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Market context W&

Defined by two core categories experiencing broadly similar growth

2000-2016 2000-16

Baby personal care overall 72% 3%
Diapers 71% 3%
Baby 71% 3%
Training 68% 3%
Cloth 74% 4%
Baby Toiletries 80% 4%
Wipes 84% 4%
Bath 65% 3%
Liquid based 64% 3%
Solid based 67% 3%
Lotion 74% 4%
Oil 84% 4%
Shampoo 87% 4%
Powder 42% 2%

Source: Datamonitor analysis
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About Datamonitor Consumer < T 3Ai]

Consumer and innovation experts

Consumer Insight i 2 #7il %¢

Real insight on real consumers

Innovation Tracking GU#TERkEx

Uncover new trends in products and packaging

Market Assessment T4l

[dentify new hot spots in the marketplace

Future Technologies and Strategies
Understand what shapes tomorrow
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Purer and safer formulations T4/ E 24 KB

Deconstructing the theme

WHAT?

 Parents asking a lot more questions about formulation integrity
« Reading the ingredients more thoroughly
* Desiring products that are truly chemical-free options

Y&

8 - Parental concern about baby’s exposure to harmful chemicals

» Baby's skin is delicate and needs special care
#l * "Healthy halo" of products that are as close to nature as possible

HOW?

» Baby care as a gateway category for natural personal care products

» Making parents feel secure and confident: free-from chemicals

» Formulated with the fewest ingredients possible

» Connecting ethically/environmental benefits to core product composition

Source: Datamonitor analysis




Purer and safer formulations W4i{&¥E 242G

It is THE preeminent theme in baby care innovation

TOP 10 PRODUCT CLAIMS FOR BABY PERSONAL CARE , 2012-13

No Paraben No Paraben Natural No Alcohol
NEES NEES SEA gL
Natural Organic No Alcohol Natural
SEN AL pRLLp SEZS
No Allergy No Artificial Color Licensed No Paraben
TR TN LR I NEES
No Fragrance L& M No Alcohol ks  No Fragrance L7 Organic G #L
Organic Natural Organic No Fragrance
Al H R AL TR
High Vitamins No Perfumes Sensitive Skin Sensitive Skin
e R TEE GG IS R
Sensitive Skin Sensitive Skin Anti-Bacterial No Allergy
FRURCHILITK RRURCHILITK 577 4t T o
No Gluten No Fragrance High Vitamins No Artificial Color
TCER I TR et R TEANTEER
No Animal No Preservatives No Paraben High Vitamins
WA Xy y, Rl NEES 4R
No Alcohol Environmentally-Friendly No Artificial Color Licensed

TCIHS NS TN FEhd!




Purer and safer formulations T4/ E 24 KB

Parents are highly concerned about the impact of chemicals on children's health

VERY CONCERNED about the impact /A readthe LABEL

Of C h em | C al S US ed | n consumer Get to know the chemical ingredients to avoid in your everyday

products. Their effects go deeper and last longer than you think.

products on your children's health... el bcadnecdets (s s g EG, sapop ool pon ks of e, e

damage and reproductive toxicity including infertility, to unsuspecting consumers and their infants and children™
-Dr. Samuel S. Epstein, M.D., Chairman of The Cancer Prevention Coalition

B3 HarrruL cremicaL =] whaT 1T poes To You NATURAL ALTERNATIVE
SURFACTANTS PRESERVATIVES
SLS/SLES (sodium lauryl sulfate/sodium E parabens, BHA/BHT, DMDM hydantoin,
laureth sulfate), ALS/ALES (ammenium lauryl ph yethanol, TEA (triethanclamil
sulfate / ammonium laureth sulfate) may cause cancer & tumors, weakens

E damages skin allowing ready immune system, allergenic & irritant,

and glycerin derived)

‘ penetration of carcinogens premature aging
i 0 sodium cocoyl isethionate (coconut oil rosemary essential oil, gluconolactone
0 derived), decyl glucoside (coconut derived) (from corn), glyceryl caprylate (coco, palm

FRAGRANCE MOISTURIZERS
B3 synthetic parfum, phthalates mineral oil, dimethicone, petrelatum,
damage to liver & reproductive organs, paraffin

. coats skin like plastic & clogs pores, slows
down skin function & cell development,
speeds up skin ageing

essential olls, natural fragrance oils

e cocoa butter, virgin coconut oil, sunflower
ANTI-BACTERIAL oil, avocado oil, g;ssicn fruit oil, castor oil
triclosan
endocrinal and reproductive malfunctions
& ‘ acapulco extract. sugarcane alcohol, chitosan COLORANTS
i L ﬂ lake dyes, FD&C colors, carmine (a natural
5 0/ | 1 0/ cololl'ant in lipsticks but made from crushed
; ‘ I cochineal insects)
0 0 EMULSIFIERS neuratoxic, possible carcinogen
"* E DEA (diethanalamine) mineral iren oxides
E affects hormones
stearyl alcohel, cetyl alcohol
(ol vegetable derived) BUG REPELLENT ACTIVE
SOLVENT 3 oeer . il
[ propylene glycol B e ey {
4 E damage to liver and kidney | citronella, lemongrass, lavender
P‘ vegetable glycerin, water E and rosemary essential oils
T R IR B = | I TFRITT ST A R VL LR L T

