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Thesis building

Self-reported /disclosed

- Annual report

- Sustainability report

- Governance report

- Remuneration report

- History book

- Introductory text on top
of their job offerings

Management
meetings

Source: Comgest, for illustrative purposes only
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Performing norms

Meritocracy / Frugality

Source: Comgest, for illustrative purposes only

LT Performance Orientation
Accountability / Responsibility
Competitiveness / Paranoia

Innovating norms

“Keeping a Student’s Mind”:
* willingness to learn and try
 challenge the status quo
« change the world and oneself

Non-hierarchical
Open & Fact-based
Always making new mistakes

!
i

3

categories
of social norms

Cooperating norms
Integrity & Trustworthiness
Reciprocity & Humility
Shared Purpose
Customer-centricity



Two dimensions, four innovation archetypes

Spontaneous Governance Structure &
emergence N process
Outward
Explorer Architects
c
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Hackers
Inward
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Source: Shawhney, Wolcott & Arroniz, Comgest /



Two dimensions, four cooperation archetypes

Alignment
Low

High

Networked All Blacks

High

Sociability

Fragmented Mercenary

Low

Source: Harvard Business Review, Nov-Dec 1996, What Holds the Modern Company Together?
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How employees talk about culture?
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Source: Culture500 - MIT Sloan Management Review, data extracted on 24-Mar-2022
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https://sloanreview.mit.edu/culture500/company/c401/L___Or__al
https://sloanreview.mit.edu/culture500/company/c586/Unilever

How do companies compare on culture?

Eeverage

Sortby:  Company Industries Reviews Percentile
e=m~==_ Colgate-Palmolive Consumer Geods 517 4@ 12th
ESTEE
LAUDER Estée Lauder Consumer Goods 940 21st
LOREAL L'Oréal Consumer Goods 991 73rd
M P&G Consumer Goods 1898 e 3rd
. Consumer Goods, Food & =
Wos  Unilever Boerage 885 g 34th
@==~=- Colgate-Palmolive Consumer Goods 517 _o 14th
g ER-[JE[EER Estée Lauder Consumer Geods Q40 87th
-
()
> LOREAL L'Oréal Consumer Goods 991 82nd
O
c
= W70 consunar s
— P&G Consumer Goods 1898 12th
U"‘“"‘"’ Unilever Consumer Goods, Food & 885 @ 55th

Source: Culture500 - MIT Sloan Management Review, data extracted on 24-Mar-2022
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https://sloanreview.mit.edu/culture500/comparison?companies=c230,c285,c401,c468,c586&cv=agility
https://sloanreview.mit.edu/culture500/comparison?companies=c230,c285,c401,c468,c586&cv=innovation

How do companies compare on culture?
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Sortby:  Company Industries Reviews Percentile

@=mm=e Colgate-Palmolive Consumer Goods 517 Sample not included*

!E_gﬁégﬁ Estée Lauder Consumer Goods 240 4@ 16th
LOREAL L'Oréal Consumer Goods 991 @ 56th
% P&G Consumer Geods 1898 @ 89th
Woaw  Unilever poneumer Goods Food & 885 @ 89th
€ e i CQIgate-Palmolive Consumer Goods 517 @ 100th
!E_gﬁégﬁ Estée Lauder Consumer Goods 940 aj‘, 55th
LOREAL L'Oréal Consumer Goods 991 S 4gth
% P&G Consumer Goods 1898 @ 98th
o  Unilever Consumer Gonds. Focd & 885 80th

Source: Culture500 - MIT Sloan Management Review, data extracted on 24-Mar-2022
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https://sloanreview.mit.edu/culture500/comparison?companies=c230,c285,c401,c468,c586&cv=respect
https://sloanreview.mit.edu/culture500/comparison?companies=c230,c285,c401,c468,c586&cv=integrity

How do companies compare on culture?

Top 5 Offense Groups (Groups Defined) Penalty Total Mumber of Records
safety-related offenses 510,588,380 19
environment-related offenses 57,962,626 15
employment-related offenses §360,612 1
consumer-protection-related offenses $90,000 1

Top 5 Primary Offense Types

Penalty Total

Number of Records

product safety vielation 510,250,000 1
environmental viclation §7,962,686 15
wage and hour violation $360,612 1
aviation safety violation $158,750 4
warkplace safety or health violation $132,380 1

Source: Good Job First - Violation Tracker, data extracted on 24-Mar-2022
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https://violationtracker.goodjobsfirst.org/prog.php?parent=unilever

How do companies compare on

culture?

|_,O R EAI_ Top 5 Offense Groups (Groups Defined)

Penalty Total Number of Records
environment-related offenses $19,500 1
safety-related offenses $16,500 1

Top 5 Primary Offense Types

Penalty Total

Number of Records

environmental violation

$19,500

1

aviation safety violation

$16,500

1

Source: Good Job First - Violation Tracker, data extracted on 24-Mar-2022
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https://violationtracker.goodjobsfirst.org/prog.php?parent=unilever

Turning culture into competitive advantage

Differentiation !

