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DuluxGroup is a leading marketer and
manufacturer of premium branded products
that enhance, protect and maintain the places
and spaces in which we live and work.

Brand strategy for profitable growth

Patrick Houlihan
Chairman and CEO
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DuluxGroup Pacific context
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Strong performance as an ASX listed company — Top 10% TSR

Consistent delivery of returns for shareholders
Rolling 12 months NPAT (before non-recurring items) and dividend per share TSR since demerger and prior to Nippon Paint takeover premium?
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Dulux — consistent long-term growth above market

DULUX PAINTS & COATINGS 15 YEAR PERFORMANCE

Since joining Nippon Paint

1,000 - FY23 Revenue: $1.3b

- FY18 — FY23 Sales CAGR: 7%

Revenue (LHS)
CAGR =4.5%

- FY23 Market Share: 50%
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Consistent investment in long term fundamentals

CONSUMER TECHNOLOGY AND RETAIL CATEGORY TRADE DISTRIBUTION SUPPLY CHAIN

LED BRAND INNOVATION MANAGEMENT EXCELLENCE

e Leading brands e Long established local e Strong sales and service e Strong trade * Competitive

® Step changing the prud bcl‘t vation capability distribution network as‘;ﬁ“‘aﬁzigoﬁmce‘
Consumer Experience o e Customer service e Omni-channel trade quy

* Formulation excellence culture fulfilment model

® Disrupting consumer
journey to win share ® No1in Bunnings
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Dulux brand strength
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Consumers love their homes — paint protects and beautifies

Dulux Deco Paint Revenue by End Market

Commercial

New Housing Renovation & Repair

= Dulux biased to the higher margin renovation segment

= Australia has over 10 million existing homes — mostly
detached housing. 70% are over 20 years old

= Homeowners paint in a material way every 5-7 years.

» Bias to premium branded paint — do it once, do it right

Worth doing, worth Dulux.
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Dulux is consistently Australia’s most trusted paint brand

Dulux is Australia’s fifth most trusted
brand of any brand across any

Dulux has been consistently voted Australia’s most trusted paint brand. product category

5@- TRUSTED BRANDS
& AUSTRALIA 2024

Worth doing, worth Dulux.

Source: Reader's Digest Most Trusted Brands Survey 2024
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Dulux has twice the brand strength of competitors

Dulux has the highest spontaneous brand awareness of any paint brand in Australia

SPONTANEOUS AWARENESS
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Worth doing, worth Dulux.
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Distribution via retail partners + own trade painter network

Dulux

Trade Centre (¥
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Dulux brands — Do-lt-Yourself consumer offer (by price point)

- As economies grow (GDP/capita) both the
volume of paint consumed per capita and the
bias to more premium paint increases.

» Australia is a mature market where this
premium shape has evolved.

British ® Paints
Sema ¢ » DGL plays across all price points (using
— different brands) to offer consumers a
. . o choice, with the Dulux brand always priced at
w the premium end.

i ' $56.90
- DGL is disproportionately strong at the

premium end — in both volume and even
more so in value.

$28.50

Examples of retail price points for 4L low sheen white paint (AUD$) e noul
‘Worth doing, worth Dulux.
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Dulux brands — Do-It-For-Me Trade Painter offer (by price point)

» The strength of our Trade business is built off
the trust consumers feel in our brands.

= Our Trade Professional customers feel
confident quoting on any job with Dulux

significant application benefits for Trade
Painters, such as "spray ready" formulas.

m * The Dulux Professional brand delivers
Professional

BERGER
IVLE_L;‘.'—

* DGL plays across all price points to offer Trade
Painters a choice and is disproportionately
strong at the premium end.

HADRIAN

CONTRACTOR

Worth doing, worth Dulux.
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Dulux brand strength

L]
DuluxGroup %

38th Dulux
Colour Awards
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Worth doing, worth Dulux.
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Dulux — growing the market through new categories

Combining consumer insight with world first technology to launch a high performing, DIY friendly “renovation” range to help
consumers refresh their homes at a lower cost than replacement

“Before and after” style  [lllEene =
in store merchandising
to help consumers shop
this new category

Worth doing, worth Dulux.
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Dulux — growing the market through ‘super premium’

Targeting the “Enthusiast”
with an aesthetic based
offer

Creating a “super premium” consumer
experience through show rooms, cnline

and big box

Launched a range of 32
curated colours in Bunnings

Worth doing, worth Dulux.
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Dulux - ‘Help & Advice’ whenever consumers need it

