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ThIS presentatiOn may The words "anticipates," "wishes," "expects," "estimates," "intends,"

. . "forecasts," "plans," "predicts," "projects," "targets" and similar words are
CO ntal N fO rwa rd-lOO kl ng intended to identify these statements, which necessarily involve known
statements. and unknown risks and uncertainties.
Known risks and uncertainties include, but are not limited to, the impact
SUCh Statements are of competitive products and pricing, market acceptance of products,

product transitions by the Company and its competitors, regulatory

nOt Statements Of hiStOricaI approval, currency fluctuations, production and supply difficulties,
faCt and reﬂect the beliefs changes in product sales mix, and other risks.

and expeCtatiOnS of This presentation also may include pro-forma and adjusted information
Natura &CO'S management prepared by the Company for information and reference purposes only,

which has not been audited. Forward-looking statements speak only as
of the date they are made, and the Company does not undertake any
obligation to update them in light of new information or future

developments.

https://ri.naturaeco.com/en/

Natura&co



Q 3 a n d 9M _ 21 Solid underlying performance... Continued market outperformance
« Net revenue: -4.2%'in Q3, +14.4% « Outperformed CFT peers in the last 9
in OM and +20.7% vs Q3 2019: months and since the startof 2020

/ /gh[/gh fS +  Adjusted EBITDA: Margin of 8.6%, (pre-pandemic)

-620bps, sequentially higher than

in Q2 Acceleration in Avon integration
) E%g’;cgm,e”{ R$Z%/\W“'®” ||n @3% « Total Avon sales (Latam + International)
O milion 11 v5aloss o in OM showed growth +10.7% in BRL
NatU ra &CO repO rtS |:3$8276 million in 9M20 (+3.4% at CC) for the first time in five
revenue of -4.2%' vs. years
_ 1 1 _ ...in a challenging operating « Synergies on track
Q3-20onits highest onacha en
ever COmparable, : Inﬂationaryﬁpres?rgs ag%]‘greigﬂ Share repurchase and possible NYSE
currency effects had a o listin
and StrOng grOWth Of effect on adjusted EBITDA,; offset < .
+20.7% vs. Q3-19 by synergies and revenue « R$1.5 bilion share repurchase program
d . Mmanagement . Ev_aluating a prim_ary listing on NYSE,
(pre—pan em|C) . Supply chain and frelght Issues with BDRs in Brazil:
«  Uneven recovery from Covid-19 *  Global profile
pandemic « +/0% revenues outside Brazil
«  Amplify its 2030 Sustainability
agenda

«  Optimize its corporate structure

TExcludes the phasing effect of the cyber incident that increased Q3-20 consolidated net revenue by R$ 454 Naturas&co
million (R$393 million at Natura &Co Latam and R$ 61 million at Avon International)




Accelerated Avon Latamintegration and synergies on track

Avon's integration in Latin America is on track, with important progress in procurement, customer and financial services, distribution and digital.

Progress in digitalization and advances in social
selling adoption

of reps using registrationsin
+/| 9% the Avon On _I_ 8 6% digital channels
platform (+5 pp
vs Q3-20)

Continued market

share gains Progress on Synergies

Direct sales channel:
Fragrances & Make-up

Ontrack to capture 40%
iN 2021

Naturaa&co



Major progressin Avon International transformation

i L

‘@avon_uk
| Lift.your lashes to new h i Ji
the #LiftLockPop challenge’ 4

{

\

3 Promole('i( Music i

Shop Now >

Market Share Gains

New commercial Model & Campaign cycle standardization

UK
- South Africa
Philippines

New commercialmodel Significant advances in streamlining
being implementedacross the operational model
top 9 markets

Digital - Avon On

« Social selling adoptionat15% vs.
3% pre pandemic

« SinglePlatformto be scaledupin
2022.

