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May 23, 2019

This presentation contains forward-looking statements. Such statements are based on current
expectations and are subject to certain risks and uncertainties that could materially affect our
business and results. Please read our most recent annual and sustainability report for a better
understanding of these risks and uncertainties and please see the last page in this
presentation for further information about forward-looking statements. Any forward-looking
statements made during this presentation speaks only as of the date of this presentation and
Essity undertakes no obligation to update any of them in light of new information, future
events or otherwise.
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Moderator

Joséphine
Edwall Bjéorkiund

Senior Vice President,
Group Function Communications
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Investor Day Agenda

Essity - A Leading Global Hygiene and Health Company

May 23, 2019
10:00 — 11:10 Essity Group, Magnus Groth, President and CEO 14:30 — 14:50 Break
Essity Group, Fredrik Rystedt, CFO and 14:50 — 15:50 Consumer Goods, Volker Zéller, President
Executive Vice President . . .
Latin America, Pablo Fuentes, President
Q&A Q&A
11:10-11:30 Break i
15:50-17:00 Vinda, LI Chao Wang, Chairman of Vinda
11:30 - 12:20 Global Operational Services, Robert Sjostrom, President Christoph Michalski, CEO of Vinda
Global Manufacturing, Donato Giorgio, President Q&A
Q&A Concluding Remarks, Magnus Groth, President and CEO
12:20-13:10 Lunch
13:10-14:30 Health and Medical Solutions, Ulrika Kolsrud, President
Professional Hygiene, Don Lewis, President
Q&A
May 23, 2019 Investor Day 2019 - Agenda ezeze eSSity




Magnus Groth

President and CEO
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A Leading Global Hygiene and Health Company
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Essity in Brief

118,500

SEKm

in net sales 2018 1 2 : 935

SEKm
in adjusted EBITAD 2018

L ooomed
9“ \ “,s\'\‘}\:"c; st
$ \

Sales in approximately

1 5 O countries Number of employees

approximately

1 Excluding items affecting comparability

May 23, 2019 Investor Day 2019 - The Essity Group



Total Shareholder Return
January 1, 2018 — May 20, 2019

Dividend
2019:

SEK 5.75

Index 130 -
Dividend
AONRSK
120 - SEK 5.75
110 - A . +10%
M\. N A ’ ’.‘
100 : A, :
~J "“(\ VA AR
17 \ # ) Vo',
90 -
80 - - - T T T T T
Jan-18 Mar-18 May-18 Jul-18 Sep-18 Nov-18 Jan-19 Mar-19 May-19
——Essity B ——OMX Stockholm 30 ——MSCI Household Products
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Increased Sales and Profitability

Net Sales

SEKbn

118.5

Adjusted EBITA?

SEKbn 13.4

12.9

2014 2015 2016 2017 2018 Adjusted 2014 2015 2016 2017 2018
Organic EBITA
Net Sales? +6% +3% +1.2% +2.6% Margin? 10.8% 10.8% 11.8% 12.3% 10.9%
D Excluding exchange rate effects, acquisitions and divestments
2 Excluding items affecting comparability
10 May 23, 2019 Investor Day 2019 - The Essity Group S
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Delivering Sustainable Shareholder Value
Our Strengths

Improving well-being
through leading hygiene
and health solutions

Leading positions in Strong brands and
an attractive and successful innovations
growing market for people and nature

Focus on efficiency
Improvements and
cost savings

Sustainable business A high-performing
with profitable growth organization with a
and strong cash flow winning corporate culture

11 May 23, 2019 Investor Day 2019 - The Essity Group ees eSS|ty
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Executive Management Team

May 23, 2019

GLOBAL UNITS

Fredrik Rystedt

CFO and EVP
Head of Group
Function Finance

Donato Giorgio
President
Global
Manufacturing

Tuomas Yrjola
President
Global Brand,
Innovation and
Sustainability

Robert Sjostrom

President
Global Operational
Services

Magnus Groth
President and CEO

Anna Savinger
Aslund

SVP, Group Function

Human Resources

Mikael Schmidt
SVP, Group Function
Legal Affairs, General
Counsel and Secretary

of the Board

Joséphine
Edwall-Bjorklund
SVP, Group Function

Communications

Ulrika Kolsrud
President
Health and Medical
Solutions

Volker Zéller
President
Consumer Goods

Pablo Fuentes
President
Latin America

Don Lewis
President
Professional Hygiene

BUSINESS UNITS

Investor Day 2019 - The Essity Group
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Net Sales 2018

By Business Area and Category

By Geography

Consumer
Tissue
38%

Personal
Care ]
38% SO|;J('§/IOOI’IS

Products

17%

Professional Hygiene
24%

America
13%

North Europe
America 560/2
14%
Asia
15%

Emerging Markets accounted for 35%

May 23, 2019
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Net Sales 2018

By Distribution Channel

Brands vs Retailer Brands

Healthcare
Sector
18%

Retailer
Brands
21%

Business
to
Business .
24% Retail Brands
Trade 79%
58%
May 23, 2019 Investor Day 2019 - The Essity Group ezeze eSSity



Favorable Market Trends

Increased Awareness about Increased Disposable Income
Hygiene and Health and Higher Living Standards

- sp— g
, 1

s

y

o
A e
v v 1

S &

Increased Access
to Healthcare

5
o 4 =
- - y S e~

l

Growing and Aging Population

Sustainability in Focus

Digitalization Evolution of Business Models The Empowered Consumer

15 May 23, 2019 Investor Day 2019 - The Essity Group egegs eSS|ty
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Consumer Trends

Consumer in Control

Drivers:

* Increased connectivity

« Demand for transparency
« Digital marketplaces

« Cross-border e-commerce

Drivers:

Convenience is Key

Aging societies
Urbanization

Shrinking households
Changing gender roles

May 23, 2019

Investor Day 2019 - The Essity Group

Drivers:

Deliberate Spending

Health and sustainability
Middle class dynamics
Labor market development
Demand for transparency
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Our Market

Addressable Hygiene and Health Market

Western

Eastern

North | EUI’Ope Europe
America EUR 22bn  EUR 6b

2 1% A2-3% Asia
EUR 34bn - EUR 39bn
7 2-3% <

Latin
America
UR 12bn
P 3-4%

>

Bubble size: Market size 2018

? ggggsgn'giﬁﬁzgrOGV:ctJr\:vt(fmARGaFt{e)2018-2023 Global Market Size 2018: EUR 118bn, P ~-3%

Source: The information has been compiled by Essity for presentation purposes based on statistics taken from external market sources such as IRI, Fastmarkets RISI, Price Hanna Consultants, SmartTRAK and National Macro Economics.

17 May 23, 2019 Investor Day 2019 - The Essity Group ezegs essity
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Our Market

Addressable Hygiene and Health Market
Emerging Markets

Mature Markets

Feminine
Care & 3-4%

Consumer
Tissue
A 5-6%

Baby Care
P 5-6% 28%

)

. Professional

Med!cal Incontinence Hygiene

Solutloons Products 2 6-7%
A67%  210-11%

Feminine
Care P 0%

Baby Care
P 1-2%
Consumer

Tissue
A 1-2%

Medical

Solutions
A 2-3%

Incontinence Professional
Products Hygiene
A 3-4% A 1-2%

Market size: EUR 54bn, & 5-6%

2 Expected Market Growth CAGR (Compound Annual Growth Rate) 2018-2023

Market size: EUR 64bn, & 1-2%

Source: The information has been compiled by Essity for presentation purposes based on statistics taken from external market sources such as IRI, Fastmarkets RISI, Price Hanna Consultants, SmartTRAK and National Macro Economics.

May 23, 2019 Investor Day 2019 - The Essity Group
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Global Market Positions

Incontinence Products 0 “JENA
Professional Hygiene
Consumer Tissue
Medical Solutions

Baby Care

Feminine Care

Source: The information has been compiled by Essity for presentation purposes based on statistics taken from external market sources such as IRI, Fastmarkets RISI, Price Hanna Consultants, SmartTRAK and National Macro Economics.

19 May 23, 2019 Investor Day 2019 - The Essity Group ege:en essity



Leading Market Positions
#1 or #2 Position in 90 Countries For One Category Or More

North Latin-
Global Europe America America Asia

Incontinence Products

\

Professional Hygiene
Consumer Tissue

Medical Solutions

Baby Care

-'T\

Feminine Care

LU 000
O00000O
0060000
Q00000
0000006

Source: The information has been compiled by Essity for presentation purposes based on statistics taken from external market sources such as IRI, Fastmarkets RISI, Price Hanna Consultants, SmartTRAK and National Macro Economics.

20 May 23, 2019 Investor Day 2019 - The Essity Group &eb essity
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Strong Brands and

Market Positions
#1 or #2 Position in 90 Countries

Essity has position #1 or #2 in
~90% of our branded sales

~90%

Essity’s market share has improved
> 1510048 in more than 50% of its market

positions in the past 3 years

Essity has a market share of
40% 30% or above in 40% of its
market positions

21 May 23, 2019 Investor Day 2019 - The Essity Group e%e eSS|ty
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Successful and Efficient Innovation Process

Leveraging Scale and Knowledge

= Our customer and consumer knowledge and insights — YOUR CH

enable us to launch leading and competitive innovations

| OUR CONTRIBUTION.

More than 99.9% MRSA reduction on the spools within 6 hours!

» Innovations with global reach

= 59% of Essity’s innovations yielded a social and/or
environmental improvement

» Global innovation hubs in China, France, Germany,
Mexico, Sweden and USA

= R&D was 1.1% of 2018 net sales

= Essity one out of 88 “High-Leverage Innovators” in
PWC Global Innovation 1000 study 2018

May 23, 2019 Investor Day 2019 - The Essity Group
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Innovate Bigger Brands

e —————

‘4‘ p : /Y
—
Think ahead. ~—

23 May 23, 2019 Investor Day 2019 - The Essity Group e%g eSS|ty
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Accelerating Digital Transformation

E-commerce

5%

of Group Net Sales 2018

+21%

Organic Sales Growth 2018

>30%

of Vinda’s 2018 net sales in China

Digital Products

L -

TENA Identifi®
TENA SmartCare®

Tork EasyCube®

Customers and
Consumers

#BLOODNORMAL

'BODYFORM PLEDGE TO WORK WITH SCHOOLS T0 EDUCATE AND EMPOWER BOTS AND
GIRLS T0 FEAR PERIOOS LESS

Collaboration with Microsoft libero.se/nya-liberoklubben
on Internet of Things www.bodyform.co.uk www.tena.co.uk

Robotics,
Automation,
Analytics

Increases efficiency
and improves quality
in all parts of the business

May 23, 2019

Investor Day 2019 - The Essity Group
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Cost Savings

SEK 2.6bn in Cost Savings 2017 — Q1 2019

» Tissue Roadmap

Material Rationalization

Operational Efficiency Improvements

Sourcing Savings

Group-wide Cost-savings Program

May 23, 2019

Investor Day 2019 - The Essity Group
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Sustainable Value Creation

= New targets for reduction of greenhouse gas
emission approved by Science Based Targets
initiative

= Joined the Ellen MacArthur Foundation’s New
Plastic Economy global commitment, “A line in the
sand”

= ~2.5 million people educated in hygiene and health
in 2018

= Industry leader in Dow Jones Sustainability index

z

Mz,
()
m
-
=]
(]

__-:}

A

More from less

A\

v

SCIENCE Sl
BASED =3

/) TARGETS == m
/

DRIVING AMBITIOUS CORPORATE CLIMATE ACTION

May 23, 2019

—_—
iy

Ambition by 2030: ( Ambition by 2030: ]
Improve well-being Better solutions with
f 2 billi I 33% lower
gveryldlg; PEoRE environmental footprint
7\ "
M,
EMBER:lFoneS LR '
owJones : [\ S Yy U . NS
Sustainability Indices . LS ED) AR 1N
THE GLOBAL GOALS A, TOUNDATION

In Collaboration with RobecoSAM «

Investor Day 2019 - The Essity Group

For Sustainable Development
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Sustainability Targets
What is Measured Gets Done

Target Outcome Target Outcome
2018 2018

Science-Based Targets,

Waste from Production Units 60%
Scope 1l and 2

to Material and Energy Recovery

Suppliers Committed to Essity’s
Global Supplier Standard

Water
Reduce Water Usage

Fiber Sourcing, 76% Employee Health and Safety
FSC® or PEFC™ certified 99.9%?1) Aim is Zero Workplace Accidents

1) FSC® or PEFC™ certified, or fulfill the FSC standard for controlled wood

e L
27 May 23, 2019 Investor Day 2019 - The Essity Group eeo eSS|ty



We Integrate Sustainability into Brand
Building and Innovation

TENA Solutions

An integrated offering that consists of
innovative products, best-practice care
routines, tools, training and expert support

- -61% leakage

- 83% better suited
product choices

May 23, 2019

Sans Tube

Sans Tube is a unique toilet paper with no tube

and twice the paper, delivering high quality paper

with lower environmental footprint and less waste

- At least -13% carbon
footprint from transportation*

- -40% waste*

*Results from Life Cycle Assessment conducted by Essity comparing toilet paper rolls on the French and the
German markets, and verified by Swerea IVF, 2017

Investor Day 2019 - The Essity Group

Tork Papeercle

The world’s first recycling service for paper
hand towels. We help your business go circular
by closing the loop

* By recycling we can lower
the carbon footprint by 40%*

* The buildings involved
generate about -20%** less
waste

*Based on a Life Cycle Assessment (LCA) for Europe, where the avoided processes have been taken into account, conducted by

Essity and verified by IVL, Swedish Environmental Research Institute Ltd, 2017
999 essﬂy

**Based on results from Tork PaperCircle™ pilot customers in Germany and The Netherlands




A Winning Corporate Culture
Sweden’s Most Attractive Employer 2019

We are : We care for
committed : our customers,
to delivering : consumers, the
superior : environment
results. : and each other.