. . . & Sustainable Business Purpose
Financial Capital Returns on Capital & Social Utility

Shareholder Value
Human Capital
Employee Pride
& Engagement
Reputation, Brand

Natural Capital
& Franchise
Innovation

& Performance

Social Capital .
Strategy, Ecosystems
Governance
& Capital

Allocation

Customer Value
& Loyalty

Business
Mode/

Corporate Beliefs
& Culture

Sustainable Value Creation (aka “Long-Term Quality Growth”)

Source: Comgest, for illustrative purposes only
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Case study: Microsoft

“From day one | thought about,
"How do we make money?

How do we make money?

How do we make money?*

He adds, “ 'How do we make money?’
was what | got hired to do.

I've always thought that way”

Steve Ballmer, final interview as Microsoft CEO
December 2013

Business Purpose
= “A PC running Windows on every desk”

Culture & HR
= A cut-throat, non-collaborative and short-term
driven HR management

Innovation & Social Utility

= 2002-2012, sales +10%, EPS +14% p.a

= Share price: from $26 to $27

= Growth is good but only innovations create value

This material presented in this document is for information purposes only and is not intended as an offer or solicitation with respect to the purchase or sale of any security. The contents of

this document should not be treated as advice in relation to any potential investment.
Source: Comgest’'s analysis, Factset data
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Case study: Microsoft

‘ AMA ZonN

GOOGLE

APPLe

Source: https://ritholtz.com/.This material presented in this document is for information purposes only and is not intended as an offer or solicitation with respect to the purchase or sale of
any security. The contents of this document should not be treated as advice in relation to any potential investment.

MICROSOFT
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Regime change - catalyst for value creation
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Data between 30-Dec-2002 and 28-Feb-2022 in local currency (USD). Source: Factset
Past performance is no guarantee of future results. This material presented in this document is for information purposes only and is not intended as an offer or solicitation with respect to the 19
purchase or sale of any security. The contents of this document should not be treated as advice in relation to any potential investment.



Case study: Microsoft

“At our core, Microsoft is the productivity and platform company.
Microsoft has a unique ability to harmonize digital work and life so
that people are at the center and do more with what is becoming
an increasingly scarce commodity - time!”

“Our ambitions are bold and so must be our desire to change our
culture. First, we will obsess over our customers. Second, we need for
new training, learning and experimentation. Finally, every team across
Microsoft must find ways to simplify and move faster, more efficiently. ”

memo to all employees ‘Bold Ambition & Our Core’, July 20714

Satya Nadella,
Microsoft CEO

This material presented in this document is for information purposes only and is not intended as an offer or solicitation with respect to the purchase or sale of any security. The contents of
this document should not be treated as advice in relation to any potential investment. / 20



IMPORTANT INFORMATION

FOR PROFESSIONAL/QUALIFIED INVESTORS ONLY
This document has been prepared for professional/qualified investors only and may only be used by these investors.

Not investment advice
This material is for information purposes only and it does not constitute investment advice. It should not be considered a solicitation to buy or an offer to sell a security. It does not take
into account any investor’s particular investment objectives, strategies, tax status or investment horizon. It is incomplete without the oral briefing provided by Comgest representatives.

Not an investment recommendation

No discussion with respect to specific companies should be considered a recommendation to purchase or sell any particular security/ investment. The companies discussed do not
represent all past investments. It should not be assumed that any of the investments discussed were or will be profitable, or that recommendations or decisions made in the future will
be profitable.

Comgest does not provide tax or legal advice to its clients and all investors are strongly urged to consult their own tax or legal advisors concerning any potential investment.

This material is in no case an offer for people living in a specific jurisdiction which does not authorize the distribution of the Funds mentioned herein.

Not investment research

The information contained in this communication is not ‘investment research’ and is classified as a ‘Marketing Communication’ in accordance with MIFID ll. This means that this
marketing communication (a) has not been prepared in accordance with legal requirements designed to promote the independence of investment research (b) is not subject to any
prohibition on dealing ahead of the dissemination of investment research.

