CBS 2026
PRECISION CONSULTING

Vivian




Scope of Work

Th

e foll owl S

ng |

the scope of

wor k

given by

L6 Or ®all

Overall Key Question

How can L'Oreéal help grow the Nordic male beauty market by 50%

strategic initiatives will ensure L'Oréal captures the largest share

over the next five years , and what

of this expansion?

Key Tasks:
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\
Identify the fundamental
barriers, which opportunities
offer highest potential for
expansion, and prioritize the
most attractive male segments
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Key Criteria:

@

Propose initiatives that drive
category growth while
capturing the largest share
this expansion
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Provide a phased rollout plan
with timelines, resource
allocation, and financial

projections
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Grows market
by 50%
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Executive Summary
OQur recommendations for LO6Or ®al clearly addresses th

WV —
V' —

v— How can L'Oréal help grow the Nordic male beauty market by 50%  over the next five years , and

. what strategic initiatives will ensure L'Oréal captures the largest share of this expansion?
Key Question

You Care, Skincare
@ Al-Powered Quiz

L6 Or ®a l Accel er

Subscription Bundles Nordic-Based Accelerator

Strategies AStrong Skin Starts |

Jlﬂﬂ 5 Year growth 5 Year Incremental
Impacts Nordic Beauty Market Tt CERpiite @ Chein Revenue
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Analysis 1 Nordic Male Beauty Market
First, our team conducted an analysis on the Nordic male beauty market, and found the following trends

The market is small but growdhnhpgeen by a handful of p
m Men's Fragrances
55“ 80/ ~f - Men's Shaving
0 Vi Men's Deodorants 119/,
Estimated CAGR Male beauty segment made up only Men's Skin Care
from 2019 to 2024 8% of total regional beauty sales
Men's Bath and Shower
Source: Case Packet Men's Hair Care Source: Case Packet
There are 3 main types of cémpdt|L0O0Or®a&l has sever al
« ( q Sustainability ® A Unmatched portfolio
7 y performance O MW diversity
Global, large Mid-sized EU Regional , Nordic ey o ]
p|ayer3 p|ayers indie p|ayers -o- LeaderShlp n ﬂ .Unpara”el Investment
=~ innovation in R&D
Source: Case Packet Source: Case Packet
Key Takeaway: L 6 Or ®a | |l S positioned to capitalize on the n
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Analysis i Consumer Trends
Across the Nordic region, consumers showed highly favorable category trends

Make digital the main place to
teach and guide men to the right
routine fast

Digital-first discovery and of Nordic consumers shopped
)¢ purchase W& /0 | online in the past 30 days

Source: PostNord Survey

Make trying feel safe with small

Higher willingness to tr illennials li .
g o g o ty of Gen Z 81M|_![Iﬁnn|als like to sizes, bundles, and easy
W@  new brands and formats v /0 | experiment wi a|2pea|cran§ek swaps so more men start
ource: Case Packet
average share of unisex Use unisex, shareable products as

Growing preference for

) T 34.%/o | products across face & hair the easy entry , then guide men to
@ gender-neutral positioning Source: Case Packet simple add-ons for repeat use
Key Takeaway:

Build a simple digital | ouriskiaadyfasttusirgtunisexebbsicsas theeeasy esntryf i r
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Analysis - Customer Segments

Using the Iimplications and additional research, our
consumer
Modern Maintainers Key Opportunities
@ Hannes Alignment l
3 H |
| Importance of Opportunity :
ory I
Willingness to - | :
Pay Do Appearance +( /o :
Appearance I | -~~~ Conscioushess _ !
Consciousness of Gen Z consumers say they of Gen Z say looking I
91% - spend more on appearance - good is important to :
Lifestyle Alignment - | - related products their confidence |
3% s mmm s mmEmmmmmm T l
Brand Loyalty - |
80%
Health/Wellness - | Importance of Opportunity
Orientation
82% Health/
Trend Driven - | Wellness 1 4£/0 UJ /0
Sustainable & Ethical 0% Orientation of Gen Z prioritize Actively engage in health
Sensitivity - | physical & mental health & wellness behaviors
67%
Digital Engagement - |
81%
*More details in appendix Sources: Team Analysis, McKinsey, Deloitte, Statista, BCG, Accenture
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Key Takeaway:

L6 Or ®al mu st address the values of cust omer s




Analysis - Product Segments

Finally, our team conducted an analysis of LOOr®al 6s proauc
beauty market by 50% over 5 years
Size of Segment Market Saturation Impact Addressability Expansion Potential
Evaluation What is the seament Is the market already Will entering the Can LO6Or ®al e f f e clathepaential
Criteria share of the mgrket’) crowded with segment significantly address and grow this expansion relatively
' competitors? grow the market segment? higher?
Shaving 26% ‘ 2.2%
Skincare ‘ ‘ High
Deodorant ‘ ‘ Low
Hair Care 205 2.0%
Bath & 0 6.7%
Shower 4% ‘ Low
0
Fragrances A42% . ‘ 5.4% Low

Sources: Team Analysis, Case Packet, Statista, McKinsey

ANALYSIS

RECOMMENDATIONS

FINANCIALS

PRECISION
CONSULTING



Analysis - Product Segments

eéand found that skincare is the most effective way t
Size of Segment Market Saturation Impact Addressability Expansion Potential
Eval_uat_lon What is the segment Is the market already Will entering the Can LO6Or ®al ef f e dsthepaentyl
C“ter'a share of the market? crowde(_j with segment significantly address and grow this expans!on relatively
' competitors? grow the market segment? higher?
Shaving x Hi ghly devel oped but oversaturated mar ket with | i mi
growth alone
Skincare PrimeEI for growth ; young generations are interested in learning more, only makes up 10% of the market
butLd Or ®al has the brands to address growing demand
Deodorant x Hi ghly developed and oversaturated, | imited growth
basic good
Hair Care x Competitive and demand is growing, but expansion potential is not as high as other segments
Bath & i
Shower x Devel oped market, unlikely to move the needle and I
Fragrances x Already highly developed, oversaturated, and will not drive 50% growth
'wC
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Skincare Brand Analysis

Reach and Impact
Sources: Case packet, team analysis

Next, our team analyzed which L6Or ®al skincare brand
High
Legend
Cera Comparing LOOr @
LAROCI_I:)OSAY DEVELOPED WITH DERMATOLOGISTS bl‘ands based on effeCtiveneSS
LABORATOIRE DERMATOLOGIQUE
° 4
5 Hliohls : -
5 - ! :
2 SINCE 1851 . Relevance to Consumer: '
o . Is the brand unisex and !
- 1 . . .
8 VICHY i aligned with Nordic :
g LABORATOIRES I I’Efel’ences7 |
< % SKINCEUTICALS i P I
ADVANCED PROFESSIONAL SKINCARE : E
i |
S|’<| nbe_|_+er | Reach and Impact: :
SCIENGE® ' Would this brand drive the
. |
' growth required by the i
Low : case? |
1
Low High ; i
! I
1
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Skincare Brand Analysis

