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Sao Paulo, August 12, 2021.

Q2-21: Natura &Co reports strong +36% growth, continuing to outperform the
CFT' market, with net income increasing to R$235 million

Growth in all businesses, including Avon both in Latam and International
Strong net income boosted by Avon integration
Significant advances in the first year of our 2030 Sustainability Vision

1 Natura &Co's consolidated net revenue reached R$9.5 billion in Q2, up 36.2% in BRL vs. Q2-20 (+31.7% at constant
currency, "CC”"), significantly anead of the global CFT market, supported by growth across all businesses, despite
continued impacts from Covid-19 in key markets. Excluding last year's phasing effect of the cyber incident that
shifted R$454 million in sales from Q2 to Q3, net revenue would have been up by 27.9% (+24.4% at CC), still ahead of
the global CFT market.

INn H1-21, net revenue reached R$19.0 billion, up 30.8% in BRL (+18.9% at CC). Excluding last year's phasing effect of the
cyberincident, net revenue in H1-21 would have been up by 26.8% (+15.8% at CC).

o Natura &Co Latam’s Q2 net revenue increased by 39.2% in BRL (+37.1% at CC), mainly driven by a very strong
performance by the Natura and Avon brands in Hispanic Latam. The Natura brand's net revenue increased by
25 0% in BRL (+26.0% at CC), with +8.0% growth in Brazil and +67.8% (+78.4% at CC) in Hispanic Latam, supported
by all markets and driven by an increase in consultants, higher volumes and strong online sales. Mexico
continued its solid growth trajectory and became Natura's biggest market outside Brazil. The Avon brand's net
revenue increased by a strong 59.3% in BRL (+52.5% at CC), supported by +26.2% growth in Brazil and +83.0% in
Hispanic Latam in BRL (+72.5% at CC), driven by growth in beauty categories and the home segment. Excluding
last year's phasing effect of the cyber incident of R$393.0 million in sales shifted to Q3, Avon's net revenue would
have been up by +28.1% (+25.6% at CC), and Natura &Co Latam's net revenue would have been up by 26.7%
(+26.0% at CC). In H1-21, net revenue increased by 31.7% in BRL (+26.1% at CC), with the Natura brand up 27.1% in
BRL (+25.4% at CC) and the Avon brand up 37.0% (+26.7% at CC).

o Avon International’s Q2 net revenue grew by a strong 33.6% in BRL (+27.1% at CC). Avon gained market share?
vs. Q2-20 inkey beauty categories and key markets, notably the Philippines, South Africa, Romania and Italy, while
retaining growth momentum in the UK. In addition, representative satisfaction improved vs. 2020 and 2019,
supported by best-ever service levels in order fill rate. Pilots of the new commercial model have shown positive
initial results in productivity, sales growth and number of representatives. Excluding last year's phasing effect of
the cyber incident of R$61.0 million in sales shifted to Q3, net revenue in Q2-21 would have been up by 28.9%
(+22.6% at CC). In H1-21, net revenue was up 21.1% in BRL (+4.6% at CC).

o0 TheBody Shop's Q2 net revenue increased by 24.3% in BRL (+14.2% at CC), driven by all regions and supported by
strong growth in retall, although several company and franchise markets remained in or re-entered lockdowns,
resulting in approximately 18% lost store days in Q2. The Body Shop began the roll-out of 500 refill stations in its
stores across the world, resumed the opening of new concept stores, including three in Japan, and relaunched
its iconic Body Butter, now produced by Avon. In H1-21, net revenue was up 35.5% in BRL (+12.4% at CC).

o Aesop’s Q2 netrevenue grew by a strong +47.0% in BRL (+40.8% at CC). All regions contributed to growth, led
by the Americas and Asia with Japan, South Korea and Hong Kong delivering robust performances, despite
ongoing Covid-19 impacts in a number of markets, resulting in approximately 1% lost store days. Investments
continued in digital platforms and CRM across many markets to enhance customer experience. In H1-21, net
revenue was up 58.7% in BRL (+35.5% at CC).
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1  Natura &Co digital sales grew sequentially in the quarter. Digitally-enabled sales, which include online sales (e-
commerce + social selling) and relationship selling using our Mmain digital apps, reached 51% of total revenue,
compared to 55% in Q2-20, when all non-digital channels shut down, and to 34% pre-pandemic (Q2-19).

1 Online sales accounted for 10% of total sales in Q2-21, compared to 15% in Q2-20, resulting from the reopening of
parts of the global economy and customers returning to traditional channels. However, the share of online sales
is 4x above pre-pandemic levels. At Natura, online sales grew 35%, while they remained stable at Avon globally,
compared tolastyear. Aesop's total online sales reached 23% of revenue, down from 37% in Q2-20 but 2.3x above
pre-pandemic levels (Q2-19), and The Body Shop's online and At-Home channels accounted for 37% of total sales,
down from 59% in Q2-20, but 2.6x above pre-pandemic levels (Q2-19). As expected, the quarter showed a
rebalancing of channels, with retail regaining momentum.