We collaborate
across teams,
functions and

— businesses.

We have the
courage to
take the lead.

1) By Randstad

29 May 23, 2019 Investor Day 2019 - The Essity Group ege:eo eSS|ty



Portfolio Strategy

Grow with Medical
acquisitions Solutions

ncontinence Products
Organic growth and Feminine Care
and adjacencies
Professional Hygiene
Improve by Baby Care

selective presence

Consumer Tissue

May 23, 2019 Investor Day 2019 - The Essity Group ees eSSity
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Personal Care
Profitable Growth

= Medical Solutions, a growth platform with
acquisition opportunities

= Grow organically in Feminine Care,
Incontinence Products and Medical Solutions

= Improve underperforming market positions
mainly in Baby Care

= Continue to upgrade production platforms

| Silliouatte $\

UNDERWEAR %)

NOIR

!

May 23, 2019 Investor Day 2019 - The Essity Group ee%e eSSity
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Consumer Tissue

Margin Expansion

* Innovate to increase share of premium branded
sales

= Growth in high margin products

» Tissue Roadmap to achieve the lowest cost
position with best quality

= Sustainable and cost-competitive fiber sourcing

May 23, 2019 Investor Day 2019 - The Essity Group egegs eSS|ty
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Professional Hygiene
Global Shaper

= Growth with focus on solutions and strategic
products

= Adjacent category expansion — organic or by
acquisition

» Further strengthen the North American business
= Grow emerging markets presence

» Tissue Roadmap to achieve the lowest cost
position with best quality

May 23, 2019 Investor Day 2019 - The Essity Group ees eSS|ty



Top Priorities 2019

» Innovations for people and nature strengthening
our brands

» Price increases, efficiency improvements and
cost savings

= Grow categories with high margins

= Capitalize on digitalization opportunities

34 May 23, 2019 Investor Day 2019 - The Essity Group eeo eSS|ty
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Fredrik Rystedt

CFO and Executive Vice President
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Fredrik Rystedt

CFO and Executive Vit&.President. . e
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Financial Targets
and Policies

Annual Organic Sales Growth
Adjusted Return on Capital Employed
Capital Structure Policy

Dividend Policy

May 23, 2019

Maintain
solid
investment
grade rating

Long-term
stable and
rising
dividends

Investor Day 2019 - The Essity Group
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Financial Performance

Group Target: Annual Organic Sales Growth >3%

Personal Care

Group
Impact from exits
. Impact from mother reels
+6%
+5.1%?)
+3.1%2
+1.6%%
2015 2016 2017 2018 Q1 2019

+7%

D Excluding impact from exits 2 Excluding lower sales of mother reels
May 23, 2019

+3% +2.80%D +3.0% +3.4%
B B
2015 2016 2017 2018 Q1 2019
Consumer Tissue
+7.2%?2)
+6%
+3.8%2)
+3%
|
2015 2016 2017 2018 Q1 2019
Professional Hygiene
+4.0%
+3%
+2% +1.9%
. = .

2015

2016 2017

2018

Q1 2019

Investor Day 2019 - The Essity Group
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Financial Performance

Group Target: Adjusted ROCE?D >15%
Group

Personal Care

13.5%2 13.7%2

12.29%2

2015

2016 2017

— Adjusted EBITA Margin

2018

14.1% 14.9%? 16.196% 15.3%

2015 2016 2017 2018
Consumer Tissue
0,
0,20 10.9% 9.8%

2015 2016 2017 2018
Professional Hygiene
18.2%2) 18.4%?) 19.7% 18.1%

2015

2016 2017 2018

D Return on capital employed excluding items affecting comparability 2 Adjusted for BSN medical and Wausau acquisitions
May 23, 2019

Investor Day 2019 - The Essity Group
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Financial Performance

Year on Year EBITA Impact

Volume

Price/Mix

SEKbn

+1.1

2015 2016 2017 2018

SEKbn

1.7 +2.1

+0.9
+0.3

2015 2016 2017 2018

Cost Savings

Raw Material and Energy Costs

SEKbn

+1.2
+1.1 +1.0

2015 2016 2017 2018

SEKbn

+0.7

-4.7
2015 2016 2017 2018

May 23, 2019

Investor Day 2019 - The Essity Group
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Cash Flow and Net Debt

Cash Surplus Net Debt

wet Medical Solutions SEKbn Currency Effects SEKbn

= == Net Cash Flow?" = Pensions

B Acquisitions and Divestments

20
15
10
5
0
2015 2016 2017 2018 2015 2016 2017 2018
1) Excluding cash flow from acquisitions and divestments; Adjusted for dividends (2015-2017) 2 Proforma adjusted for dividends and transaction with owner 3 Underlying net debt reduction year on year
2018 Long-term Rating
Net Debt/Adj. EBITDA 2.96 Moodys Baal
Net Debt/Equity 0.99 S&P BBB+
FFO/Net Debt 27%

9 -
41 May 23, 2019 Investor Day 2019 - The Essity Group ez%e eSS|ty



Reaching Our
Financial Targets '

Adjusted
Enhancing Value Creation EBITA Margin

: 15%
Profitable Growth
Margin Improvements 119

»

Adjusted
ROCE 15%

Adjusted
ROCE 12%

Capital Efficiency

42 May 23, 2019 Investor Day 2019 - The Essity Group eé%e ess'ty
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Enhancing Value Creation ILLUSTRATIVE

The Value Creation Journey

Return #
Increase Star Value
Growth Creator
Return >
Hurdle rate
Return =
Hurdle rate
Consumer
Return < Expand Margin Tissue Value
Hurdle rate & Turnover Destroyer
Growth

43 May 23, 2019 Investor Day 2019 - The Essity Group ees eSS|ty



Enhancing Value Creation

The Value Creation Journey

ILLUSTRATIVE

Return #
Increase Star Value
Growth Creator
Return >
Hurdle rate I
|
I
Return = Consumer
Hurdle rate TEEE
i
|
Return < Expand Margin Value
Hurdle rate & Turnover Destroyer
Growth

44 May 23, 2019
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Enhancing Value Creation

The Value Creation Journey

ILLUSTRATIVE

Return #
Increase Star Value
Growth Creator
Return >
Hurdle rate [
|
I
Return = —
Hurdle rate
Baby |
Care I
Return < Expand Margin Value
Hurdle rate & Turnover Destroyer
Growth

45 May 23, 2019
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Enhancing Value Creation

The Value Creation Journey

ILLUSTRATIVE

Return #
Increase Star Value
Growth Creator
Return >
Hurdle rate [
Baby |
Care I
Return = —
Hurdle rate
|
|
Return < Expand Margin Value
Hurdle rate & Turnover Destroyer
Growth

46 May 23, 2019
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Enhancing Value Creation

Return 1

Return >
Hurdle rate

Return =
Hurdle rate

Return <
Hurdle rate

»

The Value Creation Journey

ILLUSTRATIVE

Increase
Growth

Expand Margin
& Turnover

Professional ]

Hygiene

Star Value
Creator

Value
Destroyer

47 May 23, 2019
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Enhancing Value Creation

The Value Creation Journey

ILLUSTRATIVE

Return #
Increase Star Value
Growth Creator
|
Return > |
Hurdle rate |
|
Return =
Hurdle rate
Return < Expand Margin Value
Hurdle rate & Turnover Destroyer
Growth
48 May 23, 2019 Investor Day 2019 - The Essity Group

ees e

ssity



Enhancing Value Creation ILLUSTRATIVE

The Value Creation Journey

Return #
Increase Star Value
Growth Creator
Incontinence
Return > Products
Hurdle rate )
|
I
Return = .
Hurdle rate
i
|
Return < Expand Margin Value
Hurdle rate & Turnover Destroyer
Growth

49 May 23, 2019 Investor Day 2019 - The Essity Group e ess“:y



Enhancing Value Creation ILLUSTRATIVE

The Value Creation Journey

Return #
Increase Star Value
Growth Creator
Incontinence
Return > Products
Hurdle rate I
|
I
Return = .
Hurdle rate
|
|
Return < Expand Margin Value
Hurdle rate & Turnover Destroyer
Growth

50 May 23, 2019 Investor Day 2019 - The Essity Group ees eSS|ty



Enhancing Value Creation ILLUSTRATIVE

The Value Creation Journey

Return #
Increase Star Value
Growth Creator
Medical
So?ut:g?\s
Return >
Hurdle rate [
|
I
Return = .
Hurdle rate
i
|
Return < Expand Margin Value
Hurdle rate & Turnover Destroyer
Growth

51 May 23, 2019 Investor Day 2019 - The Essity Group e ess“:y



Enhancing Value Creation

The Value Creation Journey

ILLUSTRATIVE

Return #
Increase Star Value
Growth Vel Creator
Solutions
Return >
Hurdle rate I
|
I
Return = —
Hurdle rate
|
|
Return < Expand Margin Value
Hurdle rate & Turnover Destroyer
Growth

52 May 23, 2019
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Enhancing Value Creation

The Value Creation Journey

ILLUSTRATIVE

Return #
Increase Star Value
Growth Creator
Return > Feminine
Hurdle rate Care
|
I
Return = —
Hurdle rate
i
|
Return < Expand Margin Value
Hurdle rate & Turnover Destroyer
Growth

53 May 23, 2019
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Enhancing Value Creation

The Value Creation Journey

ILLUSTRATIVE

Return #
Increase Star Value
Growth Creator
Feminine
Return > Care
Hurdle rate I
|
I
Return = —
Hurdle rate
|
|
Return < Expand Margin Value
Hurdle rate & Turnover Destroyer
Growth

54 May 23, 2019
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Enhancing Value Creation

Return 1

Return >
Hurdle rate

Return =
Hurdle rate

Return <
Hurdle rate

»

The Value Creation Journey

ILLUSTRATIVE

Increase
Growth

Expand Margin
& Turnover

Star Value
Creator

Value
Destroyer

55 May 23, 2019
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Enhancing Value Creation

The Value Creation Journey

ILLUSTRATIVE

Return #
Increase Star Value
Growth Creator
Return >
Hurdle rate
Return = —
Hurdle rate
i
|
Return < Expand Margin Value
Hurdle rate & Turnover Destroyer
Growth

56 May 23, 2019
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The Financial Role of Our Categories

Incontinence : : - : Professional
Medical Solutions Baby Care Feminine Care Consumer Tissue :
Products Hygiene
'
= High Margin = High Margin = Medium Margin = High Margin = Medium Margin = Good Margin
= Low Operating Capital = Low Operating Capital = Medium Operating Capital || = Low Operating Capital = High Operating Capital = Medium Operating Capital
= High Operating ROCE = High Operating ROCE = Good Operating ROCE = High Operating ROCE = Good Operating ROCE = High Operating ROCE
Growth Focus Growth Focus Grow with Market Growth Focus Grow with Market Growth Focus
Value Creator Value Creator Cash Generator Value Creator Cash Generator Value Creator

STRONG SYNERGIES BETWEEN CATEGORIES

9 -
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Reaching Our Financial Targets

Enhancing Value Creation

Profitable Growth Margin Improvements Capital Efficiency

» |nnovation = |nnovation and brands = Lean working capital
= Growth in high return businesses = Price management = CAPEX efficiency and return
= Emerging markets = Value chain optimization = Asset allocation
= Online and Digital = Tissue Roadmap
= Acquisitions = Cure orKill 2.0
= Sustainability = Cost culture and cost control
= Digitalization

58 May 23, 2019 Investor Day 2019 - The Essity Group egegs eSS|ty



Margin Improvements

Cure or Kill - Improving Underperforming Market Positions

Adjusted EBITA Improvement by Business Area

Cure or Kill 1.0 Cure or Kill 2.0 Cure or Kill Markets, 2016 — 2018

= ~10% of total sales = ~10% of total sales

» ~90% improved market positions
= ~10% exits

Actions

» Price increases

=  Mix improvement

=  Supply chain efficiencies
= Cut costs

= EXxit if profitability cannot be achieved
In a reasonable time frame Bl Personal Care

Bl Consumer Tissue M Professional Hygiene

9 -
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Margin Improvements ILLUSTRATIVE

Cure or Kill - Improving Underperforming Market Positions

Examples
Return #
Increase Star Value
Growth Creator
Return >
Hurdle rate
Return = .
Hurdle rate Baby
Return < E care argin Value
Hurdle rate & Turnover Destroyer

Growth

60 May 23, 2019 Investor Day 2019 - The Essity Group ees eSS|ty



Margin Improvements

ILLUSTRATIVE

Cure or Kill - Improving Underperforming Market Positions

Examples
Return 4
Increase o Star Value
Growth ® - v~ o ® Creator
O ® o
. < \§~\\\\"~ \\\\\\~ ‘ ‘\
® e T -@
Return>| | LT ®---______ BRI
Hurdlerate { | g T o
D b R @ ® i
® emmmmmmmmmTT T Tl Loo2zzEEEERT
———————————————— 4'—':—:::::”
P —.::::/’ il
=TT ///
Return = r———————————————————:_—_——-‘—‘_'—j:—.———’ ________________ ==,
Hurdle rate 1 pemmm T T T 7 :
I @ 9.‘ ________ :’_,——" .A :
I : -
Return < : I!palﬁM gin, _-- Value |,
Hurdle rate i|  &Turngyer Destroyer :
e === = = = = = = = = = == = = = Y e == =_=_=_—==
Growth

61 May 23, 2019
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Mature and Emerging Markets
Adjusted EBITA Margin?) Development

13.2%

14.1% 14.2%

12.3% 12.3%
11.8%

%
6.5%

2015

NO/O

8.5%

8.3%

2016 2017

—Emerging Markets =——Mature Markets

= Group

2018

Emerging Markets:

Share of Net Sales 36%
Share of adjusted EBITAD 22%

35%
27%

1) Excluding items affecting comparability

May 23, 2019
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Margin Improvements

Cost Consciousness Remains Key
COGS Savings Cost Savings Program

SEK 1.0bn SEK ~1.0bn SEK ~600m

2018 2019 Ambition 2018 2019 Ambition

Travel Expenses

L 22%
| Fixed FX T
SEK 150m

SEK 120m

2018 Q1 2019 Q1
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Capital Efficiency

Working Capital?