Low High
Reach and Impact

eéand found that Cer aVe, La Roche Posay, and Kiehl 6s
High
Legend
Cera@ Comparing LOOr @®
LAROCI_I:)OSAY DEVELOPED WITH DERMATOLOGISTS bl‘ands based on effeCtiveneSS
LABORATOIRE DERMATOLOGIQUE

g /__d i i
£ SINCE 1851 ! Relevance to Consumer: :
o . Isthe brand unisex and |
3 ! aligned with Nordic :
3 i preferences? :
g ! :
: |
; |
| Reach and Impact: |
' Would this brand drive the
. |
i growth required by the i
Low | case? |
! :
: 1
: |

1

Sources: Case packet, team analysis
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First Priority:

DEVELOPED WITH DERMATOLOGISTS

CeraVe represents an accessible
entry point into the male market,
making it an attractive top priority

Second Priority:

LA ROCI-IDOSAY

LABORATOIRE DERMATOLOCIQUE

La Roche Posay represents a more
mid -premium segment that can be
tapped into in the medium-term

Third Priority:

SINCE 1851

Ki e hl premiumseg@aent that
L6Or ®al can fongoeteno t
once the market is more established



You Care,
Skin Care

Al-Powered Quiz

Subscription Bundles
Promotion

Key tasks addressed

|dentify the fundamental barriers

Propose initiatives that drive
category growth




Customer Profile

Hannes i s one exampl e

of

L6Or ®all

0s

t arget

mal e

custo

Customer Profile

Customer Characteristics:

Digitally sawy Cares about Onlydoesfibasi ¢ o
shops online appearance and hvaiene
i frequently ‘ ‘ health | ‘ Y9
379 of males are ~45% of Gen Z 56% of men stick
Hannes and Millennials with products they
confused by A
23 years old . have low access to know and|] donot
grooming products . ) )
information experiment
T
Hannes is an example of a customer who is familiar with skincare, but has several barriers
PRECISION
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Customer Journey

We have outlined the steps of the customer journey to becoming skincare users, along with corresponding barriers

Confusion Low Access to Info Routine

Awareness Conversion & Purchase
Learn about LOOr ®al p Decide to purchase

-}
" 4

Hannes ()
Follow -Up
Education Encourage customers to

Learn about product benefits and become loyal

how to use them

Key Takeaway: L 0 Or ®a | must address the barriermeett hroug
Hannes where he is at by making skincare less intimidating

PRECISION
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Customer Journey

We have outlined the steps of the customer journey to becoming skincare users, along with corresponding barriers

Low Access to Info

Awareness
Learn about

Hannes

Key Takeaway: L 6 Or ®a | mu st

Routine

L6 C

Education
Learn about product benefits and
how to use them

fawaresdss and atlucaisns stepsloethe customer journey

ANALYSIS

RECOMMENDATIONS FINANCIALS
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Awareness & Education
LOOr ®al can | aunch a campaign to shift mends percept i o nroutnt

AStrong Skin Starts Here. o

Phase 1: CeraVe Activation

DEVELOPED WITH DERMATOLOGISTS

CeraVeisanentrypoint f or mends skincare

since theyodore already f a m'—Ioa " proWdctiaBusindsEMolel 1fh8vation

and it meets consumer preferences
8 e Promotion

Demonstrate the importance of skincare for men,
gentleness , and easeofuse of Cer aVeos

Dual Approach

PRECISION
CONSULTING
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Awareness

L6 Or ®all can utilize their -fowesddkintype quizomecdmmeny Cerave pooduetathraghdhe A |
CeraVe Nordic websites

Key Data:
Step 01: Environmental &
Biological Audit ' | :
i Try It yourself. of consumers expect companies to
_ 71 | deliver personalized interactions
How do you primarily commute? E E l,,.’; » Personalized pI’OdUCt
1 . Y, recommendations increase beauty
" - | conversion rates by 201 30%
ce of Gen Z say interactive digital tools

| influence their purchase decisions

Source: Deloitte, Forrester Report, McKinsey

Case Study: Douglas
D A skincare company based in Germany, implemented Al
powered beauty diagnostic tools and reported higher

[OUGLAS _ ) :
| conversion rates and improved online engagement

PRECISION
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Awareness

L6 Or ®all shoul

d

ut il

ze retail promotions to increase

Key Insight:

Retail Partners:

matas

€l apoteket

D APOTEK 1

2 Steps

to Stroﬂglei’iki“ o

v >Cle;s:& Moisturize

L6 Or ®al can | everage

| | Personalized

e X itosptomateg r et ai
skincare for men in a more engaging way

Tagline calling out simplified routine,
A4 gender -neutral branding

Find Your ¢ !
Routine sm =

QR Code leads to diagnostic skin
A 4 type quiz on CeraVe website

Skincare Tips

NFC Tag that leads to an interactive
v before/after product demonstration

Pl aced next tsachase n
& razors, making it accessible and visible

O
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I Awareness

Key Benefit:
Using traditional retail channels meets the male
customer where t hey




Awareness & Education

Next, L6 Or ®all should I ntroduce the AStrong Skin Star

Skin Starts Hereo Campaign

Social Media

Caliggtcl Marketing Campaign

Achieved Outcomes:

Positions face care as everyday self-
maintenance, boosting openness

Turns features into scenario of
Awhat an dreduding confusion

Lowers effort and risk,
anchoring repeat use to routines

Key Takeaway: Raises awareness of the importance of skincare for men
and encourages them to learn more

PRECISION
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Awareness & Education

€ and engage with a wide variety of audiences on pop

Skin Starts Hereo Campaign

Social Media

Commercial Marketing Campaign

Features the following paid &
organic elements:

3,542 likes

Is your winter Barrier " Show us Ner're givir

away 50 'Nest tna to the best ttttwudk st Nortitle
#MyColve momisnls Tag rand show #kg Casve

StinteResrly phhrafterre

2 Biggest Stresss7 A*
personalize skir sdvi

CARE IS STREN(

A NEW STANDARD FOR MEN S | | R p—p—

PRECISION
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Awareness & Education

€ and engage with a wide variety of audiences on pop

Skin Starts Hereo Campaign

Social Media

Commercial Marketing Campaign

Achieved Outcomes:

——————————————————
3,542 likes - - = . . .

