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About Us
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Hello, were Millena.

WE'VE CREATED THE AGENCY
WE WISHED EXISTED

We excel at growing luxury skincare
brands and their DTC sites...

by putting creative, strategy &
performance at the heart of your
media approach

© Millena Limited. All rights reserved. Confidential. 3



ABOUT US
Luxury DTC performance

With 50+ vears combined
experience, when we say we
understand luxury &
performanice, we mean it

© Millena Limited. All rights reserved. Confidential. Photography: @Millena



OUR CLIENTS
We work with
incredible brands O M O ROV | CZ A
BUDAPEST
SUSANNE
KAUFMANN EGI"I Of ECISt
CAROLINA HERRERA CHANTECAILLE

SKN = SKN

+ OUR CORE TEAMS PREVIOUS EXPERIENCE
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A GLOBAL MEDIA FOOTPRINT
Delivered from London

4.6% ROW/APAC

47.8%
NORTH
AMERICA

47.6%
EUROPE
INC. UK

Media Billings
Split by Region

© Millena Limited. All rights reserved. Confidential.

8.8% ROW/APAC

53.1%
NORTH
AMERICA

38.1%
EUROPE
INC. UK

Millena Clients
DTC Revenue
by Region
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Our clients’ primary
markets today

Although our agency’s billing
concentration is in Europe/UK,
we’ve built our approach to be
agile and market-sensitive.

That means local consumer
understanding through platform
and consumer insights, and full-
funnel activation that mirrors
what’s worked for our global
beauty clients in diverse markets.
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OUR CLIENTS
We’re highly specialised in premium & luxury DTC brands

OUR CLIENT & SERVICES MIX

21%
Creative + Consultancy

100%
Luxury

Lifestyle
Fashion

Verticals Sectors Services

© Millena Limited. All rights reserved. Confidential.



CLIENTS AND EXPERIENCE
Here is what they had to say

“Steered and maintained our growth trajectory.
[ncredible expertise and passion for driving brand
initiatives and performance marketing.”

DR. BARBARA STURM
Founder & CEQO, Dr. Barbara Sturm

“Millena’s ethos is unique, operating with a
level of commitment and collaboration
unlike any agency I've worked with.”

JAMALIYA COBINE
Chief Digital Officer, Omorovicza

“Millena go above and beyond the role of a typical
agency; they're true partners in every sense. They
helped us break new ground in performance
marketing, introducing us to innovative media
channels and creating full-funnel strategies that drove
tangible results. Their deep industry knowledge and
collaborative spirit truly set them apart.”

JENNIFER MCNALLY
Director, LYMA

© Millena Limited. All rights reserved. Confidential.




OUR MAGIC FORMULA
What makes us different

N

LUXURY STRATEGY &
ACCOUNTABILITY AT
THE CORE

S ¢ Ut

oaRAT
MAsKk/mAsQUE REPAF

Oulcome.: Accelerated Growih
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OUR VALUES

Designed to translate into better service for our clients

Take pride Shake it up Speak the truth Run with it
WE LOVE WHAT WE DO AND WIRED TO INNOVATE AND HONEST AND PROACTIVELY DELIVERING
ARE CONTINUALLY DRIVEN EXPERIMENT HELPING TO TRANSPARENT, EARNING ON YOUR BEHALF,
TO DO OUR BEST WORK ACCELERATE YOUR THE TRUST NEEDED TO BECOMING YOUR MOST
GROWTH TRANSFORM YOUR RELIABLE MARKETING
MARKETING STRATEGY PARTNER

© Millena Limited. All rights reserved. Confidential.

A 4

AT MILLENA, WE THRIVE ON PUSHING BOUNDARIES AND EMBRACING INNOVATION.
OUR CULTURE IS WIRED TO FOSTER BREAKTHROUGH THINKING AND FUEL CUTTING-EDGE SOLUTIONS.
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Our Seryices
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OUR SERVICES
A suite of services

Strateoy

© Millena Limited. All rights reserved. Confidential.

Performarnice

Crealive
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OUR SERVICES
A suite of services

Strateoy

© Millena Limited. All rights reserved. Confidential.

