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CAUTIONARY NOTE CONCERNING FORWARD - LOOKING STATEMENTS

THIS PRESENTATION AND ANY OTHER INFORMATION DISCUSSED AT THE PRESENTATION
(COLLECTIVELY, THE "PRESENTATION") IS STRICTLY CONFIDENTIAL AND IS BEING
PROVIDED TO YOU SOLELY FOR YOUR INFORMATION. THIS PRESENTATION MAY NOT BE
PUBLISHED OR FURTHER DISTRIBUTED, DIRECTLY OR INDIRECTLY, IN WHOLE OR IN PART,
TO ANY OTHER PERSON. THE DISTRIBUTION OF THIS PRESENTATION IN CERTAIN
JURISDICTIONS MAY BE RESTRICTED BY LAW AND PERSONS INTO WHOSE POSSESSION
THIS PRESENTATION COMES SHOULD INFORM THEMSELVES ABOUT AND OBSERVE ANY
SUCH RESTRICTIONS. IN PARTICULAR, THIS PRESENTATION IS NOT FOR PUBLICATION OR
DISTRIBUTION TO US PERSONS OR INTO OR WITHIN THE UNITED STATES, AUSTRALIA,
CANADA, JAPAN OR SOUTH AFRICA, OR ANY OTHER JURISDICTION WHERE, OR TO ANY
OTHER PERSON TO WHOM, TO DO SO WOULD BE UNLAWFUL.

By attending the meeting where this presentation is made, or by reading the
presentation slides, you agree to be bound by the following limitations:

The information in this presentation has been prepared by Reckitt Benckiser Group plc
(the "Company") solely for your information. The opinions presented herein are based on
general information gathered at the time of writing and are subject to change without
notice. Information in this presentation sourced from third parties has been obtained
from sources believed to be reliable but the Company does not guarantee its accuracy or
completeness.

This presentation contains statements about future events and expectations that are
forward-looking statements. These statements typically contain words such as "expects"”
and "anticipates" and words of similar import. Any statement in this presentation that is
not a statement of historical fact is a forward-looking statement that involves known and
unknown risks, uncertainties and other factors which may cause actual results,
performance or achievements to be materially different from any future results,
performance or achievements expressed or implied by such forward-looking statements.
None of the future projections, expectations, estimates or prospects in this presentation

should be taken as forecasts or promises nor should they be taken as implying any
indication, assurance or guarantee that the assumptions on which such future projections,
expectations, estimates or prospects have been prepared are correct or exhaustive or, in
the case of the assumptions, fully stated in the presentation. The information and
opinions contained in this presentation are provided at the date of this presentation and
are subject to change without notice. There are a number of factors that could cause
actual results and developments to differ materially from those expressed or implied by
these forward-looking statements, including many factors outside the Company's
control. Among other risks and uncertainties, the material or principal factors which could
cause actual results to differ materially are: the general economic, business, political,
geopolitical and social conditions in the key markets in which the Reckitt group of
companies (the "Group") operates; the Group's ability to innovate and remain
competitive; the Group's investment choices in its portfolio management; the ability of
the Group to address existing and emerging environmental and social risks and
opportunities; the ability of the Group to manage regulatory, tax and legal matters,
including changes thereto; the reliability of the Group's technological infrastructure or
that of third parties on which the Group relies including the risk of cyber-attack;
interruptions in the Group's supply chain and disruptions to its production facilities;
economic volatility including increases in tariffs and the cost of labour, raw materials and
commodities; the execution of acquisitions, divestitures and business transformation
projects; product safety and quality, and the reputation of the Group's global brands; and
the recruitment and retention of key management. These forward-looking statements
speak only as of the date of this announcement. Except as required by any applicable law
or regulation, the Company expressly disclaims any obligation or undertaking to release
publicly any updates or revisions to any forward-looking statements contained herein to
reflect any change in the Company's expectations with regard thereto or any change in
events, conditions or circumstances on which any such statement is based.