Learn more about the ingredients to avoid in your personal care and beauty products at

O O “ www.ewg.org/ski p. The Envir Working Group is a US. non-profit group
O e — O '.g dedicated to protecting consumers frem health problems attributed to harmful chemicals in everyday
-
products. o]

Source: Datamonitor Consumer Survey
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Natural/organic claims hold considerable appeal in general. Even more so for baby products

Social media has helped consumers
find the best products meeting this
more virtuous formulation criteria
] u"‘ 4 *;.';? -"

; & L glﬂ““
ﬂl Natural H %k 53% % Eﬁ
f Ce'

N No chemicals 5004 ’ttef {h m'@
< S+ =

A Wi T e _n...!,lyl:;

ﬂn Organic 11/l [E¥AR %ﬂ“
AT A P 7

High’ or ‘very high’ amount of
influence on personal care choices

th

Source: Datamonitor Consumer Survey




Purer and safer formulations T4/ E 24 KB

Beware the gaps between the “healthy halo” versus perceived performance limitations

of feel that health and (1)
beauty products 44 A)

formulated with )
natural ingredients
are better for them

agree that health

G I O b al and beauty products

formulated with

sentiment e el afrective
(20 countries)

as non-natural
alternatives

Source: Datamonitor Consumer Survey
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Burts Bees brand uses baby care as a “gateway category.” It is selling direct to consumers

BURT’S BEES BABY ™ ... | | \

e

Burt Bees natural baby care range was a brand extension in 2013. A new ecommerce

\site, burtsbeesbaby.com, is the company’s first direct-to-consumer channel/

Source: www.burtsbeesbaby.com o




Purer and safer formulations 4% ¥E 224 KA

Key benefit messages are: safe, effective, natural and paediatrician tested

Burt Bees natural baby care products are free of synthetic fragrances, sulfates and
arabens. The brand is underpinned by gentle yet effective natural ingredients

p
Burt Bees natural baby care products & & BF, iR Eh RN F4 JL R R S
2t L) S U RN T AT R (R AR 4 o




Purer and safer formulations 4% ¥E 24

Using organic ingredients — or fewer ingredients — for added assurance

talc free, all natural

WI N N E R of Harper's BALAAR Junior
Most Loved Eﬂby’ Care 2013!

Borldml  100% seganc

Lavender Baby Powder is certified

Gaia Natural Baby combine natural
Q}I certified organic oils and extray annic and has just two ingredieny
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For some parents, a new sense of legacy comes with a child being a central part of their lives

~

organic

e

soothing
baby oil
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Naty by Nature Babycare’s growth in Australia (25%) reflects an increasing number of
new parents who have a genuine desire to select products that are ethical and
ecologically sustainable, as well and sensitively formulated




Conveniently versatile {EF]Z 4L

Deconstructing the theme

WHAT?

« ‘Selling time,” and making lives easier is core to effective parent targeting
| » Busy on-the-go parents appreciate solutions that make their lives simpler

WHY?

« Convenience attributes represent a consumer coping strategy

* Products consumed/applied in less conventional occasions and locations
« Higher demand exists for portable products

HOW?

» Convenient and practical packaging
» Portable products
» Simplifying the buying process and volume of products

Source: Datamonitor analysis




Conveniently versatile {EF]Z 4L

A perception of time scarcity means we gravitate to easy and simple solutions

It is difficult to manage my daily
obligations and find time to relax

‘@OQ _./“%._ﬁ' U

44% 61% 59% 29% 56% 49%

Type of Timing of
convenience convenience

Saving time Deciding
Saving physical energy Purchasing
Saving mental energy Preparation
Consumption

Post-consumption

Source: Datamonitor analysis; Datamonitor Consumer Survey




Conveniently versatile {EF]Z 4L

Conveniently packaged products to suit a busy, mobile and on-the-go parental population

PR B

Asda Little Angels combines baby Coppertone Water Babies -
\ wipes and nappy cream Sunscreen Lotion has a clip for ease
gh A SR ) L T R R of carrying
\\@w§ﬁ~¢%¥,@%%%
Source: Datamonitor’s Pack-Track




Conveniently versatileff#] 2 4L

Multi-functional simplicity and ease of application/usage
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Tesco Baby Moisturizing Cream is

Baby Mantra - 3-in-1 Bubble Bath "easy to be absorbed" and is suitable
to be applied on face and body

Shampoo & Wash is multi-functional
to help simplify product choice 5 T RO
EZIREN, uﬁgﬂﬁf‘?ﬁwﬁuﬁuﬁ@ K S £ N TR £

Source: Datamonitor’s Product Launch Analytics




Brand identity and packaging i AR IR A 5%

Deconstructing the theme

WHAT?