Performarnice
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OUR SERVICES NM
Strategy

Five-step process to delivering marketing transformation

® ® ® ® °
Define Build tailored Build your Step-change Transform
the ambition strategy / model dream team activation capabilities
DEFINE AMBITION ESTABLISH AND PRIORITISE DEFINE OPERATING MODEL - DRIVE IMMEDIATE MARKETING
“JOBS TO BE DONE” TEAM AND AGENCY IMPROVEMENT IN RESULTS TRANSFORMATION PROJECTS
ESTABLISH BUSINESS AND RESOURCES
MARKETING OBJECTIVES BUILD STRATEGY MATERIALS STREAMLINE ACTIVATION RE-CALIBRATE MEASUREMENT
AND GROWTH ROADMAP ESTABLISH WAYS OF WORKING
CONTEXTUALISE AGAINST BUILD EXPERIMENTATION BUILD ‘“TOOL-KIT FOR
CURRENT PERFORMANCE AND ESTABLISH ENABLERS PROGRAMME GROWTH'’

CAPABILITIES
MARKETING WORKSHOPS

© Millena Limited. All rights reserved. Confidential. 14



OUR SERVICES
Growth focused media planning

DATA, SIGNALS AND ? BRAND
CONSUMER MARKETING

Q)

?e V7 1Y "

CRO — & BUYING MARKETING

R
UX AND = MEDIA PLANNING ’@ PERFORMANCE
-—

/)

o\

ANALYTICS AND ﬁ CREATIVE
REPORTING \/ STRATEGY

© Millena Limited. All rights reserved. Confidential.

Cross-channel media
Planning integvated with
wider marketing stvategy

Media audits and channel upgrades
Client specific golden-rules

Creative briefing for paid media
Media buying and optimisation
Testing strategy and toolkit

Measurement frameworks

Over-index on face-to-face
time to drive integration
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OUR SERVICES

Our tech and tools to set you up for success in Paid Media & beyond

.
EH
& converge

REPORTING &
GROWTH MODELS

A Attest FUMMhEL
& Looker
GWI' DASHBOARDS

CONSUMER INSIGHTS & REPORTING

Uncovering insight & understanding data

© Millena Limited. All rights reserved. Confidential.

ADTECH EXPERTISE

Aligning platform objectives to your business
goals to drive impact through media

OWNED MEDIA & MARTECH

Retaining your acquired customers



OUR SERVICES

And our operational reporting can drive faster data-driven decision making
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OUR SERVICES
Consumer Research

BRAND STRENGTH STUDY
USA Brand Performance

M CREATIVE PLATFORM 2024 // DIRECTIONAL NA

CONSUMER RESEARCH STUDY - LUXURY SKINCARE BUYERS .
Key Visual consumer preference

Brand consideration drivers

(7

» Arange of rational and emotional drivers are

important for consurners when choosing which brand
Brand A Brand B Brand C Brand D Brand E Brand F Brand G Brand H When buying luxury skincare products, which of the 1ollomnﬁ attributes are most important when choosing a brand? to buy A

Commentary [Please select all that appiy)
Question 3 - Key Visual o 1 *: 1

Locking at e below b
- Nch 0ne < \

» Offering effective products which meet the needs of
the skin and being a “brand | trust” are the most
important drivers within the category as highlighted by
GWI's emphasis d

n brand behaviour.
will need to build trust,

Unprompted % o 24% 12% 12% 13% 0% 12%

AWareness «  Dr. Barbara Sturm
outperforrm direct

competitor Augurtine
Awarencss 50% 43% 7% 56% 53% 53% 52% a7% Bader through majority of
Beand furnel

s Awaceness ind
consideration indne with
3% 31% 58% 41% 38% 40% 3% 33% other Witra-danry
competitons, however,
Lagging heritage brands La

ive platform developed
being broad enough to
support rational messaging

NN 30%
28% 26% - » Only 10% of luxury skincare buyers claim that having a
< prominent founder is important, and a further 12%
1% } citing industry awards/11% citing American owned,
however, we still see these can all be drivers of overall
trust

