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The WWD Beauty Biz Top 100 ranks theworld’s largest
beauty manufacturers, AWho's Who of the cosmetics industry,
thesa companies weigh in at $140.78 bilicn.

Firns ara istad by ther parent companies and rankad by beauty
aalea for the 2000 calandar year. For fimns whosa fiscal years dd
et run from January 1, 2008, to Decemnbear 31, 2008, estimates
were calculatad, Al revienue figures wans either obtained from the
companias or generated with the halp of industry sourcas.

For this lizt, "beauty” includes fragrance, maksup, skin care,
2un care, hair care and decdorant, plus celluite and sheving
products, | does not comprise bar 2oaps, razors, toothpastas,
foods and dist foods, medicines, vitamins or detergants. Bealty
revenues only comprisa sales of baauty products sach fim
rmanufactures and do not include business from private labal
lines or products it might distribute for othar frms. Yaar-on-year
parcantage changes ara in real tarmis, not on a like-fordike basia,
and non-LL.S based companias’ sales are corverted into dollars
accordng to the average yearly exchangs rates for 2003,

The total $140.78 bilion of zales generatad by the top 100
companies was down 18.3% yearon-year, That differance
atermnsz largely from exchange rate fluctuations.

Maanwhila, the smallest companies on the list got larger.
For instance, in 2000, the 100th-ranked firm rang up $112.6
million wersuz $100.8 million in the 2008 edition, reprasanting
a 2.4% rise.

Twelve companies that wers in the 2008 ranking fell off the
ligt in 2006, Many werz hard hit by the financid crisis. (Ona's
year-on-year revenuaes dropped by as much as 305 ) Some
ware nudged off tha ranking dua to margars and acquistions
activity. Thess included Tig, which was bought by Unilewer
for $411.5 million; The Faca Shop, which was acquired by LG
Housahold & Health Care for KEW 420 billion, and Simple
Health & Beauty, which was snappad up by Abarto Culver for
about $335 million.

Gaographically speaking, companies in emarging
marketa continued their blistering growth rataz. In Brazil,
for example, Natura's ravenussa rosa 18.6%, O Boticdrio's
gained 20.2% and Hypermarcas' spiked 52%. In Pany,
Belcom Intemational's sales increased 12.6%, whila in
China, Bawang Intemational's jumped 25% and Shanghai
Jahwa's registared an 8.2% uptick. Revenuss at Dabur
India, maarwhile, grew 42,3%,

EDITED BY JENNIFER WEIL
RESEARCHED AND COMFILED BY ELLEN GROVES

WITH CONTRIBUTIONS FROM BRID COSTELLO (LOWNDON), RACHEL BROWN (LOS ANGELES), fULIAN RYALL (TOKY D),
KERRY OLSEN AND ALBERTC ZACCHINI (MILAN); SUSAN STONE (BEERLIN), POUL FUNDER LARSEN (COFENHAGEN), FETE
BORN, FAYE BROOKMAN, MATTHEW EVANS, ANDREA NAGEL, JULIE NAUGHTON AND MOLLY FRICR (NEW YORK), AND

MICHAEL KEPP (RIQ DE JANEIRCDY).

BEAUTY'S TOP 100
AT A GLANCE

No.1: LOREAL, with sales

of $24.36 billion

No.100: GROUPE JACQUES
BOGART, with sales of

$112.5 million {est)

GEOGRAPHIC BREAEDOWN:
Us: a1

FRANCE: 16
JAPAN: 12

[TALY: 10
GERMANY: 8
UK.: 8

BRAZIL: 3
SWITZERLAND: 3
SOUTH KOREA: 3
CHINA: 2

THE BAHAMAS: 1
BELGIUM: 1
[NDIA: 1

PERLE: 1

RUSSIA: 1

SPAIM: 1
SWEDEN: 1

PERCENTAGE INCREASES
AND DECREERSES FOR 2009
VERSUS 2008

A 49 companies INCREASED
their sales

W 4T pEcrREAsSED thelr sales
== & Were FLAT

COMPANIES WITH SALES
INGREASES OVER 20%
RANK  GOMPANY

20 Pacific Corp.: 20.7%

38 Reckitt Benckiser:
20.2% (est.)

41 O Boticaric: 20.2%
53 Lush: 48.5%

&7 Energizer Holdings:
25% [est.)