% of Group Sales

6.3%2 6.4%
5.2042) 5.4%

2015 2016 2017 2018

1) Closing balance 2 Adjusted for BSN medical acquisition

CAPEX
SEKbn
5.5 ~6
2015 2016 2017 2018 2019
Expectations

% of
Group 5.6% 6.2% 5.5% 5.7%
Sales

= Invest more in capital light businesses
= More focus on working capital

- Rigid capital allocation process and follow up

May 23, 2019

Investor Day 2019 - The Essity Group
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Capital Allocation

Targeted Investments to Fuel Higher Growth

Optimal Allocation to Drive Profitability

Depreciation
2018 -

B Emerging markets

B Mature markets

Personal Care

Consumer Tissue

Professional Hygiene

CAPEX

Depreciation
(Mature markets, 2018)

May 23, 2019
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Robust Steering Mechanism
Incentive Programs Designed to Deliver on Targets and Enhance Shareholder Value

Short-term Incentive Program

Target: Target Weight: Target: Target Weight:

Organic Sales Growth @ Operating Cash Flow @

Working Capital to Sales @ Other Measures @

Long-term Incentive Program

Total Shareholder Return compared to MSCI Household Products
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Key Takeaways

Taking the Lead in Pursuit of Value Creation

= Strong commitment to delivering superior results
and sustaining financial strength

= Clear strategic direction to reach financial targets

» Relentless efforts to drive profitable growth,
margin improvements and capital efficiency

67 May 23, 2019 Investor Day 2019 - The Essity Group
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Robert Sjostrom

President, Global Operational Services

& essity



ol

-
Ve o

Robert Sjostrom =g
President P
N 91 " 4
, ' A




Global Operational Services

Key Facts @
'
® O
A N Nl
Approximately _ Main sites

Mission 2 OOO Present In Gothenburg Dunstable
We deliver sustainable ’ ' Ismaning — Kunheim
business value to Essity Employees 44 CO U ntrles Mannheim Neenah
and our customers by
driving group wide € 7 b
operational efficiencies n
through end'tO'enq Manage Spend
services and solutions 18,500 per year

® Skype Users Transport
O N ® Demand planning  Invoices per year Managing 9’000
LI—IJ 2,300,000 4,000,000 Working Deliveries

orders per year Capital per day

€9 H
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Global Operational Services
Managing Approximately 70% of Essity’s Operating Expenses 2018

= Driving group wide operational efficiencies through
end-to-end services and solutions enables Essity to
respond better to the current market situation and
future stakeholder demands

= Main functional areas
— Global Sourcing
— Global Supply Chain
— Global Business Services
— Global IT and Digital Transformation Journey

71 May 23, 2019

Essity’s Operating Expenses 2018

SG&A (11%)*

— % |

Raw Materials and
Consumables
(41%)*

Energy (0%)*

SEK
106.4bn

Transportation
and Distribution
(10%)*

Other COGS
(8%0)*

* GOPS influence on total Operating Expense
All numbers, actuals 2018

Investor Day 2019 - Global Operational Services e’ eSS|ty




Trends Impacting Global Operational Services

_______ Supply Chain Sourcing
= |Logistics costs = Consolidation
= L abor supply = Commodity and energy prices

Intelligent machines
Virtual — digitalization
Focus CO, reduction

= Sustainability
= Digitalization
= Political risk, climate change

Business Services Digitalization

A = Connectivity

Importance of data

Advanced Analytics

Machine learning/Al

= Ethics and Data Privacy
* |ncreased cybercrime

= Automation, robotics, digital, Al
Shared services

End-to-end process
Reshaping workplaces

Shifting work patterns
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Priorities

= Meet customer expectations with the right quality
of service

= Continuously optimize cost and working capital
= Support profitable growth with scalable solutions

» Drive the digital business transformation

73 May 23, 2019 Investor Day 2019 - Global Operational Services eeo eSS|ty



Global Business Services 2.0 Program

Main Achievements Going Forward

= Efficiency increase: Between 2012-2018, 220 = Digital Operational Platform:
Full Time Equivalent (FTE) reduced as well as 100 processes automated (RPA), Virtual assistants
Incorporating acquisitions = Process analytics for End-to-End

= Robot Process Automation (RPA) generated = Data mining for customer payment

an efficiency equal to approximately 30 FTE
yed PP y = Site consolidation

= QOrganizational: Change to Global service lines

instead of regional = Establish global service desks

Value Creation Across Essity
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Supply Chain Development Program

Main Achievements Going Forward
Logistics Upgrade Program in Europe 2015-2018 Global Supply Chain Transformation 2019-2021
= Warehousing Excellence = Continental SMART HUBs
= Harmonization of organizational blue prints = Source-Plan-Settle
and Sales and Operational Planning (S&OP)

= Global statistical, machine learning forecasting
= Selective Automation of Warehousing with advanced analytics

= Digital autonomous capacity planning
= Segmented warehousing and distribution strategy

Value Creation Across Essity

€9 H
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Demand Planning: Facts and Figures

3 Business Units

B

33 R [/

COUNTRIES CATEGORIES

80 @ 25«

, ......................... “
VOLUME IN z’)VIEgEK'F?S( 2 Continents . ;
STATS (EU+US)

North America

1 5 k -4 3 O 2 Forecast Approachi..‘---é--..é (

WEEKLY ITEMS ALGORITHMS Machine Learnlng
el YD

. All Business - Professional . Consumer

units Hygiene Goods

9 .
Investor Day 2019 - Global Operational Services ee%g eSS|ty
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Demand Planning in a Nutshell

WHAT: Centralized statistical forecast delivery for all Business Units Categories and align process and KPlIs
WHY: Improved forecast accuracy with increased efficiency and effectiveness

From

Different process across regions
and BUs

16 weeks moving average forecast

Manual promotion forecast

High manual effort for full portfolio
enrichment

Custom Demand Planning process

May 23, 2019

To

@ Multi-country standard process

J\/v- Dynamic statistical forecast

b . . .
% Machine learning promotion forecast

2=| Enrichment by exception

- Demand Planning industry best
aaa practices

(]
Investor Day 2019 - Global Operational Services eeese e



Global Sourcing Program

Main Achievements Going Forward
Total sourcing savings 2016-2018 approx. EUR 185m = Fiber optimization and forestry compliance
Virgin fiber program = Indirect sourcing program
Flexibility programs _ = Continue with flexibility programs
Fluff pulp and SAP flexibility programs delivered approx.
EUR 45m savings 2016-2018 = Chemical optimization
Chemical technical surveys = System/process optimization — Digital Transformation

50% cost reduction for North America

Sustainable sourcing
+350 tons of linear low-density polyethylene removed

Source to pay optimization program

Value Creation Across Essity

78
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Digital Transformation Strategy
Launched 2014

Digital Focus

Essity will drive profitable growth through
increase sales and internal efficiencies by maximizing the digital
opportunities in selected areas

Customer and Digital Enabled Operational
Consumer Experience Products Processes

Digital Capabilities

79 May 23, 2019 Investor Day 2019 - Global Operational Services ees eSS|ty
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Planned Activities Across Essity in 2019

Customers and Consumers

Libero chatbot

Voice interactions with consumers

Next generation web shops

Single customer interface for TENA and
medical

Capability improvements across brand sites
Digital performance management

Digital Enabled Products

Changing the industry via “Data Driven
Cleaning”

Launch next generation of B2B & B2C
smart incontinence solutions

Embed full end-to-end operations model

May 23, 2019

Jibero

Hej, Rebecca! Vad kul att du
hittat till Liberos chattbot

Har kan du utforska
Liberoklubben, ldsa om var
populdra startbox (som ju
dessutom &r helt gratis!), lara
dig om bebisens émtaliga
hud, fa hjélp med att hitta

ratt blja och mycket mer &

Genom att ga vidare
accepterar du var datapolicy.

Korigang! -

Datapolicy

G Kor igang! o=

® &

Investor Day 2019 - Global Operational Services

Operational Processes

Robot Process Automation (RPA)
Virtual Assistant expansion

HR portal (Workday)
Transportation hub in production
“Smart Factory” show cases

Capabilities

Strategic Workforce Planning for
Digital Transformation

Digital Workplace

Cognitive: Al Innovation of Sweden
Advanced Analytics into production
Opportunity mapping for pilots with
startups and new technologies

ees e

ssity



Digital Transformation Journey

Lessons Learnt From Our Journey So Far That Impacts Our Ways Of Working

N

Smaller
business led
initiatives to trial
and learn

the value of Adding

Entrepreneurial value

at speed

activities for new

business models Technology

Trial and Adopt

Few bigger
programs for

rapid, enterprise -
wide shifts at the right
time /

Support the individual — continuous learning

Partnerships and eco systems
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Key Takeaways

» Enhancing value creation across entire Essity
= Driving efficiencies through end-to-end

= Delivering savings

= Driving the digital business transformation

= Aot of opportunities
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Donato Giorgio

President, Global Manufacturing
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Our Manufacturing Footprint
90 Production Sites

Professional Hygiene @® Consumer Tissue @ Personal Care

May 23, 2019
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Top Priorities

» Health, Safety & Environment
= COGS optimization

= Quality and Service

= |[nnovation

» Tissue Roadmap

= Digitalization

May 23, 2019
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Health and Safety

Our Highest Priority

= Qur aim is a risk free workplace

= Target 2014-2020: Accident Frequency Rate -50%

= Nothing we do is worth getting hurt for

= Everyone is a Safety Leader

— "My safety and my co-workers’
safety is my responsibility”

May 23, 2019

Accident Frequency Rate 2014-2018

| -39%
6.23
551
4.08
I 3.83
2014 2015 2016 2017

3.77

2018

Investor Day 2019 - Global Manufacturing
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COGS Optimization In All Areas

= State of the art manufacturing performance
= QOptimize raw material cost in use

= Environmental footprint

= Energy, water & CO,

= Customer proximity

Packaging &
Consumable
Material
24%

2018
COGS

Fiber
(Pulp/RCF)

28%

SEK 85bnY)

Product

Cost
Fix (PCF)
Incl. Depr.

25%

Distribution

SG
2018
Operating
Expenses
SEK 106bn

7) Total Cost of Goods Sold 2018

May 23, 2019 Investor Day 2019 -

Global Manufacturing
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Productivity

Volume/FTE

Personal Cared, million pieces/FTE

Tissue, tons/FTE

PCF 25%

5.15

2016

+9%

5.05

2017

5.29

2018

5.61

Q12019

207.6

2016

+6%

211.2

2017

217.2

2018

221.0

Q12019

1) Excluding Medical Solutions

May 23, 2019

Investor Day 2019 -

Global Manufacturing
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Energy Consumption

Tissue
Energy Savings 2010-2018:
~1 TWh equal to EUR ~40m
MWh/ton
/7 -8%
4.16
3.83
2010 2018

Energy 5%

ROLLOS

Re®

WS uwave Deleite
3

NN
s &

I

N 22

Y
«

La resistencia
nunca habia sido t

Investor Day 2019 - Global Manufacturing e’ eSSity
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Packaging
and Consumable
Material 24%

Reduction of Plastic Packaging

Use Of Stretchfilm
2016 — 2018:

mhd@;

zr:’* 'ﬂz

-640 tons

Saving 2016-2018
EUR 1m

May 23, 2019 nvestor Day 2019 - Global Manufacturing eeo eSS|ty



Digitalization

Industry 4.0 - Enabling Performance Improvements

X

Self Control

Industry
4.0

Predictability ++

@ Transparency Real Time

Lean Q
TPMD Q
Automation

Increasing Performance
Less People Interaction

Time
1) Total Productive Maintenance
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Digitalization in Tissue

Example: Machine Learning to Predict Paper Quality Parameters

BEFORE

AFTER

= Manual process checking the paper guality
measurements (thickness, strength, etc.)

