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Discovery
Capture a 360° view of what DE&I means for

N ! Bepanthen in its own category context, via 4Cs
. = 3 analysis including BRGs and brand stakeholders,
ro CESS " k. as well as consumers (26 sample research globally),

competitors and market dynamics review

In A Pa—ge Assessment

Based on Discovery results, prioritize the right strategic
territories for Bepanthen to credibly own, via collabora-
tive workshop to review opportunity spaces, metrics and
potential challenges

Ob. Ct. Integration

.le Iives O 3 Design brand-led DE&I principles for Bepanthen

e e e and embed it across brand tools, delivered as a toolkit
BCH is aiming to Create a for brand teams in markets, along with a change / action
framework for embedding DE& plan for implementation

into portfolio brands, aligned with
hives and seamless integrated into

platforms and overall marketing mix Scale

- . Codify Bepanthen'’s approach and extract its learnings
Bepanthen was the first pilot, 04 to support reapplication via new BCH program to be

serving as blueprint for remaining deployed across other brands
brands to follow the approach

Bepanthen 4
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Executive

2”2 Category &
summary 1)) Competiors
L: DERMA
@ DRY SKINe Bepanthen
:E =
In a nutshell, by Body Balm  ©
looking into our - R b=
category, competitors, O riinman g
our own brand efforts, e
and consumer needs, Q) 8
we have learnt that M| B
there is still need for a %
real skin health leader! = N
el @¢ Consumers
Ointment ¢

Clinically proven

Pediatrician and
Dermatalogist Tested

100g

At their best, skin brands are selective about diversity and
inclusion and inconsistent in their approach (rather ad-hoc
initiatives only).

Efforts from competitors are often grounded on diverse skin
tones (as the easiest, most intuitive territory in our category).
Aside from Dove (Real Beauty), which is not even part of the
medicated group, little to no brands portray real skin, nor
diversity of body shapes and age, for example.

At its worst, the category is stereotyping and excluding.

Bepanthen isn’t different from competition, still
struggling to grasp DE&l basics globally, aside from
punctual initiatives often driven in certain markets that
demonstrate higher maturity level in this arena (ie. Brazil).

Audit findings from 2020 (Creative Equals) are confirmed

by current assessment from Interbrand, showing branded
content in Social and Website lack diversity (skin tones,
age groups, family structure, ability etc) and often
stereotype (gender roles ie. mother as sole baby caretaker).

Overall accessibility (product and pack experience,
content across touchpoints, etc) is also limited.

Different parts of consumers’ identities (age, ethnicity, ability,
culture, etc) affect their skin health needs and habits.

In an era of self-care, consumer control, and radical authen-
ticity, we increasingly see consumers seeking to embrace
their realities online. Many - particularly those who don't
see themselves and their skin needs represented by brands -
are trusting alternative sources (especially social media)
over solutions based in evidence and grounded on science.

Bepanthen ¢



Here are the 5 insights we have
gathered from our skin health world

Representing Solving info Skin inclusivity

real human overload, confusion goes far beyond
diversity is a and mistrust communications

hygiene factor is a key need

Showing skin Skin health needs
O 1 challenges O 3 are inextricably O
authentically linked to physical

is an opportunity and mental

Navigation Click to navigate across insights

and learn what consumers want
vs. what skin brands deliver

Bepanthen 7



First Learning
Representing real human diversity is a hygiene factor

r

4

Consumers expect to see themselves represented in branded content
and their realities thought of in brands’ offerings, but in an authentic
way without being tokenistic or feeling explored for commercial purposes

What consumers Overall, they do perceive some progress in the Skin Health industry, but
are asking for flag there is still a long way to go for most brands
"As a man, and a father, | want to take care of my “I'd like to see more people like me because it is great
skin and of my kids as much as anyone else, but to have diversity reflected. But | don’t want to be
brands are still very focused on women.” exploited to make a sale.”

“They create diversity for models. So, the marketing does help
sometimes, but there isn't much stuff out there for men. | think there is
only a few brands out there, maybe 20%? Yeah, its minimal.”

Bepanthen' 8



First Learning
Representing Is A Hygiene Factor

Our Commitment to
Competitors are broadening representation in h Eq
imagery across content, although many still in a tokenistic, advancing
inauthentic way. Targeting of some isolated underserved ' '
needs / benefits can be seen, most often related to skin
colors. Exceptions can be seen in smaller, newer brands (ie.
| Am Proud, E45) tackling more intersectional audience needs

P Some players are also stepping up on social impact
. .. initiatives and progressing policies (ie. LRP Caring For Skin
What Competitors Are Delivering During Cancer), but causes vary, and in some instances lack

connection to actions in the remaining of the marketing mix
CEVELOPED WIYND“N’DIQE m [wﬂ

WHAT YOu NEED TO KNOW
Devetoped wth Cerave is the 51 e
rescmnendsd sincare brandl, whather you need produsts for your
semsitive, olly, acne-prone, combination or normal skin, need o
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01 First Learning

Representing Real Human Diversity Is A Hygiene Factor

@ Bepanthen's existing materials do not meet
consumers expectations, with most assets (i)
feeling staged, filtered and unauthentic, (ii) lacking
real diversity across intersectional areas (skin color,
body sizes, ability, age groups, etc), (iii) perpetuating
common societal stereotypes, especially on gender
and parental roles, as well as age and beauty
standards. Some progress can be seen punctually
across markets driving slightly broadened imagery
beyond generics, but still visually euphemized

- = Reinigt sonft
und beruhigt

trockene und
empfindliche
Haut

= Hydrate immédiatement
et jusqu'a 48h*

Ideal iber Nacht
iz als Intensivpflege
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Summary
Representing real human diversity is a hygiene factor

o

What consumers What competitors 72\ What Bepanthen
are asking for O| are delivering e / isdoing
They expect to see themselves represented in Brands are broadening representation Existing materials do not meet benchmark,
branded content and their realities considered across channels, although many still in a mostly (i) still feeling staged and
in brands’ offerings authentically, without tokenistic way, starting to target isolated unauthentic, (ii) lacking real diversity across
feeling exploited for commercial purposes. underserved needs at first (newer brands ie. intersectional areas (gender, skin color,
While they perceive progress from skin care ‘I Am Proud’ exceptions tackling intersectional body sizes, ability, age groups, etc), (iii)
brands, they flag there is still a long way to audience needs), and stepping up on social perpetuating societal stereotypes on gender
go impact initiatives and progressing policies and parental roles, as well as age and beauty

standards

Bepanthen' 11



Second Learning

Showing

What Consumers Are Asking For

Brands don't show or talk about conditions like keloid
scars, eczema, dermatitis, psoriasis. It is more like you
just see someone who's got a full face of makeup, long
blonde hair, going like “try this cream, it is great