59 Kalina: 20%
61 Hypermarcas: 82%
63 Dabur India: 42.3% (est.)

66 Bawang Intemational:
25% (est))

88 Able C&C: 79.1%
02 New Wave: 127.7%
06 Cosnova: 26.2%

THE FOLLOWING SMALL
COMPANIES BECAME BIG
ENOUGHTO MAKEIT IN
THERANKING THIS YEAR:
No. 02 NEWWAVE

No. 95 NUXE GROUPE

No. 06 COSNOVA

No. 90 CAUDALIE
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Consumer: L'Ordal Parfs, Garnier,
Maybelline New York, SoftSheen Carson,

L'0

CLIC'HY, FRANCE Le Ciub des Createurs de Beautéd.
% 24,36 BILLION Professional: U'Créal Profassionnal,
€ 17.47 BILLION Kérastass, Redken, Matrix, Mizani,
w0.4% V.08 PureQlogy.

Luxury: Lancdme, Biotherm, Helena
Rubinstein, Kiehi's, Shu Usmura, Giorgio
Armani Parfums and Cosmetics, Parfums
Cacharel, Raiph Lauren Fragrances,
Paloma Picasso, Parfums Guy Larochs,
Diesal Yue-Sai, Viktor & Rolf Martin
Margiela, Yves Saint Laurent,
Stella MeCartnay, Boucheron,
Ermenegildo Zegna.
1 Active Cosmetics: Vichy, La Roche-
Posay, Skinceuticals, Sanoflore,
Roger & Gallet. The Body Shop.
Galderma, Laboratoires Inndov
(50% aach).

e,
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Faced with the tmghm‘l‘buamzss environment in years, L'Oréal’s sales decined

in 2009 for the first time since 2002. The company’s net profirs fell S%}t.a:—
on-year to €1.79 ballion. After delivering double-digit earnings per share gains

for more than 20 years prior to the global econoric downturn, L'Oréal said it
would no longer maintain that ambition going forward. A weak global

market plus slow business in travel retail and in Western Europe particularby hitits
Lusaury Products Division, which sales down 2.2% to €4.08 billion. The
Consumer Products Divisions revenues increased 1.5% to €8.56 billion, spurred on
largely by strong sales from Garnier and Maybelline, the strength of new markets
and gaing from slein care. Revenmes from L'Oréals Professional Prodoets Division
decreased 3.4% to €2.39 billion, due to the hairdressing market being negatively
impacted by the arisis. Meantime, the Active Cosmetics Dinvision’s sales contracted
4.3% to €1.23 billion, but it mainrained its top-ranking spot in dermocosmetics.
Revenues from skin care, EOréal’s leading category, increased 2% to €4.38 billion,
while wales dropped 7.3% to €1.71 billion. Among L'réal’s main goals is
o double its customer hase by notching up 1 billion new consumers—particularly
in emerging markets—over the next decade. One way to do that is by entering new,
lem pricy categories such as deodomnts. In China, EOréal plans to grow its sales
more than 16% this year to top €1 billion. In the last 12 months, the company has
entered Egypt, Kazakhstan and Pakistan. L'Ornéal has also sua.pped up a handful

of companies, This June, DCréal TT5As SalonCentric Division acquired hair salon
distributor C.B. Sullivan Co., having purchased U5, salon distributors Maly’s
Michwest and Marshall Salon Service in December 2009, This April, I'Oréal

USA acquired Fssie Cosmetics, a 1.8, nail polish company that generated sales

of 150 million last year. By zone in 2009, Westem Europe remained L'Oréal’s
leading market, with business down 4.7% to make up 43.3% of total revenues, In
Naorth America, sales decreased 1.7% to generate 23.4% of overall revenues. The
“rest of the world” registered 3.4% growth and contributed 33.3% of annual sales,
‘Within that zone, revenues in Eastern Evrope and Latin America declined 12.1%
and 1.1%, respectively, while in Asia and the Africa-Orient-Pacific region, they
increased 16.5% and 6.7%. In 2009, L'Oréal spent 3.5% of sales on rescarch and
development, versus 3.3% in 2008, and 30.8% on promotional spend, against 3%
Mewly signed spolesmodels this year induded actresses Julia Roberts and e
Cruz for Lancéme and Diane Kruger for UOréal Paris, By year-end 20089, L'Oréal’s
largest sharcholders were its founder’s daughier, Liliane Bettencourt, with 31% of
the company, Mestlé, with 29.8%, and international institwdonal investors, with
21.3%. First-quarter 2010 marked a return to growth for the beauty industry leader,
when its sales increased 8% versus first-quarter 2009 to €4.72 billion.