Awoheds Mer ang Sisley lsaband  Ofes Isabund| isasexped lsbockedby siwovatve &5 akeadng Batandl s Hiswon IsAmescan  Hasa
L12M 24% 19% 48% 3% 0% 29% 32% 24% a o i - '“;w umn - l,.dm,,': :‘:’,‘;‘,’ ;.p:,,w.,:c « Anti-ageing and backed by medical expertise are very
= o Room 1o shengthen estabiahed K uses e important, however, unsurprisingly there are nusnces ?47 ?07
conversion between o oot related to age group for both attributes (see next page) L (4 . ()
Consideration Purchase
Purchase irtent through rerdsecng Ratens.  Emetienst Emetieal  Rotonsl  Ratonsl  Ratonsl  Emsteesl  Emetieesl Emeteral  Raonsl  Ratonsl  Ratonsl  Emetersd TE
L3M 13% 12% 2% 17% 18% 17% 18% 13% ey emotional and rational
L esdrprmsiyt CREATIVE TAKE AWAYS
ommunicating efficacy and skin needs
Purchase o Z confi y is important across all audiences to
Intent 25% 26% 52% 34% 32% 33% 34% 26% nstil trust

BRAND STRENGTH RESEARCH CUSTOM RESEARCH STUDIES CONCEPT & CREATIVE TESTING

Understand the relative brand Understanding consumer needs for Understand the likely effectiveness of
health vs competitors. specific customer groups. creative concepts and visuals.

© Millena Limited. All rights reserved. Confidential. 18



OUR SERVICES
Marketing transformation case studies

r 3
L |
Fa w» %

~£480M unlocked ~0.7x D'TC growth Launch strategy

GLOBAL FRAGRANCE BRAND LIFESTYLE BRAND LUXURY SUPPLEMENTS START-UP
- Global go-to-market strategy - Full marketing audit - Audience definition
- Sizing of commercial opportunity - Growth scenario modelling - Communication and marketing model
- Consumer research - Objectives and Key Results framework - Consumer journey map
- Definition of marketing growth model - Marketing and channel roadmaps - Objectives and Key Results framework
- Frameworks for working with celebrities - Capability build - Marketing launch critical path
- Objectives and Key Results framework - Promotional strategy - Operating model - Team, Tech, Tools and

- Measurement overhaul Processes

- Capability and governance frameworks

© Millena Limited. All rights reserved. Confidential. 19



OUR SERVICES
A suite of services

© Millena Limited. All rights reserved. Confidential.

Crealive
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HERE AT MILLENA, WE BELIEVE

Great creative is Innovative
Thoughtful
Culturally Driven
Accountable

21



CREATIVE SERVICES
Creative focus within our media retainers

CREATIVE DILIGENCE
ACROSS MILLENA

Beyond our core creative
services, we invest in creative
excellence and focus within our
media retainers to ensure
congruence through planning,
execution, and insights

R BRAND GUARDIANSHIP
R BEST PRACTICE AND GUIDANCE
CREATIVE FEEDBACK + Q&A
CREATIVE REPORTING

Photography: @Millena © Millena Limited. All rights reserved. Confidential.




CREATIVE SERVICES M

Bespoke add-on creative services

i ﬂﬂﬁlb O ’ & ‘ ‘ i ; _::“:L_ T
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END TO END CONSULT, ADVISE, ONE STOP TALENT CROSS CHANNEL
CREATIVE SOLUTION PLUG IN CONTENT SOLUTION TRANSCREATION

360 cross-channel creative Plugging into your existing Combining talent with creative Transcreation with creative
solution from brief to creative teams or incumbents to platform excellence to ensure intelligence developing assets
rollout taking your unique enhance the creative output at the greatest return from your built for audience and

brief and developing your any stage in the process creator campaigns platform, not just to spec

bespoke campaign concept,
messaging, and production
built to deliver results

© Millena Limited. All rights reserved. Confidential.



The Work
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A PROVEN ABILITY TO SCALE
PREMIUM SKINCARE BRANDS GLOBALLY

© Millena Limited. All rights reserved. Confidential.

Dr. Barvbava Sturm

A 5-YEAR GROWTH JOURNEY

When we partnered with Dr. Barbara Sturm five
years ago, the challenge was clear: scale the brand
globally, unlock new consumers, and rebalance
iInvestment that was then heavily focused on
conversion and retention.

