//
EG Growth
Exchange

27t and 28" March 2025, Dublin, Ireland




“EGE

= PIC Growth
Exchange

Heather Jackson

Founder & CEO, Gen-M

Transforming retailers thinking



Menopause
Friendly










CHOICE AND TRUST
TOTHE
MENOPAUSAL
CONSUMER.




CREDIBILITY

AND TRUSTTO THE
MENOPAUSE
MARKET.










IMPROVING HOW
WOMEN SEARCH
SOURCE AND SHOP
FORMENOPAUSE.




™

Menopause
Friendly




. - " . . . " w . . - " . . . " ® . . - w . " . " ® . . - w . . . " * . . . w . . . "
. . - . . . - - . . - - . . . - - . . - - . - . - . . . - - . . . - - . . . - . . . -
. . - . . . - . . . - - . . . - . . . - - . - . - . . . - - . . . - . . . . - . . . -
. . . " . w . " w - . . w . - . " . . . "

- - . " b ® . - " * . . . . - " = . ® "
. w . - . - - . - - w - - . " ® . . - . - - " * - - . - . . " - - - - w - . "
. - ® s . - - - . B - ® s . - - * . B - - s - - - * . . - * s . - - * . . . - s . - -
. . - . . . - . . . - . . . . - . . . - - . - . - . . . - . . . . - . . . . - . . . -
. - - . . . - - . . - - . . . - - . . - - . - . - - . . - - . . . - - . . . - . . . -
. - . - - . . . - . - . - . . - . . -
. - - - . . . . - - . . - . . - . . - . -
. " - w . v . " . . . . . . ' . - - . . "
® - ® . . . " * . . - ® . . . " * . ® - ® . " . " * . ® - ® . . . " * . . . ® . . . "
. - - . . . - . . . - - . . . - . . . - . . - . - . . . - . . . . - . . . . . . . . -
. - - . . . - - . . - - . . . - . . . - - . - . - . . . - - . . . - - . . . - . . . -
. - - . . . - . . . - - . . . - - . . - - . - . - . . . - - - . . - - . . . - . . . -

- w . w . w . . . . . . " w . . . " . . w .

" ® . ® . * ® ® . ® * - - . . ® .
. . - . . . - . . . - - . . . - . . . . - . - . - . . . - - . . . - . . . . - . . . -



. . * . . . " - . . - * o . . " - . . - * . * . " - . . - * . . . - - . B . * o . . -
. . - . . . - - . . . - . . . - - . . - - . - . - - . . - - . . . - - . . . - . . . -
. . - . . . - - . . . - . . . - - . . . - . - . - - . . - - . . . - - . . . - . . . -
. - . - " . . . - . - . - . . - . . -
. - . - . . . . - L . - - . . - . . - . -
® & ® . ® . " ® . ® & ® . ® . ® ® " ® & ® s ® B " ® " ® " ® B ® B ® ® " ® . ® B ® B ®
. . - . . . 0 0 . . - - . . . " 0 . . - - . - . " 0 . . - - . . . - 0 . . . - . . . -
. . - . . . - - . . . - . . . - - . . - - . - . - - . . - - . . . - - . . . - . . . -
. . - . . . - - . . - - . . . - . . . - - . - . " - . . - - . . . - - . . . - . . . -
- ® . B B w B . B ® . . ® B " . ‘ ® . . ® .
& ® s ® s ® ® ® s ® ® " - " . ® .
. . - . . . - - . . . - . . . - - . . - - . - . - - . . - - . . . - - . . . - . . . -















always

discreet

Cambridge

Nutraceuticals

elénzia

HEALING:
ALTERNATIVES

J.PMorgan

Luna:

0
e

Morrisons

OptiBac

probiotics

sprinciple’

2D
Zssp

a,
reviveactive

ALLBRIGHT.

soltition,

ESPA

Holland
&Barrett

NNNNNN

Promensil.