Pantene, Head & Shoulders, Ciairol,
Herbal Essances, Nice 'n Easy, Natural
Instincts, Wella, Walla Koleston,
Sebastian Professional, Nicxin, Vidal
Sassoon, Aussie, Rejoice, Frédéric
Fekkai thaircare, professional products).
Cower Girl, Max Factor fmakeup). Hugo
Boss, Old Spice, Lacoste, Jean Patou,
Valentine, Gucel, Escada, Puma, Anna
Bui, Ghost, Dunhill, Lawra Biagrott,
Dokce & Gabbana, Christina Aguilera,
RAepiay, Rochas, Valentino (fragrance).
Verus, Olay, SK-Ii, Noxzema (in Western

Europel, DDF, Gillstte,
-

PROCTER
& GAMBLE CO.
CINCINNATI

$ 18.6 BILLION (EST.)
wE.1% V. 08(EST)

The Art of Shaving,
Zirh (skin care).
Secrat {(deodorant).

.
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In the fiscal year ended June 30, 2009, sales for Procter 82 Gamble's beanty
business, inclading blades and mzors, fell 4% year-on-year to $18.9 billion. On a
like-for-like basis, they advanced 1%. Product price increases, designed to offset
commodity cost hikes, added 2% to the division's sales, while exchange rate
fluctuations contributed a 4% decrease. Met earnings decreased 6% in fiscal 2009
to $2.7 billion and unit volume declined 2%. A.G. Lafley retired this February
after nine years at P8cG's helm. He brought focus and a new corporate vision to
the consumer products behemoth while steering it sharply into beauty: During
‘his tenure, sales more than doubled and the mumber of billion-dollar brands grew
from 10 to 22. Lafley was succeeded by Robert McDonald, who was named
president and chief executive nﬁmm]u.mEDﬂ‘) and chairman this January. He
shined the spotlight on markets as drivers of future growth. During the
past year, vice chair Ed Shirdey remolded P8<G's beauty and grooming business
by reassigning brands into those categories on a gender basis, Old Spme and
illette personal care moved out of the beauty unit and into the grooming unit,
for instance. Virginia (Gina) Drosos was named group president of PécG Beanty
Bz Grooming units. In mature markets, PAoG volume declined by midsi

digits, whereas in developing regions, they grew by low-sngle digits. P8cG retail
‘hair care busines gained by low-single digits, buoyed by advances from Pantene,
Head & Shoulders and Rejoice. Its professional hair care products’ revenues in
slons sustained a midsingle-digit slide, due mainby to market and retail inventory
contractions, as did the company’s volume from beauty products for women. The
prestge business, comprising mestly fine fragrunce, dropped by high-single digis.
Pl said 1ts market share in key beanty categories remained stable year-on-year
Luigi Feola was named general manager of lumry brands and Bill Brace became
general manager of the fashion brand pillar There was more cooperation between.
brands. One examgple is the Cover Girl 8 Olay Simply Ageless foundation, which
ranks first in the 1.5, Cover Girl's business crossed the §1 billion rmark in retail
sales there and achieved cight consccutive years of share grovwrth in 2009. The brand
signed country singer Taylor Swift as its newest face this May, In April, PAG
unveiled a store overhaul strategy for The Art of Shaving, In March, PG retooled
Pantene with new ingredients and packaging. The brand, billed to be the world's
hair care leader with an estimated $3 billion in retail sales, also reduced its number
of stockleeping wnits. The moves were part of P85’ goal of boosting innovation.
by 30% in core corperate categories and markets. A tectonic shif occurred in
P&c(Fs hair care business when the Frédéric Feldeai prestige brand it
the mass market carlier this year, Fekkai Advanced was introduced to nurture the
high-end segment of Felden's business. Early this year, P85 ceased marketing
Max Factor in the 17.5.; in March 2009, it dvested Johnson Products, a maler of
African-American hair care products.
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uN“_E'" ER Unifever Personal Care: Axa/Lynx, Unilever reported total 2009 sales dipped 1.7% year-on-year to €39.82 billion.
LONDON: Impulse, Rexona/Sure, Degree, Dowve, CGrowth was impacted i part by disposals in 2008, including the sale of Boursin
ROJ]TERHAM Lux, Pond's,_Suawe, SUF_'.ISIR-’SBG‘HJ’ and Lawry's; negative currency exchange e:&'emg eapu‘_isﬂyﬂ?z strong euro against
NETHEMNDS SedaliHazeline, Timotei, Clear, Mods, the dollar, pound and rapee, and product price increases. Unilever’s personal care
Vaseling, Tigi. division, induding bar soap and oral care, reported a 4.1% rise to €11.85 hillion.