CAUTIONARY NOTE CONCERNING FORWARD - LOOKING STATEMENTS

This presentation has not been approved by any regulatory authority. This presentation
does not constitute an offer to sell or issue, or any solicitation of any offer to purchase,
subscribe for or otherwise acquire any securities, and nothing contained herein shall form
the basis of any contract or commitment whatsoever. No reliance may be placed for any
purposes whatsoever on the information contained in this presentation or on its
completeness, accuracy or fairness. The contents of this presentation have not been
verified by the Company. Accordingly, no representation or warranty, express or implied,
is made or given by or on behalf of the Company or any of its shareholders, affiliates,
directors, officers, employees, agents or advisers or any other person as to the accuracy,
completeness or fairness of the information or opinions contained in this presentation.
Neither the Company nor any of its shareholders, affiliates, directors, officers, employees,
agents or advisers nor any other person accepts any liability (in negligence or otherwise)
whatsoever for any loss howsoever arising from any use of this presentation or its
contents or otherwise arising in connection therewith. In giving this presentation, neither
the Company nor any of its shareholders, affiliates, directors, officers, employees, agents
or advisers nor any other person undertake any obligation to provide the recipient with
access to any additional information or to update this presentation or any additional
information or to correct any inaccuracies in any such information which may become
apparent.

This presentation is only being distributed to and is only directed at (i) persons who are
outside the United Kingdom, or (ii) investment professionals falling within Article 19(5) of
the Financial Services and Markets Act 2000 (Financial Promotion) Order 2005 (the
"Order"), or (iii) high net worth entities, and other persons to whom it may lawfully be
communicated, falling within Article 49(2)(a) to (d) of the Order, or (iv) other persons to
whom it may lawfully be communicated (all such persons (i) to (iv) being together being
referred to as "relevant persons"). Any person who is not a relevant person should not act
or rely on this presentation or any of its contents.

The information in this presentation is given in confidence and the recipients of this
presentation should not engage in any behaviour in relation to (i) financial instruments (as
defined in the Market Abuse Regulation (Regulation (EU) No 596/2014) ("MAR")) which
would or might amount to market abuse for the purposes of MAR, and (ii) financial
instruments (as defined in the Market Abuse Regulation (Regulation (EU) No 596/2014) as
it forms part of English law by virtue of the EUWA ("UK MAR")) which would or might
amount to market abuse for the purposes of UK MAR.
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EMERGING MARKETS

STRONG FOUNDATIONS FOR SUSTAINABLE, VALUE-CREATING GROWTH



EMERGING MARKETS : STRONG FOUNDATIONS FOR SUSTAINABLE, VALUE-CREATING GROWTH
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NITISH KAPOOR SHANNON EISENHARDT

PRESIDENT, EMERGING MARKETS CHIEF CATEGORY GROWTH OFFICER CHIEF FINANCIAL OFFICER




NITISH KAPOOR

PRESIDENT, EMERGING MARKETS

32 years, starting as Management Trainee
18 years in EM

vk RECKITT 7‘"
RECKIT;,“ COLMAN BENCKISER ‘ -

reckitt

Sales | Marketing | Global Category |
General Management

India | USA | UK | Portugal | South Africa




WE HAVE EXPERIENCED LEADERSHIP ACROSS EMERGING MARKETS

Tenure at Tenurein Tenurein Tenure at Tenurein Tenurein
Reckitt Emerging Markets current role Reckitt Emerging Markets current role

REGIONAL LEADERSHIP COUNTRY LEADERSHIP

Based on averages across Emerging Markets.



TODAY, WE WILL TALK ABOUT

1 2 J

STRONG FOUNDATIONS STEADY ACCELERATION SUSTAINABLE GROWTH

>100 YEAR HISTORY MID TO HIGH SINGLE-DIGIT GROWTH HSD GROWTH & VALUE CREATION

TRUSTED BRANDS LARGEST AREA FOR CORE RECKITT EXECUTION EXCELLENCE
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STRONG FOUNDATIONS

>100 YEAR HISTORY

TRUSTED BRANDS




WE HAVE BEEN OPERATING IN EMERGING MARKETS FOR OVER A CENTURY...

Distribution agreement
in Nigeria

Factory Distribution agreement

in Brazil

Distribution agreement
in South Africa
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.WITH BRANDS THAT HAVE GROWN IN STATURE OVER THE YEARS
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..\WITH BRANDS THAT HAVE GROWN IN STATURE OVER THE VEARS

10w 30 East Africa Daily Prew Req. 33311 Feb b Final Proof 8415 $ID

FREE!

WITH EVERY
MEDIUM-SIZE
1C

gz

OILET ROLL
.

Free —a large Harpic toilet roll of super-soft

double strength tissue, Don’t delay ! Look for
the new plastic Harpic pack with the banded
offor in your local store today. Harpic, the safe
lavatory cleaner. Cleans, disinfects and deodo.
rises: gets into the hidden parts where brushes
can't reach.,

HARPIC

reemplaza el uso de
dcidos peligrosos.