Seems brands are afraid of showing skin that doesn't
look pretty. Same with tampon commercials with fake
blue blood... Here they show fake skin, like a desert

In ads, brands either show false results that happen super
quickly, and then you are disappointed when you try it, or they

Is An Opportunity

Consumers want to see real life
examples and feel their skin issues
are being shown truthfully, rather
than seeing models with flawless skin,
photoshoped redness, or “fake” skin
metaphors (ie. desert) which make them
feel misunderstood and their issues
underestimated, triggering frustration
and emotional disengagement with
branded content. Many are now turning
to online sources to connect directly with
other people in search of “real skin”
comparisons and shared experiences

They expect honest and truthful skin products results to be
shown, to manage expectations. \When questioned, 82% of Gen Z
consumers would trust a brand using images of real consumers’ skin

Also worth noting that, when real skin issues are seldomly
portrayed, it is mostly in white skin with little to no info available

on diverse skin tones, abilities, ages, etc. To make matters worse,
HCPs, who should be a trustworthy source, are unfortunately

also impacted by systemic bias (ie. less than 4% of pictures in
dermatology textbooks feature dark skin; GPs usually have less
than a month of dermatology education; nearly half skin conditions
are misdiagnosed the first time 1), aggravating consumers’ lack

of trust and feeling of helplessness in certain minority groups

Dermatology Has a Problem
With Skin Cofor

o

2020-9-27

feature people who already have perfect skin from the start.

I managed to get out of
They don't give an honest view of skin conditions and results J J

worrying with my skin when

I found a social circle online,
women who share their
experiences to free themselves

It would be more
trustworthy for me if | could
see how the product helps
someone with the same
skin problem as mine

Everything is for white skin. Not only | don't
see skin like mine and can't find advice online,
but | fear doctors also don't understand black
skin, what it needs, how to treat it. It makes be
doubt whatever advice or product they give

Bepanthen 12

It would be good to see a model who actually has
eczema and show how it changed through months



") Second Learning
Showing Skin Challenges Authentically Is An Opportunity

@ Brands don't portray skin issues and consumer experiences in an authentic
and empathetic way. Real life examples are rare, and most brands bet on
visuals of perfectly healthy, often photoshoped skin to represent and try
to educate consumers on conditions such as acne, dryness, eczema etc,
creating a feeling of fakeness and reinforcing unattainable goals and beauty
stereotypes. Exceptions exist (ie.CeraVe on the right) but are inconsistent.

@ Seldomly, when real skin issues are shown, it is biased in white skin.
Some punctual branded initiatives have recently started gaining traction
(ie. Vaseline's “"See My Skin" visual library for conditions on black skin), in
addition to public associations dedicating space to try and cover the gap
for minority groups (ie. American Academy of Dermatology), but still
at slower pace than consumer demands.

SKIN DISEASES AND CONDITIONS
IN DARKER SKIN TONES

i |

=3

SKINCARE TIPS & ADVICE AGING SIGNS — _ 4 ucerin SKINCARE TIPS & ADVICE Acanthosis nigricans. Acne keloidalis nuchae
) . . . = 1 [T T T e

Skincare Routine Tips for - J 9 CeraVe Skincare o ot R S G AAD: E"L

8 i : SRy By i ' Divnarciagy

FRE mary Every Season Atopic Dermatitis causes stress and can impac [ngredients for Dry Skin e mashas s corcon s ke

A

_ Aveeno

Eucerin
e—
LIFE CHANGING . . | e
SKINCARE Atopic skin
PRESCRIBED BY
DERMATOLOGCISTS ™~ ’ Manage the active and inactive phases of skin disease to reduce

discomfort wherever a flare-up may appear

N

hued

) x."\\'\\\\'

Vaseline See My Skin

| feel so seen with Vaseline x HUED's
‘See My Skin' platform. It's an image
search engine that shows different
skin conditions on Black/Brown skin.
You can even book an appointment
with a culturally competent
dermatologist who gets the needs of

Bepanthen 13



02 Second Learning

Showing Skin Challenges Authentically Is An Opportunity

@ On the same level as competitors, Bepanthen typically also portrays
rather flawless and healthy skin to showcase products and educate on
dry skin and eczema, two of its key franchises. Photoshoped redness is
also often found. Some of its biggest and most recent campaigns, such
as Oasis Desert, exactly match consumers’ criticism of brands wiggling
out of showing real skin issues and leveraging metaphors instead

@ Some real skin visuals can be found punctually When real skin
on website and social of some countries (ie. some issues are shown,
eczema visuals on the bottom right), sign aling it is also in white
great first steps in the right direction, but still skin (incl. medical
mixed with other staged and stock imagery of visuals), matching
"fake” skin issues thus lacking consistency industry bias

erkennen vorbeugen i 1ok Ghieadcas I Cur s

zones a traiter.
Bepanthen

Différents types
d'eczéma

The Bep&nthen
Derma Range

L'zczérma est un nom collactif
pour diverses affections gui

Juckende Haut

Trockene Haut Trockener Haut - 8 e

(7379 4]/37y Bepanthen Sensi

Fara picl atopica
Hasta
U}

R

Alivia la
comezomnen

Bepanthen 14



Summary

Showing skin challenges authentically is an opportunity

What consumers
are asking for

They want to see real-life examples of skin
issues, rather than models with flawless skin,
photoshop of redness, or metaphors (ie. desert).
They also look for honest and truthful reviews
from products, especially to avoid high cost

of “trial and error”. That is especially pressing

for minority groups (ie. back skin) whose skin

is even more rarely and poorly represented.
Frustrated with brands, consumers turn to online
sources to connect with others for “real skin
comparison, reviews and shared experiences”

What competitors
%) are delivering

No representation of real skin issues

and consumers’ journeys in an authentic,
empathetic way. Most brands use visuals of
perfectly healthy, radiant, often photoshoped
skin to represent and try to educate consumers
on conditions such as acne, dryness, eczema,
and others, generating a feeling of fakeness, and
reinforcing unattainable goals.

