


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
exceptin 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, norinany related pressrelease, 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.
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PRESTIGE

1. FRAGRANGE: A GROWING MARKET

FRAGRANGE SUSTAINS RIGH VISIBILITY & ENGAGEMENT
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PRESTIGE

1. FRAGRANGE: A GROWING MARKET

[HE FRAGRANGE GATEGORY HAS EVOLVED FROM
BEING PREDIGTABLE, T0 DYNAMIG AND RESILIENT

PREDICTABLE GROWTH " REBOUND §  DYNAMIC EXPANSION | STABILIZATION

20M- 2019 3 4% CAGR 2022- 2[]24 2% CAGR 2024- 2&2[5”]4 %

20M 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

SOURCE: COMPANY INDUSTRY SOURCES, REPRESENTS THE TOTAL FRAGRANGE MARKET INCLUDING PREMIUM & MASS FRAGRANCES



PRESTIGE HAS STABILIZED
TOWARDS ITS RISTORIC GROWTH LEVELS

Jfollowing a period of dynamic expansion

Prestige Market CAGR:

2022 2023 2024

SOURGE: COMPANY INDUSTRY SOURGES AND PANEL DATA. EUS: GIRCANA, REST OF EUROPE: NIELSEN, NA: CIRCANA, LATAM: GIRCANA, APAC: B&R, TR: GENERATION. T SELECTIVE FRAGRANGES C.70% OF FRAGRANCE MARKET

2025

PRESTIGE

1. FRAGRANGE: A GROWING MARKET

SELECTIVE

FRAGRANCES!

m PRESTIGE
NICHE



PUIG HAS QUTGROWN THE MARKET IN PRESTIGE

Prestige Market CAGR:

2022 2023

SOURGE: PRESTIGE BRANDS NET REVENUES (CH, RBN, JPG). EUS: CIRCANA, REST OF EUROPE: NIELSEN, NA: GIRGANA, LATAM: CIRCANA, APAC: B&R, TR: GENERATION

o

2024

2025

PRESTIGE

1. FRAGRANGE: A GROWING MARKET

Puig Prestige
Net Revenues CAGR:

+120/0



PRESTIGE
1. FRAGRANCE: A GROWING MARKET

[0DAY, 3 BRANDS IN GLOBAL TOP 10 FRAGRANGES
it

CAROLINA HERRERA

#6
#9

CAROLINA HERRERA

#1 #2 #3 #4 #5 #6 #7 #8 #9 #10
COMPETITOR COMPETITOR COMPETITOR COMPETITOR CAROLINA RABANNE COMPETITOR COMPETITOR JEAN PAUL COMPETITOR
HERRERA GAULTIER

10
SOURGE: PUIG ANALYTICS SELL-OUT - WW PRESTIGE UNIVERSE - YTD JUNE 26
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MAKERS

since 1914



PRESTIGE

2. WHAT MAKES PUIG UNIQUE?

I
OWNEL Iy

LOVE BRANDS

our difference At




PRESTIGE

2. WHAT MAKES PUIG UNIQUE?

FASHION & BEAUTY OWNERSHIP

Omne Brand, One Vision, One Team




PRESTIGE
2. WHAT MAKES PUIG UNIQUE?

PUIG: ONLY GROUP WITR 3 OWNED PRESTIGE BRANDS
IN TOP 10

our difference

3 OWNED

1 OWNED 1 OWNED 1 OWNED

PUIG COMPETITOR COMPETITOR COMPETITOR

15
SOURGE: PUIG ANALYTICS SELL-OUT - WW PRESTIGE UNIVERSE - YTD JUNE 26



PRESTIGE

2. WHAT MAKES PUIG UNIQUE?

HIGHLY DISTINGTIVE IDENTITIES & GREATIVE AUTONOMY




PRESTIGE

2. WHAT MAKES PUIG UNIQUE?

ONE BRAND ECOSYSTEM AS BRAND AMPLIFIER

SPRING 2026, FASHION SHOW (MADRID) HOTEL LA BOMBA EVENT (MADRID) LA BOMBA POP-UP PLAZA CALLAD (MADRID)




PRESTIGE

2. WHAT MAKES PUIG UNIQUE?

BUILDING
ENDURING
GOND

our know-how




PRESTIGE

2. WHAT MAKES PUIG UNIQUE?

BUILDING ENDURING 1GONS

proven over time in an innovation-led market

Masculine Feminine Masculine Masculine
Fragrance Fragrance Fragrance Fragrance

launched 1n 1995 launched in 2016 launched in 2008 launched in 2013

19
SOURGE: PUIG ANALYTIGS SELL-OUT - WW PRESTIGE UNIVERSE - YTD JUNE 26



PRESTIGE

2. WHAT MAKES PUIG UNIQUE?

BUILDING ENDURING IGONS

shaping the next generation

#18 Fon NEW LAUNCH

launched in June 2025 launched in Sept. 2026

20
SOURGE: PUIG ANALYTIGS SELL-OUT - WW PRESTIGE UNIVERSE - YTD JUNE 26
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2. WHAT MAKES PUIG UNIQUE?