SPECIALLY MADE FOR LAVATORIES

y partes Safe with Septic Tanks
inaccesibles

HARPIC SINCE 1360s




..\WITH BRANDS THAT HAVE GROWN IN STATURE OVER THE VEARS

Quantas vezes vocé

e GENTIL COM AS
ROUPAS, EFICIENTE i
CONTRA AS MANCHAS,

MELHOR PARA VOCE Codhii
VAN, ACABA COM AS KANCHAS ENAD STRAGA ASROUPAS. : MANCHAS.

VANISH. VENDE

ot Nk T ] (9 & Chiy

Alvejantes seguros representam 35% do mercado total de alvejantes. Porém, contam com apenas
18% do espago nas gbndolas. Além disso, a categoria cresceu 42% em 2008, puxada pelo sucesso
de Vanish, contra apenas 6%* dos alvejantes com cloro. Aposte na marca e na categoria que mais

crescem entre os alvejantes. Confie no rosa. Esqueca as manchas.

Sovtes realrados am abe/2010

VANISH ROUPAS COLORIDAS:

0 alvejante mais seguro e
eficaz para roupas brancas
e coloridas, porque nao
contém cloro, £ a maneira
mais inteligente de tirar
manchas das roupas.

Vanish é um alvejante sequro e eficaz para roupas
brancas e coloridas, porque ndo contém cloro.
E a maneira mais inteligente de tirar manchas

Detergente sozinho nio elimina todas as manchas. Use Vanish em toda lavagem. e ndo danificar as cores.

Vanish Poder O, dissolve faciimente até as manchas impregnadas,

porque tem até 10 vezes mais oxigénio que os detergentes,
£ por isso que vocé deve adicionar Vanish em toda lavagem.

Vanish. Confie no rosa. Esqueca as manchas.

VANISH ROUPAS BRANCAS:
Confie no rosa. Esqueca as manchas.
wwwivanish.combr Alvejante sem cloro e com branqueador 6ptico.

Remove as manchas e deixa o branco mais branco desde
a primeira lavagem, sem amarelar ou danificar os tecidos.

Lata sontamares o rémiko tes 0 sy © peodutn

‘www.ansh combre

VANISH SINCE 1930s




.WITH BRANDS THAT HAVE GROWN IN STATURE OVER THE YEARS

DETTOL liri sui
d;awi’bia mo

Pore Dettol n ke na
wone h ma se nyira
SE PA YIZURA YE
SE FAYE YIRA DEDE

] 'Who carries the sword that protects?

The only antiseptic

* trusted hy doctors

for over 40 years-

, A:* because it klls all

| types of harmful germs 3

DETTOL SINCE 1330s

keep

in your




DETTOL IS USED OVER A BILLION TIMES A YEAR

1.3BN

‘ 1.1BN 12{
0.8N ‘

0.78N ‘

0\RR
0.58N O ZUUﬂllMEs
. ——® EVERY MINUTE

2012 2014 2016 2018 2020 2022 2024



LOVED AND TRUSTED BY CONSUMERS

@ #1TRUSTED

Health Brand in Malaysia

#1TRUSTED
Health Brand in India’ Q"

NS 41 GERM PROTECTION

Brand in South Africa3

#1 TRUSTED (@&

Surface Brand in Saudi Arabia?

#1BEST EQUITY

o
Y CPG Brand in Hong Kong*

Germ Protection brand in China2



WE HRVEN'T JUST BUILT STRONG BRANDS, WE HAVE DEVELOPED LARGE CATEGORIES...

ﬁnish GAVISCON

AUTO DISHWASH GASTRO

ANTI-BAC ANTI-BAC LAUNDRY BATHROOM
HANDWASH SOAP  SANITIZER CLEANER



...REACHING CONSUMERS & HEALTH CARE PROFESSIONALS AT SCALE

10m- 125m- 190k

STORES ONLINE ORDERS HEALTH CARE
REACHED SHIPPED’ PROFESSIONALS ENGAGED*

1. Estimate provided by Nielsen using a blend of NIQ strategic planner and distribution data. 2. 2025 Reckitt Internal Data.
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WE NOW
OPERATE IN
b/ COUNTRIES
MANAGED
THROUGH

b REGIONS

LATIN AMERICA  16%

2025E Internal Reckitt data. % split of Net Revenue. NOA = North Asia.



10P10
MARKETS S i

COLOMBIA

85% UF /' """"""" M||]|]L|;\ = THAILAND
NET REVENUE N

&= vaLavsin
\ NDIA

& Brazi -
%= SOUTHAFRICA

2025E Internal Reckitt data.