= Time consuming and error prone compared to
digital solution

= Using algorithms to predict parameters and
Increase the sampling rate

= Production gains

Dry strength md

strength
N
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Digitalization in Personal Care

Example: Vision Systems Eliminating Manual Quality Checks

BEFORE

AFTER

= Manual check of a sample product every 20

0 Take about 20 hours/week for he crew

minutes (1 out of thousands)

- 8 NI R

QT

vl
.....

94

= Each individual product (100%) is checked
on 150 parameters

= Cost of poor quality is reduced significantly

F

May 23, 2019 Investor Day 2019 - Global Manufacturing eeo eSS|ty



Superior Quality
Key Activities for Quality Excellence

= Quality awareness across full company

= Digital Process Control to enable real time data and
optimize machine-material interaction

= First Time Right on new initiatives

Personal Care Complaints
per million pieces in Europe
including social media complaints

570, | BEST
IN
l l -

2016 2017 2018 Apr-19
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Tissue Roadmap
Our Path to a World Class Footprint

Rapid Organic and : Competitive Advantage
M&A Growth B0, [HES Rl e To Take the Lead

— >
7

2016 Today Today
20_01 2(_)17 19_95 2902 20(_)6 20:12 Cost Savings 2016-Today: EUR ~165m Sustai nabillty &
Circular Economy

New technology __
Innovations Cost Efficiency

Growth

Efficiency Innovation &

Quality
© Fix or Close Upgrades

; ,
" Not rew Differentiated Products

15 -320,000 tons

Paper machines | Paper making
closed capacity

Technology
Strategy

Strengthened
Structure

8 -1,400

FTE
(-12%)

Site closures
_ 0,
L) (-19%) (-11%)

96 May 23, 2019 Investor Day 2019 - Global Manufacturing 92929 eSS|ty



Alternative Fibers from
Agricultural By-Products

Same pulp quality as from fresh wood fiber
= Exclusivity agreement for proprietary process
» |nvestment of approx. SEK 400m in Mannheim

= Commitment to “more from less” and circularity
— Less water, energy and chemicals
— Up to 50% reduction in CO, from tissue production
— Reuses by-products from local farmers
— Annual growth cycle

97 May 23, 2019 Investor Day 2019 - Global Manufacturing egegs essity



Key Takeaways
Shaping the Future of Global Manufacturing

= Aiming for a risk free workplace

= COGS savings in all areas

= Footprint structure - a competitive advantage
= Benefits from digitalization kicking in

= Contributing to a circular economy
— Major milestone: Alternative fiber plant

98 May 23, 2019 Investor Day 2019 - Global Manufacturing
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President, Health and Medical Solutions
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Health and Medical Solutions

219% of ESSity GI’OUp Net Sales 2018 Net Sales 2018 by Product

Orthopedics

= Products and solutions within Incontinence Care, Compression @
Skin Care, Wound Care, Compression Therapy Therapy
and Orthopedics

Y. ¥4 Incontinence

Wound Care Products

= Empowering consumers, patients and caregivers
with products and solutions to support healthy

and active lives Net Sales 2018 by Region
= Strong presence in retail, pharmacy, medical Rest| ;f)
device shops, online, home delivery, nursing Wor
home and hospital
North Europe
America

1) Excluding Latin America
101 May 23, 2019 Investor Day 2019 - Health and Medical Solutions ees eSS|ty




Our Strengths

= Global market leader in Incontinence Products
with TENA

» Global market leader in Compression Therapy
with JOBST

» Global coverage of Medical Solutions brands
with strong heritage

= Successful innovations
» |ntegrated therapy solutions

= Strong presence in all relevant channels

102 May 23, 2019 Investor Day 2019 - Health and Medical Solutions ees eSS|ty



Incontinence Products and Medical Solutions
Even Stronger Together

= Stronger channel presence by leveraging o - :
complementary channel strengths Distribution of current business

_ _ Retail store
= Stronger customer offering through portfolio

mix and size

Pharmacy

. . o Medical device shops
= New innovation platform based on similar

underlying market and consumer/customer
characteristics Nursing home

"Home” delivery

Hospital

= Complementary competencies — Medical
and Branding expertise B Incontinence Products ] Medical Solutions

€9
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The Health and Medical Solutions Offering

With Leading Brands

Incontinence

Products
Incontinence Solutions
and Skin Care

Wound Care Compression
Therapy

Acute and Lymphology and
Advanced Phlebology

Leulcoplast’

Cutimed®

Orthopedics

Fracture Management,

Orthopedic Soft Goods
and Physiotherapy

Actimove
Delta-Cast’

104 May 23, 2019
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Incontinence Products
(68% of Net Sales 2018)

Wound Care
(13% of Net Sales 2018)

Health and Medical Solutions
Net Sales Split 2018

Compression Therapy
(9% of Net Sales 2018)

Orthopedics

(10% of Net Sales 2018)

Retail

Advanced

Lymphology

Health Care

Acute

Phlebology

Other

Physio-
therapy

gg;?()ped'c Fracture
Management
Goods g

May 23, 2019
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Incontinence Products

Facts About Incontinence

= Acknowledged as a set of diseases by WHO

= Different patient profiles;
— Urine
— Fecal
— Disabled/Neurologic damage or diseases OF ADULT MILLION PEOPLE ¢
. ] ] . _ ) POPULATION WORLDWIDE
— Older persons with incontinence/cognitive impaired |

area } 1 in 4 men +40 years

'ﬁ"ﬁ‘ } 1 in 3 women +35 years

M
?

Source: Irwin et all, Worldwide prevalence estimates of lower urinary tract symptoms, overactive balder, urinary incontinence and bladder outlet obstruction, 2010

€9 H
106 May 23, 2019 Investor Day 2019 - Health and Medical Solutions eeo eSSIty



Compression Therapy
Facts About Lymphedema

= Qver 150 Million people worldwide have secondary

3 =
lymphedema?®) caused by: E . oM 1:4 5
— Cancer treatment ekt 20 D LT
MILLION PEOPLE g GENDER
- Trauma HAVE SECONDARY DISTRIBUTION
: IN PRIMARY
— Infection LYMPHEDEMA? LYMPHEDEMA
— Obesity

= Obesity related lymphedema a strongly growing
indication in western countries?

= The genetical causes for primary lymphedema are still
a field of research and affect 1 in 6,000 births®

= Lymphedema cannot be cured — but adequate care
and compression therapy can help patients to live the
life they want

1 WHO estimates, epidemiological data not existing yet.
2 WHO. Obesity and overweight Fact sheet 2018, T. Bertsch, Obesity-related Lymphoedema-underestimated and undertreated, Plebologie 2018
3) Lymphoedema Framework. Best Practice for the Management of Lymphoedema. International Consensus. London: MEP Ltd, 2006

€9
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Compression Therapy

Facts About Chronic Venous Disease

» For early stages of the disease, compression therapy
is the accepted standard of care

e | A BETWEEN
~5% “x 5-30%
OF THE ADULT OF THE POPULATION

1)
VARICOSE VEINS “
b

cvi AF :
- \J‘

. ¥

¥ e

= |f progression towards the most severe stage cannot
be avoided, a venous leg ulcer may develop

No visible Reticular Varicose Oedema a) Pigmenta- Healed Active
or palpable veins veins tion and/or venous venous
signs of eczema leg ulcer leg ulcer
venous b) Lidoderma-

disease matosclerosis

) In developed countries
2) Chronic Venous Insufficiency
es :
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Integrated Therapy Solutions
To Treat Chronic Venous Ulcers

May 23, 2019

REMOVE

EXUDATE & BACTERIA

Cutimed”’ Sorbion® Sorbact”
featuring Sorbact® Technology

&

Cutimed® Sorbion Sachet’
Superabsorbent Dressing

REBUILD

TISSUE

Cutimed Epiona”
Native Collagen Dressing

7

*///%Z//%

COMPRESS & REDUCE

a: JOBST" Elvarex”
i g Custom Compression

Garments

JOBST"Compri 2
Two-Layer Bandaging

® |
i

{

i JOBST® Opaque
Ready-to-Wear Hosiery

JOBST  FarrowWrap®
Adjustable Short Stretch
Compression

J

Investor Day 2019 - Health and Medical Solutions
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Advanced Wound Care

Facts about Chronic Wounds

= Chronic wounds = healing time longer than six weeks
= Some patients have their chronic wounds since

years and suffer from reduced quality of life { :,\I,,',L%o%
= Typical chronic wounds: diabetic foot ulcer, venous leg SUFFERS FROM CHRONICWOUNDS

ulcer, pressure ulcer WOUNDS"?)

= Underlying chronic diseases, e.g. diabetes, chronic venous
insufficiency are likely to lead to a significant increase in
number of patients with chronic wounds

A

A&/

) Sources: GlobalData; Wikipedia. ? Frykberg, R. G. et al: Challenges in the Treatment of Chronic Wounds, Advances in Wound Care, volume 4, number 9, 560 ff.

“Chronic wounds reoccurrence
impacts 60-70% of patients?”

€9 H
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Acute Wound Care

Daily Challenges + Professional Health Care

» Treating the daily challenges with Wound Care

= Also used for various purposes in professional WOUNDS AND

health care N W INJURIES AFFECT

: Af} ]
d BILLIONS
OF PEOPLE
g EVERY YEAR

May 23, 2019
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Orthopedics

Facts About Ankle Sprains

* The most common injury in orthopedics

= 50% of ankle sprains happen during sporting

activities?
= This risk to have a re-injury and/or have a chronic SPRANSPERYEAR | (CAN LEADTO REINJURY
instability can be reduced by proper post-injury care, NS ARG EERORE Ao RO [

INSTABILITY"

rehabilitation, exercises and bracing

Mobilization
Patient P
Treatment Immobilize . Control movement Stabilize movementI Support movement Prevent reoccurrence >
1 -
Purpose

\
Splinting Walker Brace Tape

1 Source: Kemler, E.: A systematic review on the treatment of acute ankle sprain. Sports Med,2011:41(3)

€9 H
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The Incontinence Products Market
TENA — Global Market Leader in EUR 9.4bn Market

Global

Europe

North America

Market Size 2018: EUR 9.4bn
Expected Market Growth'): 5-6%

Essity

Market Size 2018 : EUR 3.1bn
Expected Market Growth?1: 2-3%

Others

Market Size 2018 : EUR 2.4bn
Expected Market Growth?: 5-6%

Other’

Kimberly-
Clark

Others Kimberly- 15 Essity
Clark
Unicharm Domtar ' . Essityv‘
Qlfji;?iiy Hartmann Ontex Medline First Quality
Essity #1 Essity #1 Essity #4

) Expected Market Growth CAGR (Compound Annual Growth Rate) 2018-2023

Source: The information has been compiled by Essity for presentation purposes based on statistics taken from external market sources such as IRI, Fastmarkets RISI, Price Hanna Consultants, SmartTRAK and National Macro Economics.

May 23, 2019
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The Medical Solutions Market

Strong Positions in EUR 12.6bn Market

Wound Care

Compression Therapy

Orthopedics

Market Size 2018: EUR 6.4bn
Expected Market Growth?: 3-4%

Molnlycke

Smith &
‘ Nephew

3M

%’ ConvaTec

Essity

Others

Market Size 2018: EUR 2.0bn
Expected Market Growth'): 3-4%

Essity

Sigvaris

Juzo

Others

Market Size 2018: EUR 4.2bn
Expected Market Growth?: 3-4%

DJO

‘ Ossur
M Essity

Breg &
Bledsoe

Others

114

Essity #5

) Expected Market Growth CAGR (Compound Annual Growth Rate) 2018-2023

Essity #1

Essity #3

Source: The information has been compiled by Essity for presentation purposes based on statistics taken from external market sources such as IRI, Fastmarkets RISI, Price Hanna Consultants, SmartTRAK and National Macro Economics.