« A wealth of creative packaging executions
» Depicting messages of health, love and support
 Desiring products that are truly chemical-free options

« Pack designs help shoppers to navigate the category

» Creating a distinct visual brand identity for optimal shelf impact
» Reflect on the outside what’s contained on the inside

= --.":(\-6 Brand Ianguage cute names and childish words, rounded fonts
. U u‘* » A backdrop of soft pastel colors to reflect gentle formulations
.t  Proprietary bottle shapes that reinforce a gentle brand identity

Source: Datamonitor analysis




Brand identity and packaging & bRiRFIR3E

Package design reflects the tone, image, and personality of the product/brand

Penaten Baby has a soft touch
surface finish evocative of soft baby
skin and gentle formulation
HAT FERR b ) 2R 10, D675 i i
BB ) LB P RN AR C T 1) S

Source: Datamonitor’s Pack-Track
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Biotropic Bebe Natureza uses simple,
fun graphics and soft pastel colours
create a friendly brand persona

il I ] 5L, A BRI B RIS )
RGN A ) AR




Brand identity and packaging & bRiRFIR3E

Package design reflects the tone, image, and personality of the produgl and

method ensures that its baby and
kids skin care ranges stand out with
bottles shaped like penguins
Pl ORIL 22 J LA ) L3 ) 2 B4 BRG]
R ARIE A e ot 0T HE 2R

Source: Datamonitor’s Pack-Track

-~

Treasures - Ultra Absorbent Nappies

provides interactive value by
converting into a toy

Q% B 1 T E BRI




Brand identity and packaging & bRiRFIR3E

Themed/character packaging

Bath Roman was spotted by Pack-Track in 2008 in Japan. The intense pink color and
k cute shape are very eye-catching. Refill pouch also available /




Specialized and fusion products M ALFIELE = 5

Deconstructing the theme

WHAT?

@ - More specialized products for babies — e.g. fragrances and balms
w « A recognition of developmental changes outside of diapers

WHY?

9 * Baby care is a high emotional involvement category creating a wealth of
opportunities across product formats

d - Parents looking for the best performing products — unwilling to compromise
on quality (including trusted brands)

HOW?

B | - Products that dual target —i.e. positioned at adults as well
= - Adult-themed products appropriated for babies

B8 « Replicating the diaper approach: targeting different personal care needs
during a baby’s development

Source: Datamonitor analysis




Specialized and fusion products M ALFIELE = 5

Baby products for adults, and adult-orrientated product categories appropriated for babies

Mixa Baby - Gel for Body & Hair is Le Bebe Coo - Baby Lipstick takes a

"ideal for frequent washing for _
. . e more grown-up approach (i.e. adult
adults with sensitive skin ) ,
cues) with pack-design

k %ﬁfféﬁﬁiﬁiﬁ / k@%&ﬁ OLEE i )

Source: Datamonitor’s Product Launch Analytics e




Specialized and fusion products M ALFIELE = 5

In the last year or so several baby perfumes have merged, moving from mass to prestige

! {j;l-; .ﬁ%
Im 1 5 st -
ﬂababy e

-
e PR
\ - EJ L{;} -lz_'l
““.El.!:m / ,I,I.I-“ 3
2
Bulgari's Petits et Mamans range is
Johnson & Johnson Baby Cologne is classified as aromatic-floral and
at the lower end of the range aimed at both mums and babies
i 7 it () 9] 5 e e IR R,
K EE R IAILL jo

Source: Datamonitor’s Product Launch Analytics




Specialized and fusion products &AL FIEE& = &

Dolce & Gabbana’s baby perfume has prompted debate about marketing ethics

DORCE « GABBARMA

=21 -

Dolce & Gabbana recently became the latest brand to launch a fragrance aimed at
babies, claiming that its honey, citrus and musk scent will “accentuate” the
naturally alluring smell of babies




Specialized and fusion products HNALFIELS 7= 5

Staged baby personal care products mirrors a marketing theme in diapers

BabySpa offers soapless body washes, tearless shampoos, bubble bath milk and via a
“Stages” system that targets different needs during a baby’s development

Source: www.babyspausa.com o




Summary M4

Older sawvier, ingredient-conscious
parents

ARG W E A A B

Packaging provides important
functional and emotional value in
baby care

FEEE )Ly B AL e P (1t 2 T2 A Ty e 1 AN
AR ME

Parents want to optimize their
choices depending on their baby’s
needs and situational circumstances

FREMMAMNIBEEE, TRRTHEC
HE E R/ RAFELR

Source: Datamonitor analysis

No nasties: safe and simple ingredient
lists. And tell the supporting back-story

AR HAMERIREE.
G B T

Ensure packaging conveys the derived
benefits and delivers practical benefits

Ha iR EAE A H BRI 2
TR SE B AT

Expect more products targeting different
needs during a baby’s development

7B LK R IR S 5 0t
AR




Thank You!

For more information or arrange
demonstration of database,
please contact me:

Salina Ip H4¢%— Account Director
Consumer & Commodities Team
Datamonitor

s +852 90198089

WeChat ID: ipsalina

F42: 86 15221 905 910
sip@datamonitor.com