When real skin issues are shown, it is mostly in
white skin, which perpetuates bias

What Bepanthen
e / lisdoing

Also portrays flawless skin to show its
products and educate on dry skin and
eczema. Photoshopped redness / issues can
be seen. Some of its largest recent campaigns,
ie. Oasis Desert, match consumers’ criticism of
brands wiggling out of showing real skin issues
and leveraging metaphors. Some real skin
visuals can be found punctually online, but still
mixed with staged and stock imagery, lacking
consistency

Bepanthen 15



Third Learning

Solving Is A Key Need

4 skincare trends |'d

never do
I've heard The category is marked by a huge overload of information, often
. ‘v 3 a lot lately ) conflicting, leaving people to feel overwhelmed, confused, and ultimately
skeptical as they struggle to find reliable, science-based guidance on skin
| e do : Y treatments and care regimens provided in a simple and easy to digest way
TR G e - .
‘w Not only is finding and digesting Consumers claim to
\ information difficult, so is adhering to long be more than willing
. and complex regimens and routines, which to try a new brand who WHAT YOU
l , 1y consumers claim to have less and less time owns a clear and unafraid REALLY NEED! §
. available for in their busy days, and which guiding voice to help ‘
What Consumers Are Askmg For are seen as especially challenging for some them simplify their routines ASKIOCTORANNE > G
communities (ie. neurodiverse consumers). and cut through BS
‘ dmox » Simplify your confusing
’ T tycire " skincare routine!
There is so much conflicting and complicated v sﬁgﬁzﬂﬁs::;fr"gs '
advice, | dont know who to trust or what to do. | b : JES ! You Don't Need a -
The best thing brands could do is offer accurate ' p- ‘ = St-ep:k”:a'ﬁf"_”"‘"e
and just important information, nothing else Ji Skincore myths ta stop |52 3 L )

4 believing
LS

T g—

Do | really need a cabinet full of products for '.,
morning, afternoon, night, winter, summer? | V2 (& i F
don't think so... That is a push from brands MY SK*INCARE R@UTINE

. 8 ']  SKINCARE LIES
§ THAT WE NEED
We still have a long way to go in the f «t /r/' 8l 10 STOP BELIEVING

skincare space with people shaming others W) : B\ . X »
for lack of routines consistency. It's not as h, . 23 " s
, & N~ T VT L

easy as just doing it for millions of disabled T , ' . =
or mentally ill people, myself included ‘miemp’ R W\ =
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Third Learning

Solving Is A Key Need

Competitors are making use of digital tools (ie. Al

scanners and quizzes) and content (ie. blogs, social)

to recommend skin regimens and educate consumers.

But these efforts often get lost amid extensive product lines
with complex design and namings that make navigation tricky

Coming on the opposite direction of large players, we see
the uprise of new, smaller brands targeting simpliﬂcation
not only of regimens but also education (ie. “True Two All"
on the left). It is no coincidence these simple, authorative
brands that can convey a trustworthy feeling and manage
to support effortless routines are the ones capturing
consumers’ interest and, ultimately, conversion.

WY TRUE TWO ALLT

i E e THE ORDINARY SKIN
S —— 1 - CARE - DRY SKIN Healthy skin
: doesn’t have to be
5

o s so complicated
\:j E Ta]«:in".gr care of your

~ skin is easier

GET SMARTER

ADIUT CARIME PR

SKINCARE FINDER QUIZ YOUR SKIN

Skin Concerns 101 Read More

ARDCIIC POSAF
TR T

== than ever

CLEANSING THE HVDRATOR CONTAINS 13 IHCREDIERTS THAT MORK
TOGETHER 190 REFLEYLSH MILSTURS LEVELS,
FAROMOTERSHYIRATION AND WATER RETENTION.

Simplifym

ACIS + 85
Ignite Your Passions. ™" — o pr— - - o . ;
Increase Your Baby Eczema i = - P P The DUO \\ T £ -
Knowledge. Feed Your (079 | | E - P G THE AT to In o
— - - A PUKP OF THE HYDRATOR. s

Soul. L = . 'y TOURE G000 TO &0, ;m " i

Berth Tign For - - - S & D — FEACE TN THE BATHIOMN.

¥ocl it ey & o= o= e == = SIHPLIFY YOUR ROUTINE O A

Irriteted Skin = o o - ———— S MINERAL UV

Bepanthen 17



Third Learning

Solving

—
\V/
How does
Bé work?

Eé is available via both
website and Whatsapp
Based on 9 questions,
Al detines which product
ragimen is ideal for tha
consumar and educates
on how to creals a daily
skin health routine

As Bepanthen expands from

its core (Nappy Rash and Minor
Wounds) into other territories (Dry
Skin, Baby Skin, Eczema, and new
future WTP segments), the brand
also struggles with balancing
information overload and
supporting consumers in finding
reliable, science-based guidance
on the right skin solutions for them

S 7 s oL
Old, eu sou a Ba-
. svouteajudar

Is A Key Need

Some positive initiates have already started being
piloted, for example, the new virtual assistant “BE" in
Brazil, which leveraged Al to provide customized regimen
and routines recommendations in the Dry Skin portfolio

However, more needs to be done, as educational
efforts globally are still strongly limited, portfolio
naming and design are not aiding navigation, etc

odermal

sl i gl ol oniw

Bepan
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Summary
Solving info overload, confusion and lack of trust is a key need

4 skincare trends I'd x
never do Skincare myths

- I've heard
_ alot lately

T ———
| Skincare Myths }
. Debunked! s

What consumers What competitors What Bepanthen
are asking for %) are delivering e / isdoing

They struggle to find reliable, science-based, Many brands use digital tools (ie. Al scan) As Bepanthen expands from its Nappy and
simple guidance on the right skin treatments and online educational content (ie. blogs) Wounds core into Dry Skin, Eczema, Baby

and care in a category is marked by a huge to steer consumers. But efforts often get Skin and new future WTP, it struggles with
overload of info, ofgten conflicting, leaving lost amid long product lines with complex info overload and supporting consumers
people to feel overwhelmed, confused, choices of naming and design making in finding reliable, digestible guidance.