POWERBRANDS ARE c.70% OF NET REVENUE

NUROFEN

@

i

2025E Internal Reckitt data.



COMPLEMENTED BY STRONG LOCAL HEROES
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<7 TRUSTED, LOVED BRANDS

1

STRONG FOUNDATIONS

>100 YEAR HISTORY

<7 \WE HAVE LED CATEGORY DEVELOPMENT

TRUSTED BRANDS

<7 STRONG, ESTABLISHED MARKETS




2

STEADY ACCELERATION

MID TO HIGH SINGLE-DIGIT GROWTH

LARGEST AREA FOR CORE RECKITT




STRONG TRACK RECORD OF ACCELERATING GROWTH

£2.9en

£2.28N
CAGR +8.0%

CAGR +4.6%

2015 2019 2024 YTD Sep 2024 YTD Sep 2025

1. Amounts shown using FY 2024 average exchange rates. 2. Annual net revenue growth such that the foreign currency conversion uses the same exchange rates as were applied
in the previous financial year and excludes the effect of applying hyperinflation accounting in the relevant subsidiaries and excludes revenue from businesses disposed since 2015.



EM NET REVENUE CONTRIBUTION' TO CORE RECKITT HAS INCREASED

1. Net Revenue as a % of total Core Reckitt business translated at FY average exchange rates for the relevant year. Excludes disposed businesses.



3 OF TOP 10 MARKETS 7 OF TOP 20 CMUs

ARE NOW IN EM ARE NOW IN EM
< INDIA ®
@ CHINA ®
® CHINA C MIDDLEEAST @
< INDIA < INDIA o
BRAZIL @t

BRAZIL
@ CHINA

2024 Internal Reckitt Data. CMU = Category Market Unit.



WE HRVE DOUBLED OUR £50mn- BRANDS IN REGIONS SINCE 2019...

GREATER CHINA LATIN AMERICA

SOUTH ASIA

O e i
é ) 4 ) é
+ Intima finish + + strepsils  E9 HARﬂ
\. \. J
 MENARP B ASEM AFRICA
ot @

==|  NUROFEN

1

nis

(

\.

Strepsils

GAVISCON

~\

J

B on FY2019 and FY2025E Net Revenue

L




..\WITH LEADERSHIP POSITIONS ACROSS REGIONS

, ve |
@ durex “é'fgg' GIUI(D® Strepsils

| MENARP NN ASEAN
@ finish cavscon @

Claims based on information aggregated in part from data supplied by Nielsen through its Retail Measurement Services and in part from data inputs from other suppliers,
in each case, for the relevant category, geographic focus and based on MAT Sep 2025 (based on branded players only).



<7 ACCELERATING GROWTH

2

STEADY ACCELERATION

<7 SCALED COUNTRIES AND CMUs

MID TO HIGH SINGLE-DIGIT GROWTH

LARGEST AREA FOR CORE RECKITT

<7 MARKET LEADERSHIP POSITIONS




3

SUSTAINABLE GROWTH

EXECUTION EXCELLENCE

HSD GROWTH & VALUE CREATION




WHY ARE WE EXCITED ABOUT THE FUTURE?

ﬁ RISING INCOMES AND NEW CONSUMPTION HABITS
ﬁ THE RIGHT PORTFOLIO FOR EVOLVING CONSUMER NEEDS
ﬁ STRONG BRANDS WITH READY INNOVATION PIPELINE & SUCCESS MODELS

‘,f? INDUSTRY LEADING GO-TO-MARKET STRENGTH : OFFLINE, ONLINE, OTC



EMERGING MARKETS FORECAST T0 BE 50% OF WORLD GDP BY 2030

m m 2025-30e GDP growth?: E7 more than double G7
Emerging
Markets
Rest of
World
E 7 China, India, Brazil, G 7 UK, US, France,
1 Russia, Mexico, G , Japan,
Share of World GDP* (SBN) indonesia, Turkey Canada, aly

1. IMF GDP current prices. 2. IMF Real GDP Growth Data.



WITH INCREASING SHARE OF CONSUMPTION IN OUR CATEGORIES

2025¢ 2030¢

31%  EUROPE \i|pA

2025¢E
NORTH
29%  america

2025¢E
EMERGING
40%  varkers

FY25 Contribution from Nielsen Strategic Planner Global, 62 markets, latest available data to Q2 25, Home , Health and Persona | Care cate gories; Growth Projections: Euromon itor, Beaut y & Persona | Care, Home Care, Consumer Hea Ith categories.



