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Filed pursuant to Rule 424(b)(4)
Registration No. 333-255150

25,807,000 Shares

HONEST

COMMON STOCK

This is an initial public offering of shares of common stock of The Honest Company, Inc. We are offering 6,451,613 shares of our common stock
and the selling stockholders identified in this prospectus, including entities affiliated with certain of our directors, are offering an additional
19,355,387 shares of our common stock. We will not receive any proceeds from the sale of shares by the selling stockholders.

Prior to this offering, there has been no public market for our common stock. The initial public offering price for our common stock is $16.00 per
share. Our common stock has been approved for listing on The Nasdaq Global Select Market under the symbol “HNST.”

We are an “emerging growth company” as defined under the federal securities laws and, as such, we have elected to comply with certain reduced
reporting requirements for this prospectus and may elect to do so in future filings.

Investing in our common stock involves risks. See the section titled “Risk Factors” beginning on page 19 to read
about factors you should consider before buying our common stock.

Neither the Securities and Exchange Commission nor any other regulatory body has approved or disapproved of these securities or
passed upon the accuracy or adequacy of this prospectus. Any representation to the contrary is a criminal offense.

Per Share Total
Initial public offering price $ 16.00 $ 412,912,000.00
Underwriting discounts and commissions(1) $ 1.04 $ 26,839,280.00
Proceeds, before expenses, to The Honest Company, Inc. $ 14.96 $ 96,516,130.48
Proceeds, before expenses, to the selling stockholders $ 14.96 $ 289,556,589.52

1) See the section titled “Underwriting” for additional information regarding compensation payable to the underwriters.
At our request, the underwriters have reserved up to 5% of the shares of common stock offered by this prospectus for sale, at the initial public

offering price, to certain individuals identified by our directors and officers. See the section titled “Underwriters—Directed Share Program” for
additional information.

We have granted the underwriters an option for a period of 30 days to purchase up to an additional 3,871,050 shares of common stock from the
selling stockholders at the initial public offering price less the underwriting discounts and commissions.

Certain funds and accounts managed by subsidiaries of BlackRock, Inc. have agreed to purchase $80 million in shares of our common stock in
this offering at the initial public offering price. The underwriters will receive the same underwriting discount on any shares purchased by these investors
as they will on any other shares sold to the public in this offering.

The underwriters expect to deliver the shares of common stock to purchasers on May 7, 2021.

Morgan Stanley J.P. Morgan Jefferies
BofA Securities Citigroup William Blair Guggenheim Securities
Telsey Advisory Group C.L. King & Associates Loop Capital Markets Penserra Securities LLC Ramirez & Co., Inc.

Prospectus dated May 4, 2021.
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Through and including May 29, 2021 (the 25th day after the date of this prospectus), all dealers effecting transactions in these securities, whether
or not participating in this offering, may be required to deliver a prospectus. This is in addition to a dealer’s obligation to deliver a prospectus when
acting as an underwriter and with respect to an unsold allotment or subscription.

Neither we, the selling stockholders nor any of the underwriters have authorized anyone to provide any information or to make any representations
other than those contained in this prospectus or in any free writing prospectuses we have prepared. Neither we, the selling stockholders nor any of the
underwriters take responsibility for, or can provide any assurance as to the reliability of, any other information that others may give you. We, the selling
stockholders and the underwriters are offering to sell, and seeking offers to buy, shares of our common stock only under circumstances and in
jurisdictions where offers and sales are permitted. The information contained in this prospectus is accurate only as of the date of this prospectus,
regardless of the time of delivery of this prospectus or of any sale of our common stock. Our business, financial condition, results of operations, and
prospects may have changed since that date.

For investors outside the United States: neither we, the selling stockholders nor any of the underwriters have done anything that would permit this
offering or possession or distribution of this prospectus in any jurisdiction where action for that purpose is required, other than in the United States.
Persons outside of the United States
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who come into possession of this prospectus must inform themselves about, and observe any restrictions relating to, the offering of the shares of our
common stock and the distribution of this prospectus outside of the United States.

“The Honest Co.,” The Honest Company logo, Honest Omni-Analytics, “NO list” and our other registered and common law trade names,
trademarks and service marks are the property of The Honest Company, Inc. All other trademarks, trade names and service marks appearing in this
prospectus are the property of their respective owners. Solely for convenience, the trademarks and trade names in this prospectus may be referred to
without the ® and ™ symbols, but such references should not be construed as any indicator that their respective owners will not assert their rights
thereto.

We refer to Jessica Warren, our founder, Chief Creative Officer and former Chair of our board of directors, as Jessica Alba in this prospectus.

When we refer to “digitally-native” throughout this prospectus, we mean that we launched our company as a digital platform.
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FOUNDER LETTER

I founded The Honest Company because I had to.

My personal experiences helped create the foundation on which I built The Honest Company, so I want to share my story with you. I was born
into a hardworking Mexican-American family. My parents worked multiple jobs, doing whatever it took to get by. I suffered from chronic illnesses,
severe asthma and allergies, leading to long, lonely weeks in the hospital. There were no lasting solutions for my health issues and by the time I was ten,
I became aware of how wellness can define your whole life. That’s never left me. It’s difficult to be happy and to thrive when your health is
compromised. It was my first real honest moment, a time in my life that inspired me to clarify my values. It wouldn’t be my last.

Thirteen years ago, I was pregnant with my first child and my entire world turned upside down—or, rather, right side-up. All my priorities shifted
to this new little person. When I used a laundry detergent marketed for babies on items from my baby shower, I was shocked when it triggered an
allergic reaction. It took me back to those awful memories of being ill as a child. What if my child had the same reactions to these products as I did?
And I was scared. Once that trust was broken, there was no going back.

I tried to shop around the problem, but it was expensive and time-consuming. I experimented with DIY products that never really worked. Trying
to make the right choices was too hard and I couldn’t do it alone. I finally turned to online communities and found so many people facing the same
struggles I had. I did research and learned that exposure to certain harsh chemicals found in everyday products has been linked to a rise in chronic
illnesses, childhood cancers, learning disabilities and hormone disruptors. I lobbied on Capitol Hill for chemical legislation reform, but was faced with
the sad reality of how much human health has been politicized. The solutions I tried in the marketplace were too expensive, ineffective and hard to find.
I craved one brand that holistically addressed my needs, that educated without fear, that supported a community of like-minded conscious consumers,
that prioritized transparency and didn’t make you choose between what works and what’s good for you. So, I spent the next three years trying to figure
out how to do that...

It’s all about an Honest start.

Over a decade ago, when I had the vision for a business that prioritized people and the planet, the world was different. Building a brand based on
conscious consumers was considered niche and not scalable. Transparency and compassion were not the pillars of a successful business. The big
businesses and ultimate decision makers for what goes in, on and around us were dominated by a very narrow leadership profile. This may have been
the status quo, but I knew it needed to change. Here’s what I believed:

Health and wellness are a universal foundation for a life well-lived and should be accessible to all.

Living a healthy life shouldn’t be a privilege. The effects of health inequality are magnified for marginalized and underserved communities and
they don’t have to be.

Businesses can stand for good, and compassion isn’t only for non-profit organizations.

I wanted Honest to be built on a type of business model that I had never seen created before, a mission-based, for-profit model that addresses
health equity, sustainability and social justice.

The conscious consumer was out there, but they needed real support through education, community and convenience.

The only way to achieve this was to build an online destination for content, community and commerce, inspiring authentic dialogue and creating
lasting connections.
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I believed it shouldn’t be so difficult to want better for yourself, your family and the world around you. I knew there were millions of others out
there that shared my values, but the marketplace didn’t have a solution. So, I had to create the change I wanted to see. That’s how I founded The Honest
Company.

Let’s be Honest.

After our launch in 2012, there was an overwhelming immediate response and growth in the years that followed. We were raising the bar for the
entire marketplace and becoming a David to the many Goliaths out there along the way. Our success and disruptive business model proved that the
passion for a company anchored in values of consciousness, community and compassion was truly there. People today talk a lot about “feeling seen”;
what they really mean is that they’ve found something that aligns with what matters to them and that they finally see themselves where they hadn’t
before. That’s what Honest ultimately did: We created a purpose-driven company with the conscious consumer at its center.

Several years after our launch, however, I was facing another honest moment. Our rapid growth was compromising key business functions and we
were outgrowing our infrastructure. In order to fulfill our mission, we needed the expertise and experience of a world-class business leader. Finding
Nick Vlahos fulfilled what felt impossible at the time, a partner who cares as much about our mission as I do and believes that you can build a robust
business around what Honest values most. With Nick as our Chief Executive Officer, we’ve solidified our foundation and built our organizational
capabilities and processes, including research and development, procurement, supply chain and operations to deliver on our promise and set the path for
the future.

Authenticity is our authority.

Living through one of the greatest times of uncertainty we’ve ever faced has definitely been an honest moment for all of us. While I’ve seen iconic
companies that I grew up with disappear overnight, Honest has thrived by maintaining the spirit of a start-up with the soul of a powerhouse. When faced
with challenges, we meet them with transparency, authenticity and a commitment to learn and adjust quickly. When the COVID-19 pandemic hit and we
went into lockdown, people became more aware of their health and what they bring into their homes. Honest never wavered in being there for them. The
nature of our business is nimble, so we’re able to listen to our consumer, innovate and deliver when it matters most. For example, we created and
brought to market a new Stay Safe cleaning collection, a complete set of cleaning, sanitizing and disinfecting solutions, in less than six months.

We’re continually adjusting to meet our consumer’s new behaviors. Our robust omnichannel distribution model allows us to be accessible
however consumers are shopping. With a dynamic influencer strategy, we can consistently build community through relevant, “snackable” content that
educates and entertains. Being digitally-native means that we’ll always be at the forefront of how people communicate and connect.

Trust in a brand is driven by consumers. It’s hard to earn and it’s easy to lose. In times of great pressure, we’ve committed to doing what’s right,
not just what’s easy. During this pandemic, we’ve seen behavior shift to support businesses that align with purpose and values. Our trajectory has shown
that people continue to choose Honest. Honest continues to box above its weight with consumers and customers.

We’re the conscious living company for today and tomorrow.

Success is not only about the bottom line; it’s also about leaving the world better than we found it. We believe in the “butterfly effect”—when
working towards a common goal, small steps in the right direction add up to monumental change. We’ve supported our non-profit partners to continue
pushing for equity, justice and access on a national and global scale. To date, we’ve donated over approximately 25 million essential products to people
in need.

iv
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Sadly, the pandemic has only magnified the everyday struggles that far too many people face, lacking essential products for their personal and
family needs or having to reuse diapers to get through the day. Together with Baby2Baby, our official charitable partner, we’ve stepped up distribution
of essential items during this immense time of need by committing to donating 3.5 million diapers, wipes and personal care products via family resource
centers, homeless shelters, health clinics and Head Start centers to families impacted by the COVID-19 pandemic. We know that marginalized and
underserved communities are impacted much more profoundly, so we’ve donated over 345,000 products for natural disaster survivors. Giving back is
built into our business model; the better we do, the bigger impact we make.

My vision for Honest was to build a company that operates with consciousness and compassion from the inside out. Honest has always been a
destination for people who want to live and work with purpose. We feel a great responsibility towards the culture that we’re creating with our employees
and we’re passionate about reflecting the world we want to see. We provide all full-time employees time off to volunteer up to 20 hours annually at the
non-profit of their choice and match employee donations to their causes. To date, Honest employees have already contributed over 18,500 hours to help
communities in need. We also encourage civic participation, giving employees time off to vote.

As a female founder and woman of color, I know how important it is to create a working environment with an inclusive approach to personal
support and professional opportunity. We haven’t hesitated to step up, put our stake in the ground and push to build a kind of company that reflects the
true scope of our communities and values. With the support of our CEO and our Chief People Officer, we’ve created a future-facing culture. We
prioritize diversity and inclusion into our recruitment, hiring and development processes. We created the Honest University, an award-winning
professional development program available to employees at every level of our organization. As employees now and in the generation to come push to
bring their whole self to work, we’ve created a values-driven culture that embraces dialogue, action and change. Our Employee Resource Groups offer a
safe forum to uplift and develop employee-led initiatives that address issues that matter most to them. To date, we’ve developed a range of programs and
employee resource groups to drive the continued representation, belonging and success of every member of the Honest team.

Welcome to our world.

We’re just getting started on our journey; by becoming a stockholder, you’re not only part of a business, you’re part of a movement. Here’s what
we’re committing to you:

We’ll passionately prioritize the health and well-being of people and the planet.
We’ll fearlessly challenge the status quo and innovate to deliver on our mission.
We’ll continually push to be the best version of ourselves.

We’re creating an Honest World. Join us.

-,

o

Jessica Alba, Founder
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About Jessica Alba

Founder Jessica Alba is a globally recognized business leader, entrepreneur, advocate, actress, and New York Times bestselling author of The
Honest Life. As an influential Mexican-American, she’s also a driver of the New Mainstream Economy of Latinx business and cultural leaders today.
With a significant global reach including more than 39 million social media followers worldwide, she has an innate and invaluable ability to resonate
and engage with the consumer, driving trends and connecting across demographics and generations. A relevant resource for the modern, conscious
consumer, her accessible advice brings a stylish, forward-thinking approach to health and wellness, parenting, home and interior design, food and drink,
fashion and accessories, events and experiences and much more.
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PROSPECTUS SUMMARY

This summary highlights selected information contained in greater detail elsewhere in this prospectus. This summary is not complete and
does not contain all of the information you should consider in making your investment decision. Before investing in our common stock, you should
carefully read this entire prospectus. You should carefully consider, among other things, the sections titled “Risk Factors,” “Special Note
Regarding Forward-Looking Statements” and “Management’s Discussion and Analysis of Financial Condition and Results of Operations” and our
consolidated financial statements and the related notes included elsewhere in this prospectus. Unless the context otherwise requires, the terms “The
Honest Company,” “the company,” “we,” “us,” “our” and similar references in this prospectus refer to The Honest Company, Inc. and its
subsidiaries.

» « » «

Our Mission

Inspire everyone to love living consciously.

Overview: The Honest Difference

The Honest Company is a digitally-native, mission-driven brand focused on leading the clean lifestyle movement, creating a community for
conscious consumers and seeking to disrupt multiple consumer product categories. Our commitment to our core values, passionate innovation and
engaging our community has differentiated and elevated our brand and our products. Since our launch in 2012, we have been dedicated to
developing clean, sustainable, effective and thoughtfully designed products. By doing so with transparency, we have cultivated deep trust around
what matters most to our consumers: their health, their families and their homes. We are an omnichannel brand, ensuring our products are available
however our consumers shop. Our differentiated platform positions us for continued growth through our trusted brand, award-winning multi-
category product offering, deep digital-first connection with consumers and omnichannel accessibility.

Our integrated multi-category product architecture is intentionally designed to serve our consumers every day, at every age and through every
life stage, no matter where they are on their journey. Today, our three categories are Diapers and Wipes, Skin and Personal Care and Household and
Wellness, which represented 63%, 26% and 11% of our 2020 revenue, respectively. At the center of our product ecosystem are our diapers, which
are a strategic consumer acquisition tool that acts as an entry point for our portfolio, as new parents often go on to purchase products from our other
categories for their everyday family needs. According to a third-party study that we commissioned in 2020, nearly 90% of our diaper buyers
surveyed expanded their purchases beyond diapers and nearly half have purchased two or more of our non-diaper products. Our integrated multi-
category product architecture is designed to drive loyalty, increase our consumer wallet share and generate attractive consumer lifetime value.

We believe that our consumers are modern, aspirational, conscious and style-forward and that they seek out high quality, effective and
thoughtfully designed products. We believe that they are passionate about living a conscious life and are enthusiastic ambassadors for brands they
trust. As purpose-driven consumers, they transcend any one demographic, spanning gender, age, geography, ethnicity and household income.
Honest consumers are often young, mobile-centric and digitally inclined. We build relationships with these consumers through a disruptive digital
marketing strategy that engages them with “snackable” digital content (short-form, easily digestible content), immerses them in our brand values,
and inspires them to join the Honest community. Our direct connection with our community enables us to understand what consumers’ needs are
and inspires our product innovation pipeline, generating a significant competitive advantage over more traditional consumer packaged goods, or
CPG, peers.

Our omnichannel approach seeks to meet consumers however they want to shop, balancing deep consumer connection with broad
convenience and accessibility. Since our launch, we have built a well-integrated omnichannel presence by expanding our retail accessibility across
both Digital and Retail channels, including the
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launch of strategic partnerships with Costco, Target and Amazon in 2013, 2014 and 2017, respectively. In 2020, we generated 55% and 45% of our
revenue from our Digital and Retail channels, respectively. We maintain direct relationships with our consumers via our flagship digital platform,
Honest.com, which allows us to influence brand experience and better understand consumer preferences and behavior. We increase accessibility of
our products to more consumers through both the third-party pureplay ecommerce sites that, with Honest.com, comprise the rest of our Digital
channel, and our Retail channel, which includes leading retailers and their websites. Our products can be found in approximately 32,000 retail
locations across the United States, Canada and Europe. This distinctive business model has allowed us to efficiently scale our business while
remaining agnostic as to the channel where consumers purchase our products. Our integrated omnichannel presence provides meaningful benefits
to our consumer which we believe is not easily replicated by our competitors.

At Honest, we prioritize transparency, trust and sustainability in all that we do. Our purpose-driven mission inspires our commitment to
safety and transparency, our philanthropic partnerships with our charity and community partners and our commitment to diversity and inclusion.
We strive to reduce our environmental footprint. In 2020, we entered into an agreement to participate in a program to offset, through carbon offset
projects, the greenhouse gas emissions resulting from our Honest.com shipments through the end of 2022. Our domestic Honest.com shipments
were carbon neutral from May 2020 to October 2020 as a result of this program and we expect these shipments to continue to be carbon neutral
through the end of 2022. Since inception, we have donated approximately 25 million essential products and our team has volunteered over 18,500
hours in our communities. Finally, as a company founded by a woman of color, we are proud to say that as of December 31, 2020, people of color
represented nearly half of our workforce and women represented 68% and 53% of our workforce and leadership, which includes director level and
above, respectively.

