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Q&A
Type your gquestions in the Q&A window at any
time during the webinar.

CottonUniversity.org

Find webinar slides and other nonwoven
resources on the website later this week.

Information presented is from several sources. Some information is Cotton Incorporated’s interpretation. No responsibility is
assumed for the use of this information and no express or implied warranties nor guarantees are made.

Please turn off your pop-up blocker to participate in this webinar.
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GLOBAL INCONTINENCE

MARKETS

© 6

INDUSTRY CONSUMER COTTON
OUTLOOK NEEDS POSSIBILITIES




CONSUMER RESEARCH
METHODOLOGY

U.S. | Mexico | UK | Germany | France | China | Japan

Cotton Incorporated 2017 Global Adult Incontinence Study
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ECONOMIC
PROSPECTS

REAL GDP IN 2016 (TRILLIONS USD)
+ GROWTH FROM 2016-2030

$18.3 $16.6

+26% +24%
$11.7 $4.2 $1.2
+101% +8% +43%

Euromonitor International



China
EU
U.S.
Japan
Mexico

AGING

POPULATIONS

POP. 65+
2016 (MM)

140.0
96.7
49.4
34.6

8.6

O

SHARE OF
WORLD

22%
15%
8%
6%
1%

Q

GROWTH
2016-30

+76%
+27%
+51%
+6%
+80%

Euromonitor International

@

LIFE
EXPECT.

/6
81
79
34
7



OVERWEIGHT & OBESE
POPULATIONS

\\{ 75% " 74%
U.S

MEXICO S. EU
70 million 195 million 233 million

“ 47%

> 4% Share & Size of

| 0 Overweight &
fJ Obese Population
in 2016

CHINA
534 million

JAPAN

26 million

Euromonitor International
*Populations ages 15+ with BMI 25+kg/sq m



INCONTINENCE
PRODUCT SALES

INCONTINENCE PRODUCT SALES (MILLIONS USD)

AONIS 2020 Growth 2016-20

U.S. 1,952.6 2,672.0 +37%
Japan 1,656.4 1,977.0 +19%
Germany 336.0 373.3 +11%
France 313.5 337.3 +8%

UK 295.9 347.7 +18%
China 293.7 634.4 +116%
Mexico 131.2 178.0 +36%

Euromonitor International



ELIMINATING THE
STIGMA

“POISEe HELPS™E &) 3.
MAKE LIFE EASIER.? | ¥
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INDUSTRY

OUTLOOK

Economic growth coupled with aging & overweight populations
expected to boost sales

Sales projected to be strong, offering opportunities for
established and disrupter brands alike

Fresh thinking regarding product design and positioning that
makes these products a normal part of everyday life will lead to
breakout success and market share gains.
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NEEDS

PRODUCT USAGE HABITS
PRODUCT OPPORTUNITIES

SHOPPING HABITS

(@] PURCHASE DRIVERS

2] NEEDS VERSUS SATIFACTION




PRODUCT
USAGE

PRODUCTS USED MOST OFTEN TO HANDLE INCONTINENCE

42%

China Mexico

U.S. Europe*

B Incontinence M Multiple M Hybrid B Feminine Hygiene

Cotton Incorporated 2017 Global Adult Incontinence Study

*Europe includes the UK, Germany, & France




PRODUCT
SATISFACTION

PERCENT* VERY SATISFIED WITH PRODUCT PERFORMANCE

23% ;20%

63% /42%

Europe* Japan
48% /952% 63% /55%
China Mexico
@ Incontinence Products () Other Products

Cotton Incorporated 2017 Global Adult Incontinence Study
*Europe includes the UK, Germany, & France **Among those who primary use incontinence products **Among those who use other products



COVERTING FEMININE
HYGIENE USERS

PERCENT** SAYING FEMININE HYGIENE PRODUCTS MEET ALL
OF THEIR INCONTINENCE NEEDS

A A4 Ay @ N

U.S. Europe* Japan China Mexico
28% 33% 37% 16% 33%

Cotton Incorporated 2017 Global Adult Incontinence Study

*Europe includes the UK, Germany, & France **Among those who use feminine hygiene products for incontinence issues



DIY INCONTINENCE
PRODUCTS

PERCENT SAYING THEY ALWAYS OR USUALLY WEAR MULTIPLE
PRODUCTS AT ONCE TO HANDLE INCONTINENCE ISSUE

19% ‘ 33% ‘ 37% ‘ 59% ‘ 54%

U.S. Europe* Japan China Mexico

Cotton Incorporated 2017 Global Adult Incontinence Study

*Europe includes the UK, Germany, & France



DIY INCONTINENCE

PRODUCTS

Protection 61%
Coverage 52%
Confidence 50%

o

Coverage 47%
Absorbency 45%
Protection 44%

Protection 43%
Confidence 39%
Absorbency 35%

Protection 43%
Confidence 42%
Time Away 40%

»