MY

MATTERS

#WATCHMENOW

Naturaa&co



Continued strong momentumin digital

Digitally-
enabled sales

52%
of total sales
- —

+6.0 pp vs. @3-20
+15.0 pp vs Q3-19

M Retail
Online (e-commerce + social selling)

Hl Relationship Selling

.&Co Pay

Naturain Brazil: ~300,000 accounts

Total Payment Value ("TPV"), ahead of
estimate

. Avon

100% growthin repsusing AvonOn
12% sharing e-brochure
7x growthof online stores

Online sales at Avon International
+19% vs Q3-20

. The Body Shop

E-commerce at 2x above pre-
pandemiclevels

TBS AtHome at 2.5x above pre-
oandemiclevels

. Aesop

Apple pay
WeChat miniapp

Online sales 2x above pre-
pandemiclevels

.Natura

Consultant Sales Brochure
100% DigitalinBrazil

New interactive e-brochure
Argentina

Online salesin Latam +13% vs
Q3-20

Natura&co



Continuedstrong pipeline of innovative products

7

THE BODY SHOP

Anew Renewal Power Serum ChronosSuper Sérum Vegan Silk Protein Parsley Seed Anti-Oxidant
Containing its exclusive Protinol* Wrinke Reducer Hair repairline powered by new Intense Serum

technology to smoothenlinesand CombiningBrazilian biodiversity Vegan Silk Protein To hydrate andfortify the skin, with
firmn skin prebiotics naturalingredients such asRed

Algaeand TaraGum

THE BODY SHOP \
\

SHAMPOO
SHAMPOOING

A 1

A

f FOR DRY, FLAKY SCALP \
% ANTI-DANDRUFF

WITH VEGAN SRLX PROTEN

AT N\ \
%&ommu&w i

Natura&co 7

‘Protinol: Edison Innovation Award 2021



Sustainability: Callto actionat COP26

Launch of PlenaMata portal

« Engage stakeholders to
support the fight against
deforestation, promote
conservation, and
support social progress.

Natura&co s



Consolidated
Financial
Performance

Guilherme Castellan, CFO

AVON o &, Aesop.
natura  THE BoDY SHOP
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Natura &Co revenue -4.2%vs. Q3-20 on highest-ever comparable,
strong growth of +20.7% vs. Q3-19 (pre-Covid)

NET REVENUE! @ Natura&ColLatam Avon International
(R$ million) 28 521
! Q3: -2.4%inBRL Q3: -14.3% in BRL

24,925 - -3.2% atCC -13.5% at CC
- +8.0% OM:  +14.4%in BRL OM: +6.3%inBRL

CC +11.5% atCC 2.9% atCC
[ The Body Shop Aesop

9,966 9,549 N o
— Q3: +0.4%inBRL Q3: +12.0%in BRL
_4 5% -1.2%at CC +14.2%at CC

cc OM: +20.6%in BRL OM: +39.8%in BRL
+7.1%at CC +27.5% atCC
Q3-20 Q3-21 OM-20 OM-21

HIGHLIGHTS

Natura &Co Latam strong performance in Q3-21 vs Q3-19 (pre-pandemic): +18.2% (+7.9% at CC)
reflected continued pandemic effects in core markets. Q3-21vs Q3-19: +2.4% (-22.1% at CC)

The Body Shop posted growth across mostregions. Q3-21 vs Q3-19 (pre-pandemic):+52 5% (+7.1% at CC)
Aesop's robust growth driven by all regions (pre-pandemic): Q3-21 vs Q3-19:+87.3% (+36.8% at CC)

Natura&co

TExcludes the phasing effect of the cyber incident that increased Q3-20 consolidated net revenue by R$ 454 million (R$393 million at Latam and R$ 61 million at Avon International)



Adjusted EBITDA marginevolution

Q3-21 CONSOLIDATED EBITDA
(RS million)

1457.0  EECHEEE

102.2 953.9
=B - =50 819.1 540.0
‘ 105.1 i
Q3-20 Transformation Q3-20 Natura Avon The Body Aesop Corporate Q3-21  Transformation Tax Credits, Q3-21
EBITDA Costs Adjusted &Colatam International Shop Expenses Adjusted Costs Recoveries EBITDA
EBITDA EBITDA andProv.