ENGAGING
WITH THE

GONSUMER

at every touchpoint



PRESTIGE

2. WHAT MAKES PUIG UNIQUE?

ENGAGING WITH THE GONSUMER

at every touchpoint

CAROLINA HERRERA LA BOMBA POP-UP (HARRODS, UK]



PRESTIGE

2. WHAT MAKES PUIG UNIQUE?

ENGAGING WITH THE GONSUMER

at every touchpoint
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PRESTIGE

2. WHAT MAKES PUIG UNIQUE?

ENGAGING WITH THE GONSUMER

at every touchpoint
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PRESTIGE
HAT MAKES PUIG UNIQUE?

"~ ENGAGING WITH THE CONSUMER

at every touchpoint

CAROBINAWHIZIRRERA rabanne Jg%}} Rtk

UNMISSABLE
EVENTS

45TH ANNIVERSARY AFTER PARTY (NYFW] PACO CLUB (PARIS) LA FAVORITE PARTY (PARIS)




ENGAGING WITH THE CONSUMER

at every touchpoint
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3. HOW 10 GROW NEXT?

FOUR DISTINGTIVE WHITESPAGES

SROADEN JUR PORTFOLIO ACGELERATE AGROSS MARKETS & CHANN

g

1 DIVERSIFY 2 BEYOND GROWTH AGROSS GHANNEL
. GENDER MIX . PRESTIGE GORE . MARKETS . MAXIMIZATION



EEEEEEEE
3. HOW 10 GROW NEXT?

FOUR DISTINGTIVE WHITESPAGES

BROADEN OUR PORTFOLIC AGCELERATE ACROSS MARKEIS & CHA




T0TAL
PUIG
PRESTIGE

SOURGE: PUIG ANALYTICS SELL-OUT - WW PRESTIGE UNIVERSE « GENDER SPLIT FROM GIRCANA PANEL DATA - YTD JUNE 26

B FEMININE
B MASCULINE

SPRESHIGE

3. HOW T0-GROW NEXZSS




PRESTIGE
3. HOW T0 GROW NEXT?

1. DIVERSIFY GENDER MIX

clear opportunities to expand to the other gender

I I CAROLINA HERRERA

#1 #2 #3 #4 #5 #6 #7 #8 #9 #10
COMPETITOR COMPETITOR COMPETITOR COMPETITOR CAROLINA HERRERA RABANNE COMPETITOR COMPETITOR JEAN PAUL GAULTIER COMPETITOR
B FEMININE

SOURGE: PUIG ANALYTICS SELL-OUT - WW PRESTIGE UNIVERSE « GENDER SPLIT FROM GIRCANA PANEL DATA - YTD JUNE 26 B MASCULINE



1. DIVERSIFY GENDER MIX

GLOBAL WHITESPAGE
ICONS OPPORTUNITIES

NEW
HIM

CAROLINA HERRERA




PRESTIGE
3. HOW 10 GROW NEXT?

FOUR DISTINGTIVE WHITESPAGES

JROADEN OUR PORTFOLIO | Al MARKETS & CHANN

2 BEYOND
. PRESTIGE GORE



PRESTIGE

3. HOW T0 GROW NEXT?

2. BEYOND PRESTIGE CORE OFFERING

expanding accessibility through new formats & entry price point




PRESTIGE

3. HOW T0 GROW NEXT?

2. BEYOND PRESTIGE CORE OFFERING

driving premiumization through private collections




PRESTIGE
3. HOW 10 GROW NEXT?

FOUR DISTINGTIVE WHITESPAGES

JROADEN QUR PORIFOLIC AGGELERATE AGROSS MARKETS & CHANN

GROWTH AGROSS
. MARKETS



PRESTIGE
3. HOW T0 GROW NEXT?

3. GROWTH ACROSS MARKETS

accelerating in high-potential growth markets

CONSOLIDATE
 EUROPE

GONQUER
. APAG

SSSSSS , OCEANIA,

FORTIFY

LATAM EXPAND
. TR




PRESTIGE
3. HOW 10 GROW NEXT?

