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Informed skincare consumers prioritizing clinically-proven

ingredients more than ever

Consumers in search of functional ingredient-centric brands for their skincare routines

Search trends for active ingredients in skincare products

show rapid increase in consumer education! Functional skincare brands to watch
1 Brands that incorporate ingredients that consumers seek
Steady growth COVID-driven Interest continues to grow are poised to win, and those that double down on
pre-pandemic acceleration post-pandemic ingredient education have the upper hand

THETNKeYLIST

v' Brand: Affordable, accessible
ingredient-focused skincare

v" Education: Personalized skin and hair
care quizzes for individual skin type
and goals

i GLOW RECIPE

Brand: K-beauty inspired, ingredient-
focused skincare marketing vegan,
fruit-forward skincare products

ﬁ

= v" Education: Quiz to help consumers
. determine their Glow Recipe regimen

Search term key:

"niacinamide”
"hyaluronic acid"
rehno' 95% 3 LUXURY ORGANICS
"salicylic acid” ' j; v Brand: Organic, ingredient-focused
e—"glycolic acid" bl multi-functional skincare products
‘, ,,,J,‘ Rl v' Education: Ingredient information and
- o = step-by-step guide on which order to
apply products to achieve results
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Growing focus on root cause of skin issues leading to consumer

demand for hormonal health-related skincare solutions

Consumers on the lookout for hormonal health-oriented skincare solutions as awareness grows

v Uptick in search trends related to Women's health-related search trends show growing consumer
women's hormonal issues leading to demand for disruptive, effective women'’s health products?
demand for innovation given many
heritage brands only provide “band-aid”
solutions to acne and other skin issues
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v' Hormone imbalance is an issue seeing
outsized need among young adult
women, suggesting that brands with

10 10

“spironolactone”
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hormone specific-skincare outcomes will
resonate with next-generation consumers
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Disruptive brands to watch by women'’s health vertical
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Digitally-native personal care brands with strong online

engagement poised for success in store through key tactics

Online beauty brands with strong engagement can win in-store following a proven blueprint

Key retail considerations for digitally-native brands Digitally-native brand, Lume’s retail case study
Develop strong brand identity Lume built a strong online brand presence by creating
Create compelling brand story and messaging that educational videos debunking women's health myths
resonates with consumers — relay through appealing and normalizing conversations around odor below the
and distinctive packaging that stands out on shelf belt — unigue combo of social appeal and differentiated

safe for the full-body products built strong brand

connection to customers on- and offline
Ensure product quality and differentiation

Develop unique features or ingredients that set
products apart from competitors

Lume sales, annualized TTM,
Build strong relationships with retailers $MM

Build relationships with retailers that best align with the

brand’s target audience and present a compelling $69.5
case for retail placement (e.g. leverage Amazon
competitor ratings data to show outperformance) s
50.5
E}: Create robust marketing strategy ~$70 M M
= Build awareness and demand for products through in- ) )
store materials to educate customers about ~37OMM orand i
products/ingredients and encourage trial MfoLo wi:]hin fir|§f year
of launch —online
brand presence
j c | ith ot influenced consumers
& omply wirn regulations to purchase in-store
Ensure that products and claims meet all regulatory $6.9
and compliance requirements on online ads and in- $0.02 -

store packaging and address potential issues prior to
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Recent Personal care transactions
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Personal care tfransactions (cont.)
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Disclaimer and indemnity

NATAYA

r

&

v

L)

r

a

r

v

4 b 4
AXAYAY
v

v

4 4 4
\YAVYAYAYAY/
Y v Y vy

DEAL
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Disclaimer

Nothing in this informational pamphlet is an offer or solicitation
fo buy or sell any security. Although this pamphlet may include
investment related information, nothing in itis a
recommendation that you purchase, sell or hold any security
or any other investment or that you pursue an investment style
or strategy. Wellness Partners, LLC dba Whipstitch Capital or
BFY Securities, LLC does not give any advice or make any
representation through this informational pamphlet as to
whether any security or investment is suitable to you or will be
profitable and may have commercial relationships with
companies named herein. Nothing in this pamphlet is
intended to be, and you should not consider anything
contained herein fo be investment, accounting, tax or legal
advice. If you would like investment, accounting, tax or legal
advice, you should consult with your financial advisors,
accountants, or attorneys regarding your individual
circumstances and needs. The past performance of any
investment, investment strategy or investment style is not
indicative of future performance. For additional disclosures,
please see our website at www.whipstitchcapital.com
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http://www.whipstitchcapital.com/
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