$ 15.35 BILLION (EST.) In September 2009, Unilever announced it had made a hinding offer to acquire
€ 11.01 BILLION (EST.) Sara Lee Corp.'s personal care business, incloding the Sanex, Radox and Brydereem
A 4.1% V. 08(EST) \ brands. Meant to build on Unilever’s presence in Western Enrope and Asia,

the deal cost €1.28 billion and is still pending European Comrnision approval
Last September, Tigi—which changed hands in January 200%—introduced its
first product under Unilever ownership. Dubbed Your Highness, the six-unit
volumizing hair care line’s launch coincided with the unveiling of Tigi's parmership

g - -5 with fashion designer Chnstopher Kane, which has included his styling Tigi's
mf lock book and Tig styling models” hair for Kane'’s fashion shows, Tig bowed
'Ihe inIndia laa'lyes:. Smngpcrﬁamm among recently ls.uu.ch.e-clpmdlmundud.c
- J the Axe Hair men's line, which has generated €50 million in T1S. sales since its
intreduction there in January 2003, Dove for Men + Care face and body line
T launched in Ttaly, France, Spain and Benelux thronghout 2009 with “encouraging
t""- % carly results,” according to Unilever. Jean-Marc Hugt was named the company’s
: | chief financial officer in December 2009, Mike Polk became president of global
L] ' foods and home and personal care this March, and Diave Lewis replaced Polk as
- president of the Americas. Also this March, Keith Weed becarne Unilever's chief
—— marketing and communications officer. Philippe Hostaléry took on the role of
Tagi's president of global business on Jamuary 19, Unilever's long-term goal is to
double the sme of its overall business while redudng its environmental impact.
THE ESTEE Estde Lauder, Aramis, Clinigue, The Estée Lander Cos. has implemented some new strategies since Fabrizio
Prescriptives, Lab Series, Onigins, MAC Freda took its helm in July 2009, These include realizing a multiticred retail
LA“DEH Bos. Casmetics, Bobbi Brown, Tommy Hilfiger, format, such as its Clinique counters in Bloomingdale’s in New York and
NEW YIORE Kiton, La Mer, Donna Karan, Aveda, Londor’s Sclfridges, where there are express areas for replenishment, sales
Jo Malone, Bumble and bumble, associates available for consultations and computers to give DIY diagnoses,

$ 7.49 BILLION (EST.)

w4.4%V 08 (EST) Darphin, Michae! Kors, Sean John, Sales through e-commerce, a high-growth channel for the compamy, gained

Missoni, Tom Ford Beauty, Coach, 25% in 2009 on 2008, Lauder is expected to inerease its marketing budget
Ojon. BeautyBank: Amarican by $100 million by the end of this year versus 2009, The Estée Lauder Cos”
Beauty, Fiirt, Good Skin, Grassroots | top markets are the UL5., which generated 40% of total sales during the
Research Labs, Daisy 200 calendar year; the UK. and travel retail, which each rang up %, and
Fuentes. Japan, which made 5%, In terms of categories, skin care produced 40% of the
Estée Lauder Cos.” business; makeup, 39%; fragrance, 15%, and hair care and
other categories, a combined 6%. On January 31, the company closed global
wholesale distribution for its Prescriptives brand. On July 1, the Estée Lauder
Cos. purchased Smashbox Beauty Cosmetics, including a minerity stake in
Smashbox Studios. Terms of the deal were not disclosed, but estimates run
from $200 million to $300 million. Last fall, MAC Cosmetics signed on Lady
Gaga and Cyndi Lanper as faces of its Viva Glam carnpaign. In November
2009, Tom Pecheux became creative makeup director for the Estée Lander
brand. His first color products launched in July. Other key introductions over
the past year included Aveda’s Light Elements Texturizing Créme and Shaping
Wax, Bobbi Brown's Natural Finish Foundation SPF 15, Clinique’s All About
Eyts Serum and Bumble and bumble’s Thickening Serum. This June, Beth
DiMNardo became Smashboa's global general manager and Caroline Geerlings
became president of Tom Ford Beauty and new business. The Estée Lauder
Cos. brands are sold in more than 140 countries and terntories worldwide.