Barrier" | )
ey 5Nt 15 the best Wt ey Provides digestible and relevant product
#MyCoive momisnis Tag rand show #kg Casve N

e et : information to reduce information barrier

& personalize ski :;;iv\ice 2 : CARE IS STREN . o . -
A ANEW STANDARG LSS Engages in opinion leadership and organic
testimonials to raise awareness .

Moves consumers down the engagement
funnel, ultimately leading to conversion -

PRECISION
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Key Takeaway:

Turns simple, relatable content into clear product understanding and trusted peer
proof, guiding men from curiosity to a confident first routine and repeat purchase




Customer Journey

As a result, Hannes i s aware of LO6Or ®al products and

\/ Confusion \/ Low Access to Info Routine

Awareness Conversion & Purchase
Learn about LOOr ®al p Decide to purchase

v

O

Hannes

Follow -Up
Encourage customers to
become loyal

Education
Learn about product benefits and
how to use them

Key Takeaway: Now t hat Hannes |1 s awar e, L6 Or ®al has to

PRECISION
CONSULTING
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Conversion & Purchase

To i ncrease conversion, L6 Or ®all can offer a new Cer a
Features Success backed by data:
mmmmw' = Skin type quiz recommends 49% say subscription options
products to bundle reduces decision -making
OS)/c [ i effort |
THE ESSENTIAL SKINCARE BUNDLE FOR MEN Samp|e sizes are offered for free B ———— ERE—— I
g e if signed up for subscription Product bundles increase
o average order value by 107 30%
ll; m S N ; compared to single-SKU ,
@@i cﬂ e Additional products can be : purchases |
e\ added for extra b o S s oo :
: Cross-selling complementary
Refillable option is available to products increases conversion
reduce plastic use i probability by 151 25% |

3

-

Source: Harvard Business Review, McKinsey
Foaming Shaving Gel
€2/ th

Ny CaseStudy:Dol | ar Shave Club and Harry
| Subscription bundling and routine simplification successfully
convert male hygiene users into skincare users

TOoTAL: €22/month
30/yoor ¢ &

PRECISION
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Key Benefit:

Offering personalized skincare bundles will make purchase frictionless for new
customers and turn them into repeat, loyal customers




Follow -Up
After subscription I s purchased, L6 Or ®al can continue to @c

they can build a full routine and become skincare enthusiasts

Strategic Purpose:

< @ CeraVe @
+1 212 555 7426

i e Communicate with customers via Whatsapp regarding

)9:0(

Nsedznsitia busstopmoittiver & - subscription orders, refills, and any other questions |

Try adding our CeraVe Moisturizing |
Cream for deeper hydration. ;

Sounds good!

Offer customers an anonymous question forum  for their skincare
‘ll'needs and routine questions, reducing stigma and barrier to information |

Cera

Add Moisturizing Cream
):02

e Additional touchpoint  for customers to interact with products, learn
- more, and explore additional products to add to basic routine

Customized Recommendations Just for
You:

&,ﬁ (1) Eye Repair Cream <&
== Brighten tired eyes-targ dark
circles and puffiness.

See details

(2) PM Facial Moisturizing Lotion ¥}

Lightweight hydration for your nightly
routine. 09:0¢

View More Products
@ Write a message... S © 0

Q See Current Bundle ¢ View More Products ®

E .
90%+ SMS marketing Subscription reminders

open rates compared to S
20-30% for email reduce churn by 151 30%

Source: Gartner, McKinsey

ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION
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Customer Journey

All pain points and steps of the customer journey have been addressed through our strategies

\/ Confusion \/ Low Access to Info \/ Routine

Awareness Conversion & Purchase
Learn about LOOr ®al p Decide to purchase

o e e e e M M mm R M M M R M M M e o

é Hannes has been successfully | Follow -Up
pulled through entire funnel l Education Encourage customers to
B ’ Learn about product benefits and become loyal
how to use them
Key Takeaway: Hannes has now been converted into a skincare customer
PRECISION
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Medium and Long -Term Outlook
After successfully reducing barriers for CeraVe consumers, L 6 o rc&@ aeplicate the approach with two other brands

Phase 2: La Roche Posay Activation Phase 3: Ki ehl 6s A
Shift the program toward higher -trust, concern - Shift the program toward premium experience,
specific guidance | that feels clinical and personalization, and loyalty that makes
pharmacist-endorsed routines feel worth upgrading
Refine the quiz into a concern -first path Upgrade the quiz into a lifestyle routine builder
N with clearer outcomes and fewer steps oW with base and premium selections
Shift marketing from lifestyle to credibility -led Emphasize community and identity  through
W proof through dermatologists & pharmacists oW creator storytelling and premium routines
Evolve bundles into structured plans with follow - Focus on membership (VIP, loyalty) to build re-
W’ up reminders and easy swaps W’ purchase behavior and grow basket size

Key Takeaway:. CeraVe drives easy entry, La Roche-Posay scales through trust and guided care, and
Ki ehl 6s Hdeaum Valdeshrolgh prgmium experiences and loyalty

PRECISION
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Impact
Impacts from Core Growth

Key Tasks Accomplished:

Key Task 1 Key Task 2
|dentify the fundamental barriers,  which Propose initiatives that drive category
opportunities offer highest potential for growth while capturing the largest
expansion , and prioritize the most share of this expansion

attractive male segments

Impact

-w W J T W W Aawa

Market Capture of Growth Incremental Revenue Through 5
Years

PRECISION
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LO Or ®al l
Accelerator

Nordic-Based
Accelerator

Key tasks addressed

Propose initiatives that drive
2 category growth while capturing the
largest share of this expansion




I Recommendation

To grow the entire market, L6 Or ®all can i ntroduce a M

L6Or ®al 6s | ooking to grow teéndendentth eree Gcsa tOepgpoorrytéuni ty

~

n N oLr %krei fga\tureﬁ)romment local

As the gl obal | eader 1 n beawwby, : .S
- . and regional brands, which resonate
both the responsibility and the capability . .
deeply with consumers valuing

to expand the category itself.
transparency an

Capitalize on this opportunity through a

mutually beneficial accelerator event Menbdés Beauty Startup Acc:¢
Features / Programming:

Cometogether_with local brandstqgrpwthe Select 15 Nordic menéds and unils
category to build trust, reduce hesitation,
and help more men become repeat Provide mutual support and cross-innovation opportunities

beauty product users Host a public showcase with demos, sampling, and networking

PRECISION
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Recommendation
| mpl ementi ng an Accelerator Program would all ow LO6OTr