and ultimately skeptical. Not only is finding navigation even harder. Newer, smaller Positive initiates can be seen (ie. virtual assistant
and digesting info difficult, so is adhering brands are gaining space by targeting in BR provides customized regimen recco),

to long and complex regimens and simplification (not only of product regimens but more needs to be done, as educational
routines not designed for inclusion of all but information and educational content) efforts globally are limited, portfolio naming

and design don't aid navigation, etc

Bepanthen' 19



Fourth Learning
Skin Health Needs Are Inextricably

What no one talks about is this is
a family struggle. You hear about
the person who has eczema, but
not their carers or their parents,
what they go through

Getting a bit down Replying to Masking is so hard. | am

about my skin & stres... @ilovegrilledchz... absolutely dying insid... -
| used to pick at my skin a lot due | know healthy lifestyle equals healthy I'm want to control my anxiety
to the anxiety, because it was painful, mind and healthy skin. But when my because it messes up my skin.
and it was just a kind of nervous eczema flares up, | feel horrible, which But it's a vicious cycle... when
tic that | developed and that just makes me crave things that aren't good my skin looks bad, my self-
made the whole thing worse for me physically or emotionally esteem sinks, and so on

Many consumers who suffer from chronic inflammatory issues, like eczema,
or skin-related conditions like diabetes, highlight their struggles with the
vicious cycle of stress, anxiety, and lifestyle habits such as unhealthy eating
and lack of exercise as key triggers. Even for punctual skin concerns, such

as nappy rash, emotional forces are still at play as parents and caretakers
struggle with the fear of getting it wrong, and with guilt over their family’s

pain and discomfort. Scars, as another example, also take a tool on confidence
with social anxiety and shame, from a visual appearance point of view

One way or another, Many consumers report to feel misunderstood
when skin becomes an and/or judged by social commentary and
issue, it affects people’s online content, and often alone in their own
strength and resilience battle with physical skin and mental health

o '

itisinotia goo(’]‘ day,
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Fourth Learning
Skin Health Needs Are Inextricably

~ STARTS TO REPAIR
SKIN BARRIER
TO RELIEVE

ECZEMA
SYMPTOMS
AFTER 1 USE

What Competitors Are Delivering

Exercise and eczema

Exa
emations. Whether you prefar v

5¢ 15 one of the most

Ve ways to combat stress, anxiety, deprassion and other negative

King, running, sw

imming, boxing or playing tennis, exercise is

believed t

trigger certain neurotransmitters and hormones that can dramatically improve your
and Human Se

150 minutes of moderate-intensity physical activity e

moad. The Department of He

ds that adults get a minimum of
h week, in addition to muscle-strengthening
activities. Ho

2ver, if sweat is a trigger for your eczema, remember to take a cool or lukewarm

showar soon aftar your workoul and change clothes.

Learn more about what you need to know when exercising with eczema.

National
Eczema
Association
wce connecting diet to eczema flares, or diet to stress, it's
CXEr

Diet and eczema

Although there is little scientifi

common for pe

ons o food
found success eatinga”

allergic rea

or fish, On the other hand,

2 people ha
anti-inflammatory foods, such as

terranaan diet
sh and other sources of omega-3 fatty ac

ds, or probio

foods such as kefir or yogurl. Others have said consuming sugar, caffeing, alcohel, processad foods

The category is divided into brands who fully ignore lifestyle mgmt for holistic skin health, purely
focusing on topical treatments, and those who try to educate consumers beyond products, but do
so typically with long texts from scientific and academic papers, or blog posts with generic “tips and
tricks” (ie. manage eczema via healthy diet”). Warm, understanding, humanized support for sufferers
of conditions such as eczema - and their families - is rare, if not inexistent among large leading
players in the category. Public associations (ie. National Eczema Association) offer online advice,

but in many instances still fail in providing a humanized touch, acknowledging that living with skin
issues is difficult (ie. shame, social stigma, fear of flare-ups, guilt over craving certain foods, etc)

While some positive initiatives can be seen from some brands (ie. Cetaphil
social channels on the right), they are still punctual and inconsistent in approach

7o
@) cctphius @ « Follow

Eczema can be a puzzle.
Managing it shouldn't be.

Download the

S
EczemaWise App \-&

\ OCTOBER IS ECZEMA
AWARENESS MONTH. §
pr7

e Eczema\/\ise

cragus

Living with Eczema: Common Triggers and Everyday
Tips for Relief

e
’3 cetaphiluz @ » Folow

b zame ot of hiile k2 e ars

Over 3.6 million people
2 nillion p
'in the USA have eczema
e 3
according to the National
\#: S S
Eczema Association

.) Lataghils I This Ok, Yo o

& pfizer
The Link Between Eczema and
Stress

Science  Products  Storles  Mewsroem  About Husbaluyn

Avoid These 6 Common Eczema
Triggers During the Holidays

dlssusE how b2 rineIzs vous aczea tires
e Vs i sasiding e crenin
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Fourth Learning
Skin Health Needs Are Inextricably Linked Physical & Mental

Can stress cause eczema?

Stross = brond taem thit sresmpamees o rumber of £ srasoos such o ansicly, o
~cni, ARRASSEN, Fven REAIT, TRS.TInG N F1tRE Ing of negaTRin I can manisess Tsalr

ool waniling iU s | oser inle
mzatzliy and amotionally, it can alsa

dicatesd et s
oarrier functl:m‘ arafore c-nocrb:mrcl sair c:m:ht

magatively affost yeus sk
AT AN Ermamna A5 well a3 e allargy

lick hers o anrm mare about cerema causss and ezema treatment.

The relationship of

g velpatha

eczema and stress Dy s

Top causes of stress in children include:
* Social pressares, 4. bullyog
+ Sludying fur wsarms®

= Farzmtal divercs ar bersavsmar: ?