Our trusted brand, innovative product offering, deep consumer connection and differentiated omnichannel presence have driven strong
financial performance. For example, we:
. Grew revenue 27.6% from $235.6 million in 2019 to $300.5 million in 2020;

. Grew revenue in our Diapers and Wipes, Skin and Personal Care and Household and Wellness categories by 16.4%, 35.5% and
116.5%, respectively, from 2019 to 2020;

. Increased gross margin from 2019 by 370 basis points to 35.9% in 2020;
. Generated a net loss of $14.5 million in 2020; and

. Achieved adjusted EBITDA of $11.2 million in 2020, or 4% of 2020 revenue.

Adjusted EBITDA is a measure that is not calculated in accordance with generally accepted accounting principles in the United States, or
GAAP. For further information about how we calculate adjusted EBITDA, limitations of its use and a reconciliation of adjusted EBITDA to net
loss, the most directly comparable financial measure stated in accordance with GAAP, see the section titled “Management’s Discussion and
Analysis of Financial Condition and Results of Operations—Non-GAAP Financial Measure—Adjusted EBITDA.”

Our Industry
Rapidly Growing “Clean and Natural” Segment in Large Market

We believe that the “clean and natural” segments of the Diapers and Wipes, Skin and Personal Care and Household and Wellness markets are
growing at outsized rates, as a result of the increasing shift in consumer demand for “better-for-you” products. In 2019, we estimate that the clean
and natural U.S. Diapers and Wipes, Skin and Personal Care and Household and Wellness markets generated approximately $1 billion, $12 billion
and $4 billion in retail sales, respectively, and that they will grow at a compound annual growth rate, or CAGR, of 16%, 10% and 4% from 2019 to
2025, respectively. This growth has far outpaced broader spending in all U.S.

Diapers and Wipes, Skin and Personal Care and Household and Wellness markets, which we estimate generated
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approximately $8 billion, $81 billion and $41 billion of retail sales, respectively, in 2019, and which we estimate will grow at a CAGR of 2%, 3%
and 2% from 2019 to 2025, respectively. Overall, we estimate that our categories in the clean and natural U.S. market are expected to grow six
times greater than the same categories in the conventional U.S. market from 2019 to 2025. Combined, we believe our market share is less than 5%
of these markets overall, thus providing significant room for growth.

We believe that certain historical leading brands that have produced products in these categories for decades generally focus on single
categories and offer products made with conventional ingredients that are less aligned with increasing consumer preference for clean and natural
solutions. We believe that given consumers’ growing focus on their health and wellness, reducing waste and promoting social impact, we are well-
positioned to continue to take market share from these legacy brands.

U.5. 2019 Diapers and Wipes U.5. 2019 Skin and Personal U.5. 2019 Household and
Market: 58 billion'" Care Market: 581 billion® Wellness Market: 541 billion®
20194 - 2025E CAGRE 20194 - 2025E CAGR 20194, - 2025E CAGR
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We believe that this market shift towards clean and natural products is in its early stages. Despite the growth of the clean and natural
categories, the implied clean and natural market penetration of the total Diapers and Wipes, Skin and Personal Care and Household and Wellness
markets in the United States in 2019 is estimated to be 11%, 14% and 10%, respectively, according to a third-party study that we commissioned.
This estimated market penetration is calculated based on comparing the clean and natural portion of a certain market compared to the relevant total
market. We believe this illustrates the whitespace opportunity for further market penetration and category growth in the clean and natural segments.

Significant Growth in Digital Channels

In tandem with this category growth, a fundamental channel shift is underway across the Diapers and Wipes, Skin and Personal Care and
Household and Wellness markets. Historically, products in these markets have been sold through traditional, wholesale, store-based channels,
which accounted for approximately 80% of U.S. retail sales in these markets in 2019, according to our estimates. In recent years, consumer
behavior has
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transitioned toward digital and direct-to-consumer channels. According to our estimates, from 2014 to 2019, total ecommerce sales grew at seven
times the rate of brick and mortar store-based sales. By 2025, we estimate that approximately 30% of total retail sales in the United States will be
from ecommerce. We see consumers increasingly self-educating on the benefits of clean and natural products through social media, influencers and
other online content, driving digital engagement and purchasing that supports continued outsized growth of the ecommerce channel.

We expect these trends to continue and believe the move in consumer preferences towards clean and sustainable products, as well as the
growth in the digital channel, will accelerate globally. As a leader in the clean CPG movement and a driver of the shift to omnichannel in the CPG
space, we believe that we are well-positioned to capitalize and continue to lead innovation on these industry trends both in the United States and

globally.

Our Strengths

Mission-Driven Brand Inspiring Deep Consumer Affinity Across Categories

Our brand promise results in deep consumer affinity, loyalty and broad desire to shop our brand across categories. According to a third-party
study that we commissioned among then-current diaper, personal care and beauty buyers of certain brands, Honest is ranked #1 or #3 across indices
of “better-for-you” credibility, expressive brand personality and functional excellence. A large majority of respondents stated that they would
recommend our diaper products to their friends, family and others, representing a net promoter score of 78 among consumers who primarily shop
Honest diapers. We have meaningfully expanded our brand reach throughout the United States but believe that we still have significant whitespace
opportunity for growth, as demonstrated by our unaided brand awareness of 25% among diaper buyers according to our consumer research as of

January 2021.
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Leveraging our brand equity, we have developed an integrated, multi-category product architecture intentionally designed to serve our
consumers every day, at every age and through every life stage, no matter where they are on their journey. We have become an increasingly integral
part of consumers’ lives, serving them across their pregnancy, baby, beauty and household care needs, with a goal of capturing significant wallet
share, high repeat purchasing rates and attractive consumer lifetime value. In 2020 alone, 34% of first-time Honest.com buyers purchased at least

one Skin and Personal Care product, 46% of first-time Honest.com buyers purchased at least one Diapers and Wipes product and 34% of first-time
Honest.com buyers purchased at least one Household and Wellness product.
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Deep Connection with Consumers

Since inception, we have grown our brand and deepened our consumer relationships through our “Content, Community, Commerce” strategy.
We produce highly relevant, “snackable” content and engage with consumers through multiple touchpoints, including our flagship digital platform,
Honest.com, our social media presence where we reach approximately four million followers across our social media accounts, and other digital
mediums. We believe that our ability to own and nurture our consumer relationships represents a meaningful competitive advantage over traditional
CPG peers, who largely rely on retailers and traditional mediums to sell their products. These relationships with our consumers inform our product
innovation and allow us to move faster to bring new and improved products to market. At Honest, we have curated an aspirational conscious
lifestyle platform. We activate it via our social media and digital marketing capabilities, to differentiate our brand and build direct consumer
relationships. As a result, we have fostered a highly engaged social media community who shares our passion for conscious living, further
enhancing our reputation as a purpose-driven brand.

In-House Product Development Capabilities that Power Innovation

Product innovation lies at the heart of our business. We have built a high-performance product development team that sets new standards with
a proven track record of bringing innovative, award-winning products to market. To maximize the impact of our product development capabilities,
our direct connection with our community enables us to understand what consumers’ needs are and inspires our product innovation pipeline, which
we believe generates a significant competitive advantage over more traditional CPG peers. Our product innovation is inspired by feedback from our
consumers that we receive through multiple avenues, including through our internal customer service team, comments left by consumers on our
social media platforms and product ratings on our website and retailer’s websites. For example, we created and brought to market a new Stay Safe
cleaning collection, a complete set of cleaning, sanitizing and disinfecting solutions, in less than six months after the onset of COVID-19. In 2020,
22% of our revenue was generated from stock keeping units, or SKUs, introduced in 2020. In addition to using these capabilities to innovate new
products to bring to market, we also regularly reformulate or update existing products, improving performance and expanding gross margin. We
have won over 100 awards, including the 2020 “Parents” Best for Baby Award and seven Allure Best of Beauty awards.
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Integrated Omnichannel Approach to Drive Discovery and Accessibility

Our multi-channel presence across our complementary Digital and Retail channels allows us to meet our consumers however they want to
shop, mirroring their shopping behaviors and providing availability and accessibility that we believe our competitors would find hard to replicate.
Our integrated omnichannel approach has driven brand building and organic lead generation, while maximizing consumer connection, experience
and accessibility to encourage long-term consumer relationships. Our Digital channel is comprised of both our flagship digital platform,
Honest.com, and third-party pureplay ecommerce sites. Honest.com enables us to maintain direct relationships with our consumers, influence brand
experience and better understand consumer preferences and behavior. Our third-party pureplay ecommerce partners and our Retail channel, which
includes leading retailers and their websites, increase accessibility of our products to more consumers. We have developed a distinctive business
model that has allowed us to efficiently scale our business while making us agnostic to the channel where consumers purchase our brand. Our
omnichannel strategy has meaningfully increased access to our products. According to a third-party study that we commissioned, 79% of recent
diaper buyers who originate on Honest.com also shopped for Honest diapers in retail brick and mortar stores.

Scalable Infrastructure and High-Performance Team to Support Growth

We have made significant investments in recent years designed to provide a stable foundation for our business as it scales. We have built
state-of-the-art infrastructure, systems and processes to support our core in-house capabilities, including research and development, sales and
marketing, brand management, distribution and logistics and customer service. We believe this foundation is highly scalable and therefore capable
of supporting our future growth.

We are led by a strong team of consumer industry veterans who are united by a passion for our mission and a belief in our vast future
potential. Our founder, Jessica Alba, is a globally recognized business leader, entrepreneur, advocate, actress and New York Times bestselling
author. With a significant global reach including more than 39 million social media followers worldwide across social media accounts, she has an
innate and invaluable ability to resonate and engage with the consumer, driving trends across demographics and generations. Her partnership with
our Chief Executive Officer, Nick Vlahos, represents a distinctive combination of her entrepreneurial, authentic insights and his deep experience in
the consumer products industry. Nick brings over 30 years of experience in the consumer products industry, including most recently as Chief
Operating Officer at The Clorox Company, and previously as Vice President—General Manager of Burt’s Bees. We believe our blend of talent,
experience and culture gives us the ability to drive sustainable growth.

Our Growth Strategy

We intend to drive growth and increased profitability in our business through these key elements of our strategy:

Drive Marketing Innovation to Increase Consumer Engagement

. Deepen Consumer Relationships. We plan to deepen our existing consumer relationships to improve our revenue retention and
increase our wallet share. We intend to further promote our strong brand equity, develop a more holistic offering for all life stages
through strategic product innovation and enhance our consumer experience and product accessibility through coordinated cross-
channel efforts with the goal of increasing purchase frequency and overall customer spend.

. Grow Brand Awareness and Encourage Trial. Our unaided brand awareness of 25% among diaper buyers illustrates an opportunity to
broaden our consumer base and drive future growth. We are focused on increasing brand awareness and consumer touchpoints by
leveraging our differentiated content, engaged community and omnichannel strategy with continued investment in innovative brand
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and performance marketing. We believe increasing brand awareness could be a significant growth driver for our company.

Drive Accretive Product Innovation

Improve Existing Products. We strive for continuous improvement in our existing products’ safety, sustainability, efficacy and design
profile, which we refer to as costovation, as exemplified by the introduction of our clean conscious diaper in January 2021. We believe
continuous innovation is important to accelerating our growth, deepening consumer connections and improving the profitability of our
product offering.

Introduce Innovative Products in Existing Categories. We plan to leverage our direct relationship with our community of consumers,
research and development experts, internal laboratories, rapid product development capabilities and flexible supply chain to drive
agile innovation in our existing categories and gain market share. We are currently reviewing our beauty offering and ingredients to
capitalize on advancements in clean formulations and sustainable packaging.

Launch New Categories. We intend to leverage our in-house innovation capabilities to launch new products that disrupt adjacent
product categories. Our direct relationship with our community of consumers provides insight into those categories in which latent
demand exists. Moreover, our consumer research indicates that our brand resonates in a broad set of adjacent product categories,
including new product categories within Household and Wellness and Skin and Personal Care.

Continued Execution of Omnichannel Strategy to Drive Product Accessibility

Increase Sales Through Ecommerce Channels. We plan to grow Honest.com by leveraging our deep connection with existing
consumers and drawing new consumers through increased brand awareness and investing in performance marketing. Our flagship
digital platform is core to our consumer engagement strategy, providing an immersive brand experience through our original content
as well as a convenient shopping channel. Additionally, we intend to leverage our successful relationships with our third-party
ecommerce partners with an aim to capture the growing portion of CPG sales transacted online in the United States.

Increase Breadth and Depth of Distribution at Domestic Retail Partners. Building on our success at growing our Retail channel, we
have additional whitespace opportunity to expand distribution. For the 52 weeks ending December 27, 2020, we had approximately
40% all-commodity volume, or ACV, in both our Diapers and Wipes and Skin and Personal Care categories across national multi-
outlet stores compared to historical leading brands that have been on the market for decades in the same categories with 95 to 100%
ACV. ACV is the measurement of a product’s distribution weighted by the overall dollar retail sales attributable to the retail location
distributing such product; a retail location would be counted as having sold the product or product group if at least one unit of the
product was scanned for sale within the relevant time period. This metric provides a measurement of retail penetration that takes into
account the importance of selling through retail locations with higher overall retail sales volumes, and as a result we believe that our
competitors generally use the same measurement. We intend to enhance distribution with our existing retailers by leveraging our sales
productivity and innovation, winning more shelf space and increasing the number of products we sell at retail locations that already
carry our products. Additionally, we plan to increase our accessibility and reach a broader consumer base by strategically adding new
retail partners, which would expand our ACV. We believe that Honest products attract an appealing consumer for our retailers. For
example, based on a third-party study that we commissioned, during the eight month period ending January 2021, the average Honest
consumer had a 14% higher average basket size (in dollars) when making any purchase than the average Target consumer, making
Honest consumers more attractive to our retail partners due to higher average spending.




Table of Contents

. Grow International Sales. In 2020, international sales represented 2% of our revenue while a significant number of Jessica Alba’s
social media followers were located outside the United States. We plan to accelerate our growth outside the United States by
leveraging the Honest brand and global reach of Jessica Alba. We plan to prioritize markets where consumer trends towards clean,
ingredient-led products in our categories are accelerating. We have entered Canada and Europe through partnerships with leading
retailers and intend to leverage our proven consumer resonance to expand our footprint across existing and new accounts. We have a
meaningful opportunity to leverage Jessica Alba’s large following in Asia to tap into one of the largest addressable markets for baby
and personal care products. We plan to partner with leading international retailers and third-party ecommerce platforms to allow us to
efficiently expand our international reach.

Recent Developments

Set forth below are preliminary estimates of selected unaudited financial and other information for the three months ended March 31, 2021
and actual unaudited financial results for the three months ended March 31, 2020. Our unaudited interim consolidated financial statements for the
three months ended March 31, 2021 are not yet available. The following information reflects our preliminary estimates based on currently available
information and is subject to change. These preliminary estimates are forward-looking statements. We have provided ranges, rather than specific
amounts, for the preliminary estimates of the financial information described below primarily because our financial closing procedures for the three
months ended March 31, 2021 are not yet complete and, as a result, our final results upon completion of our closing procedures may vary from the
preliminary estimates.

Three Months Ended March 31,

2020 2021
(in thousands)
(unaudited)
Low High

Revenue $72,372 $78,000 $80,000
Net income (loss) $ 559 $ (5,500) $ (4,500)
Non-GAAP Financial Measure—Adjusted EBITDA

Adjusted EBITDA $ 4,463 $ (1,000) $ —

+  For the three months ended March 31, 2021, we expect to report revenue in the range of $78.0 million to $80.0 million, representing growth
in the range of 8% to 11% over the three months ended March 31, 2020. Revenue growth was driven primarily by an acceleration in volume
of sales of our Skin and Personal Care products across both the Retail and Digital channels in part as a result of our omnichannel marketing
strategy.

»  For the three months ended March 31, 2021, we expect to report a net loss in the range of $5.5 million to $4.5 million, as compared to net
income of $0.6 million for the three months ended March 31, 2020. This expected net loss is primarily due to investments in marketing, in
product innovation, and selling, general and administrative expenses related to our public offering and other transaction-related expenses.

«  For the three months ended March 31, 2021, we expect to report adjusted EBITDA in the range of ($1.0) million to zero, representing a
decrease of $4.5 million to $5.5 million as compared to the three months ended March 31, 2020. Adjusted EBITDA is a measure that is not
calculated in accordance with GAAP. See below for a reconciliation of adjusted EBITDA to expected net loss for the ranges presented above
for the three months ended March 31, 2021 and the actual results for the three months ended March 31, 2020. For further information about
the limitations of the use of adjusted EBITDA, see the section titled “Management’s Discussion and Analysis of Financial Condition and
Results of Operations—Non-GAAP Financial Measure—Adjusted EBITDA.”
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The following table reconciles expected net loss to adjusted EBITDA for the three months ended March 31, 2021, and reconciles actual net
income to adjusted EBITDA for the three months ended March 31, 2020:

Three Months Ended March 31,

2020 2021
(in thousands)
(unaudited)

Low High
Net income (loss) $ 559 $(5,500) $(4,500)
Interest and other (income) expense, net 159 350 350
Income tax provision 22 50 50
Depreciation and amortization 1,229 1,100 1,100
Stock-based compensation 1,923 1,900 1,900
Innovation Strategy expenses(1) 571 — —
Related offering costs and other transaction-related expenses(2) — 1,100 1,100
Total Adjusted EBITDA $4,463 $(1,000) $ —

@ Consists of professional fees and expenses and executive severance and termination expenses related to our Innovation Strategy, which we describe further in the section titled
“Management’s Discussion and Analysis of Financial Condition and Results of Operations—Non-GAAP Financial Measure—Adjusted EBITDA.”
(@) Consists of third-party costs associated with the preparation of this offering.