Over the years, we evolved from providing strategic
consulting to becoming the Global Retained Social
Agency in 2022. Since then, we've expanded our
remit to become the 360° Global Retained Media
Agency, leading social, search, experiential, and
OOH campaigns, while also supporting the Puig
Group on corporate projects to drive seamless
integration and long-term growth.

26



PERFORMANCE CASE STUDY
Dr Barbara Sturm: A 5-year journey

4X
INCREASE BRAND SIZE

Over a five-year period

© -
REDUCTION IN CONVERSION BUDGET

Over 5 years by shifting paid media towards
recruitment, avoiding over-investment in
audiences likely to convert organically

Two
NEW MARKET ARCHETYPES

Launched in two new core markets (EU &
ROW), unlocking growth beyond core markets

360 days supporting Puig Corporate projects,
driving integration and brand evolution

© Millena Limited. All rights reserved. Confidential.
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STRATEGY, CREATIVE & PERFORMANCE CASE STUDY
Kat Burki: Marketing Transformation

+15% Higher ' 2 Bur

T

NEW CUSTOMER GROWTH o D
Since campaign launch “ ‘ Y e o
\CTIVE SKIN O] :

o ‘miseur pour p

. rome’

ur prupri(-l.\.

7L87 robiome balanci
0 accharide ¢ um,):.
veC notre u»mph- Xt
REVENUE P NSe cp. rhiotig ‘
) £ ¢ [ocharides qui ¢«
- nicrobiome

Uplift since launch

@ 86%

BRAND ENGAGEMENT

Higher engagement across owned,
earned and paid channels

© Millena Limited. All rights reserved. Confidential.



STRATEGY, CREATIVE & PERFORMANCE CASE STUDY
Kat Burki Unlock Your SKin

ol d

i

e -Kat Burki+ | |

Kat Burki-

BIOCHEMISTRY BACKED SKINCARE !

- deserves |

' more than

just the

by
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CREATOR PERFORMANCE CASE STUDY
Swissotel: Social-first from little to a lot

-43%

o YOUR HOME

With +/5% impressions vs
planned showcasing content

effectiveness in channel AWAY I: RO M
L1580
REVENUE GENERATED H AST E

Limited to a 1-day look
back window from

exposure to campaign NEFOR
A CHANGE

OF PACE?
e RESULTS THAT UNLOCK

With part of the campaign )

goal being showcasing the §y|§s§[¢
Opportunity to senior

stakeholders, larger budgets

N
—— . A
unlocked for future activity SW I S S Ote |

Hotels & Resorts

© Millena Limited. All rights reserved. Confidential. [-_,7| CLICK FOR VIDEO 32



PERFORMANCE CASE STUDY
LYMA: Advanced Marketing Measurement

CHALLENGE

In a hyper-growth category LYMA were
still using Data-driven attribution to
measure the impact of media investment.

With less and less visibility due to @ FZYJ@

changes in digital privacy, they had no WEEKS TO LIVE
idea of their baseline sales, what impact After 18 months of

impression-based/offline media was
having on sales, which was resulting in
reactive and inaccurate decision-making.

unsuccesstully delivered
projects internally

@ 80%

COST SAVING
Through leveraging the

SOLUTION

We set up and managed the delivery of a
custom Multi-Touch-Attribution (MTA)
solution + Marketing Mix Model (MMM),
which delivers a more accurate view of
the true impact of paid media and other
marketing channels. Understanding true Millena data platform
marketing ROl and having a live planning (funnel.io) to build the
tool which can accurately attribute modelling

revenue generated from paid channels,

the LYMA team can make more data-

driven decisions.

© Millena Limited. All rights reserved. Confidential.

Photography @l.YMA




PERFORMANCE CASE STUDY
The Underdays: How TikTok growth

propelled the brand to new heights

+40%
FOLLOWER GROWTH

Acquired vs benchmark and target
with no drop-off 6 months on

't e
. .

. .