AtiMRs oF Streas, 00 SN B TAkE fEbT Sar W Th ynur Skin and
sical i7rZante, Sorme SLens o van Lake

L L Al
imalude:

= Shue pegularky wd o etk and Tragrene Pew scsps

* I you profer brtns anly satha for a maximum of G
minutes

* T showeriedg o Laking @ Leth, wse wanm - pot bet -
wator

= weear Innse fifting coten lsthing

REFERENCES:

iresamern Babert 1 kraesiarzlly tragered discass ina dermaralagic practios * Sepchintric

Ann'\l =

2 alknres Ma g
warmer * denranl of |nun=-i;|.-:i-1o Viermatalogy 117

tinrg, amit, o1 al. ‘Wepchalogical stress aarhurks npide

hrmeastasis i nalicatiars far the pathegenosis of stress sssacizted skin disardars*

Archives nf drrmnte ogy 1671

4 Knekelbeirk & ot al “stepic cesemain oh ln e aaethes hasrefal sequal of divares & lergy
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2| o bty b i

Scars

We know that many scars are unwelcome, but whether or net that's
the case for you, you can learn mare here about haow they covelop
and how to treat them,

More information

Following on footsteps of competitors, Bepanthen is mostly

focused on functional product communication, while holistic lifestyle
management for skin health is only explored via occasional blog posts
delivered with scientific information support, in a very pragmatic way.

Even on important occasions (ie. World Atopic Eczema Awareness
Day), which could be leveraged in a more meaningful, product prevails.

The brand lacks a humanized approach and deeper level
education linking physical skin health and mental health, as
well as broader resources (ie. services, online communities and
support groups, consumer stories and testimonials, UGC, etc)

Bepanthen Scar
Treatment Gel

v Ml g oo At sy metas nbat el ae ard aduls

Hezarithen ‘:car Irzatrent has beer "='ne|0|:€d uzing scientific

nsfor cpsirmal sear troatrant. It

cormbined with the inbuilt massage rollen felos smooth, sotten and
flatzzn the scar -educing its overs | appesrance.

diary

RETEREN;

panthen’ sescoly

Bepanthen’ Sensidem o
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Summary

Skin health needs are inextricably linked physical & mental

What consumers
are asking for

Many who suffer with chronic skin issues like
eczema struggle with the vicious cycle of stress,
anxiety, poor diet and exercising as triggers.

Even in issues such as nappy rash, emotional forces
still play a role as parents / caretakers struggle

with the fear of getting it wrong. Clearly, when skin
becomes a problem, it affects people’s strength
and resilience. Consumers report to feel
misunderstood and judged by social commentary
and content, and often alone in their own battle
with physical skin and mental health

~ STARTS TO REPAIR
SKIN BARRIER
TO RELIEVE

ECZEMA
SYMPTOMS
AFTER 1 USE

_ N

What competitors
%) are delivering

Divided between brands who fully ignore
holistic lifestyle mgmt for skin health, purely
focusing on product content, and those who try
to educate but just leverage long texts and
academic papers, or simple blog posts with
generic “tips and tricks”. Warm, understanding,
and humanized support to skin sufferers and
families is rare, failing to understand that living
with skin issues is dh%cult (ie. social stigma, fear
of flare-ups, craving over certain foods, etc.)

What Bepanthen
e / lisdoing

Bepanthen is also mostly focused on
functional product comms, while holistic
lifestyle mgmt for skin health is explored via
occasional blog posts delivered with scientific
information support, in a pragmatic way.

The brand lacks a humanized approach and
deeper level education linking physical skin
health and mental health, along with broader
resources (ie. services, online communities,
consumer stories / testimonials, UGC, etc.)
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Fifth Learning

Skin Inclusivity Goes Far

A : o -
do night skincare routine
with your ‘#disabled '+
bestie

What Consumers Are Asking For

Brands omit disability from the
conversation, and | cannot find the
relevant information | need or the
products. Things are just not accessible

For most of my life | have had
problems with my legs in that | am in

a wheelchair. From many reasons that
hold me back from using skin products,
one is that it's difficult to reach my legs
and then actually rub the skin in it

While inclusivity is important
for all and should be tackled
by brands with intersectionality
in mind, certain groups not
only feel invisible in the
category, but also struggle
with physical and functional
barriers that prevent them
from getting the best care
possible for their skin, which

is the case of consumers

with disabilities - physical or
cognitive - as well as older
consumers with impairments

P

M Disability Friendly “;.
Skin Care

| Make it @ simple.

ind related content
Favorite skincare
products for my 73 year
" old skin

Elderly and disabled communities are often
left behind with unmet needs as they face
specific skin health challenges (ie. inaccessible
info online or on pack, pack structure, product
application, caring for amputated skin areas
with disinfection and moisturizing, preventing
pressure sores, and even the natural thinning
and drying skin process through ageing)

Not only these consumers shouldn't be

left behind, but commercially, the global
population of people living with disabilities
together with their families will represent

a market bigger than China by 2030

Bigger, bolder and Tuned to .=

clearerforyou.  yourneeds. Make & yours.
Innovmi;ms that Works \;\-n'l;h every
speak volumes. move you make.

Go through your day
in a more focused way.

Bepanthen 24



Fifth Learning

Skin Inclusivity Goes Far

What Competitors Are Delivering

Competitors are, once again, inconsistent in

their approach: while some positive initiatives can be
found among brands such as Bioderma and La Roche
Posay with efforts in accessible information on pack
via braille, these are not saw through consistently

in other channels (ie. online, in-store) and ultimately
still provide a bumpy, sub-optimal experience (ie.
consumer complaints about lack of accessible info on
primary pack, as soon as tube is taken out of the outer
carton it becomes impossible to identify what it is for).
Within the category, little to no ideal examples can

be found on web accessibility, assistive technology,
barrier-free packaging, accessible applicators, etc

Outside our core category, it is possible to

see some brands in the beauty industry making
more meaningful strides (ie. Herbal Essence’s
tactile symbols consistently applied to pack).
However, some examples have also been largely
criticized for serving more as PR stunts than
genuine progress attempts (ie. Degree deo
designed with and for people with disabilities,
highly promoted but ultimately not launched
in-market beyond its pilot). Most brands also
fail to think about universal design, and how

it can improve the experience for all, including
but not only disabilities and impairments

= ENGLISH ~

Accessibility Menu (CTRL+U)

Accessibility Adjustments

+ Reset Settings Gy Statement ¢ Hide Interface

QO Unclear content? Search in dictionary...

A

Screen Reader

Choose the right accessibility profile for you G

Smart Contrast

Seizure Safe Profile

Clear flashes & reduces color

ision Impaired Profile
Enhances website's visuals €--->
Text Spacing

ADHD Friendly Profil
oFF T riendly Profile =

Web Accessibility By «f accessiBe Leam More >

0 I'he only skincare products

you're ever going to need.