The data presented above reflects our preliminary estimates for the three months ended March 31, 2021 based solely upon information
available to us as of the date of this prospectus and is not a comprehensive statement of our financial or other results for the three months ended
March 31, 2021. This data has been prepared by, and is the responsibility of, our management. Our independent registered public accounting firm,
PricewaterhouseCoopers LLP, has not audited, reviewed, compiled or applied agreed-upon procedures with respect to this preliminary financial
information. Accordingly, PricewaterhouseCoopers LLP does not express an opinion or any other form of assurance with respect thereto. We
currently expect that our final results will be consistent with the estimates set forth above, but such estimates are preliminary and our final results
could differ from these estimates due to the completion of our financial closing procedures, final adjustments and other developments that may
arise between now and the time such unaudited interim consolidated financial statements for the three months ended March 31, 2021 are issued.
For example, during the course of the preparation of the respective financial statements and related notes, additional items that would require
adjustments to be made to the preliminary estimated financial information presented above may be identified. There can be no assurance that these
estimates will be realized, and estimates are subject to risks and uncertainties, many of which are not within our control. See “Risk Factors,”
“Special Note Regarding Forward-Looking Statements” and “Management’s Discussion and Analysis of Financial Condition and Results of
Operations” for additional information regarding these risks and uncertainties, including other factors that could cause our preliminary estimates to
differ from the actual financial results that we will report for the three months ended March 31, 2021.

2021 Dividend

In April 2021, our board of directors declared a cash dividend of $35.0 million to the holders of record of our common stock and our
redeemable convertible preferred stock as of May 3, 2021 that is contingent upon the closing of this offering and payable no later than June 30,
2021, or the 2021 Dividend. Investors in this offering will not be eligible to receive this dividend.
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Risk Factors Summary

Investing in our common stock involves substantial risks. The risks described in the section titled “Risk Factors” immediately following this
summary may cause us to not realize the full benefits of our strengths or to be unable to successfully execute all or part of our strategy. Some of the
more significant risks include the following:

We have incurred net losses each year since our inception and we may not be able to achieve or maintain profitability in the future.

Our significant growth may not be indicative of our future growth and, if we continue to grow rapidly, we may not be able to
effectively manage our growth or evaluate our future prospects. If we fail to effectively manage our future growth or evaluate our
future prospects, our business could be adversely affected.

Our quarterly operating results may fluctuate, which could cause our stock price to decline.
‘We may not be able to compete successfully in our highly competitive market.

If we fail to cost-effectively acquire new consumers or retain our existing consumers, our business could be adversely affected. Our
sales and profit are dependent upon our ability to expand our existing consumer relationships and acquire new consumers.

Consolidation of retail partners or the loss of a significant retail or third-party ecommerce partner could negatively impact our sales
and ability to achieve or maintain profitability.

We must expend resources to maintain consumer awareness of our brand, build brand loyalty and generate interest in our products.
Our marketing strategies and channels will evolve and our efforts may or may not be successful.

Our brand and reputation may be diminished due to real or perceived quality, safety, efficacy or environmental impact issues with our
products, which could have an adverse effect on our business, financial condition, results of operations and prospects.

Our ability to maintain our competitive position is largely dependent on the services of our senior management and other key
personnel, including our founder, Chief Creative Officer and former Chair of our board of directors, Jessica Alba and our Chief
Executive Officer, Nick Vlahos.

A disruption in our operations could have an adverse effect on our business.
The COVID-19 pandemic could have an adverse effect on our business, financial condition, results of operations and prospects.

Our business, including our costs and supply chain, is subject to risks associated with sourcing, manufacturing, warehousing and
logistics, and the loss of any of our key suppliers or logistical service providers could negatively impact our business.

We rely on third-party suppliers, manufacturers, retail and ecommerce partners and other vendors, and they may not continue to
produce products or provide services that are consistent with our standards or applicable regulatory requirements, which could harm
our brand, cause consumer dissatisfaction, and require us to find alternative suppliers of our products or services.

Health and safety incidents or advertising inaccuracies or product mislabeling may have an adverse effect on our business by exposing
us to lawsuits, product recalls or regulatory enforcement actions, increasing our operating costs and reducing demand for our product
offerings.

International trade disputes and the U.S. government’s trade policy could adversely affect our business.

Our business may be adversely affected if we are unable to provide our consumers with a technology platform that is able to respond
and adapt to rapid changes in technology.

11
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Corporate Information

We were incorporated in July 2011 in California and merged with and into a Delaware corporation with the same name in May 2012,
whereby the Delaware corporation continued as the surviving corporation. Our principal executive offices are located at 12130 Millennium Drive,
#500, Los Angeles, CA 90094, and our telephone number is (888) 862-8818. Our website address is www.honest.com. Information contained on,
or that can be accessed through, our website is not incorporated by reference into this prospectus, and you should not consider information on our
website to be part of this prospectus.

Implications of Being an Emerging Growth Company

We are an “emerging growth company” as defined in the Jumpstart Our Business Startups Act of 2012, or the JOBS Act. We may take
advantage of certain exemptions from various public company reporting requirements, including not being required to have our internal control
over financial reporting audited by our independent registered public accounting firm under Section 404 of the Sarbanes-Oxley Act of 2002, or the
Sarbanes-Oxley Act, reduced disclosure obligations regarding executive compensation in our periodic reports and proxy statements and exemptions
from the requirements of holding a non-binding advisory vote on executive compensation and any golden parachute payments. We may take
advantage of these exemptions for up to five years or until we are no longer an emerging growth company, whichever is earlier. We will cease to be
an emerging growth company prior to the end of such five-year period if certain earlier events occur, including if we become a “large accelerated
filer” as defined in Rule 12b-2 under the Securities Exchange Act of 1934, as amended, or the Exchange Act, our annual gross revenues exceed
$1.07 billion or we issue more than $1.0 billion of non-convertible debt in any three-year period. In particular, in this prospectus, we have provided
only two years of audited financial statements and have not included all of the executive compensation related information that would be required
if we were not an emerging growth company. Accordingly, the information contained herein may be different than the information you receive
from other public companies in which you hold stock. In addition, the JOBS Act provides that an “emerging growth company” can delay adopting
new or revised accounting standards until those standards apply to private companies. We have elected to use the extended transition period under
the JOBS Act. Accordingly, our financial statements may not be comparable to the financial statements of public companies that comply with such
new or revised accounting standards.

12
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Common stock offered by us
Common stock offered by the selling stockholders

Option to purchase additional shares of common stock
offered by the selling stockholders

Common stock to be outstanding after this offering

Use of proceeds

Selling stockholders; concentration of ownership

THE OFFERING
6,451,613 shares
19,355,387 shares

3,871,050 shares

90,189,822 shares

We estimate that our net proceeds from the sale of our common stock that we are offering
will be approximately $91.5 million, after deducting underwriting discounts and
commissions and estimated offering expenses payable by us. We will not receive any
proceeds from the sale of shares of our common stock by the selling stockholders.

The principal purposes of this offering are to increase our capitalization and financial
flexibility, create a public market for our common stock and facilitate our future access to
the capital markets. As of the date of this prospectus, we cannot specify with certainty all
of the particular uses for the net proceeds to us from this offering. However, we currently
intend to use the net proceeds we receive from this offering for general corporate purposes.
These purposes include operating expenses, working capital and capital expenditures for
future growth, including marketing and direct-to-consumer advertising investments,
innovation and adjacent product category expansion, international growth investment and
organizational capabilities investments. We may also use a portion of the net proceeds to
acquire complementary businesses, products, services or technologies. However, we do not
have agreements or commitments to enter into any acquisitions at this time. See the section
titled “Use of Proceeds” for additional information.

The selling stockholders identified in this prospectus are selling an aggregate of 19,355,387
shares of common stock in this offering. Following this offering, our executive officers,
directors and stockholders holding more than 5% of our outstanding shares, together with
their affiliates, will hold, in the aggregate, approximately 60.8% of our outstanding capital
stock (or 55.0% of our outstanding capital stock following this offering if the underwriters
exercise their option in full to purchase additional shares of common stock). See the section
titled “Principal and Selling Stockholders” for additional information.

13
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Risk factors

Directed share program At our request, the underwriters have reserved up to 5% of the shares of common stock

offered by this prospectus for sale, at the initial public offering price, to certain individuals
identified by our directors and officers. The sales will be made at our direction by Morgan
Stanley & Co. LLC and its affiliates through a directed share program. The number of
shares of our common stock available for sale to the general public will be reduced to the
extent that such persons purchase such reserved shares. Any reserved shares not so
purchased will be offered by the underwriters to the general public on the same basis as the
other shares offered by this prospectus. See the section titled “Underwriters—Directed
Share Program” for additional information.

You should carefully read the section titled “Risk Factors” beginning on page 20 and the
other information included in this prospectus for a discussion of facts that you should
consider before deciding to invest in shares of our common stock.

Nasdaq trading symbol “HNST”

The number of shares of our common stock that will be outstanding after this offering is based on 83,738,209 shares of common stock
outstanding as of December 31, 2020, assuming the automatic conversion of 49,100,928 outstanding shares of redeemable convertible preferred
stock as of December 31, 2020 into 49,649,023 shares of common stock, and excludes:

18,038,042 shares of common stock issuable on the exercise of stock options outstanding as of December 31, 2020 under our
Amended and Restated 2011 Stock Incentive Plan, or 2011 Plan, with a weighted-average exercise price of $5.23 per share;

200,000 shares of our common stock issuable upon the settlement of outstanding restricted stock units granted subsequent to
December 31, 2020 through April 26, 2021;

7,050,000 shares of common stock reserved for future issuance under our 2021 Equity Incentive Plan, or 2021 Plan, which became
effective upon the execution of the underwriting agreement related to this offering, from which we will issue the Executive IPO
Grants and Director IPO Grants described below, plus any future increases in the number of shares of common stock reserved for
issuance thereunder and any shares underlying outstanding stock awards granted under our 2011 Plan that expire or are repurchased,
forfeited, cancelled or withheld, as more fully described in the section titled “Executive Compensation—Employee Benefit Plans;”

shares of our common stock issuable as restricted stock units that we expect our board of directors will grant to certain of our
executive officers under our 2021 Plan in connection with this offering and after the effectiveness of the registration statement of
which this prospectus is a part, or the Executive IPO Grants; see the section titled “Executive Compensation—IPO RSU Grants “ for
additional information on such grants, including a description of how the number of restricted stock units will be determined;

shares of our common stock issuable as restricted stock units to be granted to our non-employee directors under our 2021 Plan on the
day of execution of the underwriting agreement related to this offering, or the Director IPO Grants; see the section titled “Management
—Non-Employee Director Compensation” for additional information on such grants, including a description of how the number of
restricted stock units will be determined; and

1,175,000 shares of common stock reserved for issuance under our 2021 Employee Stock Purchase Plan, or ESPP, which became
effective immediately prior to the execution of the underwriting
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agreement related to this offering, plus any future increases in the number of shares of common stock reserved for issuance
thereunder, as more fully described in the section titled “Executive Compensation—Employee Benefit Plans.”

In addition, unless we specifically state otherwise, the information in this prospectus assumes:
. a 1-for-2 forward stock split of our common stock and redeemable convertible preferred stock effected on April 23, 2021;

. the filing and effectiveness of our amended and restated certificate of incorporation and the effectiveness of our amended and restated
bylaws, each of which will occur immediately prior to the completion of this offering;

. the automatic conversion of 49,100,928 outstanding shares of redeemable convertible preferred stock as of December 31, 2020 into
49,649,023 shares of common stock, which will occur immediately prior to the completion of this offering, after giving effect to the
anti-dilution adjustments relating to our Series C and Series D redeemable convertible preferred stock based on the initial public
offering price of $16.00 per share, as described in the section titled “Anti-dilution Adjustment” below;

. no exercise of the outstanding stock options described above; and

. no exercise of the underwriters’ option to purchase up to an additional 3,871,050 shares of common stock from the selling
stockholders in this offering.

Anti-Dilution Adjustment

Our amended and restated certificate of incorporation that is currently in effect provides for certain anti-dilution adjustments relating to our
Series B, Series C, Series D, Series E and Series F redeemable convertible preferred stock in connection with a firm-commitment underwritten
public offering. The anti-dilution adjustments for each series of redeemable convertible preferred stock are based on the following target prices,
which are collectively referred to as the Target Prices:

. $10.9852 per share for our Series B redeemable convertible preferred stock;
. $16.9108 per share for our Series C and Series D redeemable convertible preferred stock; and

. $12.2530 per share for our Series E and Series F redeemable convertible preferred stock.

The number of shares of our common stock to be issued in connection with such anti-dilution adjustments of such series of redeemable
convertible preferred stock depends on the initial public offering price of our common stock. If the initial public offering price per share, before
deducting underwriting discounts and commissions and estimated offering expenses payable by us, is less than the applicable Target Price for such
series of redeemable convertible preferred stock, then the conversion price in effect immediately prior to this offering for each share of such series
of redeemable convertible preferred stock shall be adjusted to be equal to the product of (i) the original issue price for such series of redeemable
convertible preferred stock and (ii) a fraction, the numerator of which is the initial public offering price per share, and the denominator of which is
the applicable Target Price for such series of redeemable convertible preferred stock.

Based on the initial offering public price of $16.00 per share, the anti-dilution adjustment of our Series C and Series D redeemable
convertible preferred stock will be equal to an aggregate of 294,533 shares and 253,562 shares, respectively, of our common stock, and no anti-
dilution adjustment will be necessary for our Series B, Series E and Series F redeemable convertible preferred stock.
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SUMMARY CONSOLIDATED FINANCIAL DATA

The summary consolidated statements of operations and comprehensive loss data for the years ended December 31, 2019 and 2020 and the
summary consolidated balance sheet data as of December 31, 2020 have been derived from our audited consolidated financial statements included
elsewhere in this prospectus. You should read the consolidated financial data set forth below in conjunction with our consolidated financial
statements and the accompanying notes and the information in the section titled “Management’s Discussion and Analysis of Financial Condition
and Results of Operations” included elsewhere in this prospectus. Our historical results are not necessarily indicative of the results to be expected
for any period in the future.

Year Ended December 31,
2019 2020
(in thousands, except share and
per share data)

Consolidated Statements of Operations and Comprehensive Loss Data:

Revenue $ 235,587 $ 300,522
Cost of revenue 159,733 192,626
Gross profit 75,854 107,896
Operating expenses
Selling, general and administrative(1) 70,310 71,253
Marketing 31,864 44,478
Research and development(1) 5,137 5,705
Total operating expenses 107,311 121,436
Operating loss (31,457) (13,540)
Interest and other income (expense), net 429 (837)
Loss before provision for income taxes (31,028) (14,377)
Income tax provision 55 89
Net loss $ (31,083) $ (14,466)
Net loss per share attributable to common stockholders:
Basic(2) $ (0.92) $ (0.43)
Diluted(® $ (0.92) $ (0.43)
Weighted-average shares used in computing net loss per share attributable to common stockholders:
Basic(2) 33,916,324 34,075,572
Diluted(® 33,916,324 34,075,572
Pro forma net income per share, basic and diluted (unaudited)(3) $ 0.02
Weighted-average shares used in computing pro forma net income per share, basic (unaudited) 86,191,990
Weighted-average shares used in computing pro forma net income per share, diluted (unaudited) 87,135,844
Other comprehensive loss
Unrealized gain (loss) on short-term investments, net of taxes 196 (28)
Comprehensive loss $ (30,887) $ (14,494)

(1)  Includes stock-based compensation expense as follows:

Year Ended December 31,
2019 2020
(in thousands)
Selling, general and administrative $ 8,052 $ 7,558
Research and development 328 347
Total stock-based compensation expense $ 8,380 $ 7,905
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See Note 13 to our consolidated financial statements included elsewhere in this prospectus for an explanation of the calculations of our basic and diluted loss per share
attributable to common stockholders and the weighted-average number of shares used in the computation of the per share amounts.

The unaudited pro forma net income per share has been computed to give effect to (a) the automatic conversion of 49,100,928 outstanding shares of redeemable convertible
preferred stock as of December 31, 2020 into 49,649,023 shares of common stock, after giving effect to the anti-dilution adjustments relating to our Series C and Series D
redeemable convertible preferred stock based on the initial public offering price of $16.00 per share, as described in the section titled “Description of Capital Stock—Preferred
Stock,” and the gain on extinguishment of $29.0 million as the fair value of the common shares issued upon conversion of the Series C and D redeemable convertible preferred
stock is less than their carrying value, as described in Note 11 to our consolidated financial statements included elsewhere in this prospectus, (b) the cash payment of

$9.5 million in bonuses that we expect to pay to certain employees, including members of management, relating to preparation for this offering that are triggered upon the
closing of this offering, as well as $0.2 million in related payroll taxes and expenses, (c) the stock-based compensation expense that will be recognized upon the effectiveness of
the registration statement of which this prospectus forms a part related to certain performance and market-based stock options, as described in Note 12 to our consolidated
financial statements included elsewhere in this prospectus and (d) the sale of such number of shares of common stock multiplied by the initial public offering price of $16.00 per
share, after deducting underwriting discounts and commissions and estimated offering expenses payable by us, that would be sufficient to pay the 2021 Dividend.

The following table sets forth the computation of unaudited pro forma net income per share for the year ended December 31, 2020 (in thousands except share and per share
amounts):

Numerator:
Net loss $  (14,466)
Stock-based compensation expense (3,054)
IPO Bonus and related payroll taxes (9,660)
Gain from assumed conversion of redeemable convertible preferred stock to common stock 28,994
Pro forma net income, basic and diluted $ 1,814
Denominator:
Weighted-average shares used in computing net income per share 34,075,572
Adjustment for assumed conversion of redeemable convertible preferred stock to common stock 49,649,023
Adjustment for number of shares sufficient to pay 2021 Dividend 2,467,395
Weighted-average shares used in computing pro forma net income per share, basic 86,191,990
Effect of potentially dilutive stock options 943,854
Weighted-average shares used in computing pro forma net income per share, diluted 87,135,844
Pro forma net income per share, basic (unaudited) $ 0.02
Pro forma net income per share, diluted (unaudited) $ 0.02
As of December 31, 2020
Pro Forma
Actual Pro Forma(1) As Adjusted()
(in thousands)
Cash, cash equivalents and short-term investments $ 63,684 $ 19,024 $ 110,540
Working capital(3) 119,487 74,828 166,877
Total assets 240,732 196,072 287,055
Total liabilities 101,153 101,153 100,620
Redeemable convertible preferred stock 376,404 — —
Total stockholders’ (deficit) equity (236,825) 94,919 186,435

The pro forma consolidated balance sheet data gives effect to (a) the automatic conversion of 49,100,928 outstanding shares of redeemable convertible preferred stock as of
December 31, 2020 into 49,649,023 shares of common stock, after giving effect to the anti-dilution adjustments relating to our Series C and Series D redeemable convertible
preferred stock based on the initial public offering price of $16.00 per share, as described in the section titled “Description of Capital Stock—Preferred Stock,” and the related
reclassification of the carrying value of our redeemable convertible preferred stock to stockholders’ (deficit) equity, (b) the filing and effectiveness of our amended and restated
certificate of incorporation, each of which will occur immediately prior to the completion of this offering, (c) the cash payment of $9.5 million in bonuses that we expect to pay
to certain employees, including members of
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management, relating to preparation for this offering that are triggered upon the closing of this offering, as well as $0.2 million in related payroll taxes and expenses and (d) the
cash payment of the 2021 Dividend.