Potential Participants:
Mends Beauty Startup Accel erator Program

Features / Programming: LUMENE NUORI
EDO

Sel ect 15 Nordi¢c mends and unisexlﬂwﬁndsBAVB/kOtRVDEGIANocaI t r act

Provide mutual support and cross-innovation opportunities VIKEN
v 1
‘ Host a public showcase with demos, sampling, and networking ‘ WOOd S HENUA
Benefits for Benefits for Startups
Category leadership: Perceived as Scale faster: Better distribution and Case Study : L O Qr ®al 0s B
growi ng mends b e marketing reach across the Nordics Tech Atelier
Commercial growth: New partners More visibility: Press and creator Similar program launched in
and channels that drive trial exposure beyond their home market France for beauty tech,
sustainability, and Al startups
Innovation pipeline: Local deal Grow capabilities: Help with claims,
flow for partnerships and investment packaging, and scaling operations
ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION
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Impact
Impacts from Accelerator Program

Key Tasks Accomplished:

Key Task 2

Propose initiatives that drive category
growth while capturing the largest
share of this expansion

Impact

i whaWwWE -y 1 J

External Market Expansion 5 Year growth i n Menos
Beauty Market

PRECISION
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Recommendation - Roadmap
Our implementation timeline includes short-, medium-, and long-term steps

Short -Term (Years 0 -2) Medium -Term
>
G Digital/Website a Social Media e Retalil
Devc_elop A.‘I : : Create in-store
questionnaire Hire micro- : :
) : displays starting
across Nordic influencers :
. with Denmark Q2
websites
Reach out and La Roche Ki ehl |0s
Develop forum and Begin hiring actors negotiate Posay Activation
start posting for commercial placement with Activation
retailers
Plan commercial
and media content
calendar
PRECISION
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Recommendation - Roadmap

Our implementation timeline includes short-, medium-, and long-term steps

Short -Term Medium -Term (Years 2 -3)
>
Social Media Establish retail Work on
strategy upselling
Find more Communicate Move existing
rfemium added utility customers from 1-2
P benefits via product routine to
influencers :
displays 3-4
Full ramp-up,
Re-position . Ki ehl |0s
Identify needs and L
product Fowards iime to market activation
men via ads
Create content for
men to understand
benefits from
doctors not lifestyle
PRECISION
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Recommendation - Roadmap
Our implementation timeline includes short-, medium-, and long-term steps

Short -Term Medium -Term Long -Term (Years 4 -5)

_ A Scale across Scale within
° Kiehl 0s Ae Vséginénfd N e skincare

Ramp up similar
Follow previous strategies for other
process f segments like
shaving

Reposition 3
brands to be
unisex

Market research to
find next segment

Attract most Use data to guide
premium segment next steps

Continuously
monitor promotion
strategies

Soli difying the brand
routine, then finding the next wave of
products

PRECISION
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Financials - Costs

Tot al cost of I mplementing our strategy is 0u28.3M th
; Annual Cost Structure Evolution Holistic Cost Profile Allocation
Total Cost | U28M — —
(EUR Millions) (EUR Millions)

6.0 -

4[ Skincare

- 5.0 -
’ Year 4
u25.85M N Venr o
4[ Accelerator
3.0 +
Ve 5.7
u2.45M >
2.0 4 4.1 4.13
Key Cost Drivers
1.0 Year 3
Portal Advertisements 0.0 — Year2

Creation

10.3M 2026 2027 2028 2029 2030 2031
1.48M
Al Engine Creation Key Commentary Key Commentary _
1.2M The costs by year vary due to repeatable nature of 27% of the total costs are incurred in
' strategy as costs increase with rollouts in Y0,Y2,Y3 Year 3
ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION
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Financials - Revenue

OQur Strategy wil/l generate an increment al revenue of
Revenue Scaling Roadma
Tot al Revenue J D
f — 1100.0 - CAGR @ 40% S
Digital Streams ]7 90,0 i |
, 80.0 1 | i
177. 8M oo R
, ,60.0 - @ | i
Physical Streams Ii ,50.0 - f
- 4001 O |
u2l1l. 5 M 30.0-
20.0 | @
: o A EEdE 20
Operational Highlights ] 4.5 -
2026 2027 2028 2029 2030 2031 Total
l KP]| 1 | Milestones Hit Key Drivers & Assumptions
. .
54% Growth in Male Beauty Market @ oV, Average Subscription (1108.87
| KPI 2 | @ La Roche Posay Launch Year 0 Starts Q2
56% Loreal Capture in Growth _
Kiehls Launch Market CAGR 5.3%
ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION
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Financials

Our team anticipated some risks that will be mitigated through the following actions

Risk Ranking Risk Mitigation
A
High 1
threat Data concerns with Al Ensure opt-in checkpoints throughout
questionnaire questionnaire; no personal data
ki 2 Negotiate higher revenue split if
o Retailers are unwilling to g 9 Pt
kS . necessary; clearly demonstrate uplift for
> adjust shelf-space ) :
£ retailer and show benefit
3
99}
3 3 Cannibalization across Ensure the value proposition across
skincare brands brands is unique and minimize cross-
promotion between brands
>
Probability of Occurrence
ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION
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Executive Summary
OQur recommendations for LO6Or ®al clearly addresses th

WV —
V' —

v— How can L'Oréal help grow the Nordic male beauty market by 50%  over the next five years , and

. what strategic initiatives will ensure L'Oréal captures the largest share of this expansion?
Key Question

You Care, Skincare
@ Al-Powered Quiz

L6 Or ®a l Accel er

Subscription Bundles Nordic-Based Accelerator

Strategies AStrong Skin Starts |

Jlﬂﬂ 5 Year growth 5 Year Incremental
Impacts Nordic Beauty Market Tt CERpiite @ Chein Revenue
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ANALYSIS

HOO~NO O R~WDNE

.AStrong
. Skin Type Quiz
. Retail Partners
. Commercial

. Social Media Campaign

. Skin Quiz CeraVe Bundle
. WhatsApp
.Phase 2
. Accelerator Program

Scope of Work

Executive Summary
Nordic Male Beauty Market
Consumer Trends
Customer Segments
Product Segments

Brand Analysis

Customer Profile
Customer Journey

Skin

Starts

and 3 (LaRoche,

Her eo

L

K

e h

STRATEGY

Gen Z and Millennial Customer Analysis

Market Sizing for Nordic Age Groups
Hannes Customer Profile Data
Global Competitor Analysis
EU Regional Customer Analysis
Nordic Competitor Analysis
Segment Analysis Support
Segment Decision Matrix
Division and Segment Decision Matrix
. Pain Point Analysis
. Entry Rationale
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Finance
Revenue Summary