CONSUMPTION GROWING ACROSS INCOME SEGMENTS

ANNUAL HOUSEHOLD DISPOSABLE INCOME




MORE $25K+ HOUSEHOLDS NOW IN EMERGING MARKETS

NORTH AMERICA + EU
bBm 304w

S2DK:

HOUSEHOLDS

EMERGING MARKETS

Euromonitor, disposable income (constant). Emerging Markets data based on 40 Reckitt operated countries.



GIVING US AN OPPORTUNITY TO INTRODUCE NEW CATEGORIES...

S10k-

MATURE CATEGORIES

$20K-

NASCENT CATEGORIES

Bar Soap Toilet Cleaner Condoms Sore Throat Gastro

Strepsils’
8,75 is

Stain Removal Handwash Intimate Laundry Auto

Hygiene Additives

PROJECTED 5Y GROWTH : +13%

PROJECTED 5Y GROWTH : +3%

Projected growth based on internal forecasting tool, triangulation with Euromonitor. *Nascent Categories defined as <30% Penetration



..\WHERE WE HAVE A READY FUTURE PIPELINE FROM EUROPE & NORTH AMERICA

SELF CARE & INTIMATE WELLNESS

Strepsils
Cough

Synp

S
- —
Strefen

Cherry Mint Spray

8750 Flurbipecten

(durex

GERM PROTECTION & HOUSEHOLD CARE

O g !
Dettol ¥
B

o
Dgt}iol

i #1 BRAND i ]

55X CLEANING.POWER*
S0 0 o 598 as Al

KILLS 99.9% OF
BACTERIA & VIRUSES

HOMES @
WITH
By 3 PETS

78 SN BB HER



NEW CATEGORIES ENABLE PREMIUMISATION AND POSITIVE MIX

@'] AVA

100 130 200 230 260 SELF CARE  INTIMATE WELLNESS

PRICE PER ML INDEX'

PREMIUM-PRICED INNOVATIONS

1. Based on Dettol price index in China.



OUR SUCCESS MODEL TO CAPTURE THESE OPPORTUNITIES

3 GROWTH PILLARS 3 EXECUTION PILLARS

[ e “ @ e

CONTINUING DEVELOPING SCALING UP OFFLINE ONLINE OTC
PENETRATION NASCENT NEXT TIER GTM GTM REGULATORY
IN MATURE CATEGORIES COUNTRIES EXCELLENCE EXCELLENCE & MEDICAL
CATEGORIES EXCELLENCE




OUR SUCCESS MODEL TO CAPTURE THESE OPPORTUNITIES

3 GROWTH PILLARS 3 EXECUTION PILLARS

[ e “ @ e

CONTINUING DEVELOPING SCALING UP OFFLINE ONLINE OTC
PENETRATION NASCENT NEXT TIER GTM GTM REGULATORY
IN MATURE CATEGORIES COUNTRIES EXCELLENCE EXCELLENCE & MEDICAL
CATEGORIES EXCELLENCE




VY DIULLEN
RYAN DULLEA

CHIEF CATEGORY GROWTH OFFIGER




OUR PLAYBOOK STAYS THE SAME,
WITH ADDITIONAL FOCUS ON DRIVING PENETRATION & DEVELOPING CATEGORIES

\l’ \ ! / \ /
A & A e
CONSUMER SUPERIOR ICONIC BRAND EXEGUTION
OBSESSED INNOVATION BUILDING EXCELLENCE




OUR SUCCESS MODEL TO CAPTURE THESE OPPORTUNITIES

3 GROWTH PILLARS

”a R 7' ° °
[~ e X
CONTINUING DEVELOPING SCALING UP

PENETRATION NASCENT NEXT TIER
IN MATURE CATEGORIES COUNTRIES

CATEGORIES




DUREX NIGERIA : CONSUMER EDUCATION UNLOCKING GROWTH

CONSUMER HABIT CHANGE ACCESSIBILITY AVAILABILITY?

Behaviour change Affordable entry pack Reach (‘000 stores)
communications

A @ soroo
SUB-SAHARAN AFRICA

ACCOUNTS FOR c.80%
' OF BLOBAL HIV CASES! [l

Myth
Using a combination

of antibiotics before sex
can prevent STDs

150MmN }<1000/-

Myth
Drinking salt water 2023 2024

NEW STI CASES A YEAR? ey

1. UNAIDS, Global HIV & AIDS statistic — Fact sheet. 2. Estimates based on 374m new cases a year with Sub-Saharan Africa accounting for approximately 40% as per 2018-2024 demographic and health survey data. 3. Reckitt internal direct coverage/sell-in data.