May 23, 2019

Investor Day 2019 - Health and Medical Solutions

€9

& essity



Leading Market Positions Medical Solutions

Market Sales In

leader in 100+
Europe countries

No. 4

globally

Source: The information has been compiled by Essity for presentation purposes based on statistics taken from external market sources such as IRI, Fastmarkets RISI, Price Hanna Consultants, SmartTRAK and National Macro Economics.

es M
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Market Trends

» Growing and aging population

» Increasing prevalence of chronic diseases such as diabetes and obesity
= Market penetration increasing

» Increased access to health care in emerging markets

» Higher patient awareness and self-diagnosis

Increased Cost Pressure

» Increased pressure on public funding
= Market consolidation both in health care and retalil

= Changes in reimbursement systems, increased self-contribution

116 May 23, 2019 Investor Day 2019 - Health and Medical Solutions



Category Strategies

Incontinence Compression
Products UHDUIE LT Therapy

Orthopedics

Lead and shape Advanced: Acute: Strengthen Maintain No. 1
the market Accelerate growth Strengthen market leadership position in Fracture
and create scale market position with JOBST Management

€9 H
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Priorities for
Profitable Growth

= Accelerate growth across markets
and channels

» Leverage effective Go-to-Market
» |[ncrease value through innovations
= Shape the health care market

= |mprove efficiency and reduce cost

€9 H
118 May 23, 2019 Investor Day 2019 - Health and Medical Solutions eeo eSSIty



Accelerate Growth Across Markets and Channels

Incontinence Products in Health Care Europe

Growth above market Continue execution of
success recipe

= Market share growth through "

— Tender excellence | - T |
pacakin [ : w0 Comfort
— Competitive product assortment S P LG
M PRCskIn »
— Added value services and support

=  Price increases

= Improved mix through differentiated

innovation, upselling and adjacent products
and solutions

119 May 23, 2019 Investor Day 2019 - Health and Medical Solutions
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Accelerate Growth Across Markets and Channels

Incontinence Products in Retail Europe

Accelerated growth in a more
competitive market

= Strong organic sales growth

= Clear no. 1 with ~50% market share

= More discreet and feminine TENA Lady light pads
= Gender specific pants assortment

» |ncreased investments in advertising and
promotions

Playing to win

Revitalizing TENA brand, packaging and advertising
Launching first black protective underwear
Continuing strong innovation program

Increasing investments in advertising and promotions

0307 Gt S

CIISN 3§ $44¢ Now
s Y

ik

8

s i
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Accelerate Growth Across Markets and Channels

Incontinence Products in North America

Turn around of business
achieved

= Savings in all parts of the value chain

= Strong profitability improvement

= (Good organic sales growth

= Launch of Intimates concept for differentiation

Tg\l—} B @2 Ss——— _ l*_:‘?"*“

MODERATE - MOYENNE
OOOOOE s i

Zo I .

121 May 23, 2019

Investor Day 2019 - Health and Medical Solutions

Secure continued value
creation

= Leverage new brief technology in health care

= New customer acquisition strategy

= Strengthen position in US retail through differentiation
= Grow e-commerce

= Leverage the broader portfolio to better meet
customer needs

TENA

Complete
+Care




Accelerate Growth Across Markets and Channels

E-commerce

Well positioned with TENA

Further accelerate growth
In e-commerce

In e-commerce

= TENA web shop complements external

= Continue to grow TENA sales above
web shops and retailers e-commerce

market growth in e-commerce

= Leverage TENA know-how to accelerate
. . e-commerce for medical solutions
= More than fair share in the e-commerce channel

16% growth in self-pay e-commerce 2018

122 May 23, 2019
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Accelerate Growth Across Markets and Channels

Medical Solutions

Strong growth across many
markets

= Double digit growth in several markets

= Starting to leverage cross selling
opportunities

= Turned around Germany after establishing
new sales and marketing organization

123 May 23, 2019

Turnaround North America

= Merger of Incontinence Products and Medical
Solutions under new leadership from February 2019

= Strengthening assortment
= New sales and marketing set up

| ' B> -

9 -
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Leverage Effective Go-to-Market

Based on Local Call Points, Leveraging Global Processes

Hospital
Nursing home
Direct sales Pharmacy
Via distributors Go-to-Market Channel Medical device shop
model Retalil
Home delivery
Tender/negotiation
Listin
. Purghaser Pro_dgct Paym e.nt Reimbursement
- Clinical user decision mechanism Co-payment
« Prescriber Self-pay
Consumer/Patient/ Top-up

Care giving relative

e .
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Leverage Effective
Go-to-Market

Leveraging the Market Complexity —
A Competitive Advantage

= Leverage multi-category business and scale

= Clear segmentation drives innovation, assortment
and communication:
— Target group
— Channel
— Consumer/patient access
— Product area

€9 H
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Increase Value Through Innovations

Medical Solutions Innovations Strengthening Preference and Brands

Leukoplast antimicrobial spools
Plastic rings with antimicrobial features

% “Consumerizing” JOBST

Cutimed® Siltec® Sorbact® Leveraging Essity Know-How
Combining two cutting edge technologies
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Increase Value Through Innovations
Opportunity to Better Leverage Current Assortment Through Global Roll Out

Share of Net Sales per Segment and Market
Il AcwC B AWC 8 Phiebo B Lympho [l Physio B Frac. Man [ OSG %% Other

D E ANZ UK NL

€9 H
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Increase Value Through Innovations

Profitable Growth From Innovations

Silhm§s

UNDERWEAR
NOIR

ENDORSED

Profitable growth from Differentiation by leading in skin health

pants innovations Moving from absorbency to skin health increase
High margin segment relevance with our consumers and customers.

Organic sales growth CAGR 2016-2018: 6.4%

May 23, 2019 Investor Day 2019 - Health and Medical Solutions eeo eSS|ty



Increase Value Through Innovations
Sustainability — A Competitive Advantage

Sustainable value creation Sustainability as a competitive
In practice advantage for the future

= Continue carbon footprint reduction

Well-being through smart solutions
. 81% .
Proven benefits of staff agree residents’ well-being is improved" " Reduce plﬂSthS
il VERIA = Develop post consumption waste
Solutions 82 'oP P P
More from less solution
-44% :
__timespenton = Leverage TENA Solutions and current
incontinence-related tasks? . .
and future digital solutions
Smarter M Carbon footprint reduction
solutions using up to 33%
less material for TENA products in Europe?®

) Results from 47-95 TENA Solutions case studies involving 438-1018 respondents around the world, mainly Europe but also USA and Canada. Results vary across countries and care homes. 2012-2014
2 Average percentages from between 85-181 TENA Solutions case studies around the world, mainly Europe but also USA, Canada and China. Results vary across countries and care homes. 2011-2013
3 2008-2017
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Shape the Health Care Market

Transforming Health Care with Digital Technology

Winner Patient Well-being Award
2018: “95% of elderly at Norrgarden
nursing home use incontinence
protection. TENA Identifi has
helped reduce costs and increase
patient well-being”

JOBST®
LEXpert®360
3D Leg
Measurement
technology

Launch of TENA
SmartCare™ to
professionals and
care giving relatives

Expanding
TENA Identifi
to pants

130 May 23, 2019 Investor Day 2019 - Health and Medical Solutions

We aim to be the
best partner in care,
by developing and
leveraging digital
solutions




Shape the Health Care Market

Building the Relationship with the Consumer and Caregiver

Our digital platform

1 global TENA website
6 target groups

38 markets

14 million visits

1.4 million samples/year

€9 H
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Shape the Health Care Market

Increase Penetration, Grow the Business and Improve Wellbeing

Male incontinence Lymphology

Only of men experiencing urinary Only patients is treated
ISsues use purpose made products with compression garments

TR II
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Key Takeaways

= Well positioned to drive profitable growth
= TENA and JOBST - global market leaders

» Leading medical solutions brands with strong
local positions
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= Strong customer offer and innovation pipeline
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“4100% Market Share in Deep Space”

Essity and JOBST Awarded
Contract by NASA to Develop
Next-Generation Compression
Garment for Orion Missions

Photo Credit: NASA



Don Lewis

President, Professional Hygiene
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Buy 5 donuts

get one
b - ' FREE!
Business Uni

[
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Professional Hygiene
21% of Group Net Sales 2018

Net Sales 2018 by Region

Net Sales 2018 by End Customer Segment

North America

Europe

Middle East,
India and Africa

Health Care

Industrial

Public
Interest

Commercial

Hotels,
Restaurants
and
Catering

May 23, 2019
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Our Strengths

= Professional Hygiene business with global
reach

* Global leading brand
= Strong innovation pipeline
= Highly-experienced sales capabilities

= Well-established environmental position
with unigue sustainability concepts that drive
customer interest

= Expanding digital capabilities
= Superior Go-to-Market

= Activating omnichannel approach

138 May 23, 2019 Investor Day 2019 - Professional Hygiene




Tork is the #1 Professional Hygiene
Brand in the World o
+95%

_ of global sales
iIn markets

~ where we
have a
#1 or #2
position

| ~ Dispensers
;’ placed each year

Tork markets
globally -

Professional | ——— Yy o/
Hygiene patents TORK
granted or pending

Think ahead.
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Our Offer

Innovations, Solutions, Technology, Sustainability

Tissue — Paper Towels, Napkins, Toilet Paper,
Facial Tissue

Wiping & Cleaning — Paper Wipers, Nonwoven
Wipers, Kitchen Roll Towel

Dispensing systems
Skincare - Soap, hand lotion and hand sanitizers

Digital Cleaning Management with loT Connected
Devices and Digital Cleaning Plans

Tork PaperCircle recycles paper towels

May 23, 2019 Investor Day 2019 - Professional Hygiene
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Global

Europe

The Professional Hygiene Market
Essity is the Global Market Leader

North America

Market size 2018: EUR 14.2bn
Expected Market Growth?: 3-4%

Others Essity

Kimberly-
Clark

\

Georgia-Pacific

Cascades

Market size 2018: EUR 3.6bn
Expected Market Growth?: 1-2%

Others

Essity

'(imberly—
Clark

Lucart Metsa

Market size 2018: EUR 5.0bn
Expected Market Growth?: 1-2%

Others Georgia-
Pacific

Cascades .
Essity

Kimberly-
Clark

Essity #1

1) Expected Market Growth CAGR (Compound Annual Growth Rate) 2018-2023

May 23, 2019

Essity #1

Investor Day 2019 - Professional Hygiene

Essity #2

Source: The information has been compiled by Essity for presentation purposes based on statistics taken from external market sources such as IRI, Fastmarkets RISI, Price Hanna Consultants, SmartTRAK and National Macro Economics.
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Market Trends Impacting Professional Hygiene

w
)
Increasing COSt CONSCIOUS Growth in
focus on health consumer desiring Digitalization E-commerce &
& well-being experience & and Technology Office Supply
convenience

Focus on
Urbanization Sustainability & Buying Alliances Disruptive
Circular Society & Partnerships Business Models
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Our End Customer-Centric Strategy

/Oos ’
/40

3 Aspiration:
Best Serve The Global Shaper

the End of Professional
Customer

Hygiene Solutions

e —

Op ;- (\&
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Priorities for
Profitable Growth

= Return to Growth in North America
= EXxecute Segment Strategy
= Build Tork Brand

= Commercialize Innovations, Grow Strategic
Products, Improve Cost Position

= Scale Digital

May 23, 2019

Investor Day 2019 - Professional Hygiene



Professional Hygiene
North America

Return to Growth

= Wausau acquisition integration completed,
targeted synergies delivered

= |nitial focus on shedding unprofitable business

= Priority was to offset significant raw material
cost increases

= Margin improvement
— Price increases
— Improved product mix

= Current focus on return to growth

— Strategic products and key innovations
— Enhanced Go-to-Market capabilities
— E-commerce activation

€9 H
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Our End Customer-Centric Strategy

Powered by a Digital Transformation

Search and Digital
Marketing

Way of Working
and Collaboration

hannel

(ot ¢ Pa”"e
é\e 78,
&<

Digitally Enabled Bf:" gef;e .
Solutions (@) c € Ef o E-commerce
ustomer i B2B. D2D, B2EC, D2EC

Data Driven
Decisions
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Digital Strategy Enables End Customers to Shop

Anywhere, Anytime, via Multiple Touchpoints

Holistic E-com 360° Account 360° Brand
Activation Support Activation

Capture Market Shifts & Deliver on Requirements of the Delight End-Customers
Unlock New Opportunities Omnichannel Era with a Superb Experience

QO mercates ¢

amazon 1121k
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50 Years of Tork Innovation Leads the Market

!I | '

Tork Image Design™ Tork Elevation® Tork OptiCore® Tork EasyCube™
Full suite of high-end, Sleek, modern and Guaranteed 100% consumption to Intelligent facility cleaning
stainless steel attractive 25% cost/use savings eliminate waste system

At least

-40%

Carbon footprint

compared to current waste
handling options*

*Resulls of a Mo cycie analyse (LCA) conductod by Essty Tork and
verified by IVL, Swedish Envitoemental Resesrch Instiute Lt
Whers e avoided processiss heve bean 1aken into ccount

Tork Washstation Tork Coreless Tork PaperCircle Tork PeakServe Tork Reflex™

Water resistant, HACCP Stylish high-capacity Unique circular service to Revolutionary Centerfeed surface wiping
certified system tissue solution recycle customer paper Continuous™ Hand solution reduces consumption
towels in Europe Towel System by up to 37%

9 -
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Strategic Products

50% of Professional Hygiene Sales Come from Strategic Products

Proprietary, differentiated systems
with value-added benefits to end-
customers and higher profit margins
for Essity and distributor partners

Growth driven by:

— Innovation pipeline

— Sales compensation program
— Customer programs

May 23, 2019

Strategic Products, % of Sales

47%

2017

48%

2018

50%

Q1 2019

Investor Day 2019 - Professional Hygiene
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Tork EasyCube®

No #1 Software for Data-driven Cleaning

= Harnessing real-time information about
cleaning needs via loT technology

— Sensors in buildings and dispensers measure
visitor traffic and refill levels in real-time

— Cleaning staff: Digital cleaning plans and real-
time information about cleaning needs

— Facility managers: Cleaning statistics and
KPIs to manage, follow up and optimize
resources for increased efficiency

20% 30% 99%

Cleaning hours Higher customer Fully stocked
saved satisfaction washrooms

Powered by =' Microsoft
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Great Companies Love Tork EasyCube

Wk
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el Newcastle International =. Microsoft o
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AWARDS 2018

— Celebrating Industry Excellence — e r ™A\
[ ear
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INCLEAN
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UNIVERSITY OF

LAVERNE  CREDITSUISSE

ISSA

\\.’ i mundi
“Nlncerserve v @

e ==== ROYAL c') e Dignity Health.
GOtebOr >"4];1': E e e = Mercy General Hospital
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Tork PeakServe® Continuous
Hand Towel System

01®,
M
39% 600 250%

more capacity than more guests more capacity than
any other product served a standard folded
on the market between refills towel system

X 2 3 Sec 1/2

With compressed Serve guests Cuts the
towels you get 3 seconds faster time needed for
twice as many than air dryers refilling by half

towels per m3

€9 H
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Tork PeakServe’s Rapid Growth

Launched Q3 2017, this Revolutionary Dispensing System is Outpacing Expectations

Tork PeakServe Sales

+316% vs Q1 2018

Top Selling Countries:

= USA

= Sweden

= Germany

= Canada

= UK
_u B

Q3 2017 Q4 2017 Q12018 Q2 2018 Q3 2018 Q4 2018 Q12019
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PeakServe Early Successes

One of the Fastest Growing Tork Innovations in History

TWM'!