FOUR DISTINGTIVE WHITESPAGES

BROADEN OUR PORTFOLIC ACCELERATE ACROSS MABKETS & CHANN

GHANNEL
« MAXIMIZATION



PRESTIGE
3. HOW T0 GROW NEXT?

4. GHANNEL MAXIMIZATION

unlocking further growth through digital

300/0:2c.... 940/p:25.c..

BEAUTY

MARKEI

SOURGE: COMPANY INDUSTRY SOURCES



PRESTIGE

3. HOW T0 GROW NEXT?

4. GHANNEL MAXIMIZATION

leveraging deep retailer partnerships as the partner of choice
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OUR STRENGTH FOR THE FUTURE:

RAG RAN G E « 3 OWNED PRESTIGE LOVE BRANDS IN TOP 10
-I-U RAI_I_Y «  ABILITY T0 BUILD ENDURING 1CONS
CAPAGITY T0 SHAPE THE ICONS OF TOMORROW

STRU N G ER THAN A UNIQUE ONE BRAND MODEL
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PRESTIGE
OUR PRESTIGE LOVE BRANDS







PRESTIGE

OUR PRESTIGE LOVE BRANDS

A MULTICATEGORY hOUSE

|
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PRESTIGE
OUR PRESTIGE LOVE BRANDS

FASHION: NORTHSTAR FOR GREATIVITY
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FRAGRANGE: OUR GROWTH ENGINE




PRESTIGE

UUUUUUUUUUUUUUUUUUUUU

MAKEUP: EXPANDING THE BRAND UNIVERSE




PRESTIGE

OUR PRESTIGE LOVE BRANDS

MULTIPLYING THE BUSINESS X3

REGIONAL BRAND GLOBAL BRAND BRAND ACCELERATION
IBERIA & LATAM US & EU WITH GOOD GIRL GOOD GIRL #2 + LABOMBA

“

X3 IN10 YEARS

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

48
SOURGE: PUIG ANALYTICS NET REVENUES HISTORY (FASHION, BEAUTY, THIRD-PARTY ROYALTIES)



PRESTIGE

OUR PRESTIGE LOVE BRANDS

CONQUERING TOP 3 POSITION WW

#1 #5 #10

LATAM NORTH AMERICA EUROPE

# #2 #3 #a #5 #6 #7 #8 #9 #10 #11 #12 #13 #14 #15
COMPETITOR COMPETITOR COMPETITOR COMPETITOR CAROLINA RABANNE COMPETITOR COMPETITOR JEAN PAUL COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR
HERRERA GAULTIER
49

SOURGE: PUIG ANALYTICS SELL-OUT - WW PRESTIGE UNIVERSE - YTD JUNE 26



PRESTIGE

OUR PRESTIGE LOVE BRANDS

CONQUERING TOP 4 FEMININE POSITION WW

#1 #3  #6

#4 LATAM NORTH AMERICA EUROPE

# #2 #3 #a #5 #6 #7 #8 #9 #10 #11 #12 #13 #Hi4 #15
COMPETITOR COMPETITOR COMPETITOR CAROLINA COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR
HERRERA
50

SOURGE: PUIG ANALYTICS SELL-OUT - WW PRESTIGE FEMININE UNIVERSE (EXCL. APAC) - YTD JUNE 26



PRESTIGE

OUR PRESTIGE LOVE BRANDS

600D GIRL: AN ICON GRAFTED FOR DECADES

#2

#1

#2

#4

#5

X8

vy NET REVENUES
s IN10 YEARS

#54 # VMS ranking
== Net revenues

2016 2017 2018 2019 2021 2022 2023 2024 2025

51
SOURGES: PUIG ANALYTICS NET REVENUES HISTORY & WW RANKING



PRESTIGE

OUR PRESTIGE LOVE BRANDS

LA BOMBA: STARTING THE PATH 10 GROWIH




PRESTIGE

OUR PRESTIGE LOVE BRANDS

FUTURE GROWTR: OUR ROADMAP 10 2032

DEVELOP 2ND AXIS

ACCELERATE MARKETS & CHANNELS

BROADEN FRAGRANCE PORTFOLIO

S

o

N
| o |
| 2 s
| X = |
g P
R I |
| = |
| °. |
| 35 2
" = o =
“ o4 o "
" oW a !
! 0 "
| ®) |
" < !
m (%) < m
| S & o o |
I w = < — I
" N O w o) i
| SZv 4 |
" <Qd & "
" < O w = "
m Sz m
m = 5 |
| =S s
m = (¢} !
“ 2 :
| L |
" = !
| M |
| mw. = m
| 23 z
! < = |
| = |
| w |
! mm Za |
! Z o 0= |
! SO QaQ |
m ET wA“
| - = Gm__m