The pro forma as adjusted consolidated balance sheet data gives effect to (a) the items described in footnote (1) above and (b) our receipt of estimated net proceeds from the sale
of 6,451,613 shares of common stock that we are offering at the initial public offering price of $16.00 per share, after deducting the underwriting discounts and commissions and
estimated offering expenses payable by us.

Working capital is defined as current assets less current liabilities.

Non-GAAP Financial Measure—Adjusted EBITDA

Year Ended December 31,
2019 2020
Adjusted EBITDA(1) $ (9,696) $ 11,189

Adjusted EBITDA is a measure that is not calculated in accordance with GAAP. See section titled “Management’s Discussion and Analysis of Financial Condition and Results
of Operations—Non-GAAP Financial Measure” for more information, including the limitations of such measure and a reconciliation of adjusted EBITDA to net loss.
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RISK FACTORS

Investing in our common stock involves a high degree of risk. You should carefully consider the following risk factors, as well as the other
information in this prospectus, including our consolidated financial statements and the related notes and “Management’s Discussion and Analysis of
Financial Condition and Results of Operations,” before deciding whether to invest in shares of our common stock. The risks and uncertainties described
below are not the only ones we face. Additional risks and uncertainties that we are unaware of, or that we currently believe are not material, may also
become important factors that adversely affect our business. If any of the following risks actually occurs, our business, financial condition, results of
operations and prospects could be adversely dffected. In this case, the trading price of our common stock could decline and you might lose part or all
your investment.

Risks Related to Our Business, Our Brand, Our Products and Our Industry

Our significant growth may not be indicative of our future growth and, if we continue to grow rapidly, we may not be able to effectively manage our
growth or evaluate our future prospects. If we fail to effectively manage our future growth or evaluate our future prospects, our business could be
adversely affected.

We have experienced significant growth since our launch in 2012, including strong recent growth in Household and Wellness. For example, our
revenue increased from $235.6 million in 2019 to $300.5 million in 2020. The number of our full-time employees increased from 167 at December 31,
2019 to 191 at December 31, 2020. This growth has placed significant demands on our management, financial, operational, technological and other
resources. The anticipated growth and expansion of our business depends on a number of factors, including our ability to:

. increase awareness of our brand and successfully compete with other companies;

. price our products effectively so that we are able to attract new consumers and expand sales to our existing consumers;
. expand distribution to new points of sales with new and existing consumers;

. continue to innovate and introduce new products;

. maintain and improve our technology platform supporting our Honest.com business;

. expand our supplier and fulfillment capacities;

. maintain quality control over our product offerings; and

. expand internationally.

Such growth and expansion of our business will place significant demands on our management and operations teams and require significant
additional resources, financial and otherwise, to meet our needs, which may not be available in a cost-effective manner, or at all. We expect to continue
to expend substantial resources on:

. our sales and marketing efforts to increase brand awareness, further engaging our existing and prospective consumers, and driving sales of
our products;

. product innovation and development;

. technology platform maintenance to support sales of our products;

. general administration, including increased finance, legal and accounting expenses associated with being a public company; and
. expanding internationally.

These investments may not result in the growth of our business. Even if these investments do result in the growth of our business, if we do not
effectively manage our growth, we may not be able to execute on our business plan, respond to competitive pressures, take advantage of market
opportunities, satisfy consumer
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requirements or maintain high-quality product offerings, any of which could adversely affect our business, financial condition, results of operations and
prospects. You should not rely on our historical rate of revenue growth as an indication of our future performance or the rate of growth we may
experience in any new category or internationally.

In addition, to support continued growth, we must effectively integrate, develop and motivate a large number of new employees while maintaining
our corporate culture. For example, we recently hired a new Chief Financial Officer. We face significant competition for personnel. To attract top talent,
we have had to offer, and expect to continue to offer, competitive compensation and benefits packages before we can validate the productivity of new
employees. We may also need to increase our employee compensation levels to remain competitive in attracting and retaining talented employees. The
risks associated with a rapidly growing workforce will be particularly acute as we choose to expand into new product categories and global markets.
Additionally, we may not be able to hire new employees quickly enough to meet our needs. If we fail to effectively manage our hiring needs or
successfully integrate new hires, our efficiency, ability to meet forecasts and employee morale, productivity and retention could suffer, which could have
an adverse effect on our business, financial condition, results of operations and prospects.

We are also required to manage numerous relationships with various vendors and other third parties. Further growth of our operations, vendor
base, fulfillment centers, information technology systems or internal controls and procedures may not be adequate to support our operations. If we are
unable to manage the growth of our organization effectively, our business, financial condition, results of operations and prospects may be adversely
affected.

Our quarterly operating results may fluctuate, which could cause our stock price to decline.

Our quarterly operating results may fluctuate for a variety of reasons, many of which are beyond our control, including:

. fluctuations in revenue, including as a result of adverse market conditions due to the COVID-19 pandemic and the opening of retail and
travel opportunities as the pandemic abates, the seasonality of market transactions and fluctuations in sales through our Retail and Digital
channels;

. the amount and timing of our operating expenses;

. our success in attracting new and maintaining relationships with existing retail and ecommerce partners;

. our success in executing on our strategy and the impact of any changes in our strategy;

. the timing and success of product launches, including new products that we may introduce, such as our launch of clean conscious diapers
in January 2021;

. the success of our marketing efforts;

. adverse economic and market conditions, such as those related to the current COVID-19 pandemic, currency fluctuations and other adverse

global events;

. disruptions or defects in our technology platform, such as privacy or data security breaches, errors in our software or other incidents that
impact the availability, reliability, or performance of our platform;

. disruptions in our supply chain, the ability of our third-party manufacturers to produce our products, ability of our distributors to distribute
our products, or in our shipping arrangements;

. the impact of competitive developments and our response to those developments;
. fluctuations in inventory and working capital;

. our ability to manage our business and future growth; and

. our ability to recruit and retain employees.
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Fluctuations in our quarterly operating results and the price of our common stock may be particularly pronounced in the current economic
environment due to the uncertainty caused by and the unprecedented nature of the current COVID-19 pandemic, consumer spending patterns, and the
impacts of the gradual reopening of the offline economy and lessening of restrictions on movement and travel as the COVID-19 pandemic abates.
Fluctuations in our quarterly operating results may cause those results to fall below our financial guidance or other projections, or the expectations of
analysts or investors, which could cause the price of our common stock to decline. Fluctuations in our results could also cause other problems,
including, for example, analysts or investors changing their models for valuing our common stock, particularly post-pandemic. We could experience
short-term liquidity issues, our ability to retain or attract key personnel may diminish, and other unanticipated issues may arise.

We believe that our quarterly operating results may vary in the future and that period-to-period comparisons of our operating results may not be
meaningful. For example, our overall historical growth rate and the impacts of the COVID-19 pandemic may have overshadowed the effect of seasonal
variations on our historical operating results. Any seasonal effects may change or become more pronounced over time, which could also cause our
operating results to fluctuate. You should not rely on the results of any given quarter as an indication of future performance.

We may not be able to compete successfully in our highly competitive market.

The markets in which we operate are highly competitive and rapidly evolving, with many new brands and product offerings emerging in the
marketplace. We face significant competition from both established, well-known legacy CPG players and emerging direct-to-consumer brands.
Numerous brands and products compete for limited shelf space in the retail channel, and for favorable positioning and promotion among ecommerce
channels. We compete based on various product attributes including clean formulation, sustainability, effectiveness and design, as well as our ability to
establish direct relationships with our consumers through digital channels.

Select competitors in the Diapers and Wipes market include Kimberly-Clark Corporation (maker of Huggies), Procter & Gamble Company
(maker of Pampers, Pampers Pure and Luvs), Johnson & Johnson Consumer Inc. (maker of Johnson’s Baby), WaterWipes UC and private label brands.
Select competitors in the Skin and Personal Care market include Johnson & Johnson Consumer Inc. (maker of Johnson’s Baby and Aveeno), The Clorox
Company (parent company of Burt’s Bees, Inc.), Unilever PLC (maker of Shea Moisture), LVMH Moét Hennessy Louis Vuitton (maker of Benefit
Cosmetics LLC), Estée Lauder Inc., L’Oréal S.A. and Pacifica Beauty LLC. Select competitors in the Household and Wellness market include The
Clorox Company, Reckitt Benckiser Group plc (maker of Lysol) and Unilever PLC (maker of Seventh Generation products). Many of these competitors
have substantially greater financial and other resources than us and some of whose products are well accepted in the marketplace today. Many also have
longer operating histories, larger fulfillment infrastructures, greater technical capabilities, faster shipping times, lower-cost shipping, lower operating
costs, greater financial, marketing, institutional and other resources and larger consumer bases than we do. These factors may also allow our competitors
to derive greater revenue and profits from their existing consumer bases, acquire consumers at lower costs or respond more quickly than we can to new
or emerging technologies and changes in product trends and consumer shopping behavior. These competitors may engage in more extensive research
and development efforts, enter or expand their presence in any or all of the ecommerce or retail channels where we compete, undertake more
far-reaching marketing campaigns, and adopt more aggressive pricing policies, which may allow them to build larger consumer bases or generate
revenue from their existing consumer bases more effectively than we do. As a result, these competitors may be able to offer comparable or substitute
products to consumers at similar or lower costs. This could put pressure on us to lower our prices, resulting in lower revenue and margins or cause us to
lose market share even if we lower prices.

We cannot be certain that we will successfully compete with larger competitors that have greater financial, sales, technical and other resources.
Companies with greater resources may acquire our competitors or launch new products, including clean products, and they may be able to use their
resources and scale to respond to
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competitive pressures and changes in consumer preferences by reducing prices or increasing promotional activities, among other things. Retailers also
market competitive products under their own private labels, which are generally sold at lower prices, and may change the merchandising of our products
so they have less favorable placement. Competitive pressures or other factors could cause us to lose market share, which may require us to lower prices,
increase marketing expenditures, or increase the use of discounting or promotional campaigns, each of which would adversely affect our margins and
could result in a decrease in our operating results and ability to achieve or maintain profitability.

We expect competition in the CPG industry to continue to increase. We believe that our ability to compete successfully in this market depends
upon many factors both within and beyond our control, including:

. the size and composition of our consumer base;

. the number of products that we offer and feature across our sales channels;

. consumer demand for clean products developed with formulations and ingredients we use;
. our information technology infrastructure;

. the quality and responsiveness of our customer service;

. our selling and marketing efforts;

. the quality and price of the products that we offer;

. the convenience of the shopping experience that we provide on our website;

. our ability to distribute our products and manage our operations; and

. our reputation and brand strength.

If we fail to compete successfully in this market, our business, financial condition, results of operations and prospects could be adversely affected.

Further, competitors with substantially greater operations and resources than us may be less affected by the COVID-19 pandemic than we are. In
connection with the pandemic, we have restricted employee travel, cancelled certain events with consumers or partners, imposed operational safeguards
at our fulfillment and operating facilities and limited access to our headquarters (including our laboratory facilities) and experienced certain supply
restrictions and delays. Although we are monitoring the situation, we cannot predict for how long, or the ultimate extent to which, the pandemic may
disrupt our operations, or our suppliers’ operations, or if we will be required to implement other changes, such as closures of any of our fulfillment or
other operating facilities. Any significant disruption resulting from this or similar events on a large scale or over a prolonged period of time could cause
significant delays and disruption to our business until we would be able to resume normal business operations or shift to other third-party vendors,
negatively affecting our revenue and other financial results, which would adversely affect our business, financial condition, results of operations and
prospects. A prolonged disruption of our business could also damage our reputation and brand strength.

If we fail to cost-effectively acquire new consumers or retain our existing consumers, our business could be adversely affected. Our sales and profit
are dependent upon our ability to expand our existing consumer relationships and acquire new consumers.

Our success, and our ability to increase revenue and achieve profitability, depend in part on our ability to cost-effectively acquire new consumers,
retain existing consumers and keep existing consumers engaged so that they continue to purchase our products. Our diaper business is also a strategic
consumer acquisition tool that fuels growth for baby wipes, personal care, and other products. While we intend to continue to invest significantly in
sales and marketing to educate consumers about our brand, our values and our products, there is no assurance that these efforts will generate further
demand for our products or expand our consumer base. Our ability to attract new consumers and retain our existing consumers will depend on, among
other items, the perceived value and quality of our products, consumer demand for clean, sustainable, thoughtfully designed and
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effective products at a premium, competitive offerings, our ability to offer new and relevant products and the effectiveness of our marketing efforts. We
may also lose loyal consumers to our competitors if we are unable to meet consumer demand in a timely manner. If we are unable to cost-effectively
acquire new consumers, retain existing consumers and keep existing consumers engaged, our business, financial condition, results of operations and
prospects could be adversely affected.

Any strategies we employ to pursue this growth are subject to numerous factors outside of our control. Our retail and ecommerce customers
continue to aggressively market their private label or competitive products, which could reduce demand for our products. The expansion of our business
also depends on our ability to increase sales through ecommerce channels and increase breadth and depth of distribution at retail partners. Any growth
within our existing distribution channels may also affect our existing consumer relationships and present additional challenges, including those related to
pricing strategies. Our direct connections to our consumers may become more limited as we expand our non-DTC channels. Additionally, we may need
to increase or reallocate spending on marketing and promotional activities, such as temporary price reductions, off-invoice discounts, retailer
advertisements, product coupons and other trade activities, and these expenditures are subject to risks, including risks related to consumer acceptance of
our efforts. Our strategy to grow international sales may also increase our marketing spend. Our failure to obtain new consumers, or expand our business
with existing consumers, could have an adverse effect on our business, financial condition, results of operations and prospects.

We also use paid and non-paid advertising. Our paid advertising may include search engine marketing, display, paid social media and product
placement and traditional advertising, such as direct mail, television, radio and magazine advertising. Our non-paid advertising efforts include search
engine optimization, non-paid social media and e-mail marketing. We drive a significant amount of traffic to our website via search engines and,
therefore, rely heavily on search engines. Search engines frequently update and change the logic that determines the placement and display of results of
a user’s search, such that the purchased or algorithmic placement of links to our website can be negatively affected. Moreover, a search engine could, for
competitive or other purposes, alter its search algorithms or results, causing our website to place lower in search query results.

We also drive a significant amount of traffic to our website via social networking or other ecommerce channels used by our current and
prospective consumers. As social networking and ecommerce channels continue to rapidly evolve, we may be unable to develop or maintain a presence
within these channels. If we are unable to cost-effectively drive traffic to our website, or if the popularity of our founder, Jessica Alba’s social media,
online or offline presence declines, our ability to acquire new consumers could be adversely affected. Additionally, if we fail to increase our revenue per
active consumer, generate repeat purchases or maintain high levels of consumer engagement, our business, financial condition, results of operations and
prospects could be adversely affected.

Failure to introduce new products may adversely affect our ability to continue to grow.

A key element of our growth strategy depends on our ability to develop and market new products that meet our standards for quality and appeal to
our consumers. The success of our innovation and product development efforts is affected by our ability to anticipate changes in consumer preferences,
the technical capability of our innovation staff, including chemists and toxicologists, developing and testing product formulas and prototypes, our ability
to comply with applicable governmental regulations, and the success of our management and sales and marketing teams in introducing and marketing
new products. Our product offerings have changed since our launch, which makes it difficult to forecast our future results of operations. There can be no
assurance that we will successfully develop and market new products that appeal to consumers. For example, product formulas we develop may not
contain the product attributes desired by our consumers. Any such failure may lead to a decrease in our growth, sales and ability to achieve profitability,
which could adversely affect our business, financial condition, results of operations and prospects.

Additionally, the development and introduction of new products requires substantial marketing expenditures, which we may be unable to recoup if
new products do not gain widespread market acceptance. If
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we are unsuccessful in meeting our objectives with respect to new or improved products, our business, financial condition, results of operations and
prospects could be adversely affected.

Consolidation of retail partners or the loss of a significant retail or third-party ecommerce partner could negatively impact our sales and ability to
achieve or maintain profitability.

Our omnichannel strategy includes selling our products through third-party ecommerce and retail partners (including their websites), which have
been undergoing consolidation in recent years. This consolidation has produced larger, more sophisticated organizations with increased negotiating and
buying power that are able to resist price increases, as well as operate with lower inventories, decrease the number of brands that they carry, offer our
products at competitive prices to consumers and increase their emphasis on private label products, all of which could negatively impact our business.

In 2020, we generated 45% and 55% of our total revenue from retail partners (including their websites) and Digital channels, respectively. In
2020, 33% of our revenue was generated from Honest.com. In 2020, Target, Amazon and Costco accounted for approximately 23%, 22% and 8% of our
revenue, respectively. We sell products to each of Target, Amazon and Costco under each of their standard vendor agreements. Our vendor agreements
with Target, Amazon and Costco do not include a term or duration as sales under each vendor agreement are generally made on a purchase order basis.
Our vendor agreement with Amazon provides that either party may terminate the agreement with 60 days’ prior written notice, provided that we are
required to fulfill any purchase orders that we accept before the effective date of termination. Our vendor agreements with Target and Costco do not
include any termination provisions. The loss of Target, Amazon, Costco or any other large partner, the reduction of purchasing levels or the cancellation
of any business from Target, Amazon, Costco or any other large partner for an extended length of time could negatively impact our sales and ability to
achieve or maintain profitability.

A third-party ecommerce or retail partner may take actions that affect us for reasons that we cannot always anticipate or control, such as their
financial condition, changes in their business strategy or operations, the introduction of competing products or the perceived quality of our products.
Despite operating in different channel segments, our third-party ecommerce and retail partners sometimes compete for the same consumers. Because of
actual or perceived conflicts resulting from this competition, third-party ecommerce or retail partners may take actions that negatively affect us.
Consequently, our financial results may fluctuate significantly from period to period based on the actions of one or more significant third-party
ecommerce or retail partners.