Contrast +

TT

Bigger Text

&

Hide Images

? ) k\Nﬂy

SENSORY ENITANCED

BOTTLES "
= 8 X
= ] 7

0
' ' JA

STRIPES ~ CIRCLES~ -.
SHAMPOO CONDINONER /’ ‘\\2‘
A &sék'tf&l's!
XA ’
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05 Fifth Learning

Skin Inclusivity Goes Far Beyond Communications

Accessibility
Score

@ Bepanthen faces similar challenges as its o
competitors, still holding a rather punctual, 42%
inconsistent approach to broader accessibility,
with some first positive strides in place (ie. part
of portfolio containing outer pack braille) but a lon
roadtopxogmmsaheadﬁe.webshesnotdeggned?or
access, often containing heavy text, limited navigation Websites with a
and no possibility of adjusting font, contrast, spacing, score of 70% or
etc resulting in overall poor scores across all countries
tested online; mixed portfolio with some formats
being more accessible ie. pump, others not ie. tubes).

lower are

ACCESSIBILITY CHECKER 2 . R
+ﬂ by Function %C by WCAG Criteria
oese < > @ httpswww.pepantol.com.br/ & a + > Blind
Bepantol v o v mn v WEmE wmae O G
" n > Deafblind 89 Fail
>  Mobility
! ‘Dantc
e ) - e 7
Zat - =mpme onin Low Vision 87 Fail
i“}% cUIDADO COMPLE L > -
20 E PROFUNDO PARA E
2355 A PELEYDO SEU BEB o &
= Cognitive - Fail
g COMPRE AGORA > 9
=}
§ > Attention Deficit

Bepanthen' 26



Summary

Skin inclusivity goes far beyond communications

‘\\" ’?)
<

2

do night skincare routine
with your ‘#disabled’+
bestie

What consumers
are asking for

Certain communities not only feel invisible
within the skin category, but also struggle
with physical and functional barriers that
prevent them from getting the best care possible
for their skin. Elderly and disabled communities
are often left behind with unmet needs as they
face specific skin health challenges such as
inaccessible info online or on pack, pack
structure, product application, caring for
amputated skin, preventing pressure sores,

or thinning and drying skin in ageing process

What competitors
are delivering

Competitors are inconsistent in their approach
- while some positive initiatives can be seen by
brands such as Bioderma and La Roche Posay
with efforts in accessible braille info on pack,
these are not saw through consistently in other
channels (ie. online, in-store) and ultimately still
provide a bumpy, sub-optimal experience (ie.
consumer complaints about lack of accessible
info on primary pack, as soon as tube is taken
out of the outer carton it becomes impossible
to identify what it is for)

e L .Fll 3
B
A
BAYER
B
R

Bepanthen also holds a punctual,

is doing

What Bepanthen

inconsistent accessibility approach,

with some first positive strides (ie. part of
portfolio containing outer pack braille)

but a long road to progress ahead (ie. poor
website accessibility scores, mixed portfolio
with some formats being more accessible ie.

pump, others not ie. tubes, etc)
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Based on iIlSightS, What are the Inclusive Experience Principles?

1 A powerful way to shape and steer our brand’s expression
we have eSEabllShed and experiel}ces, having be?n carefully crafted to offer a
1 clear image of how it should feel to experience any Bepanthen
Bepanthen S InCIHSIVE touchpoint, if we want to reach as many people as possible

Experience Principles

How do we use them?

The following pages break down what these principles mean for our
consumers, customers, and HCPs, defining the role of our brand and
how it should or should not make consumers feel. They must become
part of how our brand experience is being designed and assessed
across every touchpoint and interaction, informing the work of

our strategy, creative, and media agencies when developing
new assets and initiatives across our entire marketing mix

Why do we need them?

Our competitors see the inclusion imperative and growth opportunity
but are still inconsistent in their approach, driving isolated initiatives.

A real leader in inclusive skin health is holistic in approach and
consistent in execution - and this is a category role that remains
open for Bepanthen to take. These principles are our way of ensuring
we can deliver inclusivity holistically and consistently in every
interaction, today and tomorrow, so that, ultimately, we can:

Connect with more people  Strengthen even Empower skin health
than ever before by better further the trust in our as a reality everywhere
engaging audiences, Bepanthen brand with

including minority groups authenticity and added
value for consumers

Bepanthen' 29




Introducing

Bepanthen’s Inclusive Experience Principles

01

Represent
Authentically

We celebrate the diversity
of every society, adapting
representation to local
reality, to connect with as
many people as possible
with positive yet human
depictions of modern
living, families growing,
healthy ageing, and all
intersecting identities

and their skin

It should feel

genuine, positive, human

and never

stereotypical or staged

so that

every consumer feels seen

02

Inform
Honestly

With 70+ years of expertise
healing skin with science,
we take responsibility to
proactively engage with
consumers providing
straightforward, solid
evidence of skin reality,
so people can be reassured
in our recommendations
and their choices, saving
time and resources

It should feel

proactive, truthful, practical

and never

overly scientific or exaggerated

so that

consumers feel empowered

03

Support
Holistically

We know our products are
part of a bigger skin health
picture - one that also
involves emotional
resilience, life changes, new
choices, and sometimes

a whole family to manage
together. Our expertise

is in skin science, but we
provide care and empathy
beyond our products.