53

SOURCE: NET REVENUES CLOSING 2025 - BRAND AMBITION 2026-2032. NOTE: FOR [LLUSTRATIVE PURPOSES TO DESCRIBE THE GROWTH LEVERS, NOT T0 SCALE



PRESTIGE

OUR PRESTIGE LOVE BRANDS

MAXIMIZE OUR FEMININE POWERHOUSE

two Feminine in top 10 (2082 ambition)

GOOD GIRL
REACH #1

j

LA BOMBA
CONQUER #10

 *

# #2 #3 #é #5 #6 #7 #8 #9 #10 #11 #12 #13 #14 #15 #16 #17 #18 #19 #20
GOOD GIRL COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR LABOMBA COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR

54

SOURGE: BRAND AMBITION 2026-2032



PRESTIGE
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GONQUER THE MASGULINE SEGMENT

create the next wconic Masculine franchise, two Masculine in top 20 (2032 ambition)

g f?;-*“
-’i “ 1‘1
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|l]
b
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BAD BOY
#20

SOURCE: BRAND AMBITION 2026-2032



PRESTIGE

OUR PRESTIGE LOVE BRANDS

MAXIMIZE MARKETS & DIGITAL AGGELERATION

while accelerating in retail (2032 ambition)
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SOURCE: NET REVENUES CLOSING 2025 - BRAND AMBITION 2026-2032 2



PRESTIGE

OUR PRESTIGE LOVE BRANDS

MAKEUP: DEVELOP A SECOND AXIS FOR THE BRAND




PRESTIGE

OUR PRESTIGE LOVE BRANDS

rabanne
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HOUSE

. fantasies




PRESTIGE

OUR PRESTIGE LOVE BRANDS

A FASHION & FRAGRANGE ROUSE




PRESTIGE
OUR PRESTIGE LOVE BRANDS

FASHION: A NEW GREATIVE ERA




PRESTIGE

OUR PRESTIGE LOVE BRANDS

FRAGRANGE: OUR FOUNDATIONS




PRESTIGE

OUR PRESTIGE LOVE BRANDS

SIRUNG GROWTH TRAJECTORY, STABILIZING SINGE 2023

e ~ x2 iN10years oo g

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

63
SOURGE: PUIG ANALYTICS NET REVENUES HISTORY



[0P 6 FRAGRANGE BRAND WW

#1 #2
competitor competitor

SOURGE: PUIG ANALYTICS SELL-OUT - WW PRESTIGE UNIVERSE - YTD JUNE 26

#3
competitor

#4
competitor

#5
carolina herrera

rabanne

#6
rabanne

PRESTIGE

OUR PRESTIGE LOVE BRANDS

#3 #12 #5

latam

#7
competitor

north america
#8 #9
competitor jean paul gaultier

europe

#10
competitor

64



PRESTIGE
OUR PRESTIGE LOVE BRANDS

[0P 4 MASGULINE BRAND WW

#1 #6 #4

latam north america europe

#1 #2 #3 #a #5 #6 #7 #8 #9 #10
competitor competitor competitor rabanne competitor competitor jean paul gaultier competitor competitor competitor

65
SOURGE: PUIG ANALYTICS SELL-OUT - WW PRESTIGE MASGULINE UNIVERSE (EXCL. APAC) - YD JUNE 26



PRESTIGE

OUR PRESTIGE LOVE BRANDS

WO LEADING MASGULINE IGONS

#1 #2 #3 #4 #5 #6 #7 #8 #9 #10 #11

66
SOURGE: PUIG ANALYTICS SELL-OUT - WW PRESTIGE MASCULINE UNIVERSE (EXCL. APAC) - YTD JUNE 26
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PRESTIGE

OUR PRESTIGE LOVE BRANDS

2026: 1 MILLION BLAGK PROMISING FIRST RESULIS

68



PRESTIGE

OUR PRESTIGE LOVE BRANDS
| |
| |
broaden fragrance portfolio accelerate markets & channels
~ digital |
| ' maximize @ acceleration |
| fo?renv;ts || us,emea,tr
| new || &conquer
i feminine i i se asia !
' 3masculine
| in top 20 | |
2025 | 1million,invictus new her innovation || territories digital i 2032

. &newhim i |
______________________________________________________________________________________________________________________ 69