2024 2025 2026 2027 2028 2029 2030 2031

Base Male Market @ CAGR €644,000,000  €678,132,000 €714,072,996  €751,918,865  €791,770,565 €833,734,405  €877,922,328 €924,452,211
Advertisment Incremental Revenue €0 €0 €1,958,423 €3,498,252 €6,152,433 €9,854,104  €10,346,810 €10,864,150
Online Commercial Incremental Revenue €0 €0 €1,553,345 €3,393,524 €5,316,724 €7,899,226 €8,294,188 €8,708,897
In-Store Incremental Revenue €0 €0 €966,175 €2,090,739 €3,082,719 €4,895,773 €5,140,562 €5,397,590
Market Injection (Spend Thru) as COGS +Op Ex €3,448,016 €6,916536  €11,204,944 €17,439,810 €18,311,801 €19,227,391
Market Target €1,071,109,494
Market Value €1,100,414,341
5 Year Growth 54.10%
Loreal Capture of Growth 56.50%

Op-ex: 54%

COGS: 25%

ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION

CONSULTING
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Cost Breakdown

Expenditures

2026 2027 2028 2029 2030 2031
Brand Launch Creative + Paid Media
Hero commercial production (Nordic “rough environment” concept) €250,000 €0 €200,000 €200,000 €0 €0
Paid Meta/IG ads (impressions-based) €900,000 €750,000 €900,000 €900,000 €600,000 €450,000
Paid TikTok ads (impressions-based) €550,000 €500,000 €650,000 €650,000 €400,000 €350,000
Influencer/creator program (GRWM + hashtag education) € 500,000 €450,000 €550,000 €550,000 € 350,000 € 300,000
Subtotal €2,200,000 €1,700,000 €2,300,000 €2,300,000 €1,350,000 €1,100,000
Digital Experience
Portal + “Men tab” revamp & brand portal builds (Launch #1/#2/#3) €520,000 €120,000 €300,000 €300,000 €120,000 €120,000
Quiz + recommendation engine + analyticsiteration € 260,000 € 180,000 €220,000 €220,000 € 180,000 € 180,000
Forum platform + moderation (anonymous testimonials) € 180,000 € 180,000 € 180,000 €180,000 € 180,000 € 180,000
Email/SMS lifecycle (re-contact, add-on quiz prompts) €90,000 €110,000 €130,000 €150,000 € 150,000 € 150,000
Subtotal €1,050,000 €590,000 €830,000 €850,000 €630,000 €630,000
Physical Retail Activation
Endcaps/ retail fixtures driving to quiz €650,000 €260,000 €390,000 €390,000 €260,000 €260,000
NFC tags for in-store link to portal/quiz €193,000 €128,000 €154,000 €154,000 €103,000 €103,000
QR insertsin shipments +kitting € 150,000 €180,000 €220,000 €250,000 €250,000 €250,000
Subtotal €993,000 €568,000 € 764,000 € 794,000 €613,000 €613,000
Growth Program
Sample kits for new subscription bundle purchasers €160,000 €240,000 €320,000 €400,000 €360,000 €360,000
Hashtag+ quiz discounts (digital + in-store) €500,000 €500,000 €650,000 €650,000 €500,000 €400,000
Refill/ send-back + cashback ops €0 €120,000 €180,000 €240,000 €240,000 €240,000
Men’s Accelerator (15 Nordic men’s brands: demos/sampling/events support) € 300,000 € 350,000 €450,000 €450,000 €450,000 €450,000
Subtotal € 960,000 €1,210,000 €1,600,000 €1,740,000 € 1,550,000 € 1,450,000
Total Costs €5,203,000 €4,068,000 €5,494,000 €5,684,000 €4,143,000 €3,793,000

ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION

CONSULTING
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Cost Breakdown

Justification (math)

YO0 hero film; refresh creative for Launch #2 & #3

CPM basis: Denmark ~$9.29, Sweden ~$9.51, Norway ~$9.67 (avg ~$9.49 CPM USD) > €8.06 CPM (x0.8486). Impressions: Y0 112M = 112,000 x €8.06 = €903k (rounded)

CPM basis: TikTok CPM ~$4.20 USD - €3.56 CPM. Impressions: YO 155M = 155,000 x €3.56 » €552k

Per year package: 120 micro creators x €1,500 avg package = €180k; 20 macro x €7,000 = €140k; usage/whitelisting + management = €180k > €500k (scaled down in later years)

Justification (math)

Build team cost anchor via salaries: 4 FTE web/dev/product x €80k/yr loaded x 0.75 yr = €240k + agency build/QA €280k = €520k (Y0). For Y2/Y3 add new brand portals (smaller)
2 data/engroles x €80k x (0.75/0.5/0.6/0.6/0.5/0.5) +tooling

2 moderators x €85k loaded = €170k + software = €10k = €180k/yr

SMS cost math anchor: assume 1.0M SMS/yr by Y3 = €0.06 avg = €60k + ESP/tools/ops = €30-90k

Y0: 1,000 endcaps x €500/unit = €500k + install/logistics 1,000 = €150 = €150k. Later years refresh/expand 400-600 units
Unit cost: NFC sticker $0.19 + color print $0.24 = $0.43 > €0.365. Qty: Y0 530k tags => 530,000x€0.365 » €193k
Qty assumption: inserts per subscription shipment: 100k, 120k, 140k, 160k, 160k, 160k x €1.50 all-in kitting/print

Justification (math)

Unit cost: €4/kit (assumption based on manufacturing range + packing). Qty: 40k/60k/80k/100k/90k/90k kits

Discount math: avg order €25 x 10% = €2.50 discount. Redemptions: 200k/200k/260k/260k/200k/160k = €500k/€500k/€650k/ ...
Unit ops cost: €6 per return (label €4 + processing €2). Returns: 0/20k/30k/40k/40k/40k

Support grants: 15 brands x €20k = €300k (Y0). Added event/demo budget from Y1 onward (15x€3-10k)

Source (unit cast)

Source (unit cost)

Web dev salary (Sweden) converted using ECB SEK rate (as anchor for Nordic staffing cost). (SalaryExpert) Website drivers. (European Central Bank)

Source (unit cost)

15

Assumption: avg order value & discount % (you can swap in your AOV)
Assumption: return shipping-+ processing (carrier depends on country/volume)
lncubator cost example (program operating Costsvary: used asanchor). (ScienceDirect)

ANALYSIS RECOMMENDATIONS FINANCIALS
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CeraVe Subscription Breakdown

