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Global market overview* Period care overview:

Brands in the period care industry have abig  reevaluating the products they use to ensure

responsibility and equally big opportunities. they fit their bodies, lifestyle, and values. Average age at first period: Average length of period: Products used per cycle:
From tampons to pads, pantiliners to reusables, _ :
USRI el e et cae e s o To be a top choice in today's global marketplace, '| 2 '| O 5 'l 2 5

o : brands must optimize convenience, outperform YEARS MONTHS DAYS .
almost half their lives - and tend to remain in function. and tak tand on tainabilit
brand-loyal. But as the industry shifts to unction, and take a stand on sustainabiiity
view period care as self-care, customers are Data surveyed from 6,750 women aged 16-49 across 9 countries

Three life stages of period care:

2 5 % Projected value TEENAGE YOUNG . ESTABLISHED
growth 2023-28 YEARS ADULTHOOD ADULTHOOD
1 - 39% say their period * 33% say their period * 39% say their period has
impacts what clothes worn impacts going to work no impact on daily life
’ * 59% primarily use * 21% Use reusable * 67% use multiple

D Projected market value, pads products product types
) USD, 2028
° ( 92% of women seek more information about period care products

g 47% 39 37

I I 1 LOOK TO PRODUCT ASK FAMILY AND SEARCH SOCIAL MEDIA
CHINA i INDIA i GERMANY i USA PACKS AND ADS FRIENDS AND BRAND WEBSITES
M4.4B ¢ 52 i 413 i 345
Largest market, i Largest projected i Most units per i Highest spending M

2023 growth, 2023-28 woman, 2023 per woman, 2023

Consumer pr ef erences:

When asked which fiber they most preferred

tampons to be made of, 87% of U.S. consumers

identified cotton as their fiber of choice. b
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Global menstrual care expenditure 2023

and expected 5-year growth:
Retail sales, $US Billion

(7 of consumers ages 13-34
O said they prefer tampons made of cotton

9 2 o/o oflconsumers ages 35-70
$24'|O $2560 $27'|O $287O $3060 $327O said they prefer tampons made of cotton
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Nearty half of Purchase drivers | . P onrifiod cott
ampon users ) . ’ uririea cotion
Product use e Performance is paramount when it 1) is naturally
Period care product use varies globally, giving brands an opportunity use a pantiliner comes to period care. The products 1 hypoallergenic,
to more effectively target their marketing and product education based when using customers trust must be absorbent, ' highly absorbent,
on consumer behavior. a tampon protect against leaks, and be . and durable

comfortable. To be competitive, when wet

brands must deliver in every category.

3.4% 0.2%
About a third of
tampon users

always or usually & h a R a ] a R a R [ ]

use a pad when
using a tampon

High tampon use Medium tampon use Low tampon use eE T
US, UK, GERMANY, FRANCE ITALY, MEXICO, BRAZIL CHINA, INDIA HYPOALLERGENIC KEEP ITS SHAPE" COMFORTABLE UNDERWEAR/ ODOR RESISTANT ABSORBENCY/
TO WEAR . LEAK PROTECTION
STAYS IN PLACE
TAMPONS B PANTILINERS PADS

Cotton Incorporated'’s 2020 Global Hygiene Study ‘Pads and pantiliners only

Cotton Incorporated's 2020 Global Hygiene Study

Brand loyalty «-°

Combo pI‘OdUCtS When it comes to period care products, %
Three quarters of global tampon users report combining different kinds of period care consumers are generally brand loyal - but 90 °
products - on average, almost three per cycle. For brands, this opens the door for mixed product they’re open to trying new. Across markets,
packages, new promotions, and consumer education. Tampon brands without complimentary opportunities exist for new concepts in product
pad or liner products may want to consider line extensions. development, channels of distribution, and
: ALMOST ALWAYS HAVE TRIED A
5% target marketing. BUY THE SAME BRAND DIFFERENT PRODUCT
49% FRANCE GERMANY  ITALY
37% 44% ) 39% . AT% 77% 8% 86%
. . 35% 33% 36737 THE TOP 3 TAMPON BRANDS
31% 31% account for 4 in 5 purchases
§ § § § § § made by women in the
& £ £ £ = £ following countries
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ITALY GERMANY us FRANCE MEXICO UK 3 80* 85*
THE TOP 3 PAD BRANDS
account for 4 in 5 purchases
in the US, Europe, and
‘ Mexico and the majority
p , : . in China ) o
They're not made out of cotton? | feel likre this 79% 84 8er
shouldn't be the first time I'm finding out what W
[I'm puttingl inside my vagina every month.” ) ) o
P g yvag Y THETOP 3
PANTILINER BRANDS
- US, 20-29s GROUP account for half or mMore Of L S—

the purchases made by
women in the following countries

4 Cotton Incorporated’s 2015 European & Mexican Feminine Hygiene Study surveyed 500 feminine hygiene product users ages 10-50 in
the UK, Germany, France, Italy, and Mexico. Respondents were representative of their respective populations.

67% 7= QE0%

FRANCE US GERMANY




- &~
The solution to synthetics

Cotton rates high in the key attributes consumers care about. As a natural fiber grown from
the earth, it is a skin-safe, renewable alternative to synthetics in period care products. In fact,
the majority of women say they prefer their period care products be made from cotton and
are willing to switch brands and pay a higher price for the fiber.
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Health & sustainability SOFTEST TO TOUCH 847 16%
As concern for sustainability grows, consumers are
reconsidering how period care products affect the health NATURAL 82% 18%

of their bodies and the planet. Today, more than 80%
of women report concern about plastics from period care \_-/

RELIABLE /8% 2%

products making their way into rivers and oceans.

Globally, a majority of women want more information HYPOALLERGENIC 69% 31%
about what is in their period care products
SUSTAINABLE 6/% 33%
o, o o o,
86%  78%  47%  5]% o s
MOST COMFORTABLE 82% 18% N 4
CHINA & INDIA MEXICO & BRAZIL FRANCE & ITALY US, UK & GERMANY A

B cottonisBesT ] MANMADE FIBERS ARE BEST

Cotton Incorporated's 2020 Global Hygiene Study

Cotton Incorporated'’s Lifestyle Monitor™ Survey 2024

The majority of women say they prefer their feminine
hygiene products to be made from cotton

-
83% f75% 62% 58%
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To feature the Seal of Cotton trademark on your products,
contact your Cotton Incorporated account representative.

Find out more at CottonWorks.com/PeriodCare,
or reach out at Nonwovens@Cottoninc.com
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2 Cotton Incorporated’s 2020 Global Hygiene Study

3 Cotton Incorporated'’s Lifestyle Monitor™ Survey 2024

4 Cotton Incorporated's 2015 European & Mexican Feminine Hygiene Study surveyed 500 feminine hygiene product users ages 10-50 in the UK,
Germany, France, Italy, and Mexico. Respondents were representative of their respective populations.

5 Cotton Incorporated'’s 2015 Chinese Feminine Hygiene Study surveyed 500 feminine hygiene product users ages 18-45 across 16 cities covering all
four major tiers and regions in China. Respondents were representative of the Chinese population
6 Cotton Incorporated'’s 2015 U.S. Feminine Hygiene Study surveyed 1,000 feminine hygiene product users ages 18-50. Respondents were
representative of the U.S. population.