" Awvon Color, Anew, Skin-So-Sort, With the recession in full gear, Avon went on the offensive in 2009, The
Avon Solutions, Avon Naturals, Avon direct beauty seller emphasized lower-price items in its portfolio, launched
PnonucTs Clearskin, Mark (skin care, makeup). its largest representative recruitment campaign in history and refocused its
NEW YORE Advance Technigues (hair carg). Rease fragrance strategy on the premium price tier. Avon struck more celebrity and
Witherspoon, Derek Jater, Patrick designer scent deals, Its most recent fragrance alliances included actress Zoe
$ 1.41 BILLION Dempsey, Emanuel Ungaro, Christian Saldana for Eternal Magic, pop star Fergic for Qutspoken and the fashion
W 2.5% V.08 Lacroix, Courteney Cax, konman, James |  house Hervé Léger. In 2009, Avon’s fragrance sales grew 8%, driven largely
Bond, Fergie, Herwd Léger (fragrance). by Latin America and Central and Eastern Enrope. Its total beanty sales

dipped 2.5% to §7.41 billion. On a constant currency basis, they gained 7%.
This March, Avon expanded its beauty portfolio by acquiring the Liz Earle
natural skin care line, which industry sources estimated generated $60 million
to $100 million in 2009 sales. It was the company’s first acquisition since
1997. Avon also snapped up Tiny Tillia, a line of children's toiletrics, this
spring. Terms of the deals were not disclosed. More acquisitions look likely,
according to the company. Avon is modemizing its direct-selling business.
Mark, for instance, introduced 1Phone applications and one of the first digital
social selling apps on Faceboolk. Avon plans to commit $30 million in the
next several years to its socal networking strategy. Among the company’s
three largest markets are the U.5., making up approdmately 20% of revenues;
Brazil, and Russia. Avon's representative count by year-end 2009 was about
6.2 million, np nearly 9% versas 2008. Last year, Avon's net income declined
28.5% to $625.8 million on revenues that decreased 2.9% to §10.38 billion.
O a constant currency basis, sales rose 6%. Advertising expenses declined

o 9.7% to §353 million as the company benefited from the softness of media
. prices. Meanwhile, Avon maintained its ad presence at the same level in 2009
‘{ as in 2008,
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SHISEIDO co Shiseido, Clé de Peau Beauté, Sea
TORYO F Breeze, Carita, Decléor, Nars, Joico,
Aupres, Supreme Aupres, Urara, Pure &
$ 6.83BILLION(EST.) Mild, Za, D’ici L3, Ipsa, Ayura, Ettusais,
¥ 638.1 BILLION (EST.) Shiseido Professional, Zotos, Serge
W4.6% V. '08(EST) Lutens, John Varvatos.

Beauté Prestige International:

Parfums Issey Miyake, Parfums
Jean Paul Gaultier, Parfums
Narciso Rodniguez.

Shiseido’s net profits for the fiscal year ended March 31 spiked 73.8% year-on-year to
¥33.7 billion, due to an improvement on a one-off extraordinary loss in the prior year
and to tax expense factors. Operating income rose 1% to ¥50.4 billion. Total net sales
for the company were ¥664 2 billion, down 3.7%. In Japan, where Shiseido generated
revenues of ¥408.1 billion, a 5.1% year-on-year dip, the company made 63.3% of
total sales, versus &J%mth:pumhmlyunShmdoambuwdthtdedmcw
weak and g structural changes in the market caused by

a polanization between hlgh-mdbwup:crpmducts Chain store and department
store sales remained solid, thanks to the consultation services Shiseido provides
there, it said. Shiscido’s overseas sales slipped 9.7% to ¥236.6 billion. The Americas
made 7.1% of total revenues;, Europe, 12.8%, and Asia, 16.8%. While Shiscidds
growth in China, which accounted for about 10% of consolidated sales, continued
and recovery was noted in both Europe and the Americas, the strength of the yen
against other currencies negatively impacted international business. This March,
Shiseido completed its ¥1.46 billion acquisition of Califomia-based Bare Escentuals.
The mineral makeup company is expected to help Shiscido expand its business in
North America. Over the past year, Shiscido entered markets such as Morocco, Laos
and Azerbaijan. It also invested ¥4 billion in a new factory in Vietnam this February,
nsﬁntmSwthmstAm.lnMamb,tthannmbzmdmsmtmduoedm
Chinese drugstores. The 25-unit collection’s formulation i add,
said to increase the products’ ability to penetrate skin. Recent introductions from the
company include the Shiseido Future Solutions LX premium skin care line. Shiseido
forecasts sales of ¥705 billion for 2010. Its net profits are projected to reach ¥29
billion and operating profits, ¥50.5 billion.
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BE'ERSDOH F Nivea, 8x4, Atrix, Labello, Hidrofugal,

Eucerin, La Prairie, Juvena, SBT Skin
HAMBURG, Biology Therapy, Marijies Méller, Florena,
i GERMANY C-Bons, Slek.