SOURGE: NET REVENUES CLOSING 2025 - BRAND AMBITION 2026-2032. NOTE: FOR ILLUSTRATIVE PURPOSES T0 DESCRIBE THE GROWTH LEVERS, NOT TO SCALE



PRESTIGE
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RABANNE: THE ABSOLUTE MEN'S POWERHOUSE

three Masculine in top 20 (2032 ambition)

enduring icons

m within #10
- new him

‘ conquer #17

######

SOURCE: BRAND AMBITION 2026-2032
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GONQUER THE FEMININE SEGMENT

2082 ambition

: 'I'i:k

new feminine

SOURCE: BRAND AMBITION 2026-2032



WIN IN KEY REGIONS & DIGITAL AGGELERATION

2082 ambition
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PRESTIGE

OUR PRESTIGE LOVE BRANDS
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FASHION: OUR GREATIVE LABORATORY




FRAGRANGE: OUR GROWTH DRIVER -
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MULTIPLYING THE BUSINESS X6

SETMASCULINE FOUNDATIONS

FROM VIRALITY TO SUSTAINED CONSUMER ENGAGEMENT

X6IN10 YEARS

PUIG
Fragrance
incorporation

Jean Paul
Gaultier
acquisition

2016 217 2018 2019 2020 2021

SOURGE: PUIG ANALYTICS NET REVENUES HISTORY (FASHION & FRAGRANGE)

2022

2023

2024

2025
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[0P 9 FRAGRANGE BRAND WW

# #2
COMPETITOR CGOMPETITOR

SOURGE: PUIG ANALYTIGS SELL-OUT - WW PRESTIGE UNIVERSE - YTD JUNE 26

#3
COMPETITOR

#4
COMPETITOR

#5
CGAROLINA HERRERA

16
RABANNE

k8

LATAM

#7
COMPETITOR

k1o

NORTH AMERICA
18 #9
COMPETITOR JEANPAUL GAULTIER
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EUROPE
#10
COMPETITOR
79
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[0P 7 MASCULINE BRAND WW
Ko #8 16

LATAM NORTH AMERICA EUROPE

#]

# #2 #3 #4 #5 16 #1 18 #9 #10
COMPETITOR COMPETITOR COMPETITOR RABANNE COMPETITOR COMPETITOR JEANPAUL GAULTIER COMPETITOR COMPETITOR COMPETITOR

80
SOURGE: PUIG ANALYTICS SELL-OUT - WW PRESTIGE MASCULINE UNIVERSE (EXCL. APAC) - YTD JUNE 26
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LE MALE IGON REVIVAL

BUSINESS
— VT [HIOVERS -

SOURGE: PUIG ANALYTICS NET REVENUES HISTORY
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J0-YEAR 1CON
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FUTURE GROWTH: 2032 ROADMAP

BROADEN FRAGRANCE PORTFOLIO ACGELERATE MARKETS & CHANNELS

E-BUSINESS
AGCELERATEUS ACCELERATION
NEW FORMATS & CONQUER SE ASIA

NEW FEMININE
2 MASCULINE
INTOP15
2025 LEMALE, LE BEAU NEW HER INNOVATION TERRITORIES DIGITAL 2032

&NEWHIM

83
SOURCE: NET REVENUES CLOSING 2025 - BRAND AMBITION 2026-2032. NOTE: FOR [LLUSTRATIVE PURPOSES TO DESCRIBE THE GROWTH LEVERS, NOT T0 SCALE
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DRIVE LEADERSHIP IN MASCULINE

two Masculine in top 15 (2032 ambition)

LEMALE #2

NEWHIM #15

n #2 #3 4 #5 #6 #1 8 19 #10 m n #13 4 #15 #16 #m e #9 #20
COMPETITOR LEMALE COMPETITOR RABANNE COMPETITOR CGOMPETITOR COMPETITOR COMPETITOR COMPETITOR CGOMPETITOR COMPETITOR COMPETITOR COMPETITOR COMPETITOR NEW HIM COMPETITOR COMPETITOR COMPETITOR CGOMPETITOR COMPETITOR

84
SOURCE: BRAND AMBITION 2026-2032
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GONQUER THE FEMININE SEGMENT

2082 ambition

7

g

B -DIVINE

2026

2027 2028 2030 2032

SOURCE: BRAND AMBITION 2026-2032. NOTE: FOR ILLUSTRATIVE PURPOSES T0 DESCRIBE THE GROWTH LEVERS, NOT T0 SCALE
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AGGELERATE KEY REGIONS & DIGITAL

2082 ambition
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SOURCE: NET REVENUES CLOSING 2025 - BRAND AMBITION 2026-2032 2
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