MENOPAUSE

TESCO

rF £ & & & 4

Wild

INVIERCLIN I A Vogel

C\V

CHARLES
WORTHINGTON

......

=
HAL=ON () innocent

Linwoods

MADE
OF
MORE.

natwriga

-#= ORGANON

PURA

COLLAGEN

heramex

For Women, For Health

"\\’o

VITABIOTICS

MAGNITONE

LONDON

NEXT

0] O)

QVC

BALANCE
ACTIV*

M

coowsorr Qgare =  crairorr DNA
@ 'ce:r{'lpleie. femmar ! '[2’ ] FEWE }:9%9 sE
CIMOgr aphy

i-On

BY DR. XI

LIVWVE

NIOXIN

Paused.com

Menopause
Friendly

Replens

SWISS womaness \WUKA

Image

'N

WILD NUTRITION’

VICHY

LABORATOIRES

fEI\PA\ rytes Sainsbury’s Sa’flgx

Reverse Life®
b‘b =

2 . £ BioCare’
Become BetterYoud oot .

Dove
¥

<
ifF

LK BENNETT

Menopiice

@ NUTRIVITALITY

REVLON

XX=

bray leino
. EILE
Dulce <
ore) Grass
& Co.
iHealth 1SSviva
MENOPAUSE
LOVE _LumiTy
WELLNESS
\Icn(h)dly)ausc M"’%umo
PIZZG sle
EXPRESS PEP & LEKKER

AAAAAAAAAAAAAAA

REVOLUTION

YES

MATALAN




The menopausal consumer in 2024 was feeling...



The menopausal consumer in 2024 was feeling...

OVERLOOKED




The menopausal consumer in 2024 was feeling...

OVERLOOKED
INVISIBLE




The menopausal consumer in 2024 was feeling...

OVERLOOKED
INVISIBLE
ISOLATED




The menopausal consumer in 2024 was feeling...

OVERLOOKED
INVISIBLE
ISOLATED

UNDERSERVED




The menopausal consumer in 2024 was feeling...

OVERLOOKED
INVISIBLE
ISOLATED

UNDERSERVED

LACKING CONFIDENCE




The menopausal consumer in 2024 was feeling...

OVERLOOKED
INVISIBLE
ISOLATED

UNDERSERVED

LACKING CONFIDENCE

LACKING TRUST




How menopausal
women are feeling 2%
Only

o are thriving during their
/o menopause transition

the prospect of
%
(o
Only

4 5 % menopause

feelinvisible, lonely,
dispensable orirrelevant

during
their menopause




of menopausal women feel
overlooked and let down by brands
they’ve been loyal to



‘Womencurrently
-experiencing -

.menopause =

15.5m 75m ' bi"ion

womenin womenin

: the UK the USA globa"y




The Menopause Partner for Brands.




What they demand from

brands and retailers i

88"

demand more from
brands they trust

alternative
and complimentary

E Want to trust a
what they - menopause product
are looking for S before making a

purchase



of menopausal women want to
shop
products
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Every category has arole to play,



Every category has arole to play,

Every division of your business
has to be a part of it.



SIGNS OF
MENOPAUSE

(credible clinical and medical).




Nail Changes RecurrentUTDl’s

Tingling extremities Nightsweats Nauseaand digestiveissues

Changes in breast size Lackofmotivation
Sleep issues and insomnia M o0 d SWi it gs Dry eyes

Panic disorders

m
A“XI ety Changes in skin texture Saggingbreasts Bladder weakness

Altered skin sensation = - = Worsening PMS Itch crawly skin
Depression Bloatlng D I zz' ness Decreasing fertility

Irregular periods Prymouth ACNE |I‘I‘ItabI|I1-:y peleheeai
Jointpain Brainfog Dpentalproblems Heart palpitations

Changesintasteandsmell Body odour Headaches and migraines

Thinning hair Loss of concentration Feeling cold

Changes in sex drive Burning mouth syndrome Sore breasts

Hot flushes Muscle tension Breathingdifficulties
Loss of self-confidence & self-esteem Short-term memory issues

vaginal dryness Loss ofbone density
Fatigue



REASONS AND
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CHOICE.
TRUST.
VISIBILITY.
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944

of customers would™ .
buy from a company
that gained tll8i
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— Search for the MTick -

-
s '.-Hr.l.l

1

S

PRODUCTS FOR MENOPAUSE

Intimate health Wellness Skin & hair .