We must expend resources to maintain consumer awareness of our brand, build brand loyalty and generate interest in our products. Our marketing
strategies and channels will evolve and our efforts may or may not be successful.

In order to remain competitive and expand and keep market share for our products across our various channels, we may need to increase our
marketing and advertising spending to maintain and increase consumer awareness, protect and grow our existing market share or promote new products,
which could impact our operating results. Substantial advertising and promotional expenditures may be required to maintain or improve our brand’s
market position or to introduce new products to the market, and we are increasingly engaging with non-traditional media, including consumer outreach
through social media and web-based channels, which may not prove successful. An increase in our marketing and advertising efforts may not maintain
our current reputation or lead to increased brand awareness. Further, social media platforms frequently change the algorithms that determine the ranking
and display of results of a user’s search and may make other changes to the way results are displayed, or may increase the costs of such advertising,
which can negatively affect the placement of our links and, therefore, reduce the number of visits to our website and social media channels or make such
marketing cost-prohibitive. In addition, social media platforms typically require compliance with their policies and procedures, which may be subject to
change or new interpretation with limited ability to negotiate, which could negatively impact our marketing capabilities. If we are unable to maintain
and promote a favorable perception of our brand and products on a cost-effective basis, our business, financial condition, results of operations and
prospects could be adversely affected.
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Failure to leverage our brand value propositions to compete against private label products, especially during an economic downturn, may adversely
dffect our ability to achieve or maintain profitability.

In many product categories, we compete not only with other widely advertised branded products, but also with private label products that
generally are sold at lower prices. Consumers are more likely to purchase our products if they believe that our products provide greater value than less
expensive alternatives. If the difference in perceived value between our brand and private label products narrows, or if there is a perception of such a
narrowing, consumers may choose not to buy our products at prices that are profitable for us. We believe that in periods of economic uncertainty, such as
the current economic uncertainty surrounding COVID-19, consumers may purchase more lower-priced private label or other economy brands. To the
extent this occurs, we could experience a reduction in the sales volume of our products or an unfavorable shift in our product mix, which could have an
adverse effect on our business, financial condition, results of operations and prospects.

If we fail to develop and maintain our brand, our business could suffer.

We have developed a strong and trusted brand that has contributed significantly to the success of our business, and we believe our continued
success depends on our ability to maintain and grow the value of The Honest Company brand. Maintaining, promoting and positioning our brand and
reputation will depend on, among other factors, the success of our product offerings, product safety, quality assurance, marketing and merchandising
efforts, our continued focus on delivering clean, sustainable, well-designed, and effective products to our consumers and our ability to provide a
consistent, high-quality consumer experience. In addition, in 2019 we entered into a license agreement with Butterblu, LL.C, or Butterblu, pursuant to
which we license certain of our trademarks to Butterblu for the manufacture and distribution of certain baby apparel products in exchange for royalties.
Butterblu also operates and maintains the honestbabyclothing.com website. If Butterblu fails to comply with their contractual obligations, including our
quality standards, our brand could be harmed.

Any negative publicity, regardless of its accuracy, could have an adverse effect on our business. Brand value is based on perceptions of subjective
qualities, and any incident that erodes the loyalty of our consumers, suppliers or manufacturers, including changes to our products or packaging, adverse
publicity or a governmental investigation, litigation or regulatory enforcement action, could significantly reduce the value of our brand and adversely
affect our business, financial condition, results of operations and prospects.

Our brand and reputation may be diminished due to real or perceived quality, safety, efficacy or environmental impact issues with our products,
which could have an adverse effect on our business, financial condition, results of operations and prospects.

We believe our consumers rely on us to provide them with clean, sustainable, well-designed, and effective products. Any loss of confidence on the
part of consumers in our products or the ingredients used in our products, whether related to product contamination or product safety or quality failures,
actual or perceived, environmental impacts, or inclusion of prohibited ingredients, or ingredients that are perceived to be “toxic”, could tarnish the
image of our brand and could cause consumers to choose other products. Allegations of contamination or other adverse effects on product safety or
efficacy or suitability for use by a particular consumer or on the environment, even if untrue, may require us to expend significant time and resources
responding to such allegations and could, from time to time, result in a recall of a product from any or all of the markets in which the affected product
was distributed. Any such issues or recalls could negatively affect our ability to achieve or maintain profitability and brand image.

For example, in 2015, multiple class action lawsuits were filed against us claiming that certain of our products, including our sunscreen, were
ineffective and were not “natural.” In 2017, we settled these class action lawsuits by agreeing to labeling changes and a $7.4 million settlement fund. In
2016, multiple class action lawsuits were filed against us claiming that we misled buyers about ingredients in our laundry detergent, dish soap and multi-
surface cleaner. In 2017, we settled these class action lawsuits by agreeing to marketing or
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reformulating changes and a settlement fund of $1.6 million. We have also been the subject of litigation claiming our labels contain inaccurate or
misleading information. In response, we are in the process of updating the language on certain of our labels. In addition, we voluntarily recalled certain
of our baby wipes and baby powder products in 2017 and one of our bubble bath products in January 2021 due to concerns about potential
contamination. These incidents negatively affected our brand image and required significant time and resources to address.

We also have no control over our products once purchased by consumers. For example, consumers may store or use our products under conditions
and for periods of time inconsistent with approved directions for use or the listed “Period After Opening,” or required warnings or other governmental
guidelines on our labels, which may adversely affect the quality and safety of our products.

If our products are found to be, or perceived to be, defective or unsafe, or if they otherwise fail to meet our consumers’ expectations, our
relationships with consumers could suffer, the appeal of our brand could be diminished, we may need to recall some of our products and/or become
subject to regulatory action, and we could lose sales or market share or become subject to boycotts or liability claims. In addition, safety or other defects
in our competitors’ products or products using the Honest name in other consumer categories, like beverages and pet food in which we do not own the
Honest brand, could reduce consumer demand for our own products if consumers view them to be similar. Any such adverse effect could be exacerbated
by our market positioning as a purveyor of clean, sustainable, well-designed, and effective products and may significantly reduce our brand value. Issues
regarding the safety, efficacy, quality or environmental impact of any of our products, regardless of the cause, may have an adverse effect on our brand,
reputation and operating results. Further, the growing use of social and digital media by us, our consumers and third parties increases the speed and
extent that information or misinformation and opinions can be shared. Negative publicity about us, our brand or our products on social or digital media
could seriously damage our brand and reputation. Any loss of confidence on the part of consumers in the quality, safety, efficacy or environmental
suitability of our products would be difficult and costly to overcome, even if such concerns were based on inaccurate or misleading information. If we
do not maintain the favorable perception of our brand, our business, financial condition, results of operations and prospects could be adversely affected.

Economic downturns or a change in consumer preferences, perception and spending habits in the clean products categories, in particular, could
limit consumer demand for our products and negatively affect our business.

We have positioned our brand to capitalize on growing consumer interest in clean conscious products. The clean conscious consumer product
industry is sensitive to national and regional economic conditions and the demand for the products that we distribute may be adversely affected from
time to time by economic downturns that impact consumer spending, including discretionary spending. Future economic conditions such as employment
levels, business conditions, housing starts, interest rates, inflation rates, energy and fuel costs and tax rates could reduce consumer spending or change
consumer purchasing habits. Among these changes could be a reduction in the number of clean conscious consumer products that consumers purchase
where there are alternatives, given that many products in this category often have higher retail prices than do their conventional counterparts.

Further, the Diapers and Wipes, Skin and Personal Care and Household and Wellness markets in which we operate are subject to changes in
consumer preference, perception and spending habits. Our performance depends significantly on factors that may affect the level and pattern of
consumer spending in the markets in which we operate. Such factors include consumer preference, consumer confidence, consumer income, consumer
perception of the safety and quality of our products and shifts in the perceived value for our products relative to alternatives. The Diapers and Wipes
market is also subject to changes in birthrates, which have been declining in developed countries like the United States. In addition, media coverage
regarding the safety or quality of, our products or the raw materials, ingredients or processes involved in their manufacturing may damage consumer
confidence in our products. A general decline in the consumption of our products could occur at any time as a
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result of change in consumer preference, perception, confidence and spending habits, including an unwillingness to pay a premium or an inability to
purchase our products due to financial hardship or increased price sensitivity, which may be exacerbated by the effects of the COVID-19 pandemic. If
consumer preferences shift away from clean products, our business, financial condition and results of operations could be adversely affected.

The success of our products depends on a number of factors including our ability to accurately anticipate changes in market demand and consumer
preferences, our ability to differentiate the quality of our products from those of our competitors, and the effectiveness of our marketing and advertising
campaigns for our products. We may not be successful in identifying trends in consumer preferences and developing products that respond to such
trends in a timely manner. We also may not be able to effectively promote our products by our marketing and advertising campaigns and gain market
acceptance. If our products fail to gain market acceptance, are restricted by regulatory requirements or have quality problems, we may not be able to
fully recover costs and expenses incurred in our operation, and our business, financial condition, results of operations and prospects could be adversely
affected.

If we cannot maintain our company culture or focus on our purpose as we grow, our success and our business and competitive position may be
harmed.

We believe our culture and our mission have been key contributors to our success to date and that the critical nature of the platform that we
provide promotes a sense of greater purpose and fulfillment in our employees. Any failure to preserve our culture or focus on our mission could
negatively affect our ability to retain and recruit personnel, which is critical to our growth, and to effectively focus on and pursue our corporate
objectives. As we grow and develop the infrastructure of a public company, we may find it difficult to maintain these important values. If we fail to
maintain our company culture or focus on our mission our competitive position and business, financial condition, results of operations and prospects
could be adversely affected.

Our ability to maintain our competitive position is largely dependent on the services of our senior management and other key personnel, including
our founder, Chief Creative Officer and former Chair of our board of directors, Jessica Alba, and our Chief Executive Officer, Nick Vlahos.

Our ability to maintain our competitive position is largely dependent on the services of our senior management and other key personnel, including
our founder, Chief Creative Officer and former Chair of our board of directors, Jessica Alba, and our Chief Executive Officer, Nick Vlahos. The loss of
the services of either of these persons could have an adverse effect on our business, financial condition, results of operations and prospects.

Jessica Alba is a globally recognized Latina business leader, entrepreneur, advocate, actress, and New York Times bestselling author. We believe
that the success of our brand depends in part on our ongoing affiliation with Jessica Alba. We have an agreement with Jessica Alba, or the Likeness
Agreement, which, among other things, includes a license for her likeness and imposes various obligations on us. Ms. Alba has the right to terminate the
Likeness Agreement at any time upon prior written notice, and the Likeness Agreement will immediately terminate in the event we become insolvent.
Upon termination of the Likeness Agreement, we could, among other things, be required to pay damages to Ms. Alba, lose our ability to associate the
brand with Ms. Alba, and sustain reputational damage. We depend on Ms. Alba’s social media reach and influence to connect with consumers and
provide insight on current trends. If Ms. Alba objects to a proposed use of the licensed property, we may be prevented from implementing our business
plan in a timely manner, or at all, outside of previously approved usages or usages consistent with certain pre-approved product guidelines. The loss of
the services of Ms. Alba, or the loss of our ability to use Ms. Alba’s likeness, could have an adverse effect on our business, financial condition, results of
operations and prospects.

Our brand may also depend on the positive image and public popularity of Ms. Alba to maintain and increase brand recognition. Ms. Alba’s social
media presence and approximately 39 million followers across all of her social media channels combined represent a large social following and potential
audience for our social
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media reach. Consumers may be drawn to our products because of her involvement with us. If Ms. Alba’s image, reputation or popularity is materially
and adversely affected, this could negatively affect the marketability and sales of our products and could have an adverse effect on our business,
financial condition, results of operations and prospects.

In addition, our future success depends on our continued ability to attract, develop, motivate and retain highly qualified and skilled employees.
The market for such positions is competitive. Qualified individuals are in high demand and we may incur significant costs to attract them. In addition,
the loss of any of our senior management or other key employees or our inability to recruit and develop mid-level managers could adversely affect our
ability to execute our business plan and we may be unable to find adequate replacements. All of our employees are at-will employees, meaning that they
may terminate their employment relationship with us at any time, and their knowledge of our business and industry would be extremely difficult to
replace. If we fail to retain talented senior management and other key personnel, or if we do not succeed in attracting well-qualified employees or
retaining and motivating existing employees, our business, financial condition, results of operations and prospects could be adversely affected.

Use of social media and influencers may adversely affect our reputation or subject us to fines or other penalties.

We use third-party social media platforms as, among other things, marketing tools. For example, we maintain Instagram, Facebook, Pinterest and
Twitter accounts. We also maintain relationships with thousands of social media influencers and engage in sponsorship initiatives. As existing
ecommerce and social media platforms continue to rapidly evolve and new platforms develop, we must continue to maintain a presence on these
platforms and establish presences on new or emerging social media platforms. If we are unable to cost-effectively use social media platforms as
marketing tools or if the social media platforms we use change their policies or algorithms, we may not be able to fully optimize such platforms, and our
ability to maintain and acquire consumers and our financial condition may suffer. Furthermore, as laws and regulations and public opinion rapidly
evolve to govern the use of these platforms and devices, the failure by us, our employees, our network of social media influencers, our sponsors or third
parties acting at our direction to abide by applicable laws and regulations in the use of these platforms and devices or otherwise could subject us to
regulatory investigations, class action lawsuits, liability, fines or other penalties and have an adverse effect on our business, financial condition, results
of operations and prospects.

In addition, an increase in the use of social media influencers for product promotion and marketing may cause an increase in the burden on us to
monitor compliance of the content they post, and increase the risk that such content could contain problematic product or marketing claims in violation
of applicable laws and regulations. For example, in some cases, the Federal Trade Commission, or the FTC, has sought enforcement action where an
endorsement has failed to clearly and conspicuously disclose a financial relationship or material connection between an influencer and an advertiser. We
do not control the content that our influencers post, and if we were held responsible for any false, misleading or otherwise unlawful content of their
posts or their actions, we could be fined or subjected to other monetary liabilities or forced to alter our practices, which could have an adverse impact on
our business.

Negative commentary regarding us, our products or influencers and other third parties who are affiliated with us may also be posted on social
media platforms and may be adverse to our reputation or business. Influencers with whom we maintain relationships could engage in behavior or use
their platforms to communicate directly with our consumers in a manner that reflects poorly on our brand and may be attributed to us or otherwise
adversely affect us. It is not possible to prevent such behavior, and the precautions we take to detect this activity may not be effective in all cases. Our
target consumers often value readily available information and often act on such information without further investigation and without regard to its
accuracy. The harm may be immediate, without affording us an opportunity for redress or correction.
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Employee litigation and unfavorable publicity could negatively affect our future business.

Our employees have in the past, and may in the future, bring employment-related lawsuits against us, including regarding injuries, a hostile
workplace, discrimination, wage and hour disputes, sexual harassment, or other employment issues. In recent years there has been an increase in the
number of discrimination and harassment claims generally. Coupled with the expansion of social media platforms, employer review websites and similar
devices that allow individuals access to a broad audience, these claims have had a significant negative impact on some businesses. Certain companies
that have faced employment- or harassment-related claims have had to terminate management or other key personnel and have suffered reputational
harm that has negatively impacted their business, including their ability to attract and hire top talent. If we were to face any employment- or harassment-
related claims, our business could be negatively affected in similar or other ways.

We have a history of net losses and we may not be able to achieve or maintain profitability in the future.

We have incurred net losses each year since our inception and we may not be able to achieve or maintain profitability in the future. We incurred
net losses of $14.5 million and $31.1 million in the years ended December 31, 2020 and 2019, respectively. Our expenses will likely increase in the
future as we develop and launch new offerings and platform features, expand in existing and new markets, increase our sales and marketing efforts and
continue to invest in our platform. These efforts may be more costly than we expect and may not result in increased revenue or growth in our business.
These offerings may require significant capital investments and recurring costs, maintenance, depreciation, asset life and asset replacement costs, and if
we are not able to maintain sufficient levels of utilization of such assets or such offerings are otherwise not successful, our investments may not generate
sufficient returns and our financial condition may be adversely affected. Any failure to increase our revenue sufficiently to keep pace with our
investments and other expenses could prevent us from achieving or maintaining profitability or positive cash flow on a consistent basis. If we are unable
to successfully address these risks and challenges as we encounter them, our business, financial condition, results of operations and prospects could be
adversely affected. If we are unable to generate adequate revenue growth and manage our expenses, we may continue to incur significant losses in the
future and may not be able to achieve or maintain profitability.

We may be unable to accurately forecast revenue and appropriately plan our expenses in the future.

Revenue and results of operations are difficult to forecast because they generally depend on the volume, timing and type of orders we receive
across our various channels, all of which are uncertain. Forecasts may be particularly challenging as we expand into new markets and geographies and
develop and market new products. We base our expense levels and investment plans on our estimates of revenue and gross margin. We cannot be sure
the same growth rates and trends are meaningful predictors of future growth. If our assumptions prove to be wrong, we may spend more than we
anticipate acquiring and retaining consumers or may generate lower revenue per consumer than anticipated, either of which could have an adverse effect
on our business, financial condition, results of operations and prospects.

The estimates of market opportunity and forecasts of market growth included in this prospectus may prove to be inaccurate, and even if the markets
in which we compete achieve the forecasted growth, our business could fail to grow at similar rates, if at all.

Market opportunity estimates and growth forecasts included in this prospectus, including those we have generated ourselves or commissioned, are
subject to significant uncertainty and are based on assumptions and estimates that may not prove to be accurate, particularly in light of the ongoing
COVID-19 pandemic and the related economic impact. The variables that go into the calculation of our market opportunity across the Diapers and
Wipes, Skin and Personal Care and Household and Wellness markets are subject to change over time, and there is no guarantee that any particular
number or percentage of consumers covered by our market opportunity estimates will purchase our products at all or generate any particular level of
revenue for us. Any expansion in each market depends on a number of factors, including the cost and perceived value associated with our product
offerings and those of our competitors. Even if the markets in which we compete meet the size estimates and
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growth forecast in this prospectus, our business could fail to grow at the rate we anticipate, if at all, which could adversely affect our business, financial
condition, results of operations and prospects. Our growth is subject to many factors, including our success in implementing our business strategy, which
is subject to many risks and uncertainties. Accordingly, the forecasts of market growth included in this prospectus should not be taken as indicative of
our future growth. For more information regarding the estimates of market opportunity and forecasts of market growth included in this prospectus, see
the section titled “Market, Industry and Other Data.”