Performance disclaimer
Past performance is not a reliable indicator of future results. Any ratings and awards mentioned in this document can change at any time and do not constitute a buy recommendation.
Forward looking statements, data or forecasts may not be realised. Indexes used are for comparative purposes only and none of the portfolios discussed seek to replicate an index.

Information provided subject to change without notice
All opinions and estimates constitute our judgment as of the date of this material and are subject to change without notice. The portfolio holdings referenced herein may not be held at
the time you receive this publication and are subject to change without notice.

Restrictions on use of information
This material and the information herein may not be reproduced (in whole or in part), republished, distributed, transmitted, displayed or otherwise exploited in any manner by third
parties without Comgest's prior written consent.

Trademark disclaimer
Product names, company names and logos mentioned herein are trademarks or registered trademarks of their respective owners.

Limitation of Liability
Certain information contained in this presentation has been obtained from sources believed to be reliable, but accuracy cannot be guaranteed. No liability is accepted by Comgest in
relation to the accuracy or completeness of the information. Investors shall undertake to respect the legal, regulatory and deontological measures relative to the fight against money
laundering, as well as the texts that govern their application and, if modified, investors shall ensure compliance with the applicable texts.

/ 21



IMPORTANT INFORMATION

Legal entity disclosure

Comgest S.A is a portfolio management company regulated by the Autorité des Marchés Financiers and whose registered office is at 17, square Edouard VI, 75009 Paris.

Comgest Asset Management International Limited is an investment firm regulated by the Central Bank of Ireland and registered as an Investment Adviser with the U.S. Securities
Exchange Commission. Its registered office is at 46 St. Stephen’s Green, Dublin 2, Ireland.

Comgest Italia is the Italian branch of Comgest Asset Management International Limited, enrolled in the Milan Companies Register with no. MI-2587566 and in the CONSOB register
with no. 191. Its registered office is at Via Del Vecchio Politecnico 9, 20121, Milan, Italy.

The investment professionals listed in this document are employed either by Comgest S.A.,, Comgest Asset Management International Limited, Comgest Far East Limited, Comgest
Asset Management Japan Ltd. and Comgest Singapore Pte. Ltd.

Comgest Far East Limited is regulated by the Hong Kong Securities and Futures Commission. It is regulated under Hong Kong laws, which differ from Australian laws. Comgest Far
East Limited is exempt from the requirement to hold an Australian financial services licence under the Australian Corporations Acts in respect of the financial services it provides.
Comgest Asset Management Japan Ltd. is regulated by the Financial Service Agency of Japan (registered with Kanto Local Finance Bureau (No. Kinsho 1696)). Comgest US L.LC is
registered as an Investment Adviser with the U.S. Securities Exchange Commission. Comgest Singapore Pte Ltd, is a Licensed Fund Management Company & Exempt Financial Advisor
(for Institutional and Accredited Investors) regulated by the Monetary Authority of Singapore.

FOR UK ONLY:

This presentation is not being distributed by, nor has it been approved for the purposes of section 21 of the Financial Services and Markets Act 2000 (FSMA) by a person authorised
under FSMA. This presentation is being communicated only to persons who are investment professionals falling within Article 19(5) of the Financial Services and Markets Act 2000
(Financial Promotions) Order 2005 (the FPO). The Investments are available only to investment professionals, and any invitation, offer or agreement to purchase will be engaged in only
with investment professionals. Any person who is not an investment professional should not rely or act on this presentation or any of its contents. Persons in possession of this
document are required to inform themselves of any relevant restrictions. No part of this presentation should be published, distributed or otherwise made available in whole or in part to
any other person.

FOR HONG KONG ONLY:

This advertisement has not been reviewed by the Securities and Futures Commission of Hong Kong.

FOR SINGAPORE ONLY:

This advertisement has not been reviewed by the Monetary Authority of Singapore.

FOR AUSTRALIA ONLY :

Comgest Far East Limited is regulated by the Securities and Futures Commission under Hong Kong laws, which differ from Australian laws. Comgest Far East Limited is exempt from
the requirement to hold an Australian financial services licence under the Australian Corporations Act in respect of the financial services that it provides. This material is directed at
“wholesale clients” only and is not intended for, or to be relied upon by, “retail investors” (as defined in the Australian Corporations Act).

Comgest Singapore Pte. Ltd. is regulated by the Monetary Authority of Singapore under Singaporean laws, which differ from Australian laws. Comgest Singapore Pte. Ltd. is exempt
from the requirement to hold an Australian financial services licence under the Australian Corporations Act in respect of the financial services that it provides. This material is directed at
“wholesale clients” only and is not intended for, or to be relied upon by, “retail investors” (as defined in the Australian Corporations Act).
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