Confidence 56%
Coverage 37%
Absorbency 32%

Top reasons why
women combine
multiple
products**

Cotton Incorporated 2017 Global Adult Incontinence Study
**Among women who combine multiple products to handle their incontinence issues

*Europe includes the UK, Germany, & France



INFORMATION
SOURCES

MOST INFLUENTIAL SOURCES OF INCONTINENCE
PRODUCT INFORMATION AMONG GLOBAL* WOMEN

...
ot Jl

nir -4

STORE FAMILY & ONLINE
DOCTORS DISPLAYS ADS FRIENDS SOURCES

33% 33% 32% 2/%  26%

Cotton Incorporated 2017 Global Adult Incontinence Study

*Global includes women in the U.S, UK, Germany, France, Mexico, Japan, and China



CHANNELS
SHOPPED

CHANNELS SHOPPED FOR MOST INCONTINENCE PRODUCTS

JO9909

Europe* Japan China Mexico
B Mass Merchants B Drug Stores M Grocery Online | Other
Cotton Incorporated 2017 Global Adult Incontinence Study

*Europe includes the UK, Germany, & France



PURCHASE
DRIVERS

® @ (&

PRIMARY SECONDARY OTHER

no leaks | absorbency | easy use | not bulky | price | natural |
odor control | comfort | handles many accidents | packaging |

stays dry | discreet discreet disposal & sustainable | shape |
when wearing | storage | breathable | color & design
hypoallergenic | fit quiet

Cotton Incorporated 2017 Global Adult Incontinence Study

*Global includes women in the U.S, UK, Germany, France, Mexico, Japan, and China



DRIVERS VERSUS
SATISFACTION

80%

70%
60%
50%
40%
30%
20%
10%

0%

® Importance ® Satisfaction

Cotton Incorporated 2017 Global Adult Incontinence Study
*Global includes women in the U.S, UK, Germany, France, Mexico, Japan, and China



Use Online
Information

18%

@ willennials

THE NEXT
GENERATION

Natural Combine
Matters Products

oo

@® GenX () Boomers

Fiber Info
Influential

Cotton Incorporated 2017 Global Adult Incontinence Study
*Global includes women in the U.S, UK, Germany, France, Mexico, Japan, and China



CONSUMER

NEEDS

Sales growth, along with customer satisfaction, will hinge on
converting feminine hygiene product users

Take advantage of product combination habits

Digital outreach key to reaching Millennials & developing
market customers

Gaps between feature importance and satisfaction indicate
opportunities for product improvements







COTTON

POSSIBILITIES

@ COTTON'S POSITION

PERFORMANCE EXPECTATIONS

PURCHASE INTENT

sy BREAKING BRAND




COTTON'S
POSITION

81%

' Believe products

are cotton
' Prefer products

to be cotton 0% 6%

‘ Interested in buying
cotton products

Cotton Incorporated 2017 Global Adult Incontinence Study
* —_ 9

Europe = UK, Germany, France

8%




COTTON FILLING THE
SATISFACTION GAP

Feature Feature Cotton
Importance  Satisfaction Performs Better

Comfort - -

Hypoallergenic - -
_
I

% answering...

Breathability ]
Sustainability -

Cotton Incorporated 2017 Global Adult Incontinence Study

*Global includes women in the U.S, UK, Germany, France, Mexico, Japan, and China



COTTON PURCHASE
INTENT

LIKELIHOOD TO PURCHASE COTTON PRODUCTS THAT ARE...

Japan
U.S. Europe*
20
44% 64%
Mexico China
0) 0)
o0 ©20
New brand, Same brand, New brand,
® same price ® higher price ® higher price

Cotton Incorporated 2017 Global Adult Incontinence Study

*Europe = UK, Germany, France



COTTON PURCHASE
INTENT

LIKELIHOOD TO PURCHASE COTTON PRODUCTS THAT ARE...

‘fb o

| 4
2D D0 @@@

New brand, Higher price, New brand,
same price same brand higher price

@ wvillennials @ GenXx ) Boomers

Cotton Incorporated 2017 Global Adult Incontinence Study

*Global includes women in the U.S, UK, Germany, France, Mexico, Japan, and China




COTTON

POSSIBILITIES

Interest in cotton alternatives is strong worldwide

Cotton is seen as better suited to meet primary incontinence
product needs, helping to fill the satisfaction gap

Benefits of cotton can break brand loyalty, especially with
younger women







Please submit all final questions now.

Questions may be submitted to the right of the presentation screen.



£ NEW NONWOVENS CONTENT

Raw Materials Used in Nonwovens

Nonwoven Materials & Structures:

Fiber Orientation & Basis Weight




WE'RE GETTING COMING
wosnewioo | 2018




Our Aging Population

Meeting needs respectfully and
profitably in the global market for
~incontinence products

j 2016 - 2030

&A Session

' 5 *Please take our quick survey before exiting. -
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