Reversal

« Adjusted EBITDA margin of 8.6% (-620 bps)in Q3 and 9.1% in 9M-21 (-190 bps)
«  Reported EBITDA margin of 10.0% (-400 bps)in Q3 and 8.5% in 9M-21 (-50 bps)

Natura&co



2021and 2020 marginsreflect severalimpacts related to a challenging
operating environment

Q3-20 Q3-21

14.8% +10 bps

(3.0%)
11.8%

A i (5.7%)
' ! 8.6% ! '

@3-20 Pandemic- Q3-21 Inflationary & Synergies/ Temporary Investments
Adjusted related and Adjusted FX Pressures Revenue Business
Margin cyber incident Margin Management Pressures

one-off effects

Synergies andrevenue management more than offset 530 bps of inflationary impacts and FX pressures

Natura&co



Underlying Net Income evolution

UNImainly impacted by lower EBITDA, partially offset by positive income tax resulting from non-recurring tax credits in Brazil

Q3-21UNI
(R$ million)
607.8
115.1
381.7 e
(488.2) 324.9
272.9
20 2 i O
Q3-20 PPA effect Avon Q3-20 EBITDA Depreciation  Financial Income Q3-21 Avon PPA effect Q3-21
Netincome® Acquisition  Underlying Expenses Tax Underlying  Acquisition Netincome®
Effects NetIlncome Netincome Effects
i l
_______ d e = _______J._______l

! 1

I Transf. Costs: R$(90.3) 1 : Transf. Costs: R$(105.1) 1
| Disc. Ops:R§(24.7)6) | I Disc. Ops:R$(38.9)0) |
Non-contr.int.: R$4.0 ®) | , Non-contr.int.: R$3.3®)

1
e e e e e = e e e e mem——————————

(a) Net income attributable to controlling shareholders
(b) In @3-20, reported UNI was R$587.1 million vs. R$607.8 million, because it included R$(20.7) million of non-controlling interest and discontinued operations, which are now reallocated to Avon Acquisition Effects

«  OM-21 UNIof R$867.3 million vs. R$153.1 in Q3-20;
«  OM-21 reported net income of R$352.6 million vs. a net loss of R$(827.6) in 9M-20

Natura&co

'Underlying Net Income



Enhancing liquidity profile aiming at achieving investmentgrade

Q3-21

US$625 million 1.83x R$5.4 bn

New Credit Facility to Group net-debt to EBITDA Cash at
enhance liquidity ("RCF") ratio quarter-end
NET DEBT AND NET DEBT-TO-EBITDA RATIO AMORTIZATION SCHEDULE
(R$ million) (R$ million)

— Net-Debt-To-EbitdaRatio [l NetDebt

5,359 5145
3.00x
1.83x
\,97x 1.18x 1.43x —
9,857
4,954 5,948 6,700
Q3-20 Q4-20 Q1-21 Q2-21 Q3-21 Cashand 2021 2022 2023 2024 2028 2043
short-term
deposits

Natura&co



Natura &Co Latam
Financial
Performance

Natura &co
Latin
America




Natura &Co Latam: Netrevenue down in Q3 on strong comparable but
solidrisein 9M

NET REVENUE! @ NaturaBrasil Avon Brasil
EEEE—— Q3: -16.5%in BRL Q3: -18.4%inBRL
14,222
- OM: -0.8%inBRL OM: -7.9%in BRL
+11.5%

— .

NaturaHispanicLatam Avon HispanicLatam
Q3: +16.6%in BRL Q3: +11.9%inBRL
+20.5% at CC +10.7%atCC
OM: +42.7%in BRL OM: +30.4%in BRL
Q3-20 Q3-21 IM-20 OM-21 +44.4%at CC +22.4%at CC
HIGHLIGHTS

- Natura’sbrand power reached its highestlevel, while the Avon brand continued to gain strength and was above Q3-20level;

Avon brand posted growth drivenbymarketssuchas Central America, Chile and Argentina, and core categories such as make up, body care and fragrances
« Natura &Co Latam™s net revenue grew 7.9% at CC compared to Q3-19, with strong performance by Naturaand Avon brands
« Avon’sintegrationin Latin America is on track, with important progress in procurement, customer and financial services, distribution and digital

TExcluding cyber incident effects which shifted R$454 million of Avon sales to Q3 1(R$179 millionin Braziland R$214 million inHispanic Latam NGthG &CO s



Headwindsin the quarter and higher Natura aco
investmentsto accelerate growth

America

ADJUSTEDEBITDA'AND ADJUSTED EBITDA MARGIN Q3-21 HIGHLIGHTS

(R$ million)