— - .
Skin & hair No7 Boots NIC
Discover menopause-friendly Menopause Skincare Instant Beauty Formula Skin Hair & Sondalore 2 .
hair & skin products® Radiance Serum 30m| Nails, 30 Tablets Serur
£3295 £6 £
ADD ADD - .
SHOP ALL



The MTick Criteria

The MTick can be displayed on productsthat meet one
or more of the below MTick criteria:

oL

Products backed by authorised
medicinal, cosmetic or health
claims, showing that it supports
one or more of the 48 signs of
the menopause.

Food supplements are required
to meet a minimum inclusion
level of ingredients to support
efficacy, based on Public Health
England or clinical research
guidelines.

oz.

Products that have undergone
rigorous testing by menopausal
women, showing statistically
significant results in easing,
relieving or supporting a
particular sign.

Menopause
Friendly

03,

Products that feature technology or functionality designed to support
any one of the 48 signs. N.B. We will also be assessing Trustpilot reviews
to ensure products are rated highly by your menopausal customers.
The MTick can be displayed on packaging, point of sale, advertising and
online to help women search and shop menopause-friendly products.

All data is supplied by the brand and Retailer and verified by GenM.
If the data cannot substantiate the criteria, approval for use of the
MTick is not given.

*Health claims — NHC and EFSA approved health claims. Pending health claims
— accepted for botanicals and herbal ingredients whereby additional information/research
to supportthe pending claims is provided.
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The MTick
Grows Sales

Up to r/

%
Menopause
Friendly

In testing, products displaying the
MTick saw significant sales
increases, including +24% for
deodorants, +19% for body wash,
and +12% for haircare.

/ilc'

/4

Skr\p;k' Slm‘él(' Sm';;'.e

PAL L)

EPIC Conjoint-MTick analysis Dec 2024




Quality, Trust
& Credibility s obi

13%

The MTick
outperformsother
claims like ‘cruelty- 5%

free’, provingit has a
unique and powerful
market position. The MTickdrives

2%
sales across all age

groups, proving it’s 7
an inclusive and X .f\* r‘%
** APPROVED * \t«

commercially safe Glbl il T ey Voropae
brand strategy.

EPIC Conjoint-MTick analysis Dec 2024
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£2.4 Billion
Spending Power

8.8%

8.1
Women aged 45-55 o 63
accountfora£2.4B
market in Health and a
Beauty, making them the 3.2
fastest-growing shopper
segment. I

Age of Shopper Shopper Aged Shopper Aged ShopperAged Shopper Aged Shopper Aged
Under 34 35-44 45-54 55-64 65+

Kantar — Health and Beauty 52we 29" December



Retail Growth
Success

Morrisonssaw £500K inincrementalgrowth
fromits new menopauserange,capturing
£150K from competitorslike Tescoand Boots.

Helping Morrisons find growthin the 45-55
age group for the firsttimein 5 years
across Healthand Beauty,twice as fast as
the total category.




Retail Growth
Success

+3(%

Sainsburys saw a 31% sales uplift to
products featured onthe MTick curated
fixture during the 6-week promotion.

Spend +31%
Packs +7%

Penetration +17%
Average Spend +16%

BasketSize£ +15%




No one brand can drive real
change to the change alone,

but together we can.




No one brand can drive real
change to the change alone,

but together we can.

BIGGER, BOLDER &
BETTER.
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When women
thrive, the
world thrives




Some people want it to happen,
some wish it would happen,
others make it happen.
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