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H12023 RESULTS

DISCLAIMER

Cautionary note concerning forward-looking statements

This presentation contains statements with respect to the financial condition, results
of operations and business of Reckitt Benckiser Group plc and the Reckitt group of
companies (the "Group") and certain of the plans and objectives of the Group that
are forward-looking statements. Words such as 'intends’, 'targets’, or the negative of
these terms and other similar expressions of future performance or results, and their
negatives, are intended to identify such forward-looking statements. In particular, all
statements that express forecasts, expectations and projections with respect to
future matters, including targets for net revenue, operating margin and cost
efficiency, are forward-looking statements. Such statements are not historical facts,
nor are they guarantees of future performance.

By their nature, forward-looking statements involve risk and uncertainty because
they relate to events and depend on circumstances that will occur in the future.
There are a number of factors that could cause actual results and developments to
differ materially from those expressed or implied by these forward-looking
statements, including many factors outside the Group's control. Among other risks
and uncertainties, the material or principal factors which could cause actual results to
differ materially are: the general economic, business, political, geopolitical and social

conditions in the key markets in which the Group operates; the Group's ability to
innovate and remain competitive; the Group's investment choices in its portfolio
management; the ability of the Group to address existing and emerging
environmental and social risks and opportunities; the ability of the Group to manage
regulatory, tax and legal matters, including changes thereto; the reliability of the
Group's technological infrastructure or that of third parties on which the Group relies;
interruptions in the Group's supply chain and disruptions to its production facilities;
increases or volatility in the cost of raw materials and commodities; the execution of
acquisitions, divestitures and business transformation projects; the reputation of the
Group's global brands; and the recruitment and retention of key management.

These forward-looking statements speak only as of the date of this announcement.
Except as required by any applicable law or regulation, the Group expressly disclaims
any obligation or undertaking to release publicly any updates or revisions to any
forward-looking statements contained herein to reflect any change in the Group's
expectations with regard thereto or any change in events, conditions or
circumstances on which any such statement is based.
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BROUP SUMMARY: CONTINUED POSITIVE MOMENTUM
I T s

Net revenue IFRS net revenue growth
LFL NR growth LFL NR growth 0
o B 0% £7 446M +8.1%
+4.1% 10.U /o ' -1/0
PY: £6,888m
Volume Volume Adjusted operating profit (AOP) AOP margin
4.3)% 4.4)% £1,763M +23.8%
° 0 ° 0 [ ¢ 0
(2.4)% at constant FX (180)bps
Price/Mix Price/Mix Dividend growth

+8.47% +10.4% +3/0

H12023 dividend recommended: 76.6p

Calculations of adjusted measures (including definition of e-commerce net revenue) are presented within the H1 2023 results announcement
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GROUP MARGINS: GROSS MARGIN EXPANSION AND INCREASED BEL

£m H12023 H12022 Change Change
Actual FX Constant FX
Net Revenue 7,446 6,888 +8.1% +6.0%
LFL growth +6.0% +8.6%
Gross Margin % 59.4% 58.1% +130bps
Brand Equity Investment (918) (805) +14.0% +11.2%
BEI % 12.3% 1M.7% (60)bps
Other Costs (1,737) (1,434) +21.1% +19.2%
Other Costs % 23.3% 20.8% (250)bps
Adjusted Operating Profit 1,769 1,765 +0.2% (2.4)%

Adjusted Operating Profit Margin 23.8% 25.6% (180)bps

Calculations of adjusted measures are presented within the H1 2023 results announcement



H12023 RESULTS

HYGIENE: LYSOL RETURNS TO GROWTH IN THE QUARTER
GETTEED G D

LFL NR growth LFL NR growth Net IFRS net
revenue revenue growth
+5.07% +3.67%
o 7 £3,05/M b.2%
I + ] 0
Volume Volume PY: £2,879m
1.3)% 8.9)%
. 0 . 0
Adjusted operating AOP
profit (AOP) margin