1 Relationship selling using apps: At Avon International, adoption of the Avon On app has posted consistent and
sustained growth over the last 6 quarters, reaching 4x pre-pandemic levels. At Natura in Latin America, the
average number of consultants sharing content increased by more than 16% vs. Q2-20 and was nearly 9x higher
than pre-pandemic levels (22-19). Orders through the 1.5 million+ consultant online stores (vs. 900,000 in Q2-20)
in the region stood at 3x above Q2-19 levels.

1 &Co Pay: Encouraging expansion at Natura Brazil with an increase of +50% in number of accounts, to over
220,000 in 6 months. Total payment volume ("TPV") reached almost R$2.0 billion in H1.

1  Natura &Co's Q2 adjusted’ EBITDA was R$811.2 million with margin of 8.5% (-30 bps). Inflationary pressures in the
quarter were largely offset by benefits of synergies, pricing and sales leverage. Excluding pandemic-related one-off
effects in Q@2-20 from cost containment and government support, adjusted EBITDA margin would have improved
by 210 bps this quarter. Reported EBITDA was R$630.0 million with margin of 6.6% (-270 bps). In H1-21 adjusted
EBITDA margin improved to 9.4%, +120 bps higher than Q2-20, and reported EBITDA margin improved to 7.7%, 220
bps higher than H1-20.

o Natura &Co Latam’s Q2 adjusted EBITDA margin increased to 10.8% (+140 bps), thanks to strong revenue growth,
primarily in Hispanic Latam at both Avon and Natura, as well as synergies from the integration with Avon, which
more than offset raw material inflation pressure and foreign currency headwinds.

o Avon International’'s Q2 adjusted EBITDA margin was broadly stable at 4.3% (-10 bps), as strong sales leverage
and transformation savings offset the impact of higher inflation and increased investments in digital and IT to
drive market share and accelerate future growth. EBITDA margin is in line with Avon's transformation plan
targets.

o0 The Body Shop's Q2 EBITDA margin was 13.0% (-180 bps), due to one-off effects on Q2-20 EBITDA as a result of
the pandemic. Excluding these effects, EBITDA margin would have increased by 450 bps, driven by strong sales
leverage in Q2-21, partially offset by a channel rebalancing effect as stores gradually recpened with reduced
traffic and sustained restrictions in key markets.

o Aesop’s Q2 ERBITDA margin stood at 21.0% (-580 bps), due to one-off effects on Q2-20 EBITDA as a result of the
pandemic. Excluding these effects, EBITDA margin would have increased by 90 bps, despite increased
investments in expansion and fragrances category, as well as channel rebalancing effects amid continued
pandemic impacts in key markets.

1 Underlying Net Income was R$482.2 million in Q2, up from a negative R$190.7 million in Q2-20, driven by new gains
from the Avon integration related to corporate structure optimization, enabled by the prepayment of Avon's 2022
bonds, which eliminated some restrictive covenants. Net income reached R$234.8 million in Q2, a strong
improvement compared to anetloss of R$388.5 million in Q2-20.

1 Annual recurring target synergies: US$41 million in synergies achieved in Q2, in line with estimates, notably driven
by administrative costs and procurement. Costs to achieve synergies amounted to US$20 million in Q2. In H1,
synergies captured totaled US$76.5 million, incurring US$41 million in costs to achieve, also in line with estimates.

1 Robust cash position of R$8.0 billion and significant deleveraging in @2: Consolidated net debt-to-EBITDA ratio of
1.43x%, down from 3.63x in Q2-20.

1 ESGagenda: Natura &Co gave its first annual update on its Commitment to Life 2030 Sustainability Vision, announcing
the launch of a new data tool to aid conservation of the Amazon, as well as setting out ambitions to be the first
multinational to ensure our workforce reflects the demographic composition of the societies in which it operates.
Currently 96.0% of our people already earning a living wage and we are at 92.8% on formula biodegradability, clearly
ontrack to reach 95.0% or more by 2030.
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1. Management commentary

Roberto Marques, Executive Chairman and CEO of Natura &Co,commented: "Thanks to our increasingly relevant multi-channel
model, the powerful appeal of our brands and products and unparalleled direct-to-customer reach, Natura & Co continued to
outperform the global CFT market, posting 36% sales growth and a strong increase in net income. This remarkable performance
came amid continued effects of the Covid-19 pandemic across many of our markets, resulting in continued lockdowns and
restrictions in key markets
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