$ 6.6 BILLION (EST.)
€ 4.13BILLION (EST.)

W1%V.'08 (EST)

Fucerin
——

Beiersdorf’s consumer business unit, including the Nivea, Eucerin and La Prairie
brands, generated total sales of €5.01 billion in 2009, down 2.2% year-on-year.
On a like-for-like basis, the division's revenues grew 1.2%. Its business in China
and Latin America posted double-digit sales gains, while revenues in Germany
—Beiersdorf’s main market—decreased 5.3% year-on-year In Western Europe,
excluding Germany, they declined 5.2%, and in Eastern Europe, they fell 13.1%.
Sales in Europe made 64.4% of the consumer unit’s business; the Americas,
15.4%, and the Africa, Asia and Australia zone, 20%. The Nivea brand held
149 number-one positions worldwide in 2009, up from 138 in the prior year. Its
sales were just less than €3.7 billion, a 1.3% gain year-on-year on a like-for-like
basis. La Prairic Group, which includes La Prainie, Juvena, Marlies Méller and
SBT Skin Biology Therapy, registered a 9.8% decrease in net sales to CHF 375.2
million. On a constant currency basis, that business’ revenues declined 8%. Sales
of La Prairic-branded products dipped 8.7%. In 2009, revenues from
La Prairie fragrances leapt 48%, thanks to the Life Threads trio. The
revamped and relaunched Juvena skin care line contributed to an 11.5%
uptick for the brand. SBT sales rose 1.4%. Marlies Méller's revenues
met company forecasts last year following a relaunch in 2008. Eucerin’s
business grew 6.5% year-on-year. The Labello lip care brand celebrated
its 100th anniversary in 2009. Among Beiersdorf’s key beauty launches
last year were Nivea for Men Silver Protect antiperspirant and Nivea
Shower Cream Oil. Soccer coach Joachim Léw became the face of Nivea
for Men products in Germany this year. La Prainie introduced Cellular
Cream Platinum Rare, whose formula includes platinum. Marlies Maller
launched the Men Unlimited line. Product introductions from Beiersdorf
this year have included Eucerin's Aquaporin Active moisturizing face and
eye creams and the relaunch of Nivea Q10 Visage cream.

K Ao cun P Kao Corp.: Bioré, Asience, Essential,
a Merit, Sifoné, Feather, Liese, Biauné,

TOKYO : Sofina, Aube, Est, Segreta. Kao

$ 5.91 BILLION (EST.) Brands: Jergens, Curél (skin care).

¥ 552.8 BILLION (EST.) John Frieda, Guhl (hair care). KPSS

W 3.6% V.08 (EST) GmbH: Goldwell, KMS (hair care).

Moiton Brown (fragrance, skin care).
Kanebo Cosmetics: Sensai, RMK,
Sugqu, Lunasol, Impress, Aqua Sprina,
Doltier, Twany, Freeplus, Evita, Lissage,
Aliie (skin care, color cosmetics).
Coffret D'Or, Kate, Lavshuca, Chicca
(color cosmetics). Dew Superior,
Blanchir Superior, Suisai, Freshel (skin
care). Sala (hair care).