Cera Ve Bundle Calculation

Base Hydrating Cleanser €10.00
Moisturizing Cream €17.00
Cost €27.00
Additional Ad-ons €5.66
3 Month Subscriber Cost €32.66
20% Discount Cost €27.22
Yearly Cost €108.87
Cost % Likely Included Marginal Cost
Sun-Outdoor Protection €20.00 14% €2.80
Breakouts/Achne-prone €10.00 8% €0.80
Barrier Damage / Winburn €12.00 5% €0.60
Body Wash €16.00 3% €0.48
SA Smoothing Cleanser €12.00 3% €0.36
Light All-Over Moisture €16.00 3% €0.48
Travel/Gym €7.00 2% €0.14
Total Marginal Cost Per Subscriber €5.66
Amount Weight
Low €22.68 30%
Base €27.22 50%
High €32.66 20%
Average Spend Per Subscriber (Monthly) €26.94 100%
Yearly Figure GenZ €107.78
Millennial Markup (20%) €129.33
ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION

CONSULTING
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CeraVe Sensitivity Analysis

Base price (€) €10.00
Marginal add-on price (€) €22.66
Discount (used for AOV cell) 10%
Add-on attach (used for AOV cell) 0%
AOQV (avg € per purchase) €9.00
Millennial Markup (20%) €16.24

PRECISION

ANALYSIS RECOMMENDATIONS FINANCIALS
CONSULTING
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La Roche Posay Subscription Breakdown

La Roche Posay
Base Hydrating Cleanser €16.00
Moisturizing Cream €27.00
Cost €43.00
Additional Ad-ons €16.46
3 Month Subscriber Cost €59.46
20% Discount Cost €49.55
Yearly Cost €198.18
Cost % LikelyIncluded Marginal Cost
Sun/ Outdoor Protection (Anthelios UYMune 400 SPF50+ 50ml) €25.00 25% €6.25
Breakouts/ Acne-prone (Effaclar treatment) €19.90 15% €2.99
Barrier Damage / Windburn (Cicaplast Baume B5+) €12.00 12% €1.44
Body Wash (Lipikar wash) €19.90 10% €1.99
Exfoliating/ “smoothing” (Effaclar micro-peeling) €18.00 8% €1.44
Light All-Over Moisture (Lipikar body balm/lotion) €20.00 10% €2.00
Travel/Gym (mini / thermal water) €7.00 5% €0.35
Total Marginal Cost Per Subscriber €16.46
Amount Weight
Low €41.29 30%
Base €49.55 50%
High €59.46 20%
Average Spend Per Subscriber (Monthly) €49.05 100%
Yearly Figure GenZ €1596.20
Millennial Markup (20%) €235.44
ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION

CONSULTING
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La Roche Posay Sensitivity Analysis

ANALYSIS

RECOMMENDATIONS

FINANCIALS

Base price (€) €16.00
Marginal add-on price (€) €43.46
Discount (used for AOV cell) 10%
Add-on attach (used for AOV cell) 0%
AOV (avg € per purchase) €14.40
Millennial Markup (20%) €27.71
PRECISION

CONSULTING



Finance
Ki ehl 6s Subscription Breakdown

Kielhs
Base Hydrating Cleanser €28.00
Moisturizing Cream €50.00
Cost €78.00
Additional Ad-ons €44.90
3 Month Subscriber Cost €122.90
20% Discount Cost €102.42
Yearly Cost €409.67
Add-on Cost % Likely Included Marginal Cost
Sun/ Qutdoor Protection (Kiehl’s sunscreen) €38.00 35% €13.30
Breakouts/ Acne-prone (Kiehl's blemish solution) €32.00 20% €6.40
Barrier Repair / Recovery (Kiehl’s barrier cream/serum) €45.00 18% €8.10
BodyWash (KiehlU's body cleanser) €28.00 15% €4.20
Exfoliating/ “smoothing” (Kiehl’s toner/peel) €40.00 12% €4.80
Light All-Over Moisture (Kiehl's body lotion) €35.00 18% €6.30
Travel/Gym (travel minis) €18.00 10% €1.80
Total Marginal Cost Per Subscriber €44.90
Amount Weight
Low $102.42 30%
Base $122.90 50%
High $147.48 20%
Average Spend Per Subscriber (Monthly) $121.67
Yearly Figure GenZ $365.01
Millennial Markup (20%) $438.02
ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION

CONSULTING
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Ki

e hl

0s

Sensitivity Analysi s

ANALYSIS

RECOMMENDATIONS

FINANCIALS

Base price (€) €28.00

Marginal add-on price (€) €94.90

Discount (used for AOV cell) 10%

Add-on attach (used for AOV cell) 0%

AOV (avg € per purchase) €25.20

Millennial Markup (20%) €53.02
PRECISION

CONSULTING
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Denmark Drug-Store Customers Part 1

GenZ Millenials
# of Drug Store Visits (3/4 of Yr) 22,500,000 22,500,000
% of Denmark 20.8% 21.4%
# of Addressable Visits 4680000 4815000
% Actually Reached 5% 5%
Potential Impressions 234000 240750
% Men . 49.7% 49.7% # of Drug Stores 810
% End Cap Impresion 25% 25% .
% NFC Conversion 20% 20% % Reached In Strat 10%
% Quiz Access 35% 35% Drug Stores Reached 81
% Purchase (Location) 30% 20%
Acquired Customers 611 419
% Subscribers 50% 50%
% Stay After Trial 90% 90%
Acquired Subscribers 275 188
% One Time Purchase 50% 50%
Purchases 305 209
GenZ Millenials
Purchases 305.28225 209.3923125
Average Purchase # 3 3
Amount per Purchase €13.53 €16.24
Purchaser Revenue €12,391.41 €10,199.08
Acquired Subscribers 275 188
Amount Per Subscriber €107.78 €129.33
Subscriber Revenue €29,612.44 €24,373.32
Total Denmark Year 0 Drugstore Revenue €76,576.24
Year 1 Full Revenue €102,101.66
ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION

CONSULTING
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Denmark Drug-Store Customers Part 2

Year 3 NewRevenue

Projected Purchases 244 168
Year 2 NewRevenue (Projected Overlap 30%) -73.26774 -50.254155

Purchases 171 117
Projected Purchases 305 209 Average Purchase # 3 3
(Projected Overlap 20%) -61.05645 -41.8784625 Amount per Purhcase €44.18 €53.02
Purchases 244 168 Purchaser Revenue €22,658.78 €18,651.33
Average Purchase # 3 3
Amountper Purchase 23.09 27.71 Acquired Subscribers 220 151
Purchaser Revenue 16917.52117 13925.42635 (Projected Overlap 30%) -65.940966 -45.2287395