12.8% A2.5% £ag3M 9. 1%

Calculations of adjusted measures are presented within the H1 2023 results announcement
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HEALTH: STRONG GROWTH ACROSS OTC AND INTIMATE WELLNESS
I T D

LFL NR growth LFL NR growth Net IFRS net
revenue revenue growth
+4.9% +8.87%
[ 0 ° 0 0
£3,073M +3.0%
| | ]
Volume Volume PY: £2,820m
0.1)% +0.5%
1]/0 J/0
Adjusted operating AOP
profit (AOP) margin

Price/Mix Price/Mix £8 8 2 M 2 8 70/
0
+9.0% +8.3% '
° 0 ° 0 +8.0% at constant FX +40bps

Calculations of adjusted measures are presented within the H1 2023 results announcement

10
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NUTRITION: US MAINTAINED LEADING MARKET SHARE POSITION
GECTTEED T e

Net IFRS net

LFL NR growth LFL NR growth
revenue revenue growth

0.9)% +5.3%
= 2 £1,316M 10.7%
I + [ 0

Volume Volume PY: £1189m
6.9)% h.2)%
. 0 . 0
Adjusted operating AOP
profit (AOP) margin

Price/Mix Price/Mix £3 u 4M 2 3 1 %
y 10.5% '
+ B ° U /0 * ® 0 (16.1)% at constant FX (590)bps

Calculations of adjusted measures are presented within the H1 2023 results announcement

1
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ADJUSTED EPS

3.1; 49
B _ p

(4-8)9 (3.4)p (0-4)9

H12022 AOP Finance expense / Tax FX Dilution H12023
NCI / Associates

Calculations of adjusted measures are presented within the H1 2023 results announcement
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FREE CASH FLOW GENERATION

fm

Adjusted operating profit

Depreciation, share-based payments and gain on
disposal of fixed assets (net of proceeds)

Capital expenditure
Movement in working capital and provisions
Cash flow in relation to adjusting items
Interest paid
Tax paid

Free Cash Flow

Free Cash Flow Conversion

Calculations of adjusted measures are presented within the H1 2023 results announcement

H12023

1,769
264
(189)
(451)
(44)
(121)
(470)

758

H12022

1,765
238
(175)
(592)
(24)
(113)
(372)
727

57%

Change

26
(14)
141
(20)
(8)
(98)
31

4%

&

Free cash flow

+£31M

vs PY

®

NwWC
Lower payables and
reduced inventories

13
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LEVERAGE REDUCED

Calcul

FY 2022

Net Debt /| Adjusted EBITDA

£(0.8)on £0.86n £(0.1)on
[ [

Free cash flow Dividend FX & other

lations of adjusted measures are presented within the H1 2023 results announcement

H12023

14
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CAPITAL ALLOCATION PRIORITIES REITERATED

I‘Iﬂ” Investment in operations to drive growth and maximise return

Remain focused on delivering strong free cash conversion

Aim to deliver sustainable dividend growth in future years subject to any
significant internal or external factors (5% growth in 2022)

Target single A credit rating

= F ©

Rigorously manage the portfolio

AN

(R)Y° Return surplus cash to shareholders

[~

Dividend
growth policy

2R
ATA

Focused on returns
to shareholders of
any excess cash

15
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2023 OUTLOOK AND GUIDANCE

+37 10 +3% 50 to 2

(Including US Nutrition impact’)

Adjusted operating profit margin

SLIGHTLY ABOVE s
2022 I.EVEI.S C.24% to 25%

(When excluding US Nutrition impact - ¢.80bps in 2022)?