It should feel

caring, warm, empathetic

and never
judgmental or sales driven

so that

consumers feel resilient

04

Make It
Easy

We believe healing and
protecting skin should be
a ritual and not a chore.
We ensure it is clear
exactly how to get the
best from Bepanthen,

as simply as possible, for
anyone to keep on top of
treatment. So that every
skin sees the best results

It should feel

clear, simple, calm

and never
ambiguous or challenging

so that

consumers feel in control
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From 4 Inclusive Experience Principles To 16 Actions

01

02
@)
a—
o—
m]
03
©
04

Represent
Authentically

Inform
Honestly

Support
Holistically

Make
It Easy

OUR ACTIONS

01 Broaden our target
consumer definition

Update consumer
03 photography in comms assets

05 Update skin issues visuals
in comms assets

07 Guide with clear recommen-
dations and transparent info

09 Create consumer support
plan for priority triggers

11 Avoid trial-and-error waste
to lower resource burden

13 Humanize product guidance
and science comms

15 Audit visual ID with inclusive
visual design guidelines

Audit especially for
02 gendered branding

Create inclusive
04 language guidelines

06 Elevate consumer stories
and user generated content

08 Update HCP materials to
support care and diagnosis

10 Define new partnership
opportunities

Engage HCPs for holistic
12 skin health management

14 Carry accessible
Px and Med research

16 Carry diverse consumer re-

search focused disability & age

2

Our principles are being
brought to life via a set
of 16 actions
supporting the delivery
of our DE&I strategy

These actions require
cross-functional support
given they touch upon
different areas of our
marketing mix and beyond,
impacting overall portfolio
design and activation
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BROADEN OUR TARGET AUDIT ESPECIALLY FOR
ACTION #O ACTION #O

CONSUMER DEFINITION GENDERED BRANDING

From == = To From e = ToO
Narrow view with a Broad view of our Lack of representing New approaches to imagery
broad understanding consumer with a dee men and fathers in to avoid stereotyping
of needs understanding of needs communication and be inclusive of men as

alienates men and child caregivers in
Women and young Empower everyone presents the brand the family as well as skin
mothers wanting to to protect and heal as old-fashioned health product users
stay one step ahead their own and their

family’s skin

edeortabpmvsren bl ot oo barimdintaiolipadond Soneniy Protection for the
skin that needs it = V.’ ¥
the most p—

B _

_— Bepanthén

MASTER
BRAND INSIGHT

Bepanthen

Y E\
|
r\ e
%

=
702\
N )

0,2/ Target audience definition and taxonomy is being revised 5 Brief audit shows issues with photography, which are
Eg(_)é‘ in the ongoin? Comms Strategy process at masterbrand r.,sf deeply grounded on the social stereotypes. Inclusion
level and per franchise (E2E comms framework by MEXx) Y 3 of men and fathers is key as per modern societal expectations
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ACTION. # O 3 UPDATE CONSUMER PHOTOGRAPHY IN COMMS ASSETS

From == = TO From e
An inconsistent Coherent global
approach to photography and local approach

Showcasing stereotypes Contemporary, empathetic and
human depictions

Lack of broader diversity
Representing diversity and modern
context of Bepanthen consumers

Baby Skin

Imagery Bepanthen

not to use

: ”(;‘ Creative

Platform
Toolkit 2025

Qv

@AM Liked by kenzoere and others

@AM Liked by kenzoere and others

A Q B 6 =

Bepanthen

A Q ® © =

2o Ournew creative platform “Love Heals” and the new Brand World guidance of Bepanthen were already

: .@ developed following DE&I princiﬁ/lles, with clear guidance on photography to use or not to use, which is now

‘ being translated into upcoming IMCs. Digital assets for reapplication to be updated following. Ultimately,

our goal is for all touchpoints to be consistently updated (ie. See the illustrative example to the right) Bepanthen 33



O 4_ CREATE INCLUSIVE O 5 UPDATE SKIN ISSUES
ACTION # LANGUAGE GUIDELINES ACTION # VISUALS IN COMMS ASSETS

From == = To From e = ToO
Exclusively addressing Communicating with Fake and generic Real and helpful depictions of
traditional family parents and guardians ‘red skin’ depictions specific skin conditions
structures more broadly who . . . .

aren't just moms Exclusively white Diverse skin tones,

Making use of .
negative connotations
(ie.'anti’ ageing)

caucasian, young skin types and ages

Building positivity around
life and skin changes

Avoiding representin through age:
disability J GUIDANCE

. &

> : y
( J "
L

Confidence with
language around

disability:
A GUIDANCE
opebbout — Accessibiity/ - / HERE
Disability Inclusive' EanguagefGuidelines
obsession with anti-ageing:
Is this the beginning of the
end?
. Inclusive language guidelines to be consolidated Our new creative platform “Love Heals” was already developed
——| leveraging online resources, partnerships (ie. Unstereotyge o, 77 providing initial guidance on real skin issues portrayal and will be
P—_| Alliance, WFA), and internal resources (ie. Degreed SM&D DE& ‘ -{é}- translated into qgcomlng IMCs and dl%:tal assets for reapplication. A
p=— |eamin% Hub) and incorporate into IMCs Toolkits and upoming [' '] curated image library that includes both real skin and diverse skin
Digital Ecosystem (ie. assets for website content refresh) anatomy sketches is now available for global use
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https://ageing-better.org.uk/blogs/beauty-industrys-obsession-anti-ageing-beginning-end
https://ageing-better.org.uk/blogs/beauty-industrys-obsession-anti-ageing-beginning-end
https://www.ungeneva.org/en/about/accessibility/disability-inclusive-language
https://www.ungeneva.org/en/about/accessibility/disability-inclusive-language

ACTION # 06 ELEVATE CONSUMER STORIES AND USER GENERATED CONTENT

From e

Product-centric descriptions
with purely functional info

Reviews from paid partnerships

with content creators that feel unauthentic
and lack diversity (ie. young, white,
professional mom-fluencers)

Focus on generic parenting tips

== TO

Consumer-centric content and
descriptions that acknowledge
the skin health journey

Organic consumer reviews
and testimonials

Diverse stories from diverse
realities about managing a
range of skin health challenges

From s

Bepanthen

Bepanthen

X 7
\

Be organised

Sharing My Son’'s Eczema
Story Is Like Opening My Heart

Best pieces of advice for new mums

2%

8 2 ¢ New content to be Eiloted linked to Content Strategy
. @_ process (part of E2E comms framework) and Bepanthen
A~ | new Digital Ecosystem moving from pure functional product
I——) benefitinfo to incl. real skin imagery, consumer reviews and
testimonials
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RECCO-MENDATION AND
ACTION # 07 SIMPLIFIED- INFORMATION

From = == TO

Refreshed content strategy
leveraging different media
formats and striving for
simplified science education