Our results of operations could be harmed if we are unable to accurately forecast demand for our products.

To ensure adequate inventory supply, we must forecast inventory needs and place orders with our third-party manufacturers before firm orders are
placed by our consumers or our retail and third-party ecommerce partners. If we fail to accurately forecast consumer and customer demand, we may
experience excess inventory levels or a shortage of product to deliver to our consumers and customers. Factors that could affect our ability to accurately
forecast demand for our products include: an unanticipated increase or decrease in demand for our products; our failure to accurately forecast acceptance
for our new products; product introductions by competitors; unanticipated changes in general market conditions or other factors, which may result in
cancellations of advance orders or a reduction or increase in the rate of reorders or at-once orders placed by retailers; the impact on demand due to
unseasonable weather conditions; weakening of economic conditions or consumer or customer confidence in future economic conditions, which could
reduce demand for discretionary items, such as our products; and terrorism or acts of war, or the threat thereof, or political or labor instability or unrest,
which could adversely affect consumer or customer confidence and spending or interrupt production and distribution of product and raw materials.

Inventory levels in excess of consumer or customer demand may result in inventory write-downs or write-offs and the sale of excess inventory at
discounted prices or in less preferred distribution channels, which could impair our brand image and harm our business. In addition, if we underestimate
the demand for our products, our third-party manufacturers may not be able to produce products to meet our consumer or customer requirements, and
this could result in delays in the shipment of our products and our ability to recognize revenue, lost sales, as well as damage to our reputation and
retailer and distributor relationships.

The difficulty in forecasting demand also makes it difficult to estimate our future results of operations and financial condition from period to
period. A failure to accurately predict the level of demand for our products could adversely affect our business, financial condition, results of operations
and prospects.

We have a limited operating history at our current scale, which may make it difficult to evaluate our business and future prospects.

We began commercial operations in 2012 and have a limited history of generating revenue at our current scale. As a result of our relatively short
operating history at our current scale, we have limited financial data that can be used to evaluate our business and future prospects. Any evaluation of
our business and prospects must be considered in light of our limited operating history, which may not be indicative of future performance. Because of
our limited operating history, we face increased risks, uncertainties, expenses, and difficulties, including the risks and uncertainties discussed in this
section.

Certain of the data that we track is subject to inherent challenges in measurement, and any inaccuracies in such data may negatively affect our
business.

We track certain data using internal data analytics tools and we rely on data received from third parties, including third-party platforms, which
have certain limitations. Data from these sources may include information relating to fraudulent accounts and interactions with our sites or the social
media accounts of our business or of our influencers (including as a result of the use of bots, or other automated or manual mechanisms to generate false
impressions that are delivered through our sites or their accounts). We have only a limited ability to verify data from our sites or third parties, and
perpetrators of fraudulent impressions may change their tactics and may become more sophisticated, which would make it still more difficult to detect
such activity.
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Our methodologies for tracking data may also change over time. If we undercount or overcount performance due to the internal data analytics
tools we use or experience issues with the data received from third parties, or if our internal data analytics tools contain algorithmic or other technical
errors, the data we track may not be accurate. In addition, limitations, changes or errors with respect to how we measure data may affect our
understanding of certain details of our business, which could affect our longer-term strategies. If we are not able to obtain and track accurate data, our
business, financial condition, results of operations and prospects could be adversely affected.

We rely on independent certification for a number of our products.

We rely on independent third-party certification, such as certifications of some of our products or ingredients as “organic” to differentiate them
from others. We must comply with the requirements of independent organizations or certification authorities in order to label our products as certified
organic, such as the United States Department of Agriculture’s, or the USDA, National Organic Program, the USDA’s BioPreferred Program for
certified biobased products, the National Eczema Association’s NEA Seal of Acceptance, and the NSF/ANSI 305 standards set by Quality Assurance
International. For example, we can lose our certifications if we use unapproved raw materials or incorrectly use a certification on product labels or in
marketing materials. The loss of any independent certifications could adversely affect our market position and brand reputation as a maker of clean
products, and our business, financial condition, results of operations and prospects could be adversely affected.

Our results of operations may fluctuate as a result of price concessions, promotional activities, credits and other factors.

Retailers and third-party ecommerce partners may require price concessions that would negatively impact our margins and our ability to achieve
or maintain profitability. If we are not able to lower our cost structure adequately in response to consumer pricing demands, and if we are not able to
attract and retain a profitable consumer mix and a profitable product mix, our ability to achieve or maintain profitability could be adversely affected.

In addition, we periodically offer credits through various programs to our retail and ecommerce customers, including temporary price reductions,
off-invoice discounts, retailer advertisements, product coupons, market development funds, in-store merchandising and product displays and other trade
activities. We also periodically provide credits to our retail and ecommerce customers in the event that products do not conform to specifications. The
cost associated with promotions and credits is estimated and recorded as a reduction in revenue. We anticipate that these price concessions and
promotional activities could adversely impact our revenue and that changes in such activities could adversely impact period-over-period results. If we
are not correct in predicting the performance of such promotions, or if we are not correct in estimating credits, our business, financial condition, results
of operations and prospects could be adversely affected.

Our inability to secure, maintain and increase our presence in retail stores could adversely impact our revenue, and in turn our business, financial
condition, results of operations and prospects could be adversely affected.

Our operations include sales to retail stores and their related websites, which in 2020, accounted for approximately 45% of our revenue. The
success of our business is largely dependent on our continuing development of strong relationships with major retail chains. In 2020, approximately 70%
of our retail sales resulted from relationships with Target and Costco. The loss of our relationship with Target, Costco or any other large retail partner
could have a significant impact on our revenue. In addition, we may be unable to secure adequate shelf space in new markets, or any shelf space at all,
until we develop relationships with the retailers that operate in such markets. Consequently, growth opportunities through our Retail channel may be
limited and our revenue, business, financial condition, results of operations and prospects could be adversely affected if we are unable to successfully
establish relationships with other retailers in new or current markets.
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We also face severe competition to display our products on store shelves and obtain optimal presence on those shelves. Due to the intense
competition for limited shelf space, retailers are in a position to negotiate favorable terms of sale, including price discounts, allowances and product
return policies. To the extent we elect to increase discounts or allowances in an effort to secure shelf space, our operating results could be adversely
affected. We may not be able to increase or sustain our volume of retail shelf space or offer retailers price discounts sufficient to overcome competition
and, as a result, our sales and results of operations could be adversely affected. In addition, many of our competitors have significantly greater financial,
manufacturing, marketing, management and other resources than we do and may have greater name recognition, a more established distribution network
and a larger base of wholesale customers and distributors. Many of our competitors also have well-established relationships with our current and
potential consumers who purchase Diapers and Wipes, Skin and Personal Care or Household and Wellness products at retail stores, and have extensive
knowledge of our target markets. As a result, these competitors may be able to devote greater resources to the development, promotion and sale of their
products and respond more quickly to evolving consumer preferences for us. If our competitors’ sales surpass ours, retailers may give higher priority to
our competitors’ products, causing such retailers to reduce their efforts to sell our products and resulting in the loss of advantageous shelf space.

Significant product returns or refunds could harm our business.

We allow our DTC consumers to return products and we offer refunds, subject to our return and refunds policy. In addition, some of our
agreements with our retail or third-party ecommerce partners provide that we are responsible for the costs of certain returns. If product returns or refunds
are significant or higher than anticipated and forecasted, our business, financial condition, results of operations and prospects could be adversely
affected. Further, we and our retail and third-party ecommerce partners modify policies relating to returns or refunds from time to time, and may do so in
the future, which may result in consumer dissatisfaction and harm to our reputation or brand, or an increase in the number of product returns or the
amount of refunds we make. From time to time our products are damaged in transit, which can increase return rates and harm our brand.

Our business may be adversely daffected if we are unable to provide our consumers with a technology platform that is able to respond and adapt to
rapid changes in technology.

The number of people who access the Internet through devices other than personal computers, including mobile phones, handheld computers such
as notebooks and tablets and television set-top devices, has increased dramatically in recent years. The versions of our website and mobile applications
developed for these devices may not be compelling to consumers. Our website and platform are also currently not compatible with voice-enabled
products. Adapting our services and/or infrastructure to these devices as well as other new Internet, networking or telecommunications technologies
could be time-consuming and could require us to incur substantial expenditures, which could have an adverse effect on our business, financial condition,
results of operations and prospects.

Additionally, as new mobile devices and platforms are released, it is difficult to predict the problems we may encounter in developing applications
for alternative devices and platforms and we may need to devote significant resources to the creation, support and maintenance of such applications. If
we or our retail or ecommerce partners are unable to attract consumers to our or their websites or mobile applications through these devices or are slow
to develop a version of such websites or mobile applications that are more compatible with alternative devices, we may fail to capture a significant share
of consumers in the Diapers and Wipes, Skin and Personal Care or Household and Wellness product markets and could also lose consumers, which
could have an adverse effect on our business, financial condition, results of operations and prospects.

Further, we continually upgrade existing technologies and business applications and we may be required to implement new technologies or
business applications in the future. The implementation of upgrades and changes requires significant investments. Our results of operations may be
affected by the timing, effectiveness and costs associated with the successful implementation of any upgrades or changes to our systems and
infrastructure. In
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the event that it is more difficult for our consumers to buy products from us on their mobile devices, or if our consumers choose not to buy products
from us on their mobile devices or to use mobile products or platforms that do not offer access to our website, we could lose consumers and fail to
attract new consumers. As a result, our consumer growth could be harmed and our business, financial condition, results of operations and prospects
could be adversely affected.

Severe weather, including hurricanes, earthquakes and natural disasters could disrupt normal business operations, which could result in increased
costs and have an adverse effect on our business, financial condition, results of operations and prospects.

Our services and operations, including several of our fulfillment centers, customer service centers, data centers and corporate offices are located in
California, Nevada, Pennsylvania and the Netherlands, and other areas that are vulnerable to damage or interruption from natural disasters, power losses,
telecommunication failures, terrorist attacks, human errors, break-ins and similar events. The occurrence of a natural disaster or other unanticipated
problems at our facilities could result in lengthy interruptions in our services as well as higher insurance premiums. We may not be able to efficiently
relocate our fulfillment and delivery operations due to disruptions in service if one of these events occurs and our insurance coverage may be insufficient
to compensate us for such losses. Because the Los Angeles area, where our corporate offices and a warehouse facility are located, is in an earthquake
fault zone and because the Los Angeles area is subject to the increased risk of wildfires, we are particularly sensitive to the risk of damage to, or total
destruction of, our primary offices and one of our key fulfillment and delivery centers. Although we are insured up to certain limits against any certain
losses or expenses that may result from a disruption to our business due to earthquakes or wildfires, either of these events, if incurred, could adversely
affect our business, financial condition, results of operations and prospects.

A disruption in our operations could have an adverse effect on our business.

As a company engaged in sales domestically and internationally, our operations, including those of our third-party manufacturers, suppliers and
delivery service providers, are subject to the risks inherent in such activities, including industrial accidents, environmental events, strikes and other labor
disputes, disruptions in information systems, product quality control, safety, licensing requirements and other regulatory issues, as well as natural
disasters, pandemics or other public health emergencies, border disputes, acts of terrorism and other external factors over which we and our third-party
manufacturers, suppliers and delivery service providers have no control. The loss of, or damage to, the manufacturing facilities or fulfillment centers of
our third-party manufacturers, suppliers and delivery service providers could have an adverse effect on our business, financial condition, results of
operations and prospects.

We depend heavily on ocean container delivery to receive shipments of our products from our third-party manufacturers located in China and
contracted third-party delivery service providers to deliver our products to our fulfillment centers located in Las Vegas, Nevada, Fontana, California,
Breinigsville, Pennsylvania and the Netherlands, and from there to our consumers and retail partners. Further, we rely on postal and parcel carriers for
the delivery of products sold directly to consumers through Honest.com. Interruptions to or failures in these delivery services could prevent the timely or
successful delivery of our products. These interruptions or failures may be due to unforeseen events that are beyond our control or the control of our
third-party delivery service providers, such as labor unrest or natural disasters. For example, a labor strike at a port could negatively impact the delivery
of our imported wipes, and the escalating trade dispute between the United States and China has and may in the future restrict the flow of the goods
from China to the United States. Any failure to provide high-quality delivery services to our consumers may negatively affect the shopping experience
of our consumers, damage our reputation and cause us to lose consumers.

Our ability to meet the needs of our consumers and retail partners depends on our and our distribution partners’ proper operation of our fulfillment
centers in Las Vegas, Nevada, Fontana, California, Breinigsville, Pennsylvania and the Netherlands, where most of our inventory that is not in transit is
housed. Although we
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currently insure our inventory, our insurance coverage may not be sufficient to cover the full extent of any loss or damage to our inventory or fulfillment
centers, and any loss, damage or disruption of this facility, or loss or damage of the inventory stored there, could have an adverse effect on our business,
financial condition, results of operations and prospects.

We may incur significant losses from fraud.

We may in the future incur losses from various types of fraud, including stolen credit card numbers, claims that a consumer did not authorize a
purchase, merchant fraud and consumers who have closed bank accounts or have insufficient funds in open bank accounts to satisfy payments. Although
we have measures in place to detect and reduce the occurrence of fraudulent activity in our marketplace, those measures may not always be effective. In
addition to the direct costs of such losses, if the fraud is related to credit card transactions and becomes excessive, it could potentially result in us paying
higher fees or losing the right to accept credit cards for payment. In addition, under current credit card practices, we are liable for fraudulent credit card
transactions because we do not obtain a cardholder’s signature. Our failure to adequately prevent fraudulent transactions could damage our reputation,
result in litigation or regulatory action and additional expenses and our business, financial condition, results of operations and prospects could be
adversely affected.

We may seek to grow our business through acquisitions of, or investments in, new or complementary businesses, facilities, technologies or products,
or through strategic alliances, and the failure to manage these acquisitions, investments or alliances, or to integrate them with our existing business,
could have an adverse effect on us.

From time to time we may consider opportunities to acquire or make investments in new or complementary businesses, facilities, technologies,
offerings, or products, or enter into strategic alliances, that may enhance our capabilities, expand our outsourcing and supplier network, complement our
current products or expand the breadth of our markets. For example, in 2019 we entered into a license agreement with Butterblu pursuant to which we
license certain of our trademarks to Butterblu for the manufacture and distribution of certain baby apparel products in exchange for royalties.

Acquisitions, investments and other strategic alliances, including our license agreement with Butterblu, involve numerous risks, including:

. problems integrating the acquired business, facilities, technologies or products, including issues maintaining uniform standards,
procedures, controls and policies;

. risks associated with quality control and brand reputation;

. unanticipated costs associated with acquisitions, investments or strategic alliances;

. diversion of management’s attention from our existing business;

. adverse effects on existing business relationships with suppliers, outsourced private brand manufacturing partners and retail and

ecommerce partners;

. risks associated with any dispute that may arise with respect to such strategic alliance;

. risks associated with entering new markets in which we may have limited or no experience;
. potential loss of key employees of acquired businesses; and

. increased legal and accounting compliance costs.

Our ability to successfully grow through strategic transactions depends upon our ability to identify, negotiate, complete and integrate suitable
target businesses, facilities, technologies and products and to obtain any necessary financing. These efforts could be expensive and time-consuming and
may disrupt our ongoing business and prevent management from focusing on our operations. If we are unable to identify suitable acquisitions or
strategic relationships, or if we are unable to integrate any acquired businesses, facilities, technologies and products effectively, our business, financial
condition, results of operations and prospects could
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be adversely affected. Also, while we employ several different methodologies to assess potential business opportunities, the new businesses may not
meet or exceed our expectations.

The COVID-19 pandemic could have an adverse effect on our business, financial condition, results of operations and prospects.

In connection with the COVID-19 pandemic, governments have implemented significant measures, including closures, quarantines, travel
restrictions and other social distancing directives, intended to control the spread of the virus. Companies have also taken precautions, such as requiring
employees to work remotely, imposing travel restrictions and temporarily closing businesses. To the extent that these restrictions remain in place,
additional prevention and mitigation measures are implemented in the future, or there is uncertainty about the effectiveness of these or any other
measures to contain or treat COVID-19, there has been and continues to be an adverse impact on global economic conditions and consumer confidence
and spending, which could adversely affect our supply chain as well as the demand for our products. While at this time we are working to manage
potential disruptions to our supply chain, and we have not experienced decreases in demand or material financial impacts as compared to prior periods,
the fluid nature of the COVID-19 pandemic and uncertainties regarding the related economic impact are likely to result in sustained market turmoil,
which could also have an adverse effect on our business, financial condition, results of operations and prospects.

The impact of the COVID-19 pandemic on any of our suppliers, manufacturers, retail or ecommerce partners or transportation or logistics
providers may negatively affect the price and availability of our materials and impact our supply chain. If the disruptions caused by the COVID-19
pandemic continue for an extended period of time, our ability to meet the demands of our consumers may be materially impacted. For example,
government restrictions may limit the personnel available to receive or ship products at our distribution centers. In addition, the conditions caused by the
COVID-19 pandemic may negatively impact collections of accounts receivable and cause some of our retail partners to go out of business, all of which
could adversely affect our business, financial condition, results of operations and prospects.

Further, the COVID-19 pandemic may impact customer and consumer demand. Retail stores may be impacted if governments continue to
implement regional business closures, quarantines, travel restrictions and other social distancing directives to slow the spread of the virus. Further, to the
extent our third-party ecommerce or retail customers’ operations are negatively impacted, our consumers may reduce demand for or spending on our
products, or consumers or ecommerce or retail partners may delay payments to us or request payment or other concessions. There may also be
significant reductions or volatility in consumer demand for our products due to travel restrictions or social distancing directives, as well as the temporary
inability of consumers to purchase our products due to illness, quarantine or financial hardship, shifts in demand away from one or more of our products,
decreased consumer confidence and spending or pantry-loading activity, any of which may negatively impact our results, including as a result of an
increased difficulty in planning for operations. Additionally, we may be unable to effectively modify our trade promotion and advertising activities to
reflect changing consumer viewing and shopping habits due to event cancellations, reduced in-store visits and travel restrictions, among other things.

