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Post Covid Upsurge .......... thanks for all the hard work
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Category disappearance during covid has
been slowly returning.

Sales uplift YOY showing a return due to all
the hard work from all the teams involved.

YTD Total NS +16% Vv’s FC1
YTD Total NS +33% v’s PY



Macro Trends — The Kids Are Now In Charge

Kids from 5 YO have buying power and
access/ permission to RTM. Children get

Kids as young as 5 are now creators
. N of content not just users *
technology devices from a young age

‘87% of parents say that their
kids influence their purchase decision’*

56% of parents involve their kids
when comparing prices and

<10 Kids are digital natives
availability. **

*Source Insights Family Jan22
**Source ; The agency called Superawesome



Target Audience <10’s

Hi I'm Mia,
yesterday | was a butterfly flying around everywhere and hiding in the garden bushes, today |
want to roar and be a seahorse. | am Influenced by;
Talk to me in colour & * Friends & Family
exciting imagery * The digital eco system -
Cartoons/YT/ TT/
superheros

Facepaint competes against Toys &

| am a digital native

entertainment

¥ Tube




-Strategic Direction-

Group Purpose - To inspire every artist in the world Vore ‘

value out
of doing

- less Delivers
Brand Vision Brand

To get a kit in every household with a child <10 growth
(Europe & US)

SNZ Ambition £10m NS by 2028 with +30% GM%

Recruit, Recruit, Recruit

1. Brand Awareness 2. Brand Accessibility

- 2 -

Increase year round presence - to recruit HH with kids <10 through different occasions

,
.

Excite
Activate by looking through the eyes of children

Increase presence in selective markets

p
Market Expansion ]
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Brand Calendar YTG - It's all about Halloween ...
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Halloween
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KIDS/PARENTS
HERO PRODUCTS

YOUNG ADULTS
HERO PRODUCTS

~ Young Adults -

trendlng & evergreen Halloween looks




NPD

[
COSMETIC a?@:.

Bio-glitter

00IDZDUS
s

Objective(s):

Objective: . Agri\t in e\l/ery household, torget}ng <10s
+ Tactical, strategic, rchannel management (ec;cgm ocus)
improving DEI icensing partnerships

« Factory utilisation
« Continuing to improve sustainability & DEl




SUSTAINABILITY & DEI

TFAC partnership: micro plastic

litter installation (TBC
Improved representation ﬂ, & (TBC) Intro of PEF(_Z
in content & influencer PRIDE IN New Bio Glitter range wooden pencils
campaigns LONDON Plastic glitter skus assortment for <10s
discontinuation
Pride in London -

sponsorship COSMETIC .v*;;.. Update of Pro

2022 2023 Bio-glitter 2024 brushes to FSC
Removing plastic clam Sku / component optimization & rationalisation: Complete micro plastic

shells from 18ml blisters to minimize duplication & potential waste removal from brand

FSC certified packaging for

Factory utilisation opportunities for quick win NPDs
brush pens y PP d

Continual improvement of representation for POC and different abilities on all brand touchpoints

Continual improvement of breaking boundaries for gender representation stereotypes

15



Summary

[ Summary = YTD NS +16% v FC1 and GM% +3% v FC1 }

Strong Halloween Plans

Two asks 1) share your Halloween photos on the intranet 2) get involved if you have an <10




APPENDIX



Positioning statement (holding statement for 2023)

N

We are colourful, quirky, and fun. We see the world through the eyes of a child, in colour and excitement.

We understand that the rock on the lawn is now a space shuttle, and the bin is the dragon's lair, whereas the

flower bed is where the lady bird and the princess’ throne is found.

We want every <10 to use their natural energy & the colour of Snazaroo, to bring the make believe alive, in a
safe and friendly way. We don't take life too seriously, as we have been the child's imaginary friend since 1989

and are proud to be colourful and curious.




