaligon’s to lead the segment
• Focus on Mexico and Brazil

CT & Derma  
Expansion 

• Scale Charlotte Tilbury in Mexico and launch in new markets
• Expand Derma in the region

Digital 
Acceleration 

• Double down on Omnichannel players
• Accelerating in online marketplaces and exploring social commerce 

22



Double down on
North America to

accelerate scale
23



• A track record of growth in North America, outpacing the market

#3
Makeup Brand Charlotte Tilbury

2021 2022 2023 2024 2025

Puig Net Revenues NA, M€

Source: Company information, Company Industry Sources
Note: Net Revenues with Travel Retail allocated; Market rankings based on Circana Data closing 2025 (local market only) 

#4
Beauty Player

#4
Fragrances Player in 2025

From #6 in 2021 to 

CAGR 
+24%

24



• Doubling down in North America in the years ahead, 
aiming for #2 player in Fragrances and #1 brand in Makeup

Strengthen 
Prestige Houses

• Carolina Herrera Feminine acceleration, maximizing Good Girl & La Bomba 
• Rabanne: Climb rankings in the US through male innovations
• JPG: Ambition to fuel Le Male and gain rankings in the US

Capture full potential 
of Niche largest market

• Support profitable growth through intentional wholesale expansion 
• Elevate Byredo’s ranking to top niche positions, enhancing ‘always-on’ awareness
• Bet on digital through expanded DTC and e-retail penetration 

Boost Charlotte 
Tilbury powerhouse

• Play for the #1 Makeup brand position in US and Canada
• Scale the virtuous flywheel and tri-axis growth

Accelerate  Digital • Increase digital penetration: developing e-retail, entering new Brands in Amazon, 
expanding to Tik Tok shop and boosting DTC and e-retail

• Maximize recruitment, conversion and loyalty
25



Scale APAC through
a focused and tailored
sub-regional strategy

26



• Accelerating our footprint in APAC, growing well above the market

+4
New subsidiaries

• India 
• South Korea
• Japan
• Australia 2021 2022 2023 2024 2025

Puig Net Revenues APAC (€m)

Source: Company filings, Company Industry Sources: Euromonitor + Generation
Note: Net Revenues with Travel Retail allocated; rankings 2025 for local market only

#6
Premium Fragrances in 2025

From #7 in 2024 to 

CAGR 
+21%

27



• APAC: Double-digit growth with a focused and tailored approach by sub-region

Accelerate 
Niche

• Focus on China, Japan and South Korea
• Aiming for Byredo and Penhaligon’s to  gain positions in the top 10  

Fragrance rankings, reinforcing consumer engagement
• Profitable expansion of own retail

Boost 
Charlotte Tilbury

• Scale China through offline expansion, with a continued focus on productivity 
• Develop Southeast Asia and South Korea through new distribution models

Build Prestige & 
Derma strongholds

• Accelerate Prestige Fragrances VMS in India, Southeast and Australia
• Unlock Uriage's full growth potential by scaling in China and India while 

expanding into Southeast Asia and Australia

Strengthening 
the platform

• Establish new subsidiaries in Indonesia and Vietnam in the years ahead

28



CHANNELS
PUIG



Our Multi-Channel 
approach to develop 

our brands
30



• Channel-specific strategies 
to ensure acceleration 
in our whitespaces

Wholesale

Direct-to-
Consumer

Physical Digital

The power of a 
differentiated portfolio 

Partner of choice for 
retailers through multi-year 
Joint Business Plans

Seamless experience 
through key pure players 
and multi-channel retailers

Superior Brand experiences 
with a LfL productivity 
obsession

Global Retail Operations

Enhanced and differentiated 
experiences

88%

12%

73% 27%
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Travel Retail: 
Puig stronghold in 

Fragrances, big opportunity 
for Makeup to grow

32



• Travel Retail: Puig is the fastest-growing Fragrance player in the channel
• Leverage our stronghold to accelerate Makeup

2021 2025

Travel Retail VMS evolution

Source: Company filings, Company Industry Sources: Euromonitor + Generation
Note: Net Revenues for Travel Retail; rankings 2025 for local market only

#3
Fragrance Player

From #6 in 2021 to 

9.6%

13.0%

+340 bps

33



Beauty Market

Travel 
Retail
16%

% of Puig Net Revenues

Travel
Retail

10%

Source: Company filings, Company Industry Sources: Euromonitor + Generation actual 2025 34



Unlocking pharmacy growth 
through a specialized medical 

visitors force
35



Online will continue 
to be the fastest

growing channel and 
Puig is accelerating

36



Online channel  as % of  Premium  
beauty market 2025 estimate

Online channel as a % 
of Puig Net Revenues

2022 2025

25%

27%

30%
Online

Rest of Channels

70%

Source: Company Industry Sources and estimates 37



• Puig is doubling down on winning Online players

Leverage social e-commerce Enhance Brand.com

Enter and expand in marketplaces
Accelerate in omnichannel players 
and pure players

38



#4 player in Premium Beauty,
#2 player in Fragrances,

#1 with CT makeup
wherever we play,

Dermo-Cosmetics to
expand globally

39



OPERATIONS
PUIG



Operations empowering 
scalable growth

41



• Our extensive footprint and network in operations allows us to be agile

BUENOS AIRES

RIO DE JANEIRO

SANTIAGO
DE CHILE

MEXICO D.F.