Calculations of adjusted measures are presented within the H1 2023 results announcement | 1- The US Nutrition impact is approximately +2.5% on 2022 Group LFL net revenue growth | 2 - Previously "in line with or slightly above 2022 levels”

Capex as %
of Net Revenue

c.3%

Targeted
Leverage

Less than 2.0x

16
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BUSINESS UPDATES
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HYGIENE HIGHLIGHTS

Broad-based Innovation Lysol returns
growth led to growth



H12023 RESULTS

INNOVATION LED

Finish Ultimate Plus All-in-One Air Wick Vibrant Vanish Oxi Action

UNBEATABLE CLEAN' A

e
#' P il S SAVE WATER.
s Grurcna) G s SONENATER:

@
finis

ULTIMATE

WORKS IN COLD
WASHES EVEN AT20°C!

DOUBLES THE LIFE
OF YOUR CLOTHES*

é 2
REFILLS

CAUTION:
EYEIRRITANT Recd ecausions on back:

CH FREE LAUNDRY BOOSTER

20
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LYSOL RETURNS T0 GROWTH
Disinfectant Spray Disinfectant Wipes Laundry Sanitiser

O 0
i
"~ Laundry
Sanitizer
O%BLEACH /4

c.80% €osTce +20%

Market share’ Increased distribution category growth?

@ Lysol net revenue +¢c.50% above pre-pandemic levels3

1- USA Nielsen YTD June 2023
2 - USA Nielsen L12W ending 1 July 2023 | 3 - H12023 vs H12019 21
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HEALTH HIGHLIGHTS

Strength in OTC Broadening Innovation Improving Dettol
and Intimate shoulders of led performance
Wellness our brands in H2
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STRENGTH IN OTC AND INTIMATE WELLNESS

OTC

NuroreN O e

eea e

NUROFEN

(1) +20%

GAVISCON

H1LFL
NR growth
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BROADENING SHOULDERS OF OUR BRANDS

Mucinex InstaSoothe Sore
Throat and Pain Relief Spray

Nurofen Liquid Caplets Biofreeze
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INNOVATION LED

Biofreeze Overnight Relief

0
0
T
A
m
m
N
m

BiOFREEZE

OVERNIGHT
RELIEF
PATCHES

MENTHOL-TOPICAL
ANALGESIC

BiOFREEZE

Durex Invisible

CLOSE FIT(©)

Dettol Cool

|||||||||||

lIME Co0L

mwmnmvmmm
ith MEN
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NUTRITION HIGHLIGHTS

North America Latin America ASEAN mixed
market share improving performance
leadership execution
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NORTH AMERICA MARKET SHARE LEADERSHIP

g Strong
nﬂﬂ market
Recommended Infant share
Formula by Paediatricians’
#1 Allergy brand'
# Trusted by consumers
in the US’
. ) Share of
e c.40”) hospital
Hypoctecasi il 2
contracts

0-12

1- Based on AMC Global January 2023 Survey | 2 - As at February 2023
27
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LATIN AMERICA IMPROVING EXECUTION

@ Innovate with science
@ Execute with excellence

LANCHOR | e e FOCUS ON MOST
MOST ADVANCED , Ly e | MEDICALLY DRIVEN
FORMULA CONSUMER NEEDS

@ Pull the margin levers @ +50Bps :I::?:sgl.a Ln_rs AM

1 - Nielsen YTD May 2023 vs prior year
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INITIAL THOUGHTS



H12023 RESULTS

INITIAL THOUGHTS

®

The right
strategy

B8

A culture fit
for the future

&

Opportunities
for further
optimisation

30
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OPPORTUNITIES FOR FURTHER OPTIMISATION

rﬁjx
ATA

X

Innovation
and product
superiority

o

In-market
excellence

So

Reduced fixed
cost to fuel growth
and earnings

Returns to
shareholders
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KEY MESSAGES: ON TRACK

@ @

Strong H1 Innovations
delivery landing

@)

Confidence in
FY targets

©

New CEO -

continued
momentum
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PERFORMANCE BY GEOGRAPHY

North America

Q2
LFL net .|.7 80/
revenue o 0
growth

H1
LFL net +6.5%

growth

Calculations of adjusted measures are presented within the H1 2023 results announcement

Europe [ ANZ

+9.7%

Developing Markets

+0.27%

35
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