TISSUE WORLD MAGAZINE A

o GERMAN
DESIGN
AWARD
é 2017 ¢~ MIDDLE FAST
@ CLEANING, HYCGIENE & FACILITIES
AWARDS

Billund Airport

Hea throw - —

DEW

Allianz () Arena

LANXESS d[€01d

wiNg
B ”
(o
£@1
1 ©
7/ 0w > 4

lLorD’S

THE HOME OF CRICKET

VA MARYLAND

“AT LANIER ISLANDS

CASTELLO LOPES

PN
\\“T.l 5-{‘”'

PennState % RY LN\* '

REGIS

N

Universiteit Utrecht

Industry

SCHAEFFLER

MK A DD

May 23, 2019
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Professional Hygiene Solutions that Improve
Sustainability Performance

Well-being 72N  Circularity

4 We have products and services that _ We help your business
improve the work environment, and we 4 P go circular by closing the loop.
are dedicated to raising hygiene
standards for everyone away from home.

Tork EasyCube™ Tork Coreless™ Tork Xpressnap™
. reduces napkin
-240/0 : 20% consumption
] ) . ) 95% less packaging by at least
cleaning rounds with . time saved T
improved quality with : through data-driven 2 50/
data-driven cleaning M cleaning, at least (1)

155 May 23, 2019 Investor Day 2019 - Professional Hygiene eeese eSS|ty



Tork PaperCircle, A Circular Approach for
Hand Towels

The World'’s First Recycling Service for Paper Towels

Washroom visitors Cleaners empty The recycling partner The Essity mill The used paper hand
and employees use the bins as usual collects the paper hand recycles the paper towels are put back
the washroom as but keep the hand towels and brings them hand towels into into the loop

usual, but throw their towels separate on to the local Essity mill new tissue products as new tissue products

paper hand towels in the trolley

40% Lower

drying their hands
Carbon footprint compared to current waste handling
options*

*Results of a life cycle analysis (LCA) conducted by Essity Tork and verified by IVL, Swedish Environmental Research Institute Ltd, 2017,
where the avoided processes have been taken into account.
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Key Takeaways

= Global leading Professional Hygiene
business with Tork brand

= Innovation and sustainability continue to
be key differentiators

= Strong Go-to-Market model

= 360° E-commerce approach to capture
market shifts and growth

= Delivering profitable growth with
opportunities in mature and emerging
markets

157 May 23, 2019 Investor Day 2019 - Professional Hygiene 82329 eSSIty



Volker Zoller

President, Consumer Goods
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Consumer Goods
32% of Essity Group Net Sales 2018

Net Sales 2018 by Region

Net Sales 2018 per Category

Middle East
and Africa

Western
Europe

o Beauty Care
Feminine Care

Incontinence 0
Products
Retail?

Consumer
Tissue

66%
Baby Care

DlIncluding Russia 2 Responsible for the sales of incontinence products in the retail channel, net sales not included in Consumer Goods sales

May 23, 2019
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Our Strengths

= Top-10 non-food supplier in almost all retailers

» European footprint in a consolidating retailer landscape
» Dual track strategy

= Superior Go-to-Market approach

» |nsight driven innovations and sustainability focus

= Strong presence in all online and offline channels

PAILY 7,
M
L WasH G
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Products and Brands

Consumer Tissue

Baby Care

Incontinence
Products in Retalil

Feminine Care

Beauty Care
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European Retail Market?

Consumer Tissue

Baby Care

Feminine Care

Incontinence Products
in Retail

Market Size 2018: EUR 9.3bn
Expected Market Growth?d: 1-2%

Essity

Others

Kimberly-

Wepa Clark

Market Size 2018: EUR 4.1bn
Expected Market Growthd: 0-1%

Ontex .
Kimberly-'
Clark

E

ssity

Market Size 2018: EUR 2.4bn
Expected Market Growthd: 0-1%

Others

ESS't)v‘
J&J

Market Size 2018: EUR 0.7bn
Expected Market Growthd: 6-7%

Essity

Others

P&G

Ontex

Essity #1

) Expected Market Growth CAGR (Compound Annual Growth Rate) 2018-2023

Essity #2

2 Excluding Turkey

Essity #3

Essity #1

Source: The information has been compiled by Essity for presentation purposes based on statistics taken from external market sources such as IRI, Fastmarkets RISI, Price Hanna Consultants, SmartTRAK and National Macro Economics.
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Retail Market Trends

Private label offer as well as Increase of devices and platforms making the
strong brands are growing, e IEaCa consumer more connected (digital consumer)
especially in the premium = 5 g N and need for convenience grows
ranges ‘ o o ; (life on demand)

Consumers have an

E-Commerce and increased focus on
Discount are the sustainability
: fastest growing
oLy channels
_ARN _

Buying groups and buying
alliances strengthen their
positions with high dynamics of
retailers joining and switching
between groups

164 May 23, 2019 Investor Day 2019 - Consumer Goods 82929 eSSIty



Category Strategies

Consumer Tissue Baby Care Feminine Care

»

Improve Profitability, Improve Profitability, Invest to Grow
Grow Strong Brands Profitable Choices in
Brand & Retail Brand
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Priorities for
Profitable Growth

= Focus on growth for our high margin products

= Consumer insight driven innovations for people
and nature

= Launch impactful digital marketing campaigns
= Go-to-Market excellence
= Pricing focus, especially on Consumer Tissue

= Successfully execute efficiency programs

166 May 23, 2019 Investor Day 2019 - Consumer Goods ees eSS|ty
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Go-to-Market Excellence

Comprises All Downward Activities that Drive Purchase of Products

Blueprints

Commercial
Strategies and
Objectives

Pricing

Perfect Store

May 23, 2019

Channel
Management

Category Vision

Sales Force
Effectiveness

Account
Management

Trade Spend /

Promo Efficiency

Business

Logistics

Investor Day 2019 - Consumer Goods

Examples

Perfect Store

France/Germany increasing
distribution >7-8%

Sales Force Effectiveness

Germany increasing store
visit coverage >30%

Trade Spend

Re-allocation of investments
based on ROI principles

€9
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Successful Launch of Coreless Toilet Paper
The Innovation Launched Mid-2018

Insights:

Convenience and Sustainability
Never run out — double the number of sheets!
Coreless reduces the carbon footprint and creates less waste.

= Premium selling price and Online relevance

* Incremental sales vs. standard range

= High repurchase rate and increasing penetration
= |t attracts retail brand shoppers

= Sustainability advantages:
— 50% less packaging
— Lower the carbon footprint from transportation with at least 13%

— The total carbon footprint is reduced by 6%

* Product of the year 2019 (France gold, Germany silver)
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Insight-Driven Innovation

Feminine Care “Free From” Complete Range of Daily and Period Care Products

‘ ed blnstl?hht: hemicals insid Solution: Complete Intimate Care range
am WO!TIe. abou : € Chemicals !,nS| € (daily and period products) with
my intimate hygiene products 0% allergens, dyes and fragrances

= Extension into fast growing intimate wash category

= 60% of consumers avoid buying products that they

think could include harmful chemicals .
N COMMON ALLERGENS',
: 1) ES,,{\]\]D FRAGRANCES

= Nielsen probability of success: outstanding
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Growing Strong Brands
Growth Driver — Expanding the Offer

Research shows that 1/3 are not feeling
clean enough after visiting the
bathroom, but pretty much everyone
wants to feel as clean as possible

Jetable dans
les toilettes et

Papier toilette
biodégradable

humide

. VHYGIENE & DOUCEUR | /
"W ALOE VERA 4

¥

170 May 23, 2019

Organic
Sales
Growth:

Market Share Development
Lotus Moist Toilet Paper, France

30%

19%

2016 2017

51%

35%

2018

19%
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Lotus Baby Drive Growth

Reinforcing #2 Branded Position in France

Good market share development

= Positive development since mid-2018: ~6% market share in 2019

= Clear success above target with strategic retailers, reaching over 10% value market share
= Strong level of distribution: 78 points of weighted distribution

Excellent consumer feedback
= 96% of consumers recommend Lotus Baby
= Strong increasing repurchase rate

Driving strong brand activation and further innovations in 2019
= Drive trial on Open & Pant and continue recruitment of new consumers
= Strong innovation pipeline to further reinforce our position

May 23, 2019 Investor Day 2019 - Consumer Goods
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Growth For Premium Baby Care Products

Working with Mix to Improve Category Value

Insight:
Solution: Touch Super Premium range diapers, “I want the best fit and comfort for my baby
with superior softness and fit to protect her delicate skin”

Nordic success for Libero Touch:

= 26% organic sales growth in 2018
= 229% of total Libero net sales 2018 in the Nordic countries

= 25% price premium

May 23, 2019 Investor Day 2019 - Consumer Goods ees



Strong Brands in Consumer Tissue
All-Time-High Market Share for Tempo

Tempo now has the highest market
share of all times:

Germany 30.1%
italy 28.7%

= Growing three times faster than the market: +6% vs. 2%
* Price Premium +30%

» |[nnovations like ‘Washing Machine Resistance’ drive sales
= Successful design collaborations with world-known fashion designers like Moschino, Diesel and Michalsky

9 -
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World-Class Digital Marketing Creates Impact

The #Bloodnormal Campaign had an 800 Million Reach

#Bloodnormal business impact

= Fastest growing feminine care brand where present

= 66% buying intention

= Launched in 5 markets, spread organically to 32 markets
= 60% of consumers changed opinion about the brand

= 800 million reach

= More than 50 awards, including:
- #2 campaign in the world (WARC100)
— Cannes Grand Prix Glass Lion and Titanium Lion

Consumer Goods A&P Spending in Digital

~ 25(y0 of total
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Optimized Marketing with Personalization

Libero Club's Digital Journey: From Mass Marketing to 1:1 Communication

1986 2005 2017 2019 i TELIA & 09:13 7 % 91% mm)
POSTAL-BASED CLUB  E-MAIL BASED CLUB COMMUNITY CLUB APP

Liberoklubben

MITT FLODE

|bero

KLUBBEN

-
é@b@ro’ | | oﬁ,%%';?n /

|
| = Akatill skara sommarland
[
* Samla snackor pa stranden
|~ Klappa djuren p& Skansen

» Aka vattenruschbana

» Targeted information during pregnancy — great recruiting tool
» The Libero Club reaches 80% of new parents with 1:1 communication

= With the app we collect data on the baby’s development, size and progress, [ Fls=iie) 101z 1zl
which enables us to recommend the right product and share relevant sharein
content with our consumers Sweden 63%
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Double Digit Growth in E-commerce in 2018

Consumer Goods E-Commerce Business

Growth in E-commerce

CAGR 2016-2018: ~+10%

/
= B

2016 2017 2018

Share of Brand Online Sales

Online

4%

Offline 96%

Online Channel View
Pure
Player
18%

Multi Channel
Online 82%

PACK 1 MOIS

CULOTTES

S0t

natuta&toudl

",

176 May 23, 2019

Investor Day 2019 - Consumer Goods

X Convenient solutions to drive sales: Monthlies

,Baby r.J;J = Insight: Online shoppers buy less often, but bigger bulks
= Solution: Monthly baby diaper packs, also available as a subscription at Amazon

€9

& essity




Key Takeaways

= Continue to focus on growth in our high margin
products driven by strong brands

= Significant progress with price increases and
efficiency programs — will continue 2019

» |mpactful digital campaigns and convenient solutions
drive sales and loyalty

= \We are preparing for the future with insightful,
sustainable innovations and developing our
Go-to-Market approach
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Tempo, Tango, Tarbo
or Tompe?

Strong brands? Not only Louis Vuitton and
Chanel are available on the fake market!

Tempo is a very strong tissue brand in a number
of markets and has the strongest brand
recognition of all categories in Germany

But did you know...

... that more than 130 different brands,
are trying to copy Tempo?

