il

=

S LX)

S

M




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.



A GLOBAL BEAUTY EMPIRE INJUST 13 YEARS
X3 IN THEPAST 5 YEARS

X3

PUIG

ACQUIRES
MAIORITY
NVAV

BRAND

[LAUNCH .

— == I

2014 2015 2016 2017 2018 2019 2020 2021

F
>
-
M

AL XK

- -




A LEADER IN PREMIUM M AKE- UP

ACROSS MAJOR M ARKETS

™ et
T—r a_,.-_“_,”__
&
=0
CANADA §
%9 B
-~ v 721 GEPMANY
USA APANCE -

= #1
.SPAIN ?\:/? Ay
= 3 _ /f V#3 UAE.

z14

INDIA

=1

Sources:
UK, US, Canada, France , Spain, Italy.and Germany: Circana, FY2025

APAC Beaute Research FY2025 (makeup). China FY 25 ranking adjusted to remove product give away, Travel size and refill

UAE: Chalhoub Group - GCC Beauty FY 2025 Report

SINGAPORE

(XXX XS .
ks
LJ
.
@
L)
HONG KONG .
MACAU
SAP. CHINA e

#5

eNeooNeoo




CHARLOTTE TILBURY’S SUPERPO W ERS
OUR COMPETITIVE ADVANTAGE

= harlotte Tilbury
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PRODUCT INNOVATION

BEAUTY DISRUPTOR & CATEGORY CREATOR

34 YEARS OF EXPERTISE TURNING CONSUM ER NEED- STATES INTO HERO PRODUCT INNO VATIONS

SKINCARE COMPLEXION COLOUR FRAGRANCE




PPRODUCT INNOVATION

CHARLOTTES #1 GLOBALICONS
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Airbrush Flawless Finish Charlotte Tilbury, the #1
#1 Powder in the UK+ US Setting Spray Brand in the
Prestige Market 2025 UK+ US Prestige Markets
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Hollywood Flawless Filter, the Unreal Skin foundation, the #1
#1 Highlighter in the UK+ US foundation stick in the
Prestige Makeup Market UK prestige makeup market

Source: Circana (UK &US) Ltd, Retail Tracking Service, Prestige Makeup Value Sales, FY 2025
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IGHLY ENGAGED COMMUNITY

v 20 MILLION FOLLOWERS ACROSS GLOBAL PLATFORMS
v PESONATING WITH ALL CONSUMER GROUPS AND DEMOGPRAPHICS
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BEAUTY TECH

AT THE FOREFRONT OF GLOBALBEAUTY TECH

FULLY OWNED ECOSYSTEM POWERED BY IN-HOUSE DATA ENGINE
AND PROPRIE TARY AR TISTRY ALGORITHM

MEXEILET) *

AUGMENTED
REALITY
TUTORIALS

VIRTUAL VIRTUAL 3D VIRTUAL SHADE MATCH SKIN ANALYSIS
TRY ON CONSULTATIONS STORES FINDER TOOL

CHOOSE THE IMAGE MOST LIKE
YOUR COMPLEXION
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4+ MILLION
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UNLO CK CONFIDENCE FOR
EVERYO NE EVERYW HERE

v LONG- TERM PAR TNERSHIPS WITH CHARITIES THAT BUILD CONFIDENCE AROUND THE WORLD
v UNIOUE PARTNERSHIPS TO SUPPOR T WOMEN IN SPORTS

WOMEN FOR WOMEN
INTERNATIONAL
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THE KING'S THE CLOONEY
TRUST FOUNDATION INTERNATIONAL CHEERLEADERS 12
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RECOGNIZED AS A LEADING BRAND
BY DATA-DRIVEN BENCHM ARKS
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COSMETICS
BUSINESS

Here, the top 10 beauty brands by
influencer MIV during the first half of
2024, per Launchmetrics.

Total Social Impact Leaderboard
Beauty Industry

DISCOVER THE TOP-100 BEAUTY
BRANDS IN INFLUENCER MARKETING

Inside
GenZ7Z’s
Favorite
Beauty
Brands

Top five beauty brands
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1. Charlotte Tilbury

Charlotte Tilbury is the most
recommended beauty brand by Al
this Christmas

o Carrara | Published: 1

1. Charlotte Tilbury
¢ [Influencer MIV: $412 million
® Total MIV: $586 million

Puig
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Rank change: +3
FEATY BEAUTY 5 . e S
* Charlotte Tilbury tops the Beauty Index for the first time, knocking The

Rare Beaut; " o v - o " 3
V Ordinary off the number one position for the first time since the Beauty
hudabeauty

which poked fun at
MORPHE

marketing pillar, along
The Puig-owned make-up company has topped a list of
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ANAS beauty brands being recommended the most by artificial ollaboration with Genshin Impact saw the

intelligence (Al)-powered chatbot ChatGPT for the 2025
holiday gifting season

ded beauty products and collectibles with the

gaming franchise.
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#1
TOTAL SOCIAL MOST INFI UENCEP MOST MENTIONED NON-PETAILER BEAUTY
IMPACT PECOMMIENDED MEDIA ON INSTAGPAM IN BEAUTY BPAND IN INDEX
| BY CHATGPT AT IMPACTVALUE THE UK GEN-/
CHPISTMAS ENGAGEMENT
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O UR GROWTH DRIVERS TO 2032
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ORGANIC FRAGRANCE SKINCARE NEW pAVSY:
GROWITH ACCELERPATION ACCELERPATION MARKE TS AND AMBITION
DISTRIBUTIONS

Note: For illustrative purposes to describe the growth levers, not to scale
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FACEMAKE-UP M ARKET 2025

WE ARE LEADERS IN
PO W DERS AND
SETTING SPRAYS
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TWO NEW HEROES WITH BIG POTENTIAL
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'MAGIC CREAM
GLOBALLY

v ICONIC AWARD-WINNING GLOBAL SUCCESS
FIRST PRODUCT EVER CREATED BY CHARLOTTE
'OPPORTUNITY 1O CONTINUE GROWING IN THE

WIEST & EXPAND IN ASIA

22




(s

CHARLOTTE'S

MAGIC
SERUM

CRYSTAL ELIXIR
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BUILD A FULL
SKINCARE ROUTINE
THAT REINFORCES

&A% OUR AUTHORITY

AND EXPANDS OUR
BUSINESS

ACROSS ALL
MARKETS & CHANNELS
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CHANNEL EXPANSION
IN EXISTING M ARKETS
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v DISTRIBUTION EXPANSION
IN THE UK, EURO PE & TRAVEL RETAIL
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v" EXPAND PHYSICALNETW ORK IN CHINA

v SIGNIFICANT HEADROOM TO EXPAND
DISTRIBUTION W HILE PRESERVING BRAND
DESIRABILITY
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v" EXPANSION IN LATIN AMERICA
FOLLOWING SUCCESSFULMEXICO LAUNCH

v" OPPORTUNITIES IN NORTH ASIA
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