«t

"""""

7 ENE sy R i e

217 ‘::.':,::.‘.::- '. "'::'-:' 'l'l. .: ‘:v'.‘::';;':“‘.:..f'..‘_.,. : ' ..\" i .::..:' \ y . : ‘o.":‘.:

G R L N

Pt e A N :-: e : ‘-“\ 5 ‘

POP-UP VISITOR INCREASE i iR

With a high propensity of visitors

mentioning TikTok the reason for
their visit

SCOPE

Media strategy, buying planning and | * 7 “Underdays is all about community and so is Tik Tok. Working

optimisation, creative concepting & art : alongside our media agency, Millena, we weve able to utilise TikTok

direction, influencer partnership, testing & t [0 start conversations with our target audience and generate new

experimentation o0 leads. Tik10k has provided us with the opporvtunity to showcase our
e hrand through a new lens and is now a core channel for us.”

ORIA MACKENZIE
CO-FOUNDER, UNDERDAYS

WORK THAT INSPIRED
A TIKTOK CASE STUDY! B

[ y oA ‘I '.": ‘.: w3 '4:'..1;"‘.\",'"'- "._.;""."','n.;‘ - IXE O 4N\ ‘,\" .
© Millena Limited. All rights reserved. Confidential. I s AT e W RN e S ARy L g E e i Photography @Millena
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PERFORMANCE CASE STUDY
Rhode Skin: Strategic launch campaign

50%
COST SAVING

Due to strong digital planning, focusing
on search keyword strategy & allocation

100.000

TOTAL CONSUMER WAITLIST

Build through a 360 campaign, with
support from paid media

@ 3 Days

TO SELL OUT

Followed by a strong waitlist strategy
culminating to a 440K waitlist

© Millena Limited. All rights reserved. Confidential.
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PERFORMANCE, STRATEGY & CREATIVE CASE STUDY
Omorovicza: Marketing Transformation O MOROVICZA

BUDAPEST

CHALLENGE

(/] CLICK FOR VIDEO (/] CLICK FOR VIDEO

E-commerce and marketing had been fully outsourced,
resulting in weakened brand positioning from excessive
promotion & a lack of internal capabilities

The brand wanted to elevate positioning, recruit a new
customer base and build internal capabilities

SOLUTION

= Marketing & Growth Strategy i

= Custom Brand & Consumer Research B Optlmlse your
= Paid Media Strategy & Execution O skin health

= Creative Direction & Production to up-skill team

= Real-time Data and Reporting architecture

= Consultative input into consumer journey experience
= Education & Capability building

© Millena Limited. All rights reserved. Confidential.




PERFORMANCE, STRATEGY & CREATIVE CASE STUDY
Omorovicza: Marketing Transformation

+22%

CUSTOMERS

With increase in First-time customers
VS previous year

+2.0X

QUALIFIED TRAFFIC
Scaling paid media to grow awareness
of the brand + cement new positioning

New Capabilities
FOR AGILE MARKETING

Real-time data and reporting, marketing testing
capabilities, social creative, CRO and planning

© Millena Limited. All rights reserved. Confidential.




GROWTH STRATEGY + PERFORMANGEICASE STUD a
Farl of East: D'TC acceleratlon

" Earl of East

Earl of East Q [7]

+40%

o DTC Growth

” WITHIN FIRST YEAR
DTC growth strategy

MID/NIGHT | BODY SCRUB  MONOKEL EYEWEAR | End-to-end marketing transformation plan

00.1% - 200ML APOLLO CARAMEL FRAME -
£46.00 PINK SOLID LENS

£140.00

—  Full Audit
— Growth scenarios

NEW

pANSORE — Channel roadmaps
— Capability build

— Promo & messaging strategy

— Measurement overhaul

EARL OF EAST | SHINRIN- HERBOO | POPPY PANDORA
YOKU ALL OVER OIL - SEEDS
300ML [10.10Z] £3.00

£55.00

© Millena Limited. All rights reserved. Confidential.



OPTIMISE

© Millena Limited. All rights reserved. Confidential.

Snacksy

CHALLENGE

With an extensive OOH campaign booked and
deadlines looming, a creative rollout was required
that would drive impact for a new snack bar brand
on the market

SOLUTION

In less than two weeks, we concepted and
executed more than 30 sites including large-scale
static, digital, and taxis
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Thank vou.
Danfke, Gracias
and Merce

Photography: Yulia Pribytkova



Wed love lo
hear from you

CORALINE MILLENA
Founder & CEO

coraline@millena.com
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