DUREX NIGERIA : CONSUMER EDUCATION UNLOCKING GROWTH

EQUITY? PENETRATION! SALES GROWTH?

10Y NET 330/
REVENUE CAGR )

Awareness




HARPIC INDIA : GROWING PENETRATION BY ENCOURAGING TOILET USE

CONSUMER HABIT CHANGE ACCESSIBILTY AVAILABILITY?

Partner with government for Behaviour change Affordable entry pack Reach (MN Stores)
universal toilet access to curb ODF? communications m

BANEGA

1. Indian Ministry of Drinking Water and Sanitation, CNN. 2. Nielsen Retail Panel.



HARPIC INDIA : GROWING PENETRATION BY ENCOURAGING TOILET USE

EQUITY? PENETRATION? SALES GROWTH?

10Y NET 120/
REVENUE CAGR 0

4
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Removes the toughest stains

1. Hall and Partners Equity Tracker. 2. Kantar Worldpanel Data. 3. 2015-2025E at 2024 average exchange rate.



OUR SUCCESS MODEL TO CAPTURE THESE OPPORTUNITIES

3 GROWTH PILLARS

”a R 7' ° °
[~ e X
CONTINUING DEVELOPING SCALING UP
PENETRATION NASCENT NEXT TIER

IN MATURE CATEGORIES COUNTRIES
CATEGORIES




GROWING AUTODISH CATEGORY BY ENCOURAGING DISHWASHER ADOPTION

HAND DISH IS A SIZEABLE HABIT' DISHWASHER PENETRATION GROWING? DRIVING LARGER INSTALLED BASE?

Category size

M
c $1UBN 2015 2025
T < BT 2%
vl .
Q 7T '
| ; ’ 30 +42MN
3 ' A :39MN

@ cinn 1%
© venam  <1%

2015 2025E 2030E

Installed base (MN)

1. Euromonitor. 2. Internal modelling based on Euromonitor, Nielsen and GfK figures.



WE HAVE A PROVEN SUCCESS MODEL

MANUFACTURER PARTNERSHIPS CONSUMER EDUCATION RESULTS!

@© BOSCH | finish ' - 10Y NET 140/
gapioey g S OF REVENUE CAGR 0

BOSCH SIEMENS

®Ls

L S] - |
J"e"f“ﬂ.a & Liveroool

x CLEANING.POWER*
S0 0 5981 adals

TOSHIBA @idea@)

Local consumer insights

1. 2015-2025E at 2024 average exchange rate.



EMERGING MARKETS CONSUMERS ARE INCREASINGLY LOOKING FOR SELF CARE

DIET AND OBESITY" URBANISATION? AGEING POPULATION®

A3% necowmweon | 807 wesanneess | €.207%6 esvemso

1. WHO, Obesity and Overweight 2025 Report, Statistics relate to 2022. 2. United Nations, World Urbanization Prospects 2025. 3. ESCAP Population Data Sheet 2024, by 2050, Asia and Pacific.



WE HAVE A PROVEN SUCCESS MODEL FOR CATEGORY DEVELOPMENT HERE T00...

HEALTH CARE PARTNERSHIPS CONSUMER EDUCATION FOCUS ON MEGA CITIES

Strategic engagement with Symptom-led communication LuftaGastro scale-up
Health Care Professionals
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Management

Belo Horizonte
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...\/INNING HCP ENDORSEMENT AND DELIVERING STRONG RESULTS

LUFTAGASTRO IN BRAZIL' GRANEODIN IN MEXICO* RESULTS®

5Y NET
H1BRAND ssresceeneer [ 41 BRAND ioorscreeosy... MM SV NET - 12%

NOVA EMBALAGEM ECONOMICA

Strepsils’
8,75 mg/Dosis

- Spray zur Anwendung in der
“\m,,/ = \ = Mundhdhle, Lésung
b/ 4

Lufta
TRATAS'NTOMAS \é\grléstofﬁ Flurbiprofen
r Erwachsene

DA MA DIGESTAQ «* : —fp = :
@ 7 7 s r aneo ’n Minzgoschmack
LR o ALIVIO RAPIDO BLE} E .
ALIVIO RAPIDO Flurbiprofeno Pastilla 8.75 mg