The extent of the COVID-19 pandemic’s effect on our operational and financial performance will depend on future developments, including the
duration and intensity of the pandemic, all of which are uncertain and difficult to predict considering the rapidly evolving landscape. As a result, it is not
currently possible to ascertain the overall impact of the COVID-19 pandemic on our business. However, if the pandemic continues to persist as a severe
worldwide health crisis, the disease could have an adverse effect on our business, financial condition, results of operations and prospects, and may also
have the effect of heightening many of the other risks described in this “Risk Factors” section.

Our ability to raise capital in the future may be limited and our failure to raise capital when needed could prevent us from growing.

In the future, we could be required to raise capital through public or private financing or other arrangements. Such financing may not be available
on acceptable terms, or at all, and our failure to raise capital when needed
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could harm our business. We may sell common stock, convertible securities and other equity securities in one or more transactions at prices and in a
manner as we may determine from time to time. If we sell any such securities in subsequent transactions, investors in our common stock may be
materially diluted. New investors in such subsequent transactions could gain rights, preferences and privileges senior to those of holders of our common
stock. Debt financing, if available, may involve restrictive covenants and could reduce our operational flexibility or ability to achieve or maintain
profitability. If we cannot raise funds on acceptable terms, we may be forced to raise funds on undesirable terms, or our business may contract or we
may be unable to grow our business or respond to competitive pressures, any of which could have an adverse effect on our business, financial condition,
results of operations and prospects.

The agreements governing our indebtedness will require us to meet certain operating and financial covenants and place restrictions on our
operating and financial flexibility. If we raise capital through additional debt financing, the terms of any new debt could further restrict our ability
to operate our business.

In April 2021, we entered into a first lien credit agreement, or 2021 Credit Facility, with JPMorgan Chase Bank, N.A., as administrative agent and
lender, and the other lenders party thereto, which provides for a $35.0 million revolving credit facility maturing five years from the date of the 2021
Credit Facility. Debt under the 2021 Credit Facility will be guaranteed by our material domestic subsidiaries and will be secured by our and such
subsidiaries’ assets and property.

The 2021 Credit Facility also contains affirmative and negative covenants, indemnification provisions and events of default. The affirmative
covenants include, among others, administrative, reporting and legal covenants, in each case subject to certain exceptions. The negative covenants
include, among others, limitations on our and certain of our subsidiaries’ abilities to, in each case subject to certain exceptions:

. make restricted payments including dividends and distributions on, redemptions of, repurchases or retirement of our capital stock;
. make certain intercompany distributions;

. incur additional indebtedness and issue certain types of equity;

. sell assets, including capital stock of subsidiaries;

. enter into certain transactions with affiliates;

. incur liens;

. enter into fundamental changes including mergers and consolidations;

. make investments, acquisitions, loans or advances;

. create negative pledges or restrictions on the payment of dividends or payment of other amounts owed from subsidiaries;
. make prepayments or modify documents governing material debt that is subordinated with respect to right of payment;

. engage in certain sale leaseback transactions;

. change our fiscal year; and

. change our lines of business.

The 2021 Credit Facility also contains a financial covenant that requires us to maintain a total net leverage ratio of not more than 3.50:1.00 during
the periods set forth in the 2021 Credit Facility. As a result of the restrictions described above, we will be limited as to how we conduct our business and
we may be unable to raise additional debt or equity financing to take advantage of new business opportunities. The terms of any future
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indebtedness we may incur could include more restrictive covenants. We cannot assure you that we will be able to maintain compliance with these
covenants in the future and, if we fail to do so, that we will be able to obtain waivers from the lenders or amend the covenants.

Our ability to comply with the covenants and restrictions contained in the 2021 Credit Facility may be affected by economic, financial and
industry conditions beyond our control. The restrictions in the 2021 Credit Facility may prevent us from taking actions that we believe would be in the
best interests of our business and may make it difficult for us to execute our business strategy successfully or effectively compete with companies that
are not similarly restricted. Even if the 2021 Credit Facility is terminated, any additional debt that we incur in the future could subject us to similar or
additional covenants.

The 2021 Credit Facility includes customary events of default, including failure to pay principal, interest or certain other amounts when due;
material inaccuracy of representations and warranties; violation of covenants; specified cross-default and cross-acceleration to other material
indebtedness; certain bankruptcy and insolvency events; certain events relating to the Employee Retirement Income Security Act of 1974; certain
undischarged judgments; material invalidity of guarantees or grant of security interest; and change of control, in certain cases subject to certain
thresholds and grace periods.

Our failure to comply with the restrictive covenants described above as well as other terms of our indebtedness could result in an event of default,
which, if not cured or waived, could result in the lenders declaring all obligations, together with accrued and unpaid interest, immediately due and
payable and take control of the collateral, potentially requiring us to renegotiate the 2021 Credit Facility on terms less favorable to us. If we are forced to
refinance these borrowings on less favorable terms or are unable to refinance these borrowings, our business, results of operations, financial condition
and future prospects could be adversely affected. In addition, such a default or acceleration may result in the acceleration of any future indebtedness to
which a cross-acceleration or cross-default provision applies. If we are unable to repay our indebtedness, lenders having secured obligations, such as the
lenders under the 2021 Credit Facility, could proceed against the collateral securing the indebtedness. In any such case, we may be unable to borrow
under our credit facilities and may not be able to repay the amounts due under our credit facilities. This could have an adverse effect on our business,
financial condition, results of operations and prospects and could cause us to become bankrupt or insolvent.

We could be required to collect additional sales taxes or be subject to other tax liabilities that may increase the costs our consumers would have to
pay for our offering and adversely affect our operating results.

On June 21, 2018, the U.S. Supreme Court held in South Dakota v. Wayfair, Inc. that states could impose sales tax collection obligations on
out-of-state retailers even if those retailers lack any physical presence within the states imposing sales taxes. Under Wayfair, a person requires only a
“substantial nexus” with the taxing state before the state may subject the person to sales tax collection obligations therein. An increasing number of
states, both before and after the Supreme Court’s ruling, have considered or adopted laws that attempt to impose sales tax collection obligations on
out-of-state retailers. The Supreme Court’s Wayfair decision has removed a significant impediment to the enactment of these laws, and it is possible that
states may seek to tax out-of-state retailers, including for prior tax years. Although we believe that we currently collect sales taxes in all states that have
adopted laws imposing sales tax collection obligations on out-of-state retailers since Wayfair was decided, a successful assertion by one or more
jurisdictions requiring us to collect sales taxes where we presently do not do so, or to collect more taxes in a jurisdiction in which we currently do collect
some sales taxes, could result in substantial tax liabilities, including taxes on past sales, as well as penalties and interest. The imposition by state
governments of sales tax collection obligations on out-of-state retailers in jurisdictions where we do not currently collect sales taxes, whether for prior
years or prospectively, could also create additional administrative burdens for us, put us at a competitive disadvantage if they do not impose similar
obligations on our competitors and decrease our future sales, which could have an adverse effect on our business, financial condition, results of
operations and prospects.
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Our ability to utilize our net operating loss carryforwards and certain other tax attributes may be limited.

We have incurred substantial losses since inception. As of December 31, 2020, we had federal and state net operating loss carryforwards of $243.0
million and $220.0 million, respectively. The federal loss carryforwards, except the federal loss carryforwards arising in tax years beginning after
December 31, 2017, begin to expire in 2032 unless previously utilized. Federal net operating losses, or NOLs, arising in tax years beginning after
December 31, 2017 have an indefinite carryforward period and do not expire, but the deduction for these carryforwards is limited to 80% of current-year
taxable income for taxable years beginning after 2020. In general, under Sections 382 and 383 of the U.S. Internal Revenue Code of 1986, as amended,
a corporation that undergoes an “ownership change” (generally defined as a greater than 50 percentage point change (by value) in its equity ownership
by certain stockholders over a rolling three-year period) is subject to limitations on its ability to utilize its pre-change NOL:s to offset future taxable
income. We may have experienced ownership changes in the past, may experience ownership changes in the future, and are currently evaluating with
our independent tax advisors whether and to what extent our NOLs may be currently limited. In addition, for state income tax purposes, there may be
periods during which the use of NOLs or tax credits is suspended or otherwise limited, which could accelerate or permanently increase state taxes owed.
For example, California recently imposed limits on the usability of California NOLs and certain tax credits to offset California taxable income or
California tax liabilities in tax years beginning after 2019 and before 2023. As a result, if, and to the extent that we earn net taxable income, our ability
to use our pre-change NOLs to offset such taxable income or our tax credits to reduce our tax liabilities may be subject to limitations.

Risks Related to Our Dependence on Third Parties

Our business, including our costs and supply chain, is subject to risks associated with sourcing, manufacturing, warehousing, distribution and
logistics, and the loss of any of our key suppliers or logistical service providers could negatively impact our business.

All of the products we offer are manufactured by a limited number of third-party manufacturers, and as a result we may be subject to price
fluctuations or demand disruptions. Our operating results would be negatively impacted by increases in the costs of our products, and we have no
guarantees that costs will not rise. In addition, as we expand into new categories and product types, we expect that we may not have strong purchasing
power in these new areas, which could lead to higher costs than we have historically seen in our current categories. We may not be able to pass increased
costs on to consumers, which could adversely affect our operating results. Moreover, in the event of a significant disruption in the supply of the
materials used in the manufacture of the products we offer, we and the vendors that we work with might not be able to locate alternative suppliers of
materials of comparable quality at an acceptable price.

In addition, products and merchandise we receive from manufacturers and suppliers may not be of sufficient quality or free from damage, or such
products may be damaged during shipping, while stored in our warehouse fulfillment centers or with third-party ecommerce or retail customers or when
returned by consumers. We may incur additional expenses and our reputation could be harmed if consumers and potential consumers believe that our
products do not meet their expectations, are not properly labeled or are damaged.

We purchase significant amounts of product supply from a limited number of suppliers with limited supply capabilities. There can be no assurance
that our current suppliers will be able to accommodate our anticipated growth or continue to supply current quantities at preferential prices. An inability
of our existing suppliers to provide materials in a timely or cost-effective manner could impair our growth and have an adverse effect on our business,
financial condition, results of operations and prospects. We generally do not maintain long-term supply contracts with any of our suppliers and any of
our suppliers could discontinue selling to us at any time. However, we have a long-term supply agreement with Valor Brands LL.C (dba Ontex North
America), or Ontex, for the manufacture and supply of certain diaper products. The current term of the supply agreement with Ontex ends on
December 31, 2023. In addition, our agreement with Ontex provides that Ontex will be our exclusive supplier of diaper and training pant products so
long as Ontex is able to provide us such products. Either party may terminate
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the agreement if the other party materially breaches the agreement and does not cure the breach within a specified notice period, or upon the other
party’s insolvency. If the agreement with Ontex is terminated, is not renewed, or if Ontex becomes insolvent, ceases or significantly reduces its
operations or experiences financial distress, as a result of the COVID-19 pandemic or otherwise, or if any environmental, economic or other outside
factors impact their operations, our ability to procure diaper manufacturing services may be impaired, and we may not be able to obtain, or may face
increased costs related to, such services. The loss of Ontex, or of any of our other significant suppliers, or the discontinuance of any preferential pricing
or exclusive incentives they currently offer to us could have an adverse effect on our business, financial condition, results of operations and prospects.

We continually seek to expand our base of suppliers, especially as we identify new products that necessitate new or additional materials. We also
require our new and existing suppliers to meet our ethical and business partner standards. Suppliers may also have to meet governmental and industry
standards and any relevant standards required by our consumers, which may require additional investment and time on behalf of suppliers and us. If any
of our key suppliers becomes insolvent, ceases or significantly reduces its operations or experiences financial distress, as a result of the COVID-19
pandemic or otherwise, or if any environmental, economic or other outside factors impact their operations. If we are unable to identify or enter into
distribution relationships with new suppliers or to replace the loss of any of our existing suppliers, we may experience a competitive disadvantage, our
business may be disrupted and our business, financial condition, results of operations and prospects could be adversely affected.

Our principal suppliers currently provide us with certain incentives such as volume purchasing, trade discounts, cooperative advertising and
market development funds. A reduction or discontinuance of these incentives would increase our costs and could reduce our ability to achieve or
maintain profitability. Similarly, if one or more of our suppliers were to offer these incentives, including preferential pricing, to our competitors, our
competitive advantage would be reduced, which could have an adverse effect on our business, financial condition, results of operations and prospects.

In addition, we have warehouse fulfillment centers located in Las Vegas, Nevada, Fontana, California, Breinigsville, Pennsylvania and the
Netherlands, all of which are managed by a single distribution partner, GEODIS Logistics LLC, or GEODIS. We have an agreement with GEODIS
pursuant to which GEODIS provides warehousing, distribution and fulfillment services to us. Our agreement with GEODIS may be terminated for any
reason by us or by GEODIS on delivery of prior written notice, and is renewable on an annual basis. If the agreement with GEODIS is terminated, is not
renewed, or if GEODIS becomes insolvent, ceases or significantly reduces its operations or experiences financial distress, as a result of the COVID-19
pandemic or otherwise, or if any environmental, economic or other outside factors impact their operations, our ability to procure warehousing,
distribution and fulfillment services may be impaired, and we may not be able to obtain, or may face increased costs related to, such services and our
business, financial condition, results of operations and prospects could be adversely affected.

If our third-party suppliers and manufacturers do not comply with ethical business practices or with applicable laws and regulations, our reputation,
business, financial condition, results of operations and prospects could be harmed.

Our reputation and our consumers’ willingness to purchase our products depend in part on our suppliers’, manufacturers’, and retail partners’
compliance with ethical employment practices, such as with respect to child labor, wages and benefits, forced labor, discrimination, safe and healthy
working conditions, and with all legal and regulatory requirements relating to the conduct of their businesses. We do not exercise control over our
suppliers, manufacturers, and retail partners and cannot guarantee their compliance with ethical and lawful business practices. If our suppliers,
manufacturers, or retail partners fail to comply with applicable laws, regulations, safety codes, employment practices, human rights standards, quality
standards, environmental standards, production practices, or other obligations, norms, or ethical standards, our reputation and brand image
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could be harmed, and we could be exposed to litigation, investigations, enforcement actions, monetary liability, and additional costs that would harm our
reputation, business, financial condition, results of operations and prospects.

If we or our distribution partners do not successfully optimize, operate and manage the expansion of the capacity of our warehouse fulfillment
centers, our business, financial condition, results of operations and prospects could be adversely affected.

We have warehouse fulfillment centers located in Las Vegas, Nevada, Fontana, California, Breinigsville, Pennsylvania, and the Netherlands, all of
which are managed by a single distribution partner, GEODIS. If we or any distribution partners do not optimize and operate our warehouse fulfillment
centers successfully and efficiently, it could result in excess or insufficient fulfillment capacity, an increase in costs or impairment charges or harm our
business in other ways. In addition, if we or any distribution partners do not have sufficient fulfillment capacity or experience a problem fulfilling orders
in a timely manner, our consumers may experience delays in receiving their purchases, which could harm our reputation and our relationship with our
consumers. As a result of the COVID-19 pandemic, including an increase in orders, we and our distribution partner may experience disruptions to the
operations of our fulfillment centers, which may negatively impact our and our distribution partner’s ability to fulfill orders in a timely manner, which
could harm our reputation, relationships with consumers and business, financial condition, results of operations and prospects.

We have designed and established our own fulfillment center infrastructure, including customizing inventory and package handling software
systems, which is tailored to meet the specific needs of our business. If we continue to add fulfillment and warehouse capabilities, add new businesses or
categories with different fulfillment requirements or change the mix in products that we sell, our fulfillment network will become increasingly complex
and operating it will become more challenging. Failure to successfully address such challenges in a cost-effective and timely manner could impair our
ability to timely deliver purchases to our DTC consumers and merchandise inventory to our retail and ecommerce partners and could have an adverse
effect on our reputation and ultimately, our business, financial condition, results of operations and prospects.

Although we currently rely on our distribution partner, we also anticipate the need to add an additional warehouse fulfillment center and/or other
distribution capacity as our business continues to grow. We cannot assure you that we will be able to locate suitable facilities on commercially
acceptable terms in accordance with our expansion plans, nor can we assure you that we will be able to recruit qualified managerial and operational
personnel to support our expansion plans. If we are unable to secure new facilities for the expansion of our fulfillment operations, recruit qualified
personnel to support any such facilities, or effectively control expansion-related expenses, our business, financial condition, results of operations and
prospects could be adversely affected. If we grow faster than we anticipate, we may exceed our fulfillment center capacity sooner than we anticipate, we
may experience problems fulfilling orders in a timely manner or our consumers may experience delays in receiving their purchases, which could harm
our reputation and our relationships with our consumers, and we would need to increase our capital expenditures more than anticipated and in a shorter
time frame than we currently anticipate. Our ability to expand our fulfillment center capacity, including our ability to secure suitable facilities and recruit
qualified employees, may be substantially affected by the spread of COVID-19 and related governmental orders and there may be delays or increased
costs associated with such expansion as a result of the spread and impact of the COVID-19 pandemic. Many of the expenses and investments with
respect to our fulfillment centers are fixed, and any expansion of such fulfillment centers will require additional investment of capital. We expect to
incur higher capital expenditures in the future for our fulfillment center operations as our business continues to grow. We would incur such expenses and
make such investments in advance of expected sales, and such expected sales may not occur. Any of these factors could have an adverse effect on our
business, financial condition, results of operations and prospects.

40



Table of Contents

Shipping is a critical part of our business and any changes in our shipping arrangements or any interruptions in shipping could adversely affect our
operating results.