Kao's beauty revenues for the fiscal year ended March 31 fell 6.9% year-on-year
to ¥547.9 bullion. On a constant currency basis, thcydcdmcd 3.9%. The sales
were negatively impacted by Jap c es for lower-price
products and retailers’ i mvtmory reductions. Yet the decrease was partly offset by
Kad's aggressive sales initiatives, including increased point-of-sale presence, and
products launched in China, such as Aqua Sprina. The latter was part of Kao's
push to reinforce its international business by accelerating Kanebo's activities
in China. Kao aims to have Kanebo sales outpace that country’s market and
forecasts its growth will be more than 30% in the current fiscal year. Kao said its
total revenues in Asia increased “substantially” on a local currency basis because
of expanded rollouts of Asience shampoo and conditioner, Essential Damage
Care shampoo and conditioner and Licse hairstyling and coloring products. In
the last fiscal year, Kao's beauty sales in its leading market, Japan, fell 12.9% to
¥379.9 billion. Curél and Bioré U generated strong sales there last year. Japar's
premium hair care category, in which Kao is traditionally strong, contracted
in value terms in 2009 due partly to a swell of shampoo and conditioner refill
products on the market. Yet overall, Kao increased its market share, thanks
primarily to the well-received, reformulated Segreta premium hair care brand
and sales growth from Liese foam hair color, it said. The company focused on
its megabrands, such as Bioré, Sensai and Coffret ID'Or, which boast revenues
of more than ¥10 billion annually. Key product launches included new items for
Coffret D’Or and Sofina. Kao strengthened its business in Russia by establishing
a local subsidiary in September 2009. Currency fluctuations and the weakness
of markets affected Kao’s overall revenues in North America and Europe. Major
international markets for Kao's beauty business include Mainland China, Hong
Kong, Indonesia, Malaysia, Singapore, Taiwan, Thailand and Victnam.
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JOHNSON &
JOHNSON
NEW BRUNSWICK, N .

$ 5.TBILLION (EST.)
W 1.1% V. ‘08 (EST)

Neutrogena, Aveenc, RoC, Clean &
Clear, Johnson's, Ambi, Purpose,
Shower to Shower, Lubriderm, Fiz
Buin, Le Petit Marseillais, Babe,
Natusan, Panaten, Prim'Age, Vendome,
PH5.5, Biafine, Sod Milk, Sod Protein
Milk, Beauty Day Cream, Parsavon,
Sundown, Dabao.

Johnson 8 Johnson Beauty Care division's growth last year was partially
driven by gains from the Neutrogena, Aveeno and RoC businesses. A
Meutrogena flagship was opened in Mumbai, India, in June 2009, and the
brand also entered Australia with its Helioplex sun care products. This

year, the Beauty Care division unweiled its proprictary topical antiaging
Cytomimic Technology that's billed to mimic the body’s bioelectricity to
help stimulate the skin's renewal process and therefore give a more youthful
appearance. Aveeno Ageless Vitality, RoC Brilliance and Neutrogena Clinical
were launched this March, cach infused with Cytomimic. Together, they are
expected to generate $65 million in first-year retail sales globally and help
J&<J boost its overall skin care market share, according to industry sources.
J&J's dollar market share in the U.5. mass channel is now 31.6% for toral
facial care and 23% for antiaging facial care. Key launches in 2009 in the
.5, incloded Aveenc’s Mounsh+ Hair Care line, the skin care brand’s first
step into hair care. Celebrity stylist Patrick Melville was signed on to front
the collection’s advertising and public relations efforts, prodoct development
and strategic partnerships. RoC launched Retinol Comexion Dieep Wiinkle
Filler in Europe, Africa and the Middle East in the fourth quarter of 2009,
This May, Brenda Armstead joined Johnson & Johnson Beauty Care as

vice president of Global Insights. During 2010, J8J aims to save between
$800 million and $500 million, thanks to ongeing company reorganization,
including a reduction of 6% to ™% of its global workforce, equivalent to
approximately 7,000 employees, plus simplified business structures. The plans,
announced in Movember 2009, are expected to increase operational efficiency
and generate annual, pretax cost savings of §1.4 billion to §1.7 billion when
fully implemented, according to the company.

CHANEL
NEUILLY-SUR-SEINE,
FRANCE

$ 3.95BILLION (EST.)
£ 2,23 BILLION (EST.)
w6% V. 08 (EST)

Chanel No.5, Allure, Allure Homme,
Coco, Coco Mademoiselle, Chanes,
No.19, Cristalle, Pour Monsiew, Antasus,
Egolste, Les Exclusifs (fragranca).
Sublimage, Ultra Correction Lift and
Line Repair, Hydramax + Active, White
Essentiel (skin carg). Rouge Aliure, Le
Vernis, Inimitable, Vitalumidre (makeup).