Subscribers 154 106
Acquired Subscribers 275 188 Amountper Subscriber € 365.01 €438.02
(Projected Overlap 20%) -54.950805 -37.69061625 Subscriber Revenue €56,161.26 €46,225.88
Subscribers 220 151 Total New Revenue €143,697.25
Amount Per Subscriber €196.20 €235.44 Plus Year 1+2 Base €180,723.16
Subscriber Revenue €43,125.72 € 35,495.79 Year 3 Revenue €324,420.42
Total New Revenue €78,621.51
Plus Year 1 Base €102,101.66 Year 4 Revenue @ 5% growth € 340,641.44
Year 2 Revenue €180,723.16 Year 5 Revenue @ 5% growth €357,673.51

Total Denmark Drugstore Revenue €1,382,136.42

PRECISION

ANALYSIS RECOMMENDATIONS FINANCIALS
CONSULTING
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Denmark Grocery Customers Part 1

GenZ Millennials
# of Grocery Store Visits (3/4) of Yr 595575000 595575000
% of Denmark 20.8% 21.4%
# of Addressable Visits 123879600 127453050
% Actually Reached 0.50% 0.50%
Potential Impressions 619398 637265.25
% Men 49.7% 49.7%
% End Cap Impression 25% 25%
% NFC Conversion 20% 20%
% Quiz Access 35% 35%
% Purchase (Location) 30% 20%
Acquired Customers 1616 1109
% Subscribers 50% 50%
% Stay After Trial 90% 90%
Acquired Subscribers 727 499
% One Time Purchase 50% 50% #of Grocery Stores 2647
Purchases 808 554 % Reached in Strat 5%
Grocery Stores Reached 132.35
GenZ Millennials
Purchases 808.0821158 554.2614512
Average Purchase # 3 3
Amountper Purchase €13.53 €16.24
Purchaser Revenue € 32,800.05 € 26,996.97
Acquired Subscribers 727.2739042 498.8353061
AmountPer Subscriber €107.78 €129.33
Subscriber Revenue €78,384.13 €£64,516.17
Total Denmark Grocery Revenue €202,697.31
Year 1 Full Revenue €289,567.59
ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION

CONSULTING
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Denmark Grocery Customers Part 2

Year 3 NewRevenue

Projected Purchases 646 443
Year 2 NewRevenue (Projected Overlap 30%) -193.9397078 -133.0227483

Purchases 453 310
Projected Purchases 808 554 Average Purchase # 3 3
(Projected Overlap 20%) -161.6164232 -110.8522902 Amountper Purchase €44.18 €53.02
Purchases 646 443 Purchaser Revenue €59,977.79 € 49,370.06
Average Purchase # 3 3
Amount per Purchase 23.09 27.71 Acquired Subscribers 582 399
Purchaser Revenue 44780.67853 36860.60355 (Projected Overlap 30%) -174.545737 -119.7204735

Subscribers 407 279
Acquired Subscribers 727 499 Amount per Subscriber €365.01 €438.02
(Projected Overlap 20%) -145.4547808 -99.76706121 Subscriber Revenue €148,658.86 €122,359.91
Subscribers 582 399 Total New Revenue € 380,366.63
Amount Per Subscriber €196.20 €235.44 Plus Year 1+2 Base €497,678.72
Subscriber Revenue €114,153.78 €93,957.35 Year 3 Revenue €878,045.35
Total New Revenue €208,111.13
Plus Year 1 Base € 289,567.59 Year 4 Revenue @ 5% growth €921,947.61
Year 2 Revenue €497,678.72 Year 5 Revenue @ 5% growth €968,044.99

Total Denmark Grocery Revenue €3,757,981.58

ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION

CONSULTING
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Norway Drugstore Customers Part 1

GenZ Millennials
# of Drug Store Visits (2/4 of Yr) 27,700,000 27,700,000
% of Norway 20% 21.8%
# of Addressable Visits 5540000 6038600
% Actually Reached 5% 5%
Potential Impressions 277000 301930
% Men 50.00% 50.00%
% End Cap Impression 25% 25%
% NFC Conversion 20% 20%
% Quiz Access 35% 35%
% Purchase (Location) 25% 20%
Acquired Customers 606 528
% Subscribers 50% 50%
% Stay After Trial 90% 90%
Acquired Subscribers 273 238 # of Drug Stores 1053
% One Time Purchase 50% 50% % Reached in Strat 10%
Purchases 303 264
Drug Stores Reached 105
GenZ Millennials
Purchases 303 264
Average Purchase # 3 3
Amountper Purchase €13.53 €16.24
Purchaser Revenue €12,297.50 €12,868.11
Acquired Subscribers 272.67 237.77
AmountPer Subscriber €107.78 €129.33
Subscriber Revenue € 29,388.03 €30,751.63
Total Norway Drugstore Revenue € 85,305.27
Year 1 Full Revenue €170,610.54
ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION

CONSULTING



Finance

Norway Drugstore Customers Part 2

Year 2 NewRevenue

Projected Purchases
(Projected Overlap 20%)
Purchases

Average Purchase #
Amount per Purchase
Purchaser Revenue

Acquired Subscribers
(Projected Overlap 20%)
Subscribers

Amount Per Subscriber
Subscriber Revenue
Total New Revenue
Plus Year 1 Base

303
-60.59375
242

3

23.09
16789.316

273
-54.534375
218
€196.20
€42,798.90

264
-52.83775
211

3

27.71
17569.60863

238
-47.553975
190
€235.44

€44,784.77
€87,583.68
€170,610.54

Year 2 Revenue

€258,194.22

Year 3 NewRevenue
Projected Purchases
(Projected Overlap 30%)
Purchases

Average Purchase #
Amountper Purchase
Purchaser Revenue

Acquired Subscribers
(Projected Overlap 30%)
Subscribers

Amount per Subscriber
Subscriber Revenue
Total New Revenue
Plus Year 1+2 Base
Year 3 Revenue

Year 4 Revenue @ 5% growth
Year 5 Revenue @ 5% growth

242
-72.7125
170

3

€44.18
€22,487.07

218
-65.44125
153

€ 365.01
€55,735.66

211
-63.4053
148

3

€53.02
€23,5632.24

190
-57.06477
133

€438.02
€58,322.86
€160,077.83
€258,194.22
€418,272.05

€439,185.65
€461,144.93

Total Norway Drugstore Revenue

€1,832,712.66

ANALYSIS

RECOMMENDATIONS

FINANCIALS

PRECISION
CONSULTING
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Norway Grocery Customers Part 1