€9 H
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Pablo Fuentes

President, Latin America

€9
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Essity Latin America
12% of Essity Group Net Sales 2018

Net Sales 2018 by Region

Net Sales 2018 per Category

Rest of

Latin America

Brazil

Medical

Solutions %
Chile m

Central

America

Ecuador

Mexico

Colombia

Medical

Solutions
Baby Care

Professional q
Hygiene

Incontinence
Products

Consumer
Tissue

Feminine Care

May 23, 2019
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Our Strengths

Mexico

\ Puerto Rico
Dom. Republic
= Qutstanding brand equity across the region o A
Central America 1\(\
Colombia
= Speed to market Ecuador
- Peru
= Strong Go-to-Market capabilities
= Excellence on point of sales execution hile

& Argentina

!

= Consumer driven innovations

@ Essity
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Products and Brands

Professional Consumer Incontinence Medical
Hygiene Tissue Baby Care Products Feminine Care Solutions

’l"équ]infri @

e Baby PANTS Q;'

2
TENA

lady piscreer™

FAVORITA

183

Leulcoplast’ |l /OBST/

Actimove Delta-Cast’

on

T , H ®
Think ahead. FAVORITA f,é.'—“—'-l-'—@ Cutimed
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The Hygiene and Health Market

Latin America

= Split almost evenly between Modern Trade
and Traditional Trade

= Mainly a branded region (around 90%)
= Changing retail landscape

= Under developed categories

= Consumption per capita is still low

= Middle class expected to grow

1 Expected Market Growth CAGR (Compound Annual Growth Rate) 2018-2023

Market Size 2018: EUR 12.2bn
Expected Market Growth?1):; 3-4%

Incontinence
Medical Products

Solutions
Feminine Q
Care

Professional
Hygiene

Consumer
Tissue

Baby Care

Source: The information has been compiled by Essity for presentation purposes based on statistics taken from external market sources such as IRI, Fastmarkets RISI, Price Hanna Consultants, SmartTRAK and National Macro Economics.

May 23, 2019
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The Hygiene and Health Market

Latin America

Feminine Care

Incontinence Products

Medical Solutions

Consumer Tissue

Professional Hygiene

Baby Care

Market Size 2018:
EUR 1.4bn

Expected Market
Growth?: 3-4%

Others Essity

4

Kimberly-
Clark

J&J

Market Size 2018:
EUR 0.6bn

Expected Market
Growth"): 7-8%

Others

Essity

Kimberly-
Clark

Ontex

Market Size 2018:
EUR 0.8bn

Expected Market
Growth"): 4-5%

Essity

W |Cremer

Others

Market Size 2018:
EUR 4.8bn

Expected Market
Growth?: 3-4%

Kimberly-
Clark

>

Essity

Others

Market Size 2018:
EUR 1.9bn

Expected Market
Growth?b: 4-5%

Kimberly-

Others Clark

Market Size 2018:
EUR 2.7bn

Expected Market
Growth"): 3-4%

Kimberly

Oth
ers Clark

185

Essity #1

Essity #1

1) Expected Market Growth CAGR (Compound Annual Growth Rate) 2018-2023

Essity #1

Essity #3

Essity #4

Essity #6

Source: The information has been compiled by Essity for presentation purposes based on statistics taken from external market sources such as IRI, Fastmarkets RISI, Price Hanna Consultants, SmartTRAK and National Macro Economics.
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Priorities for
Profitable Growth

= Qutperform in fast growing markets
= Sustain high growth in Medical Solutions to reach scale

= Lead digital transformation in both e-business
and digital marketing

= Leverage strong Go-to-Market and innovations

= Manufacturing as competitive advantage

186 May 23, 2019 Investor Day 2019 - Latin America eeesg eSS|ty



Category Strategies

Consumer Professional

Tissue Hygiene Personal Care

Feminine Care

Profitable Boost sales Maintain our Grow above Improve Fuel growth
branded behind positions while  market profitability
growth strategic increasing where we

portfolio penetration play
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Go-to-Market Excellence
A Competitive Advantage

Blueprints

JBPs = Joint
Business Plan

Pricing

POS
Execution
(Comms &
activation)

188 May 23, 2019

Category

management Cross Selling
Excellence

High Service Category

EAVETES captainships

Key Account Digital D2C
management platforms
by channel (Web-shops)

Winning with our customers (JBPS)

Close collaboration with our customers through yearly JBPs

delivering profitable growth for us and them.

For the past 3 years we have been named preferred supplier (or
among the top 3) for Walmart and other B2B and B2C customers.

Key account management by Channel

Specific KAM by channel to better serve our customers’ needs.
Develop an integrated solution behind products, promotions and

execution based on channel differences

Pricing

Strong brand equity that allows us to quickly execute price increase

across all channels

Investor Day 2019 - Latin America
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Nuevo Saba*®
jabén intimo V:Nutritivo.
hidrata la plel de tu zona V.

Feminine Care

Grow Our Strong Brand in Mexico

= Key Elements for Success:

— Uniqueness behind consistent A 7
communication and brand building \ _ (R y
activities |

— Outstanding innovation in our portfolio and Market Share, Mexico

promotional activities 50.1 & essity

— Product superiority behind technology

uniqueness 35,3
— Strong point of sale execution and speed 20y R Kimberly-
to market \&o\ o
*x Procter &
0.3 Gamble

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

9 .
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Feminine Care

Consumer Insights-driven Innovations

diarios;

invisible r ¢S b. 3 I - JA-BVO:?:RIENSTPI‘MO
buenos dias ¥ . ANl E'):mu:r 1(:

Para cualquier
momento del dia

Saba Panties Saba Liners2in 1 Saba Liners Saba Ultrathin Pads  Saba V-Fresh Soap
(2018) (2018) (2019) (2019) (2018)
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Feminine Care

Well-being Programs for Sustainable Value

% Saba MX
Saba
December 22, 2016 - @

Sélo en 2014, alrededor de 23. 000 s y adolescentes mexicanas

sufrieron alguna agresion

Saba y UNICEF México se unieron par ar Conci a. Sé parte de
iestro movimiento: http://bit.ly/2il kSLpF #H blemos T d

Tienes derecho

We have reached ~70 million Latin American N | &
girls and adolescents with social programs ./ DaQaEit

mmmmmmm

» Partnered with Unicef Mexico: 7.5 million girls reached
through social media platforms and Saba Teens pads

» Addressed teen bullying through “Bullying for Loving”
campaign reaching 60 million girls

= Educated 1.1 million girls through our “School Program”
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Professional Hygiene

Opportunity for Continued Profitable Growth
Net Sales

Consumption per Capita

S

Think ahead.

Sales CAGR 14.7%

il

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

Yearly Kg per capita

Sweden
[ J
Norway
Canada
° USA
@Switzerland
[ J
® Denmark
® ‘Germany
e [ J
[ J
Spain e
° @ g ltaly
France
Chile ®
(J
Ri
Costa Rica °
‘. Mexico
[ J
Ecuador
[ J PY @ Russia
Colombia
10 000 20 000 30 000 40 000 50 000 60 000 70 000 80 000 90 000

GDP per Capita in USD

192 May 23, 2019
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Consumer Tissue

Key Priorities for Profitable Growth
= Growth in middle tier while trading up to premium
segments through innovation

» Focus on underdeveloped high growth/profitable
segments — household towels and moist toilet tissue

» Investintechnology — better performance with less
fiber

= Addressing underperforming parts of the business

= Aggressive focus on cost reduction and
manufacturing efficiencies
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Baby Care

Key Priorities for Improved Profitability

= Disrupt the market with new pants product
(98% of market in Open Diapers)

= Starting up new product technology — thinner
products with lower cost

= New digital communication platform targeting
millennials

= Strong focus on efficiency improvements

€9 H
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Incontinence Products Brazil

Actions to Increase Penetration and Growth

Brazilian Incontinence Products Market

Key actions

One of the biggest retail markets in the world

Underdeveloped category and highly fragmented

Successful migration to TENA platform since
acquisition

Continue increasing distribution in more than 80k
drugstores

Opportunity to increase penetration in key
profitable segments like underwear and light inco

Market Share Incontinence Products Brazil

e \ —
26% Ontex

e Essity

20%
17% /17% —KC
9%

2011 2018

May 23, 2019 Investor Day 2019 -

Latin America



Medical Solutions

Capturing Growth Opportunities
= High growth opportunity in fragmented and
underdeveloped markets

= Leverage superior and differentiated portfolio to
drive scale

= Expansion of sales force into new geographies

= Distribution and portfolio opportunities in more than
12,500 hospitals and 132,000 specialized stores

» Driving cross selling synergies with retail business

196 May 23, 2019 Investor Day 2019 - Latin America &eb essrty
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careme LLAMANOS 8868-4897

Digital Initiatives

Cuidamos de tus

= 451 Million mobile devices in Latin America seres queridos

= Key global players are already present in our
markets: Amazon and PayPal

AGENDA AHORA TRABAJA COMO CUIDADOR

Key actions
= ]stdigital category manager in FMCG with Walmart in Mexico

» Developed E-retalil joint business plan with Walmart

= 1st in the market with digital direct to consumers platforms for Incontinence Products in Mexico, Brazil and Chile
= Significant increase in A&P investments in digital marketing with 106 million users reached in 2018

» Launched “Impulso 20" startup accelerator program
— Example: created the 18t Caregivers Platform in Latin America to rent an in-house caregiving service offering
our TENA Products

€9
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Key Takeaways

= |eading brands and market positions in
attractive emerging markets

» Leveraging global innovations with local
adaptation

= Well positioned to capitalize on growth
opportunities

May 23, 2019

Investor Day 2019 - Latin America



Mr LI Chao Wang

% ®
Chairman

Christoph Michalski Villdﬂ
b7 ;3 74

CEO
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Vindza

Welcome to Vinda

a solid & growing regional hygiene company

Healthy Lifestufe
Starts with Vindo

EEEE——




Numbers at a Glance

Milestones

Set up in China

1985

Listed in HKEX

2007

player

Become a regional

2016

Complementary
portfolio

Business segments

A

Key hygiene brands

9

No. of countries

10

Vindza

Turnover (2018)

HK$14.9B

Turnover CAGR (2007-2018)

21.3%

Track Record

Production bases Employees

Scale




What We Believe vind=a

To become Asia’ first choice for

Vision hygiene products and services
Mission Provide people with high quality
hygiene products and services
Core

Sustainability, Innovation

Principles Professionalism & Integrity




Our Milestones vind=a

E o Sole tissue E ° Listed on the main board * Icntegrated S&CA,S mainlal:'d B Yangjing factory,
i supplier for the of HKEX (3331.HK) hina, HK & Macau hygiene the 10t plant in
| international fast busmess ) ) mainland China
food chain { |+ SCAbecame the 2nd - 4 hyglene categories with 9 key in operation
(McDonald) in China ! largest shareholder hygiene brands
1985 2013

@ @

2014

!
3 e 4

Vinda T\

* 18t Chinese tissue «  1st Chinese tissue . SCA became the ,
company used 100% manufacturer to largest shareholder ) 'Snéi%[]ats:;g:‘i :
virgin wood pulp preak |n.to (51.4% stakes) Taiwan and Sou';h

international ,

« 15t Chinese tissue market with . 1%t Chinese tissue Korea business

company adopted establishment of a .
. ) . - company equipped
international converting facility :
. ; with fully automated
process standard & in Australia
. warehouse
“Vinda” Brand
strategy




Collaboration with Essity since 2007 \Y% 1506 /2]

Vinda maintained its :
independent listing status :

2007 2007 - 2012 2013 2014 2016

: March : JU'Y _ :

: SCAbecome ! Vindalistedon : SCAincreased i SCAincreased _SCAmcreased . Vinda-SCA
: strategic : the main board : its stakes to : its stakes to its stakes to : business

: shareholder with : of HKEX. :18% P 22% °1% : integration
: 20% stakes : SCAstakes got : :

diluted to 14%




Unique Cooperation with Vinda and Essity M

Vindza

Vinda’s speed-to-market, €9 1 Essity’ s experience in
¢ essity

Asian insights & network global brand management

Vinda’s Innovation Centre fully supported by Essiy’s global innovation,
brand and technology resources

Vinda’s legacy and Essity’s proven track
expertise in Tissue record in Personal Care




XL

Tissue Industry Evolution Vinndza

« The 18t China Tissue Industry Conference * The 26th China International Disposable
was organized by Vinda in 1994 Paper EXPO

LI
N

018FEPEHE ) L \
C X l 9 wal AN AVEFARAE SiAg (PE) ERAE  PEEZRUVBHERAT FEERB
<] v EHRAE KFERKE (B i 'E. ?‘ a :;" a “’%‘1 ﬁ@ c‘iﬁ%ﬂt!&ﬁﬂ’&ﬂ RwR
a2 4 9% % = |

= @?EIEM&%&%E%E%IEE&*HH%
PRl [l Sy \
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Opportunities in China Hygiene Market

-

Tissue Per Capita Consumption (Kg)

4,7 52 57 6,1 6,4 7 I
m EEE NN

\ 2014 2015 2016 2017 2018 2020E

Europe

-~

Inco Market Size: Aging population(>65)

~

Tissue capacity Shut

down by government
(M tons)

1,37

0,47 0,64 054 05

\2015 2016 2017 2018 2019E j

/China Tissue Market Size (RMB bn)

~

111
78 81

116

M

RMB 7Bn
CAGR: +17.3% (2013-18) 10:8% 114% 119%

\_ 2016 2017 2018 2020 /
4 Fempro Market Size )
RMB56.3Bn
CAGR: +9.7%

N (2013-18) D

National Bureau of Statistics of China, China Paper Association 2018

2013 2014 2015 2016 2017

-

2018

/

Vindza




Vindza

Channel Evolution 5 s

Vinda’s Channel Mix (%)

g =D
= =
x
29 ]
27 i
dE
2015 2016 2017 2018

K ® Traditional mKA mB2B mE-commerce /




World Class Factories vind=

Tissue annual
designed capacity

1.25 M tons

"""""""""""""" Liaonin
Beljing Q J
@
Hube @®Shandong
Sichuan Q@
Zhejiang
Y 9
Taiwan
Xinhui,
Sanjiang,
@ Tissue ony Yangjiang Personal care facility
Personal care only &Mal aysia e Expand local production for feminine and

_ incontinence products
Q Tissue & Personal care




' Viaindd=a
Vinda’s Business
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Strong Growth Trend (since Listing) vind=a

/ Revenue (HK$M) \ / Gross Profit (HK$M) ﬁ

3%

G NeAas 14879
13468
12,057 i
9 696 i
7 985 ;
798

6024° i

4765 :
2 424 2 776 3 602 ;4079
i< aninil .