Chanel said the dip in its 2009 sales was in line with the global cosmetics
market’s overall decline. The company’s makeup revennes suffered most,

alipping 10%, due to the particalarly sluggish economies of Chanel’s two major
international markets, the U5, and Japan. Fragrance sales decreased 5%, although
the strong performances of Chanel’s women's scents helped compensate for what
the firm qualified as a “difficult year” for its men’s fragrance bosiness. Skin care
sales dipped 2%. The U5, remains Chanel’s langest beauty market, generating
14% of total revenues The company in Movember 2009 unveiled its largest
location there, an 878-square-foot space in Bloomingdale's New York flagship.
Chanel's home country, France, is its second-largest market, making 10% of
business. Japan s third, with 8%, Following the debut of its first freestanding
store in Toloyo in spring 2009, Chanel has opened two more—in Taipei and
Hong Kong. In 2009, the Chanel brand maintained its number-one spot in
womerls fragrances worldwide and its second place in beauty overall, according to
MNPD. The brand's makeup moved to fifth place from fourth betereen 2008 and
2002, and skin care slid dewn one uo‘tc'_h,to ninth place. ']'hisyea.t_, Chanel tapped
Martin Scorsese to direct a minimovie for the Chanel Blen men’s fragrance,
which starts hitting stores this August. French actor Gaspard Ulliel appears in
the scent’s TV campaign, which will break in September. Chanel also signed

on French actress and singer Vanessa Paradis again, as the spokesmodel for its
30-shade Rouge Coco Hydrating Créme Lip Colour collection, which bowed
inMay. Other recent key makeup introductions included Vitalumigére Eclat
Compact, a powder foundation compact, for Asia and Europe, and Mascara
Sublime WE, for Asia only. Major skin care product entrants included the Ultra
Caorrection Lift line, and in fragrance, Chanel launched Chance Ean Tendre, an
offshoot of its youth-onented Chance scent.

$ 3.82BILLION
48 2.4 BILLION
4%V 08

Parfumes and Cosmetics/Parfums
Christian Dior: Addict, Higher, Jadars,
Dolce Vita, Tendre Poison, Fahrenheit,
Eau Sauvage, Foison, Midnight Poison,
Capture Totale, Diorskin, Dior Homme,
Dvor Homme Sport, Miss Dior Chéins,
L'Or de Ve, Escale & Portafino. Guerlain:
Issima, Shalimar, Las Aqua Allegoria,
Uinstant de Gueriain, Insolence, Vetiver,
Super Aqua Sarum, Orchidde Impéniale,
Métdorites, Terracotta, Gueriain
Homme. Parfums Givenchy: Givenchy
Pour Homme, Organza, Amargs, Vary
Ivesishible, Ange ou Démon, Play,
Instant Magic. Giwenchy Le Makeup.
Parfums Kenzo: Flower by Kenzo,
Kenzo Amour, Eaux by Kenzo, Kenzo
Ki, KenzoPower. Parfums Loews.
Sephora. Acqua di Parma. Banefit
Cosmetics. Fresh. Make Up For
Ever. Fandi. Pucci.

Strong demand for Parfums Grvendhy s and Parfums Christian Dier
mascaras helped drive first-quarter 2010 sales of LVIMH Mo#t Hennessy Louis
Vuittonk Perfumes and Cosmetics division up 11% versus the same prior-year period
to €736 million. Last year, Asia—with %% revenue gains—was the bright spot for the
division. That continent, exduding Japan, generated 16% of LVMH's 2009 overall
heauty sales, versus 14% in 2008. Evrope exluding France made 39%, against 42%r,
France accounted for 17%, versus 16%; the 1.5, generated 836, unchanged year-
on-year; Japan represented T, up 1 percentage point, and “other markets" rang up
13%, down 1 percentage point. The division’s profits from recurring operations were
#2091 million, flat year-on-year. Fi remained its strongest category, making
53% of sales, verass 54% in 2008. Cosmetics generated 28%, unchanged year-on-year,
while shan care acoounted for 19%, against 18%. Dior, VM star beauty brand,
achieved “better than market performance in all its key countries,” according to the
company. Other 2009 highlights included strong growth for Guerlain in China, a
pricriry market, and Givenchy's Justin Timberlake—fronted men's scent, Play, which
posted “exceptional scores” in the 1.5, where it was launched last fall. Parfums
Kerzo mantained its worldwide market share, while Benefit achieved a =1
start” following its entry into Russia. Make Up For Ever celebrated its 25th hirthday
‘With the aim of regrouping its sales forces, LIVMH in May created a new strucrure
called LVIMH Fragrance Brands. It unites Givenchy, Kero, Pucci and Fendi. Each
brand's creative, marketing and communications actvity remains separate. Alain
Lorenzo, Givenchy's president, is also the dwvasions president. General managers were
appointed at Givenchy, Fendi, Poce and Kerreo. Dior and Guerlain maintain their
own sales teame. The Perfurnes and Cosmetics division generated 16% of LVMHE
overall 2007 mles, down 1 percentage point year-on-year