« 750 bps of gains from synergies and revenue

management nearly offset 830 bps impact from
16637 1,759.0 raw materialinflation and FX headwinds
1,002.8

« Temporary business pressures reduced margin

by 390 bps and higher investments to accelerate
growth by a further 140 bps, consistent with our
business plan

« Q3-20 adjusted EBITDA margin benefited from
phased sales from the cyberincident (160 bps),
which partially offset one-off costs (90 bps).
Excluding this effect, @3-21would have
decreased by 10 bps this quarter

Q3-20 Q3-21 9M-20 9M-21

16.5% 9.6% Margin M1.7% 10.8%

TExcluding effects that are not considered recurring nor comparable between the periods under analysis, such as:
Natura&co

Transformation costs and costs-to-achieve synergies 17






New commercialmodelbeing
implemented across top 9 markets

NET REVENUE
(R$ million) .@
ex-cyber 6,228.9 6,621.2
R$-14.3%
CC -13.5%
-2.9%
cc
2/457.3 2,0537
-15.7%
CcC
Q3-20 Q3-21 9M-20 OM-21

ADJUSTEDEBITDA' AND EBITDA MARGIN

(R$ million, %)

358.2
270.5
183.0
80.8
Q3-20 Q3-21 9M-20 9M-21
7.4% 3.9% Margin 5.7% 4.1%

TExcluding effects that are not considered recurring nor comparable between the periods under analysis, such as:
Transformation costs and costs-to-achieve synergies, Avon acquisitionrelated expenses and tax credits andprovisions reversals

AVON

international

Q3-21 HIGHLIGHTS

Revenuein Q3 reflected continued
pandemic especially in Centraland
Eastern Europe

in key markets such as
Philippines, South Africaand UK,

New commercialmodel intop
after pilots

with
leaders and digital tools
Q3-20 adjusted EBITDA margin

from
the cyberincident (380 bps).

« Excludingthe one-off effects in Q3-20,
adjusted EBITDA margin

Natura &co



The Body Shop
Financial
Perforrmance
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THE BODY SHOP




Store reopenings driving growth

+20.6%
3,927.9

NET REVENUE
(R$ million)

Q3-20

Q3-21

EBITDA AND EBITDA MARGIN

(R$ million, %)

308.3

Q3-20

22.3%

250.6

Q3-21

18.0%

Margin

9M-20

OM-21

586.9

9M-20

18.0%

601.9

9M-21

15.3%

&

THE BODY SHOP

Q3-21 HIGHLIGHTS

Continued growth across mostregions as
retail channels reopened (40% of sales vs.
36% in 3Q20)

E-commerce and The Body Shop at Home
sales are double and 2.5-times pre-
pandemic levels, respectively.

Own stores accounted for 40% of sales in
Q3-21,vs. 30%in Q3-20

New store concept and refill stations being
deployed across markets)

Excluding one-off effects of cost
containment and government supportin
Q3-20 EBITDA as a result of the pandemic,
adjusted EBITDA margin this quarter would
have decreased by 10 bps this quarter

Naturaa&co
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Financial
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Continuvedstrong growth with advance
in omnichannelmodel

NET REVENUE
(R$ million) +39.8%
1,701.3
1,217.1
+27.5%
cC
494.0 o534
+14.2%
CC
Q3-20 Q3-21 9M-20 9M-21

EBITDA AND EBITDA MARGIN

(R$ million; %) @
| 382.5

335.0
-29.9%
154.4
108.2
Q3-20 Q3-21 9M-20 9M-21
31.3% 19.6% Margin 27.5% 22.5%

Aeésop.
Q3-21 HIGHLIGHTS

Revenue growth was particularly strongin Asia
(+18%), with North Asia alone contributing for 80%
of the group’s incremental sales growth, and the
Americas posting +17% growth

Ongoing challenges from COVID-19: About15%
lost store days due to full or partial store closures

Retail accountedfor 80% of sales in the quarter,
with store sales up 26% at CC vs Q3-20

EBITDA marginreflected high investmentin
digital, categoriesand geographic expansionto
accelerategrowth

Excluding one-off effects of cost containmentand
government supportin Q3-20 EBITDA as a result of
the pandemic, adjusted EBITDA margin this
quarter would have beenflat this quarter