Sabor Miel-Limén A / , o D 2\
) ‘ : v/ schmerzlindernd Str epSl ' S

] - +/ entziindungshemmend ,75 mg/Dosis =\
Alivia hasta por 4 hrs N ) B S +/ wirkt bis zu 6 Stunden i‘g{‘,ﬁ,{'&ﬁmﬂ‘é‘;ﬂgg‘" * ; 1
lel - i ' \ : ‘
; 2 ‘o gar:sz'o"t;: 15 mTM \ \"p \\-. Flurbiprofen Q
SABOR MENTA \ \

Kirsch=und
ZERO ACUCAR {PRONTO PARA TOMAR Minzgeschmack
Caja con envase burbuja con 16 pastillas

1. IQVIA GPS.MAT-OCT'25. 2. Close Up Mexico Data Sept 2025. 3. 2020-2025E at 2024 exchange rate, OTC across EM. HCP = Health Care Professionals.



WE ARE LEVERAGING OUR WINNING PLAYBOOK &
INVESTING TO GROW EMERGING MARKETS




CREATING CENTRES OF EXCELLENCE ACROSS MAJOR MARKETS

S 0. °
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CREATING PENETRATION & DISTRIBUTION ENABLING INNOVATION

Strepsils
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LEVERAGING OUR ICONIC PORTFOLIO OF POWERBRANDS & LOCAL HEROES
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THE THIRD PILLAR OF GROWTH

3 GROWTH PILLARS

=

CONTINUING DEVELOPING SCALING UP
PENETRATION NASCENT NEXT TIER
IN MATURE CATEGORIES COUNTRIES

CATEGORIES




WE HAVE MANY COUNTRIES OPERATING AT SCALE




HOWEVER, WE STILL HAVE LARGE COUNTRIES WITH INCREMENTAL OPPORTUNITY

COLOMBIA
W s k ¢ ° VIETNAM
P

¢

/AR SIZEABLE POPULATION Al MSD GOP GROWTH

NIGERIA KENYA  MALAYSIA

CLUSTER CLUSTER




BY 2030 MOSTLY IN

+100 12

MILLION

URBAN CONSUMERS MEGA CITIES

AFRICA

1. United Nations World Urbanisation Prospects 2025.



100 FASTES]

ww  MILLION — GROWING

POPULATION GDP IN ASEAN

1. Worldometer. 2. Countries' national statistics offices; Oxford Economics.



OUR SUCCESS MODEL TO CAPTURE THESE OPPORTUNITIES

3 EXECUTION PILLARS

& & i

OFFLINE ONLINE OTC
GTM GTM REGULATORY
EXCELLENCE EXCELLENCE & MEDICAL
EXCELLENCE




INDIA

INDIA HAS OVER

T

STORES
10x EUROPE

OFFLINE CONTRIBUTES

897

OF TOTAL
RETAIL SALES’



WINNING IN OFFLINE IS CRUCIAL TO WINNING IN INDIA,

AND WE DO IT BY BEING PRECISE

9 © & ©

RIGHT RIGHT RIGHT RIGHT
INDIA TOWNS STORES ASSORTMENT VISIBILITY
TO SERVE TO TARGET TO SELL ON SHELF

DRIVEN BY DATA & TECHNOLOGY




OUR SUCCESS MODEL TO CAPTURE THESE OPPORTUNITIES

3 EXECUTION PILLARS

& & i

OFFLINE ONLINE OTC
GTM GTM REGULATORY
EXCELLENCE EXCELLENCE & MEDICAL
EXCELLENCE




ECOMMERCE CAPITAL TRADITIONAL ECOM
OF THE WORLD REMAINS STRONG®

SOCIAL COMMERCE
i 50% ACCELERATING
d‘ 800m  ch0% 2nrs

1 monthly of households daily on
- active users’ buy FMCG* platform®

1. CapitalOne Shopping Research, Online Shopping Statistic by Country 2025. 2. EMARKETER Live Commerce 2023. 3. https://www.businessofapps.com/data/tik-tok-statistics/. 4. Worldpanel by Numera tor. 5.HI-COM, Top 12 Social Media Apps in 2025.