Academic and papers
with overly scientific
language ‘and jargons

Extensive, text format only
?mdance focused on product

Supporting services
unctionality and benefits

ie. online regimen
recommenders

Overwhelming and confusing
portfolio navigation Refreshed architecture
aggravated by inconsistent and visual brand language
and undifferentiated design with simplified design

and naming hierarchy and naming

From = == TO

RO By
ACTION # 08 CARE AND DIAGNOSIS

From e == TO

Isolated learning modules Easy to access,

on-demand information

Primarily long-form
information diving

Targeted diagnosis and
deep into detail

treatment support incl.
visual references with
diverse lenses

Lack of diversity

(ie. skin color, age)

in medical illustration

and educational materials

From = == TO

Medical marketing materials to continue

being updated with medical marketing
g[]) partners,
and new digital ecosystem evaluated for

HCPs Bepanthen' 36


https://www.bepantol.com.br/quiz/

09 CREATE CONSUMER SUPPORT
ACTION # PLAN FOR PRIORITY. TRIGGERS

From e

== TO

Generic information
about stress, diets
and temperature

A strategic approach that brings
valuable support rooted in
holistic skin health challenges,
goals and expectations

(te. Acknowledging many
consumers are trouble
shooting when it

comes to their skin health)

Single narrative

on skin healing, lacking
broader skin health
narrative (externally)

From e == ToO

e @ e Aen S

Stress Management Techniques [ Y TS —

Here are some ways you can manage stress
10 Tips For Getting A Good
Night's Sleep When You're

1. Become aware of the signs of stress Bothered By Eczema

sions carried out 2 to 3 days a week for 60 to 90

minutes are successful in reducing stress and enhancing feelings
of well-being

3. Seek social support for your emotional needs

4

augh. A good sense of humor is a good coping mechanism { \
A \
N ¥

BN =
T

L

: ke
% 'A.\
Bl

o~ New content to be piloted linked to Content
[h Strategy process (part of E2E comms framework)
and Digital Ecosystem

DEFINE NEW PARTNERSHIP

ACTION # 1 OPPORTUNITIES

From e

== TO

Trying to own spaces Content, support materials
in the broader physical- and product & service
mental skin health link partnerships that offer
which feel more difficult practical approaches
for Bepanthen to reach to holistic skin health
MGMT, incl. mental
health and lifestyle

Influencer
partnerships only

From e == ToO

Bepanthen

Beanthen

Beanthen

Live your skin Feed your skin Calm your skin

CJ

Workstream to be initiated, including but not
&YP limited to Digital Ecosystem space, to develop
@b strategy & activation of new par‘tnersh\i/psl(_ie.

Itall

lllustrative above Headspace, Noom, ty, etc)
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AVOID TRIAL-AND-ERROR WASTE
ACTION # 1 TO LOWER RESOURCE BURDEN
From e == TO

Generic product

n Help consumers understand
guidance

if a product can work for their
skin - acknowledging the
financial burden of trial &
error and offering clearer
guidelines, trial sample
packs, and product bundles
for multiple needs

Standalone products
for individual needs
with limited availability
of samples and no
formal entry packages

From e == ToO

WEIY

FEWER ECZEMA SYMPTOM
FLARE-UPS OVER TIME

..........

Cirtment

- = | == 14 T
Bepantben: Plus Bepant hery PN = e E
) | =]
Wiound Healng SensiDaly Cream Se <
- '
= L (82

portfolio evaluation and guidelines

z Workstram to be initiated for current
Y Integration in NPDs to ensure mitigation

ACTION # 1

ENGAGE HCPS FOR HOLISTIC
SKIN HEALTH MANAGEMENT

== TO

From e

Information primarily
focused on
product alone

Ensuring HCP materials carry
broader understanding of
skin triggers and how

to support individuals

and families with holistic
skin health mgmt (ie. new
parents, work stress, diet)

== ToO

Elimination Diet Protocol

—— Workstram to be initiated reviewin .
E‘l' marketing materials, especially in franchises of
ll

medical

relevance tor the topic (Eczema & Baby Skin)
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HUMANIZE PRODUCT

ACTION # 1 GUIDANCE AND SCIENCE.COMMS
From = == TO
Generic The science

skin science of Bepanthen

Complex copy-heavy Simplified information,

information broken down with
visual support
From e == ToO

Epidermis: structure Dormatic:

llllll

Bepanthen (st iy Sty v Moot © :

Patient

/5y Workstream has been initiated as__
=g partof the VBL project for simplified,
==0| yet ownable science visualization

ENSURE VBL FOLLOWS
INCLUSIVE DESIGN GUIDELINES

ACTION # 1

From e == TO

Design without
consideration of
consumers with
visual or cognitive
impairment and
neurodiversity

Visual design that

engages as many pqule

as possible - and accessible
design best practice to ensure
no-one gets left behind

INTRODUCING BAYER “S INCLUSIVE
VISUAL DESIGN GUIDELINES

Inclusive )
Visual Design

has been created for BCH led by R&D Pack & Design,

7~ New Inclusive Visual Design Guidelines
@ and followed by Bepanthen’s VBL project
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ACTION. # 1 5

CARRY ACCESSIBLE
PX AND MED RESEARCH

From e

Products that “do what
they say on the tin”
but are not necessarily
designed for all

== TO

Remarkable product
experiences that are
easy and comfortable for
everyone to use and get
the best results from

INTRODUCING BAYER ~S INCLUSIVE
PRODUCT EXPERIENCE TOOLKIT*

% Inclusive Design

Target Population
Characterization
Wha we ik to 1

Ik s.m.-“' L

4+ Designing for useability

BCH Definition
Ensuring use by the widest po: le audience without alienation or stigma

Leveraﬂe new Inclusive Px Toolkit being created

r.% for BC

led by R&D Pack & Design, and link

with 3D shape language work to be kicked-off

R Y EO S e
ACTION # 1 6 ON DISABILITY & AGE

From s = ToO
Considerin% Considering varied capability
demographic limitations and relevant skin

diversity in
recruitment .
screening exclusively

health needs (ie. disability
should touch 15-20% of recruits
into any research for accurate
societal representation)

Tools and partners

The ‘Tluman Capabilities Wheel’ helps us to
break down what capabilities are required to
interact with an experience — and therefore
what barriers we need to avoid and represent
throughout design and delivery.

Partners

e Research Institute for Disabled Consumers (UK)
e OpenlInclusion (UK/Global)

e Instapanel (Global)

e The Shepherd Centre (USA)

e Local NGOs

Workstream to be initiated as part of broader
2| SM&D DE&I strategy with guidance
on inclusion by design from early Insights onwards
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