LIMA

NEW YORK

MIAMI

SYDNEY

SHANGHAI

HONG KONGDELHI

TOKYO

SINGAPORE

SEOUL

TAIWAN

MOSCOW

RIYADH
DUBAI

COIMBATORE
Skin Care

ATHENS
Skin Care

CHARTRES
Perfume

ECHIROLES 
Skin Care

BARCELONA
Global R&D

MADRID
Perfume

PARIS
Derma R&D

BOGOTÁ
Loto del Sur

DUSSELDORF
Dr. Barbara Sturm 
R&D

VACARISSES
Skin Care

LONDON
CT R&D

US

MEXICOFactories
6

R&D Centers
7

Distribution Centers
47
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• Our operations and supply chain is structured around two core processes: 
New Product Development and Sales & Operations Planning

Sales & Operations Planning (S&OP)

Manufacturing Logistics Customer 
Service Markets

ESG

R&D Packaging Sourcing S&OP

New product development (NPD)

Brands

43



• Operations drivers at Puig: Our flexibility and reactivity advantage 

Outstanding 
innovation capabilities 

and gross margin 
obsession

Modern, robust 
and scalable 

infrastructure

Adaptable, 
flexible and

resilient

Efficiency focus, 
accelerated
through AI

44



TECHNOLOGY
PUIG



Our fully-integrated tech 
infrastructure is a key enabler
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Core processes

Consumer platform

Workplace

Infrastructure

Cybersecurity

• A fully integrated, state-of-the-art technology infrastructure at global level

Data, analytics & AI

47



Best-in-class tech solutions

• Consumer Platform: the layer of technology that allows us to better reach 
consumers (Digital media, CRM, Clientelling)​ and maximize growing channels ​

A connected architecture of technologies per Consumer Touchpoint supported by API integration technology

Qualified Traffic 
Media Optmization

Marketing automation 
use cases

Single 
consumer view

Digital 
media

Paid media

Etailing

Etail pages

Own social

Social

Campaign

Email/sms

Landing 
pages

Sampling

Own store 
wholesale

Clientelling

Own store

POS

Own Ecom

Brand.com

Digital assets (DAM/BCS/PIM)

48



AI is sharpening Puig’s 
competitive advantage

49



• Beyond productivity: AI is reshaping Puig’s core functions to strengthen competitive advantage

GROWTH
5 Big Bets to transform the business

1  proprietary intelligence engine
AI for 

transformation

AI for 
productivity

AI for 
our People UPSKILLING

Puig AI Academy
9,000+ team members across functions & levels

EFFICIENCIES
AI embedded in existing processes improving 
efficiencies, profitability and speed

60+ live initiatives 5,000+ active AI users

50



AI for 
our People • AI Academy: our enterprise-wide platform to upskill the entire organization and boost productivity

Enterprise-wide AI upskilling for 
confident & responsible adoption

AI supercharging 
My Workday

M365 Copilot powered by 
ChatGPT and Claude

9,000+ 4,500+
office

3,500+
BAs1

600+
factory

160+
leaders

Team members in the AI Academy, 
across functions & levels

Specialized AI 
programs

Continuous capability building for 
efficiency and transformation

Proprietary AI tools

AI for brands & 
creative craftsmanship

Advanced AI content workflows & 
image generation training

Magnific 
(Freepik)

Nano 
Banana

Note: 1 Beauty Advisors 51



• AI is embedded in existing processes improving efficiencies, profitability and speed

60+ live initiatives already capturing measurable efficiency benefits

Next horizon:  Redesign back-office functions around AI, enabling greater automation once S4HANA goes live

Legal 

• AI-powered legal 
operations enabled by 
Harvey platform, 
supporting contract 
analysis & compliance, 
legal research &  
document 
summarization

• 77% user adoption, 
31.5k+ queries, shifting 
from assistant to core 
workflow infrastructure

Order-to-cash

• AI-enabled Order-to-
Cash control tower
powered by Celonis, 
optimizing credit, 
collections, overdue 
payments, cash 
discounts and order 
recovery

• Tangible reduction in 
average monthly 
working capital while 
increasing customer 
service responsiveness 

Operations process 
automation

• RPA programs 
automating operational 
& rule-based processes 
across product 
development, data 
management and supply 
chain