Expanding our in-home colour design service to “free”
Facebook live events

Dulux

Go to Dulux
Live Chat

for FREE
colour advice

6 days a week
Monday to Saturday
10am to 10pm AEST

[ ]
LA

Worth doing, worth Dulux.
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Building loyalty with professional painters

Making it easy for trade painters to get the paint they need, when & where they need it

Trade account benefits Dulux

w TO 3
TRADE DIRECT = il

@ ®

& 0
Technical Exclusive trade Dulux Rewards Save time with
advice you can prices and program Trade Direct
trust offers App

THE
SIN

DIRECT

(‘Locar )
1 [Locker)

Download the Trade Direct App  Download the Dulux Acratex® Download the Protective
Th gt app Coatil

The Dul

Download new —

Worth doing, worth Dulux.
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BART BEARNFIRI-TA I EFAERUIET S - 7TV =2  BEMBDOTVET
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Leveraging our brand with the best painters in market

Get the job done with Dulux
Accredited Painter

Why you should choose a Dulux Accredited
Painter

1. Feel confid skilled and experienced trade person. From
Dulux paint reliable and respectful service

3. Puts you in complete control. You decide which painters you contact and the project
information you share.

4. Al painters use premium quality Dulux products.

Worth doing, worth Dulux.
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Emotive brand connection through community engagement

Dulux Weathershield has partnered with Surf Life Saving Australia for over 10 years proving that “nothing survives like Weathershield”.

- PROUDLY PROTECTING AUSTRALIA'S ey

13 Ll e’ SRS .-..-i
COLEDALE S.LS.C. i

Worth doing, worth Dulux.
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WRDIECENBAA— NUIEEDFEAHERDET,

FINTE Y=T34T€-E>J 95T I 121271 O—EPEL TIFBICREREEN 2 RILLTWET . [LRRE
(CEI B2 TORFEE-—FITFEI DT -TI3(IE-E2I 95T TR =T34 /N-DELCRF>FT(TEL
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Long term investment in Australia’s #1 interior paint brand

Wash&8Wear RRP $98.90 Washé&Wear + - PLUS RRP $122.50

Leader in Washability Leader in Washability plus Additional Benefits

The best

For a Superior
Washable Finish
Our best formula

ever!

Worth doing, worth Dulux.
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just got better (REDEMISSICEDRIRE) 1ELWSFryFIL-XTRMALTVET,
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Extending marketing and brand capability into Europe

Cromology and JUB have a portfolio of premium brands

pGLAd Premium Brands

INTERNATIONAL

TOLLENS [/ A-2-TR_VN NI .

BALDINI i
vernici [ 3JUB jupol déco

ER5'% ARcOLJ Robbialac/ ZReveton

#1 in Italy, Slovenia & Croatia
#2 in France, Portugal & Serbia

#3 in Spain & Morocco .
DuluxGroup ' imaging
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Beyond Dulux decorative paint — adjacent categories

DuluxGroup l.',..-
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WD, INSOEFETIRER 2 HTOEFFRERZHRL THED. TOEFEFETT No.1 O 172&ELT
WEd,
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Cabot’s woodcare - ‘Bringing the beauty of timber to life’

Bringing the bet

e
Intergram 3
P

“harred Black i

STAIN

=A% 1993 £E(C Cabot’'s T35 ROy R 7EEZBIRLUEUZ, HIFOTIHII7(IHTET 10%FEETL
Jeht, BRTE(FBRRER Y — 4y N -4 — DRSS 3> #FERL THD. Cabot’s. Intergrain. Feast Watson ®E
E 3 I RBUGRNRDY R 7TREE 2 BEULTVET,
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Dulux Protective Coatings — ‘Protection you can count on’

+ Protection of new and existing buildings,
infrastructure, facilities, plant and equipment.

+ Dulux PC has built a portfolio of brands, and a depth
of products, tailored for the unique needs of asset
owners and professional applicators.

« Backed by a uniquely qualified technical sales team,
training centre, and ongoing technical support.

PROTECTIVE
COATINGS

Dulux {R:&J—71>4 Tl&. [Protection you can count on ({EfETZREREIRE) [LLWSTTORRD
S EMEIILTVE T,

LREFTE. S RZI—(CHD/\ == -TUyIHBARIUE LNG TOS 1 b 12757031V MIEDHBDBELD
HHHEHEEL TVET

DD EFERRK/ ) FRIEIIRS S 3> NS EDiEH ZIa% . IRTETERI O/ VULICRR I 2205 &t 218F
(CUBHS, FEBIRABARS S HEIIL TVET .
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Selleys Sealants, Adhesives & Fillers - ‘If It’s Selleys It Works’

IFIT’S SELLEYS
ITWORKS

“’4\'
i . bl

- b bnis | SELLEYS

Li*t(3 1988 £F. Selleys M SAF (ZFH#- 155 FelBHA) FEFREZBEINLEL. N EFREBREFHD
Iz 2003 FHIFOEFAEET 1 HraaFTll.