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 1Q2019 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 I 1Q2019

- AN
ﬁ Operating Profit (HK$M) :ﬁ\ / EBITDA (HK$M)

4,187 |
0 :

. 1,074

AN

. \ -20/0 60/0
R. 2 .23
GP\G ' GR !
; ﬁ : CN :
«1008 gga 1 020 % 1803 1962
892 i 1683 m

822
775
712 1,223

523 959 9591 197
L 340 644 618 663 i
123 220 : 334 . 614

K 2007 2008 200920102011 20122013 2014 2015 2016 20172018 | 1Q20y Km 2008 2009 2010 2011 2012 2013 201420152016 20172018 ' 1020

* Excl. items affect comparability 211

X
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Business Categories Vind=a
Revenue Growth Revenue Growth
HK$2,767M +7.3% HK$12.1B +11.0%

1 ﬂ - Lm_ﬁ " r D JL 11 AN D e e e s e s e s o s mm s e s e s e s e s e e s s
Incontinence TENA 3= #RACCF




Leading Market Positions Vinda

Market share by region p£3 4
:w. Ii% ]
qitHtn, R Tissue
+ *9¢4 XX XX 3 .
4 No.1 China:
£ % JHH
gf-
IR HE.
f ; 7~ Inco
: 32%} No.2 Taiwan:

Inco : 3
No.1l Malaysia® 6:1) R Tissue

- \4?/1 No.1 Hong Kongz?
Baby

No.1 Malaysias {39~ 3 S @ re
\73% Inco  Tissue le'ﬁ Vit 4

Fempro No.l Singapore+ = " 7T T |
Y ‘

No.1 Malaysias ‘Incontinence TEMNA FRT mxAoes |

ote:

N
1.
2.
3.
4.
5.

Kantar, value share YTD Mar 2019 ;

Nielsen, value share MAT Nov 2018 : ﬁﬁlﬁ:
i | hare YTD Mar 201 i H .

Nielsen, volume share ar 2019 ‘ Baby £bero

Internal estimates, value share 2018
Kantar Worldpanel, value share YTD at 24 Feb 2019




Balanced Channel Mix vVinda

_——  E-commerce Contribution to

7 / N\
( Vinda’s revenue (%) 250 a o . A

Ranked N0O.13 onlinein China

;O
) < IDZ s 193
I K | /
0.1 0,7

K 2011 2012 2013 2014 2015 2016 2017 201Ey

Increasing proportion of ecommerce to E
total retail sales! in China

Traditional

1Q2019 (Distributor)

2020E Revenue
o 22.0% 23.4% Ecommerce:
1190 144% 17.4% B rMB9,600B
I
Modern .
2016-2020E (Hypermarket,
CAGR?: Supermarket)
2014 2015 2016 2017 2018 | 20%

Total retail sales WMEcommerce R

1 National Bureau of Statistics of China  2Ministry of Commerce of China  3Kantar, YTD Mar 2019




Strategic Framework

Ve N

y
N

Sales Growth
Gross Margin
Operating Profit
EBITDA

WC %

To become a
Leading Hygiene
Company in Asia

. 4

Build Brands v

Excel in Route to Market (B2B, B2C,
D2C)
Lower Cost

Develop People

Vinda

hownNPE

China Tissue

China Personal Care
Drive SEA and NA
Build B2B

Sustainability
Innovation
Professionalism and
Integrity



Our Growth Priorities vind=a

@ Drive Tissue business in China

¢ Drive Tissue sales in China with innovative-driven product, R&D & marketing campaigns

# Increase contribution from Tempo in high-end market

& Become the leader in Incontinence with TENA & Dr. P

# Build Femcare as future profit contributor

@ Drive Personal Care growth in Asia & Roll out Tissue business
¢ Strengthen Personal Care market positions where we have presence

¢ Roll out tissue to Asia by leverage the strong route to market

# Build Away-from-home Tissue business and TENA institutional sales




Core Principle - Sustainability %

Vindza

Mainland China

.
-

>0504 -3.1% -13.1% -4.1%

Avg. overall ener icq o
Water recycling g gy  SO2 Emission CO2 Emission

K At consump;ia(L);e[r)er ton of /
Taiwan —— Malaysia ——
g )

i
-14.3v -3.1%

Water Non-hazardous NO2 Emission Energy- Fuels

consumption waste K /

Vinda 2019 ESG Report 217

Target: 100% certified

>99%

Wood pulp
environmentally
certified




P Evoluti D
roduct Evolution R Vancdz

4+
¥

« Complementary

portfolio
1991 2009 it
, . * Pleasant Goat Series H::%
* Tissue made of 100% - Wet wipe VS
virgin wood pulp =

+ 4D Deco series
* 4D Baby soft
* Deluxe in Malaysia

012-13 2017-19

* Ultra strong series
* Wet wipe upgrade
+ Kitchen Towel

* Classic Blue




Vindza

Thank You

Stowrts with Vindo




Disclaimer Vinda

Information contained in our presentation is intended solely for your personal reference and is strictly confidential. Such
information is subject to change without notice, its accuracy is not guaranteed and it may not contain all material information
concerning the company and/or its business. We make no representation or warranty, express or implied, regarding, and
assumes no responsibility or liability for, the fairness, accuracy, correctness or completeness of, or any errors or omissions in,
any information or opinions contained herein.

In addition, the information contains projections and forward-looking statements that reflect the Company’s current views with
respect to future events and financial performance. These views are based on current assumptions which are subject to
various risks and which may change over time. No assurance can be given that future events will occur, that projections will
be achieved, or that the company’s assumptions are correct. Actual results may differ materially from those projected. It is
not the intention to provide, and you may not rely on this presentation as providing, a complete or comprehensive analysis of
the Company's financial or trading position or prospects.

This presentation does not constitute an offer or invitation to purchase or subscribe for any shares and no part of it shall form
the basis of or be relied upon in connection with any contract, commitment or investment decision in relation thereto.




Magnus Groth

President and CEO

€9
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Delivering Sustainable Shareholder Value

Our Strengths

Improving well-being
through leading hygiene
and health solutions

Leading positions in Strong brands and
an attractive and successful innovations
growing market for people and nature

Focus on efficiency
Improvements and
cost savings

Sustainable business A high-performing
with profitable growth organization with a
and strong cash flow winning corporate culture

222 May 23, 2019 Investor Day 2019 ees eSSity
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Continuing the Value
Creation Journey

= Accelerate growth in Personal Care and
Professional Hygiene

= [ncrease profitability in Consumer Tissue
= Grow sales in prioritized emerging markets
= Improve underperforming market positions

= Win where we chose to play

May 23, 2019

Investor Day 2019



224

Forward-looking statements

Certain statements in this presentation includes forward-looking statements, including statements reflecting management’s current views relating to the growth of the market, future market conditions, future events, financial conditions, and expected
operational performance, including, in particular the following: - Our goals, strategies and operational expectations; - Industry trends, future characteristics and development of the markets in which we operate; - Our future liquidity, capital resources, capital
expenditures and cost savings; - The expected demand for new products and services as well as plans to launch new products and services including R&D expenditures; - The ability to deliver on future plans and to realize potential for future growth; - The
expected performance of strategic cooperation activities and joint ventures; - The time until acquired entities and businesses will be integrated and accretive to income; and - Technology and industry trends including the regulatory and standardization
environment in which we operate, competition and customer structure.

" o« BT » » o« ” o« "« " o« "o« " " BN "o« " o« »

The words “believe,” “expect,” “foresee,” “anticipate,” “assume,” “intend,” “likely,” “projects,” “may,” “could,” “plan,” “estimate,” “forecast,” “will,” “should,” “would,” “predict,” “aim,” “ambition,” “seek,” “potential,” “target,” “might,” “continue,” or, in each case,
their negative or variations, and similar words or expressions are used to identify forward-looking statements. Any statement that refers to expectations, projections or other characterizations of future events or circumstances, including any underlying
assumptions, are forward-looking statements.

"o« » . BN ” " o« "« " o« "

We caution investors that these statements are subject to risks and uncertainties many of which are difficult to predict and generally beyond our control that could cause actual results to differ materially from those expressed in, or implied or projected by,
the forward-looking information and statements.

Risks and uncertainties to which our forward-looking statements are subject include, without limitation: (1) the ability to successfully manage global financial risks, including foreign currency fluctuations, currency exchange or pricing controls and localized
volatility; (2) the ability to successfully manage local, regional or global economic volatility, including reduced market growth rates, and to generate sufficient income and cash flow to allow the Company to affect the expected share repurchases and
dividend payments; (3) the ability to manage disruptions in credit markets or changes to our credit rating; (4) the ability to maintain key manufacturing and supply arrangements (including execution of supply chain optimizations, and sole supplier and sole
manufacturing plant arrangements) and to manage disruption of business due to factors outside of our control, such as natural disasters and acts of war or terrorism; (5) the ability to successfully manage cost fluctuations and pressures, including prices of
commodity and raw materials, and costs of labor, transportation, energy, pension and healthcare; (6) the ability to stay on the leading edge of innovation, obtain necessary intellectual property protections and successfully respond to changing consumer
habits and technological advances attained by, and patents granted to, competitors; (7) the ability to compete with our local and global competitors in new and existing sales channels, including by successfully responding to competitive factors such as
prices, promotional incentives and trade terms for products; (8) the ability to manage and maintain key customer relationships; (9) the ability to protect our reputation and brand equity by successfully managing real or perceived issues, including concerns
about safety, quality, ingredients, efficacy or similar matters that may arise; (10) the ability to successfully manage the financial, legal, reputational and operational risk associated with third party relationships, such as our suppliers, distributors, contractors
and external business partners; (11) the ability to rely on and maintain key company and third party information technology systems, networks and services, and maintain the security and functionality of such systems, networks and services and the data
contained therein; (12) the ability to successfully manage uncertainties related to changing political conditions (including the United Kingdom’s decision to leave the European Union) and potential implications such as exchange rate fluctuations and market
contraction; (13) the ability to successfully manage regulatory and legal requirements and matters (including, without limitation, those laws and regulations involving product liability, intellectual property, antitrust, privacy, tax, environmental, and accounting
and financial reporting) and to resolve pending matters within current estimates; (14) the ability to manage changes in applicable tax laws and regulations including maintaining our intended tax treatment of divestiture transactions; (15) the ability to
successfully manage our ongoing acquisition, divestiture and joint venture activities, in each case to achieve the Company’s overall business strategy and financial objectives, without impacting the delivery of base business objectives; and (16) the ability
to successfully achieve productivity improvements and cost savings and manage ongoing organizational changes, while successfully identifying, developing and retaining key employees, including in key growth markets where the availability of skilled or
experienced employees may be limited. For additional information concerning factors that could cause actual results and events to differ materially from those projected herein, please refer to our most recent Annual and Sustainability Report for a better
understanding of these risks and uncertainties.

Important factors that could affect whether and to what extent any of our forward-looking statements materialize include, but are not limited to, the factors described above and in the section Risk factors in the most recent Annual and Sustainability Report
and in our quarterly reports. These forward-looking statements also represent our estimates and assumptions only as of the date that they were made and are not to be seen as projections or earnings guidance. We expressly disclaim a duty to provide
updates to these forward-looking statements, and the estimates and assumptions associated with them, after the date of this presentation, to reflect events or changes in circumstances or changes in expectations or the occurrence of anticipated events,
whether as a result of new information, future events or otherwise.

This presentation does not constitute an offer to sell, or the solicitation of an offer to buy, any of our securities. It does not constitute a prospectus or prospectus equivalent document and investors should not make any investment decision in relation to any
shares referred to in this presentation. No offer of securities shall be made except by means of a prospectus meeting the requirements of the Securities Act and applicable European rules and regulations.
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