Natura &co



Closing Remarks

Roberto Marques

AVON g} p Aésop.

natura  THE BoDY SHOP

N\
Natura &co




MajOr Aesop
iti i el Preparing for China entr
Initiatives paring y

Fragrance focus

tO df/\/@ - Digital investments

growth 2022 i{

The Body Shop

Continued roll-out of new
store concept & Refill
stations

Japan transformation —

Launch The Body Shop At
Home in Russia, leveraging
Avon presence




Creating valve:
Assessing a potential re-listingon NYSE

NATURA HAS CONSISTENTLY OUTPERFORMED ITS KEY GLOBAL PEERS

Last21M OM-21 Q3-21

O, vs. 20 v°5.19 vs. 20 vs. 19

M ncc 4% 22.5% 20.7%
13.1% CFT Peers e

6.3%
9.6% W
-0.8%— -2.8% 4 5% -0.2%~-
Natura CFT Natura CFT Natura CFT Natura CFT Natura CFT
&Co &Co &Co &Co &Co
v
EV/EBITDA MULTIPLE
15.5x
11.1x
NTCO3 Global Peers Average

A potentialre-listingis part of the Group's
strategy to access global markets and
investors whileremaining committed to
the markets where our Business Units and
Affiliates operate.

Relisting objectives:

Amplifies our 2030 Commitment to Life
sustainability agenda

Increases access to a broader investor base and
analyst coverage

Underscores our truly global profile: 70%
revenues coming from outside Brazil, while
keeping the dual listing in BR via BDR program

Increases share liquidity andaccess new
sources of financing

Net Revenue Breakdown
by Currency

G-10 Currencies

Brazilian Real
. Other Latam Currencies

Il Emergin Markets Currencies

Natura&co 26




Updated Guidance
Natura &Co

EBITDA MARGIN
(%)

on o05% [ 14-16%
L
2020 2024E

«  EBITDA margin progression over time, achieving mid-teens by 2024 at group level (vs 2023 initially), aligned with synergies timeline and Avon
International’s guidance, which remains on track for 2024

Natura&co 7



Key Takeaways

T 2. 3. AN D,

Focused on execution Avon turnaround Multiple initiatives in Share repurchase plan On track to achieve top-
while navigating in a gaining traction 2022 to drive future and potential relisting line high-single digit
challenging operating growth to drive value creation CAGR by 2024; adjusted

environment EBITDA margin to reach

mid-teens in 2024

Creating the best beauty group fORthe world

Natura&co s







Apendix

Q3-21

AVON g} @ Aésop.

natura  THE BoDY SHOP

N\
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Adjusted figures exclude the following

non-operational effects

T

Avon
acquisition
costs

Non-recurring costs
associated with Avon
acquisition, in 9M-21

2.

Transformation/
Integration costs

Includes:

() Transformation Plan
costs + Open-Up and
Grow at Avon
International

(i) Integration costs
(costs to achieve
synergies)

3.

Tax credits,
recoveries
and provision
reversal

Non-recurring tax
recoveries from previous
vears, related to ICMS
taxes applied on the base
of Pis and Cofins taxes,
tax amnesty and tax
subsidies in Brazil.

Natura &co
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Debt profile

Q3-21BY TYPE

75%

Bonds B Working Capital
Bl Debentures [l Other

@3-21BY CURRENCY

62%

BRL 8 UsD [ GBP [l Other

Naturaaco
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Breakdown of global net revenue by brand

NET REVENUE BY BRAND NET REVENUE BREADKDOWN (BY BRAND)
(R$ million) (%)
Brand @321 @320 % (R§) %(CC) 9M21 9M20 % (R) % (CC)
3015 3,165  -4.7% 8570 7,535  +13.7%
natura
4551 5358  -15.1% 14240 12,869  +10.7%
£y
1417 1,402 +1.0% 3,096 3,303  +21.0%
THE BODY SHOP
L77% 49.9%
554 495  +12.1% 1706 1218  +39.8%
Total net 9,538 10,420 -8.5% 28,510 24,925 +14.4%

revenue

B Natura Avon [l The Body Shop I Aesop

Naturaaco
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