• Unlocking up to 10% 
capacity, enabling teams
to focus on higher-value
activities

R&D 

• AI models to evaluate 
formulation 
alternatives, predict 
performance and 
identify the most 
promising ones

• 20-40% reduction in 
formulation screening 
lead time and up to 
30% fewer formulation 
iterations

Content 
management 

• AI-powered content 
operations, including 
automated image 
cropping, translation 
and localization

• 75,000 content 
adaptations annually, 
reducing content 
deployment cycles 
from up to 4 days to 3 
minutes

Brands custom 
GPTs ecosystem

• +120 Brand Custom GPTs 
empowering 19 brands, 
across brand storytelling 
and copywriting and 
digital expresión

• 86% adoption across 
brand teams, improving 
consistency and 
accelerating content 
creation across channels 
and touchpoints

AI for 
productivity
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• AI for Transformation: 5 priority Big Bets to reshape Puig’s competitive model at speed and scale

4 Drive engagement 
through AI-powered 
content workflows

Agentic capabilities that create 
and adapt hyper-personalized 
content at scale

3 Optimize A&P spend 
through hyper-precise 
brand activation

Proprietary AI tools improving 
audience, channel and investment 
decisions for growth.

2 Accelerate disruptive 
innovation and sharpen 
brand strategy

Faster innovation cycles and more 
precise brand strategies grounded 
in insights and early trend signals.

5 Unlock growth 
through AI-enabled 
pricing models

A proprietary RGM AI suite 
to make sharper, faster 
commercial decisions

Revenue growth & 
faster time to market

A&P efficiency & 
content effectiveness 

Revenue uplift & Gross 
Profit improvement

1 Unlock a new intelligence advantage with Puig PRISMA
A proprietary intelligence engine that fuels Puig with brand and market-specific insight & foresight

AI for 
transformation
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Reinforce Puig as a Home of
Creativity, powered by AI, 

amplifying its bold instincts
at greater speed and scale
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INTEGRATION 
& EFFICIENCY

PUIG



Our common operating 
model is an enabler for new 

brands integration and 
business unit setup
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2024 / 2025

Puig Nordics

Brand 
Integration

New 
Subsidiaries

2023

Puig South Korea
Puig Japan
Puig India

2026 Onwards

Onboarding upcoming
subsidiaries

Puig Derma platform creation

Puig Australia

2022
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Rigorous approach 
to capture efficiencies 

across the Group
58



3. Cost efficiency
Initiatives to drive margin improvements 
at various levels

Cost 
efficiency

3

FY 2032
Adj. EBITDA 

Margin
Ambition

22.5%+

2. Capture synergies
Leveraging the new operating structure and 
progressing integration of acquired brands

Capture 
synergies

2

Source: Company internal estimates

20.7%

FY 2025
Adj.  EBITDA 

Margin

1. Focus
Sharper prioritization to drive margin 
improvements across the portfolio

Focus

1

• Recap: Adjusted EBITDA margin as % of sales 2025–2032 Ambition (%) ​
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• Capture synergies

Progressively 
integrating 
acquired brands

• Capturing synergies in the back 
office and leveraging growth 
through the Puig platform

• Ambition to integrate and 
simplify organizational 
structures 

# Migrate Charlotte Tilbury to Puig SAP

#Complete the integration of Derma brands
into Puig’s global platforms

Moving from 
divisions to an 
integrated group

• One Group back office
• One Group subsidiaries

#Integrate selected Finance, HR, Legal, IT and 
back-office activities in markets where we had 3 
subsidiaries. 

#Provide Brand Groups with access to common 
Group capabilities and platforms

Leveraging further 
our scale & muscle

• Faster geographic expansion
• Group pricing and trade 

negotiations

#Leverage Puig subsidiaries to support CT 
and Derma expansion​ 

#Use Puig Travel Retail capabilities 
to boost CT expansion​

#One Group joint business plans 
with key retailers
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• Cost efficiency

A&P initiatives 
supercharged 
by AI

• Common intelligence layer 
& New Media Model

• Proprietary AI tool improving 
audience, channel and 
investment decisions 

#Already using Nexus to provide brands, 
regions and markets with one shared view of 
demand, audiences, CEPs and activation 
choices, for better activation decisions

Buy and operate 
as One Puig

• Global Procurement
• One Logistics
• Internalized Skincare 

manufacturing

#90+ procurement initiatives across seven 
categories, covering media, retail, supply chain, 
IT & communications, marketing and services​

#Common sourcing of logistics providers​

#Consolidated warehousing and international 
transport spend​
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These levers could 
generate around 

of value unlock per annum after three years, 
contributing towards our 2032 Ambition of 

22.5%+ EBITDA

€80 million
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Puig’s success has been 
shaped by its people and 

culture for 112 years
63