RTEG 2 HTOEER Rz FIFTED. No.1 OfF> 17288 TVEY ., BHFIPEERICEI3I05:

KT, [TF IT'S SELLEYS IT WORKS (SELLEYS R5AK) 1EWSFryFIL—ATRELTVE
a-o
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Yates Gardencare — ‘Live the Joy of the Garden’

. R N
_|e @ wYates.

—_

DuluxGroup f L (ko

Stt(E 2003 . Z8 - BEREDTFNS—FBHHU. A -T2 7EEZBIVEU. HRFEEC
100 FFUA L DFEEN®DD., Htt(d 25 FRIT 6 KBOA—F—LolcE00. BENBILI P TEENT
Z—IY—((i'SO/O_C‘lJEo

TS T 2 MTOEZEFZREE L IFRV—TyN—F—EoTVET, SABROMA-STHNS8ED, F

FOFMEENB D TEDEDICEL. EEEMATIE>TESS(CEL. (live the joy of the garden (E%
FANTIEULHZHEDD) |REZRELTOET,
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B&D Garage Doors & Openers — ‘Safe as can< bgd ’

safe as can  bed h smart as can <bad f quiet as can <bed

2013 F(C(F. B&D 32 ROAL - RVEZEZEINUVEU.

RAETEETEHMNIMBBEL O THD. HEEATOEFRBETER EBMI - I 7U ) B
BRUTVWET ., Dulux X=o71>7 - F— AOFFIRZH AL TRATVZDE. VEIZIRULTHL—-SORT%
EASHIEF . OYJSNTVSEE TV TE. ERRICEOVIESNTVRNIETUZ, 2ZTHEHA(E. [Safe as can
B&D (B&D tEIULHSVES) |, [Don't just protect it B&D it (IREI BRI TR, B&D TIRET
%) JEVORSIavERUHBUELUR.

TIHBEFNIFTERA IR=23 N (EAHD . X—TF1> DTl Safe as can B&D (B&D £EULHLN

Z%) 1. [Smart as can B&D (B&D OLICAN—F) [ERZ. iPhone ZF>TR7%RIEISHITBET
[Quiet as can B&D (B&D OL3(CEEN) IEZATWETD,
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Marketing capability strategy reaches all ~250 marketers

Arange of programs throughout the year to build capability

3
IAN ROWDEN | s
Extended Marketing Leadership Team
Development Days

Onboearding new tools e.g. Agency Village, . .
Leadership development and DGE exposure Chief Marketing Officer

+ 10 years in current role
Learning from Experience + 40+ years in global marketing
Applying learning, on-the-job, leadership roles (The Coca-Cola
- . > Py Marketing Inspiration and recognition. Company, Virgin Group, private
situational learning in various contexts, Best practise sharing. equily, NED)

experiences, challenges, practice

Learning from others
Coaching, mentoring, feedback, social Frequent lunch and learns on relevant /
learning, “buddy” systems, sharing, topical subjects e.g. Retail Media, CX, etc

collaboration

Programs, courses, eLearning, training,
lectures / conferences, reading

Marketing, Insights and Innovations Hub

Best Practise Sharing across the Group On-demand resources, tools, templates,
~_

process maps and updates

DuluxGroup f M?"L“ﬁ?

D uluxGroup 24T, £1 250 AOX—TT1>J1IBEENVET, RELSHOEEN-—TTVIEFEE

(CMO) 7%#%% Ian Rowden K&, #9 10 FRICEEICEHEITENTEEUIZ, Rowden K(E7 S
>A0 Coca Cola #tTISYR-X—=TT1> ) %HERET 20— )L ROA R- - —%ZFEHIZIFN . Richard
Branson KOHET 7 &8, Virgin 75> RO RERZEDZIEEEZHEDIANI T,

Rowden K&ld. FuN—T T4 3B T AMRRZESH TLBH T Rowden KN FmoTNRCETHS
L\, Rowden KFERIZM(CHHAD A ZRD TUNELZ, Rowden K& KRIEFHIHTE N - T1>
JEENZEMBEL TR DB 2ZES|L TEEUR. IRTETE. HHEORRINF — AL HEILTOBEN, F57 /- T
J4—-21—F L PET7DF— LEGEEELTVET,

BAE, ZERESONESTEVELI.
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