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“Quality Claiming” principles

® More than the organic / non-organic opposition
that was previously predominant...

= babaria

UK -JERGENS I UK — BURT'S BEES SPAIN - BABARIA

KANTAR MEDIA?



Three key focus points

We are moving toward a more global defense of cosmetic quality,
expressed in three main ways:

® 1. Moving toward a global ethical message

4_ 'fii ® 2. Explaining simple natural methods & ingredients
| el & 1

F—__-—

® 3. Changing codes : organic glamour / organic efficiency
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‘I\/Ioving toward a global ethical message

® \We are seeing many "Manifesto campaigns" that are being run
with a global ethical message
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‘I\/Ioving toward a global ethical message

® The oldest organic brands are reaffirming their legitimacy by reminding

of their historic roots
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‘Moving toward a global ethical message

#® Integrating “eco-efficiency” with new emerging messages
on eco-design initiatives
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‘Explaining simple natural ingredients

® Transparency of simple ingredients: revival of honey and royal jelly
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# A health benefit associated with the notion of

respect for the skin's homeostatic balance (including

non-organic products)
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‘ Changing codes : organic efficiency

® Strong rise in arguments that complement the organic approach:
commitments to concrete performance, spectacular results, etc.

US — AVEDA EMBRIGHTENMENT

“ q..luﬂll III.B"I.-

-u-lﬁ-lhih mﬂm ll.ri lulﬁ‘ltlrvr -l
i-lﬂnl! Ilhllll l-*-wu B8 AR
........................

M&ﬁm

COSMETIQUE

ALLX FLEURE DE BACH
4
E

I-IF T LISSANT

oy,
O

I'IFI'II_II' THMN DE I1I| ES

FCE / GERMANY — Dr THEISS

Reducti
des

—

FCE - B COME BIO

|
- &

Les garanties BeomBIO

1




‘ Changing codes : organic glamour

® \We are seeing the growth of sensory-based arguments

used by organic brands "Loissez o nature
Green Glamour Cosmetics limer”
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® An ethical trend found in other sectors too, focused on the values of
transparency and reinventing consumption — Brands helping people
consume in a way that enables them to respect themselves and their
environment
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HAIRCARE REPORT EXTRACT

KANTAR MEDIA* © New reference points for Beauty 2009



Principle

KANTAR MEDIE

This second part aims at identifying prevailing and
emerging claims in all product segments concerned with
hair, except colouring:

« SHAMPOOS and CONDITIONERS
 STYLING products

* Moisturising, nourishing, smoothing, repairing and volume-
enhancing TREATMENTS

This semiological approach to hair allows a dynamic
typoloqgy of creative trends and main innovations,

depending on the kind of product effect on hair



\C_ontents

KANTAR MEDIA

part 1- strengthened hair

part 2- stylised hair
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Hair products with a therapeutic, problem-solving approach 16



A. HEALTHIER HAIR

Education on causes / external stress

EtIOIOglcaI messages prOViding eXplanationS for the International campaign— HEAD & SHOULDERS
phenomenon of damaged hair: stress, pollution,
cold, perms, colouring, etc. AUTO
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A. HEALTHIER HAIR

Education on causes / feminine imbalances

Increased visibility on the taboo subject of hair loss for women: use of a highly aesthetic
testimonial to make the problem less alarming / realistic evocation of symptoms
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A. HEALTHIER HAIR

Education on solutions / stimulating action

New message on the health of the hair and especially the scalp; spotlight on the combination
of treatment with a massage (education on professional techniques for appropriation on a
daily basis), designed to stimulate the scalp.
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A. HEALTHIER HAIR

Education on solutions / relaxing action

An ambition to revitalise the hair in depth, associated increasingly in Asia with spa treatment.
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Conclusion

sophistication of hair treatments based on two
approaches: healthiness/appeal

In a hair marketthat has remainedsluggishforthe lastfew yearsandlookssetto

suffer even more as a result ofthe crisis, brands are diversifyingtheirpromises and
puttingthe accent oninnovation.

==y This strategy of "added value” development goes handin handwith a fragmentation
ofthe market, with the aim of respondingto a wide range of requirements and
providing solutions based ontwo approaches: healthinessandappeal

e Firstly, we can observe the medicalisation of concepts and promises, inline withthe
neo-protecting trend (in a fairly similar wayto skincare).

=y Secondly, as withthe make-up market, brands are attemptingto create a "lipstick

effect”, and hairproducts are ad opting increasingly sophisticated promises and
concepts.
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