OUR DEEP ECOMMERCE EXPERTISE

KEEPS US AHEAD OF THE CURVE

9 © & ©

CHINA SPEED OF POWERFUL FAST FEEDBACK GREAT CUSTOMER
INNOVATION CONTENT LOOP SERVICE

DRIVEN BY DATA & TECHNOLOGY



OUR SUCCESS MODEL TO CAPTURE THESE OPPORTUNITIES

3 EXECUTION PILLARS

& & i

OFFLINE ONLINE OTC
GTM GTM REGULATORY
EXCELLENCE EXCELLENCE & MEDICAL
EXCELLENCE




OTC CONTRIBUTION ACHIEVED VIR
010 EMERGING MARKETS S —
uw — NORTHSTAR ~ B 2
AMERICA FOR EMERGING LATAM

MARKETS | 2 % CAPABLTES
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EXECUTION PILLARS CENTRES OF EXCELLENCE

RAISING

THE BAR ACROSS
EMERGING MARKETS

1@\ OFFLINE GTM
\\J/ EXCELLENCE

ONLINE GTM
EXCELLENCE

{")#("} I(E))-(rgELLENCE

©0 v



<7 CONTINUING PENETRATION OPPORTUNITY

J

SUSTAINABLE GROWTH <7 POTENTIAL FOR NEW CATEGORIES

HSD GROWTH & VALUE CREATION

15D GROWTH & VALUE CREATION
¢ READY PIPELINE AVAILABLE

<7 SCALABLE PLAYBOOKS - OFFLINE, ONLINE, OTC
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SHANNON EISENHARDT

CHIEF FINANCIAL OFFICER




SUSTAINED STRONG GROWTH IN EMERGING MARKETS

03V1D

+13.77%

2025

HiltY

+8.07%

2019 - 2024

1. Annual net revenue growth such that the foreign currency conversion uses the same exchange rates as were applied in the previous financial year and excludes the effect
of applying hyperinflation accounting in the relevant subsidiaries and excludes revenue from businesses disposed during the period.



BROAD-BASED
GROWTH
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GREATER CHINA + NOA

AFRICA
LATIN AMERICA

NOA = North Asia
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EMERGING MARKETS MEDIUM-TERM LFL
GROWING LFL NET REVENUE NET REVENUE GUIDANCE
SUSTAINABLY AT FOR CORE RECKITT

HIGH
SINGLE-DIBIT % n



EVEN WITH CURRENCY DEVALUATION, WE HRVE GROWN MSD

NET REVENUE (CONSTANT FX)' CAGR AT ACTUAL FX

£3.9s

CAGR +6.5%

2015 2024

1. Net Revenue for both years translated using FY 2024 average exchange rates. 2015 excludes revenue from businesses disposed since then. 2. Annual net revenue growth such that the foreign currency conversion uses the same exchange rates as were applied in the
previous financial year and excludes the effect of applying hyperinflation accounting in the relevant subsidiaries and excludes revenue from businesses disposed during the period.



FX : WE FOCUS ON STRUCTURAL INTEGRITY OF COUNTRY P&LS

‘,f} MANAGE GIM LEVERS OF SIZING, PRICING & CATEGORY MIX
ﬁ AIM T0 TAKE PRICE IN A CONSISTENT WAY

ﬁ MINIMISE EXPOSURE THROUGH SOURCING AND CONSISTENT HEDGING



WE ACTIVELY DRIVE MIX TOWARDS HIGH MARGIN CATEGORIES

EM NR CONTRIBUTION %! GROSS MARGIN EXPANSION?
A 4+ M <4

HOUSEHOLD CARE GERM PROTECTION SELF CARE INTIMATE WELLNESS

Al
+300 gps

2019 - 2025€

MARGIN %

g b3% 377

202 877 437%

1. 2019 excludes business that have been disposed since 2019. Amounts translated using FY 2024 average exchange rates. 2019 excludes revenue from businesses disposed since then. 2. Gross Margin is calculated using FY 2024 average exchange rates



INVESTING FOR GROWTH

‘,,/? OUR EMERGING MARKETS AP MARGIN IS GOOD
V,f? GROSS MARGIN UPSIDE ENABLES INVESTMENT
ﬁ FIXED COST REDUCTION DRIVES BEI & MARGIN GROWTH

‘,f? A LEVER TO GROW GROUP AOP AHEAD OF NET REVENUE LFL

BEI = Brand Equity Investment.



KEY TAKEAWAYS
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1

STRONG
FOUNDATIONS

TRUSTED MARKET LEADING BRANDS

EXPERIENCED LEADERSHIP

2

STEADY
ACCELERATION

CATEGORY DEVELOPMENT

EXECUTION EXCELLENCE

3

SUSTAINABLE
GROWTH

HSD, VALUE CREATING GROWTH

SCALABLE PLAYBOOKS



‘ STRONG \ ‘ STEADY \ ‘SUSTAINABLE\

VALUE-CREATING GROWTH
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