GenZ Millennials

# of Grocery Store Visits (2/4) of Yr 572400000 572400000

% of Denmark 20.8% 21.4%

# of Addressable Visits 119059200 122493600

% Actually Reached 0.50% 0.50%

Potential Impressions 595296 612468

% Men 50.00% 50.00%

% End Cap Impression 25% 25%

% NFC Conversion 20% 20%

% Quiz Access 35% 35%

% Purchase (Location) 25% 20%

Acquired Customers 1302 1072

% Subscribers 50% 50%

% Stay After Trial 0% 0% # of Grocery Stores 3816
Acquired Subscribers 586 482 % Reached in Strat 5%
% One Time Purchase 50% 50% Grocery Stores Reached 190.8
Purchases 651 536

GenZ Millennials

Purchases 651 536

Average Purchase # 3 3

Amountper Purchase €13.53 €16.24

Purchaser Revenue € 26,428.35 € 26,103.08

Acquired Subscribers 585.9945 482.31855

AmountPer Subscriber €107.78 €129.33

Subscriber Revenue £63,157.32 €62,379.99

Total Denmark Grocery Revenue €178,068.74

Year 1 Full Revenue €356,137.48

ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION

CONSULTING
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Norway Grocery Customers Part 2

Year 3 NewRevenue

Projected Purchases 521 429
Year 2 NewRevenue (Projected Overlap 30%) -156.2652 -128.61828

Purchases 365 300
Projected Purchases 651 536 Average Purchase # 3 3
(Projected Overlap 20%) -130.221 -107.1819 AmountperPurchase €44.18 €53.02
Purchases 521 429 Purchaser Revenue € 48,326.58 €47,735.39
Average Purchase # 3 3
Amount per Purchase 23.09 27.71 Acquired Subscribers 469 386
Purchaser Revenue 36081.63468 35640.12539 (Projected Overlap 30%) -140.63868 -115.756452

Subscribers 328 270
Acquired Subscribers 586 482 Amount per Subscriber € 365.01 €438.02
(Projected Overlap 20%) -117.1989 -96.46371 Subscriber Revenue €119,780.56 €118,308.50
Subscribers 469 386 Total New Revenue €334,151.02
Amount Per Subscriber €196.20 €235.44 Plus Year 1+2 Base €538,962.24
Subscriber Revenue €91,978.40 €90,846.36 Year 3 Revenue €873,113.26
Total New Revenue €182,824.76
Plus Year 1 Base €356,137.48 Year 4 Revenue @ 5% growth €916,768.92
Year 2 Revenue €538,962.24 Year 5 Revenue @ 5% growth €962,607.37

Total Norway Grocery Revenue € 3,825,658.01

ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION

CONSULTING
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Swedish Drugstore Customers Part 1

GenZ Millennials
# of Drug Store Visits (2/4 of Y1) 26,750,000 26,750,000
% of Sweden 19% 21%
# of Addressable Visits 5162750 5617500
% Actually Reached 5% 5%
Potential Impressions 258137.5 280875
% Men 50.50% 50.50%
% End Cap Impression 20% 25%
% NFC Conversion 20% 20%
% Quiz Access 35% 35%
% Purchase (Location) 25% 20%
Acquired Customers 456 496
% Subscribers 50% 50%
% Stay After Trial 90% 90% #of Drug Stores 1403
Acquired Subscribers 205.32 223.40 % Reached in Strat 10%
% One Time Purchase 50% 50% Drug Stores Reached 140
Purchases 228 248

GenZ Millennials

Purchases 228 248
Average Purchase # 3 3
Amountper Purchase €13.53 €16.24

Purchaser Revenue €9,259.76 €12,090.46
Acquired Subscribers 205.32 223.40
AmountPer Subscriber €107.78 €129.33
Subscriber Revenue €22,128.56 €28,893.25
Total Sweden Drugstore Revenue €72,372.03
Year 1 Full Revenue €144,744.05

ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION

CONSULTING
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Swedish Drugstore Customers Part 2

Year 3 NewRevenue

Projected Purchases 183 199
Year 2 New Revenue (Projected Overlap 30%) -54.7509638  -59.5735875
Purchases 128 139
Projected Purchases 228 248 Average Purchase # 3 3
(Projected Overlap 20%) -45.6258031 -49.6446563 Amount per Purchase €44.18 €53.02
Purchases 183 199 Purchaser Revenue €16,932.28 €22,110.14
Average Purchase # 3 3
Amount per Purchase 23.09 27.71 Acquired Subscribers 164 179
Purchaser Revenue 12641.99753 16507.8411 (Projected Overlap 30%) -49.2758674 -53.61622875
Subscribers 115 125
Acquired Subscribers 205 2973 Amountper Subscriber € 365.01 €438.02
(Projected Overlap 20%) -41.0632228 -44.6801906 Subscriber Revenue €41,967.76  €54,798.29
Subscribers 164 179 Total New Revenue €135,808.48
Amount Per Subscriber €196.20 €235.44 Plus Year1+2 Base €219,049.05
Subscriber Revenue €32,226.66 €42,078.34 Year 3 Revenue €354,857.53
Total New Revenue €74,305.00
Plus Year 1 Base €144,744.05 Year 4 Revenue @ 5% growth €372,600.41
Year 2 Revenue €219,049.05 Year 5 Revenue @ 5% growth €391,230.43
Total Sweeden Drugstore Revenue €1,554,853.49
ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION

CONSULTING
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Swedish Grocery Customers Part 1

GenZ Millennials

# of Grocery Store Visits (2/4) of Yr 600000000 600000000
% of Sweeden 20.8% 21.4%
#of Addressable Visits 124800000 128400000
% Actually Reached 0.50% 0.50%
Potential Impressions 624000 642000
% Men 50.50% 50.50%
% End Cap Impression 25% 25%
% NFC Conversion 20% 20%
% Quiz Access 35% 35%
% Purchase (Location) 25% 20%
Acquired Customers 1379 1135
% Subscribers 50% 50%
% Stay After Trial 90% 90%
Acquired Subscribers 620 511
% One Time Purchase 50% 50%
Purchases 689 567

GenZ Millennials
Purchases 689 567
Average Purchase # 3 3
Amountper Purchase €13.53 €16.24
Purchaser Revenue €27,979.70 €27,635.34
Acquired Subscribers 620.3925 510.63075
Amount Per Subscriber €107.78 €129.33
Subscriber Revenue € 66,864.66 €66,041.71
Total Sweeden Grocery Revenue € 188,521.41
Year 1 Full Revenue €377,042.83

ANALYSIS RECOMMENDATIONS FINANCIALS PRECISION

CONSULTING





















































































