We primarily rely on one major vendor for our DTC shipping requirements. If we are not able to negotiate acceptable pricing and other terms with
this vendor or it experiences performance problems or other difficulties, it could negatively impact our operating results and our consumer experience.
Shipping vendors may also impose shipping surcharges from time to time. In addition, our ability to receive inbound inventory efficiently and ship
products to consumers and retailers may be negatively affected by inclement weather, fire, flood, power loss, earthquakes, labor disputes, acts of war or
terrorism, trade embargoes, customs and tax requirements and similar factors. For example, strikes at major international shipping ports have in the past
impacted our supply of inventory from our third-party manufacturers, and the escalating trade dispute between the United States and China has and may
in the future lead to increased tariffs, the revocation of current tariff exclusions for certain of our products, which may restrict the flow of the goods from
China to the United States. We are also subject to risks of damage or loss during delivery by our shipping vendors. If our products are not delivered in a
timely fashion or are damaged or lost during the delivery process, our consumers could become dissatisfied and cease shopping on our site or retailer or
third-party ecommerce sites, which could have an adverse effect on our business, financial condition, operating results and prospects.

We are subject to risks related to online payment methods, including third-party payment processing-related risks.

We currently accept payments using a variety of methods, including credit card, debit card, PayPal and gift cards. As we offer new payment
options to consumers, we may be subject to additional regulations, compliance requirements, fraud and other risks. We also rely on third parties to
provide payment processing services, and for certain payment methods, we pay interchange and other fees, which may increase over time and raise our
operating costs and affect ability to achieve or maintain profitability. We are also subject to payment card association operating rules and certification
requirements, including the Payment Card Industry Data Security Standard, or PCI-DSS, and rules governing electronic funds transfers, which could
change or be reinterpreted to make it difficult or impossible for us to comply. If we (or a third-party processing payment card transactions on our behalf)
suffer a security breach affecting payment card information, we may have to pay onerous and significant fines, penalties and assessments arising out of
the major card brands’ rules and regulations, contractual indemnifications or liability contained in merchant agreements and similar contracts, and we
may lose our ability to accept payment cards for payment for our goods and services, which could materially impact our operations and financial
performance.

Furthermore, as our business changes, we may be subject to different rules under existing standards, which may require new assessments that
involve costs above what we currently pay for compliance. As we offer new payment options to consumers, including by way of integrating emerging
mobile and other payment methods, we may be subject to additional regulations, compliance requirements and fraud. If we fail to comply with the rules
or requirements of any provider of a payment method we accept, if the volume of fraud in our transactions limits or terminates our rights to use payment
methods we currently accept, or if a data breach occurs relating to our payment systems, we may, among other things, be subject to fines or higher
transaction fees and may lose, or face restrictions placed upon, our ability to accept credit card payments from consumers or facilitate other types of
online payments.

We also occasionally receive orders placed with fraudulent data and we may ultimately be held liable for the unauthorized use of a cardholder’s
card number in an illegal activity and be required by card issuers to pay charge-back fees. Charge-backs result not only in our loss of fees earned with
respect to the payment, but also leave us liable for the underlying money transfer amount. If our charge-back rate becomes excessive, card associations
also may require us to pay fines or refuse to process our transactions. In addition, we may be subject to additional fraud risk if third-party service
providers or our employees fraudulently use consumer information for their own gain or facilitate the fraudulent use of such information. Overall, we
may have little recourse if we process a criminally fraudulent transaction.
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If any of these events were to occur, our business, financial condition, results of operations and prospects could be adversely affected.

We rely on third-party suppliers, manufacturers, retail and ecommerce partners and other vendors, and they may not continue to produce products
or provide services that are consistent with our standards or applicable reqgulatory requirements, which could harm our brand, cause consumer
dissatisfaction, and require us to find alternative suppliers of our products or services.

We do not own or operate any manufacturing facilities. We use multiple third-party suppliers and manufacturers based primarily in the United
States, China and Mexico and other countries to a lesser extent, to source and manufacture all of our products, including product components, under our
owned brand. We engage many of our third-party suppliers and manufacturers on a purchase order basis and in some cases are not party to long-term
contracts with them. The ability and willingness of these third parties to supply and manufacture our products may be affected by competing orders
placed by other companies and the demands of those companies. If we experience significant increases in demand, or need to replace a significant
number of existing suppliers or manufacturers, there can be no assurance that additional supply and manufacturing capacity will be available when
required on terms that are acceptable to us, or at all, or that any supplier or manufacturer will allocate sufficient capacity to us in order to meet our
requirements. Furthermore, our reliance on suppliers and manufacturers outside of the United States, the number of third parties with whom we transact
and the number of jurisdictions to which we sell complicates our efforts to comply with customs duties and excise taxes; any failure to comply could
adversely affect our business.

In addition, quality control problems, such as the use of materials and delivery of products that do not meet our quality control standards and
specifications or comply with applicable laws or regulations, could harm our business. Quality control problems could result in regulatory action, such
as restrictions on importation, products of inferior quality or product stock outages or shortages, harming our sales and creating inventory write-downs
for unusable products.

We have also outsourced portions of our fulfillment process, as well as certain technology-related functions, to third-party service providers.
Specifically, we rely on third parties in a number of foreign countries and territories, we are dependent on third-party vendors for credit card processing,
and we use third-party hosting and networking providers to host our sites. The failure of one or more of these entities to provide the expected services on
a timely basis, or at all, or at the prices we expect, or the costs and disruption incurred in changing these outsourced functions to being performed under
our management and direct control or that of a third party, could have an adverse effect on our business, financial condition, results of operations and
prospects. We are not party to long-term contracts with some of our retail and ecommerce partners, and upon expiration of these existing agreements, we
may not be able to renegotiate the terms on a commercially reasonable basis, or at all.

Further, our third-party manufacturers, suppliers and retail and ecommerce partners may:

. have economic or business interests or goals that are inconsistent with ours;
. take actions contrary to our instructions, requests, policies or objectives;
. be unable or unwilling to fulfill their obligations under relevant purchase orders, including obligations to meet our production deadlines,

quality standards, pricing guidelines and product specifications, and to comply with applicable regulations, including those regarding the
safety and quality of products;

. have financial difficulties;

. encounter raw material or labor shortages;

. encounter increases in raw material or labor costs which may affect our procurement costs;
. encounter difficulties with proper payment of custom duties or excise taxes;
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. disclose our confidential information or intellectual property to competitors or third parties;
. engage in activities or employ practices that may harm our reputation; and
. work with, be acquired by, or come under control of, our competitors.

Risks Related to Legal and Governmental Regulation

Health and safety incidents or advertising inaccuracies or product mislabeling may have an adverse effect on our business by exposing us to
lawsuits, product recalls or regulatory enforcement actions, increasing our operating costs and reducing demand for our product offerings.

Selling Diapers and Wipes, Skin and Personal Care and Household and Wellness products and baby clothing and nursery bedding products
involves inherent legal and other risks, and there is increasing governmental scrutiny of and public awareness regarding product safety. Illness, injury or
death related to allergens, illnesses, foreign material contamination or other product safety incidents caused by our products, or involving our suppliers,
could result in the disruption or discontinuance of sales of these products or our relationships with such suppliers, or otherwise result in increased
operating costs, regulatory enforcement actions or harm to our reputation. For example, in 2015 multiple class action lawsuits were filed against us
claiming that certain of our products, including our sunscreen, were ineffective and were not “natural,” which also resulted in an investigation by the
Food and Drug Administration, or the FDA. In 2016 multiple class action lawsuits were filed against us claiming that we misled buyers about
ingredients in our laundry detergent, dish soap and multi-surface cleaner. In addition, we voluntarily recalled certain of our baby wipes and baby powder
products in 2017. We also voluntarily recalled one of our bubble bath products in January 2021 due to concerns about potential contamination. These
incidents negatively affected our brand image and required significant time and resources to address.

Shipment of adulterated or misbranded products, even if inadvertent, can result in criminal or civil liability. Such incidents could also expose us to
product liability, negligence or other lawsuits, including consumer class action lawsuits. Any claims brought against us may exceed or be outside the
scope of our existing or future insurance policy coverage or limits. Any judgment against us that is more than our policy limits or not covered by our
policies or not subject to insurance would have to be paid from our cash reserves, which would reduce our capital resources.

The occurrence of adverse reactions, ineffectiveness or other safety incidents could also adversely affect the price and availability of affected
materials, resulting in higher costs, disruptions in supply and a reduction in our sales. Furthermore, any instances of contamination, defects, or
regulatory noncompliance, whether or not caused by our actions, could compel us, our suppliers, our retail or ecommerce customers, or our COnsumers,
depending on the circumstances, to conduct a recall in accordance with FDA, the Consumer Product Safety Commission, or CPSC, the USDA, the U.S.
Environmental Protection Agency, or EPA, or other federal regulations and policies, and comparable state laws, regulations and policies. Product recalls
could result in significant losses due to their costs, the destruction of product inventory, lost sales due to the unavailability of the product for a period of
time and potential loss of existing retail or ecommerce partners or consumers and a potential negative impact on our ability to attract new consumers due
to negative consumer experiences or because of an adverse impact on our brand and reputation. The costs of a recall could be outside the scope of our
existing or future insurance policy coverage or limits.

In addition, companies that sell Diapers and Wipes, Skin and Personal Care, Household and Wellness and other products have been subject to
targeted, large-scale tampering as well as to opportunistic, individual product tampering, and we, like any such company, could be a target for product
tampering. Forms of tampering could include the introduction of foreign material, chemical contaminants and pathological organisms into products, as
well as product substitution. Governmental regulations require companies like us to analyze, prepare and implement mitigation strategies specifically to
address tampering designed to inflict widespread public health
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harm. If we do not adequately address the possibility, or any actual instance, of product tampering, we could face possible seizure or recall of our
products and the imposition of civil or criminal sanctions, which could have an adverse effect on our business, financial condition, results of operations
and prospects.

Further, many products that we sell carry or are advertised with claims as to their origin, ingredients or health, wellness, environmental or other
benefits, including, by way of example, the use of the term “natural”, “organic”, “clean conscious”, or “sustainable”, or similar synonyms or implied
statements relating to such benefits. Although the FDA and the USDA each has issued statements regarding the appropriate use of the word “natural,”
there is no single, U.S. government regulated definition of the term “natural” for use in the personal care industry, which is true for many other
adjectives common in the clean conscious product industry. The resulting uncertainty has led to consumer confusion, distrust and legal challenges.
Plaintiffs have commenced legal actions against several companies that market “natural” products or ingredients, asserting false, misleading and
deceptive advertising and labeling claims, including claims related to genetically modified ingredients and the use of synthetic ingredients, including
synthetic forms of otherwise natural ingredients. In limited circumstances, the FDA has taken regulatory action against products labeled “natural” but
that nonetheless contain synthetic ingredients or components. Should we become subject to similar claims, consumers may avoid purchasing products
from us or seek alternatives, even if the basis for the claim is unfounded.

Adverse publicity about these matters may discourage consumers from buying our products. The cost of defending against any such claims could
be significant. Any loss of confidence on the part of consumers in the truthfulness of our labeling, advertising or ingredient claims would be difficult and
costly to overcome and may significantly reduce our brand value. Any of these events could adversely affect our reputation and brand and decrease our
sales, which could have an adverse effect on our business, financial condition, results of operations and prospects.

The USDA enforces federal standards for organic production and use of the term “organic” on product labeling. These laws prohibit a company
from selling or labeling products as organic unless they are produced and handled in accordance with the applicable federal law. Failure to comply with
these requirements may subject us to liability or regulatory enforcement. Consumers may also pursue state law claims challenging use of the organic
label as being intentionally mislabeled or misleading or deceptive to consumers.

In addition, certain of the cleaning products, including the disinfectant products, we sell require approval from and registration with the EPA prior
to sale. Products that expressly or impliedly claim to control microorganisms that pose a threat to human health may be subject by additional regulatory
scrutiny and need to be supported by additional efficacy data. Should we advertise or market these EPA regulated products with claims that are not
permitted by the terms of their registration or are otherwise false or misleading, the EPA may be authorized to take enforcement action to prevent the
sale or distribution of disinfectant products. False or misleading marketing claims concerning a product’s EPA registration or its efficacy may also create
the risk for challenges under state law at the consumer level.

We are subject to extensive governmental requlation and we may incur material liabilities under, or costs in order to comply with, existing or future
laws and regulation, and our failure to comply may result in enforcements, recalls, and other adverse actions.

We are subject to a broad range of federal, state, local, and foreign laws and regulations intended to protect public and worker health and safety,
natural resources, the environment and consumers. Our operations are subject to regulation by the Occupational Safety and Health Administration, or
OSHA, the FDA, the CPSC, the USDA, the FTC, EPA, and by various other federal, state, local and foreign authorities regarding the manufacture,
processing, packaging, storage, sale, order fulfillment, advertising, labeling, import and export of our products. Certain of the cleaning products,
including the disinfectant products, we sell may require EPA registration and approval prior to sale.
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In addition, we and our manufacturing partners are subject to additional regulatory requirements, including environmental, health and safety laws
and regulations administered by the EPA, state, local and foreign environmental, health and safety legislative and regulatory authorities and the National
Labor Relations Board, covering such areas as discharges and emissions to air and water, the use, management, disposal and remediation of, and human
exposure to, hazardous materials and wastes, and public and worker health and safety. Violations of or liability under any of these laws and regulations
may result in administrative, civil or criminal fines, penalties or sanctions against us, revocation or modification of applicable permits, licenses or
authorizations, environmental, health and safety investigations or remedial activities, voluntary or involuntary product recalls, warning or untitled letters
or cease and desist orders against operations that are not in compliance, among other things. Such laws and regulations generally have become more
stringent over time and may become more so in the future, and we may incur (directly, or indirectly through our manufacturing partners) material costs
to comply with current or future laws and regulations or in any required product recalls. Liabilities under, and/or costs of compliance, and the impacts on
us of any non-compliance, with any such laws and regulations could have an adverse effect on our business, financial condition, results of operations
and prospects. In addition, changes in the laws and regulations to which we are subject, or in the prevailing interpretations of such laws and regulations
by courts and enforcement authorities, could impose significant limitations and require changes to our business, which may increase our compliance
expenses, make our business more costly and less efficient to conduct, and compromise our growth strategy, which could have an adverse effect on our
business, financial condition, results of operations and prospects.

Our products are also subject to state laws and regulations, such as California’s Proposition 65, or Prop 65, which requires a specific warning on
any product that contains a substance listed by the State of California as having been found to cause cancer or birth defects, unless the level of such
substance in the product is below a safe harbor level. We have in the past been subject to lawsuits brought under Prop 65, and if we fail to comply with
Prop 65 in the future, it may result in lawsuits and regulatory enforcement that could have a material adverse effect on our reputation, business, financial
condition, results of operations and prospects. Further, the inclusion of warnings on our products to comply with Prop 65 could also reduce overall
consumption of our products or leave consumers with the perception (whether or not valid) that our products do not meet their health and wellness
needs, all of which could adversely affect our reputation, business, financial condition, results of operations and prospects.

These developments, depending on the outcome, could have an adverse effect on our reputation, business, financial condition, results of
operations and prospects.

Changes in existing laws or regulations or related official guidance, or the adoption of new laws or regulations or guidance, may increase our costs
and otherwise adversely affect our business, financial condition, results of operations and prospects.

The manufacture and marketing of Diapers and Wipes, Skin and Personal Care and Household and Wellness products is highly regulated. We, our
suppliers and manufacturers are subject to a variety of laws and regulations. These laws and regulations apply to many aspects of our business, including
the manufacture, packaging, labeling, import, distribution and order fulfillment, advertising, sale, quality and safety of our products, as well as the health
and safety of our employees and the protection of the environment.

In the United States, we are subject to regulation by various government agencies, including OHSA, the FDA, the USDA, the FTC, the CPSC, and
the EPA, the California Air Resources Board, or CARB, as well as various other federal, state and local agencies. We are also regulated outside the
United States by various international regulatory bodies. In addition, we are subject to certain standards, such as the Global Food Safety Initiative,
standards and review by voluntary organizations, such as the Council of Better Business Bureaus’ National Advertising Division. We could incur costs,
including fines, penalties and third-party claims, because of any violations of, or liabilities under, such requirements, including any competitor or
consumer challenges relating to compliance with such requirements. For example, in connection with the marketing and advertisement
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of our products, we could be the target of claims relating to false or deceptive advertising, including under the auspices of the FTC and the consumer
protection statutes of some states.

The regulatory environment in which we operate has changed in the past could change significantly and adversely in the future. For example, in
December 2009, the FTC substantially revised its Guides Concerning the Use of Endorsements and Testimonials in Advertising, or “Endorsement
Guides,” to eliminate a safe harbor principle that formerly recognized that advertisers could publish consumer testimonials that conveyed truthful but
extraordinary results from using the advertiser’s product as long as the advertiser clearly and conspicuously disclosed that the endorser’s results were not
typical. Similarly, in 2012, the FTC announced revisions to its Guides For The Use Of Environmental Marketing Claims, or the “Green Guides,” that
assist advertisers in avoiding the dissemination of false or deceptive environmental claims for their products. The Green Guides revisions introduced
new and proscriptive guidance regarding advertisers’ use of product certifications and seals of approval, “recyclable” claims, “renewable materials”
claims, “carbon offset” claims and other environmental benefit claims. Although we strive to adapt our marketing efforts to evolving regulatory
requirements and related guidance, we may not always anticipate or timely identify changes in regulation or official guidance that could impact our
business, with the result that we could be subjected to litigation and enforcement actions that could adversely affect our business, financial condition,
results of operations and prospects. Future changes in regulations and related official guidance, including the Endorsement Guides and Green Guides,
could also introduce new restrictions that impair our ability to market our products effectively and place us at a competitive disadvantage with
competitors who depend less than we do on environmental marketing claims and social media influencer relationships.

Moreover, any change in manufacturing, advertising, labeling or packaging requirements for our products may lead to an increase in costs or
interruptions in production, either of which could adversely affect our business, financial condition, results of operations and prospects. New or revised
government laws, regulations or guidelines could result in additional compliance costs and, in the event of non-compliance, civil remedies, including
fines, injunctions, withdrawals, recalls or seizures and confiscations, as well as potential criminal sanctions, any of which could have an adverse effect
on our business, financial condition, results of operations and prospects.

Failure by our network of retail and ecommerce partners, suppliers or manufacturers to comply with product safety, environmental or other laws
and regulations, or with the specifications and requirements of our products, may disrupt our supply of products and adversely affect our business.

If our network of retail and ecommerce partners, suppliers or manufacturers fail to comply with environmental, health and safety or other laws and
regulations, or face allegations of non-compliance, their operations may be disrupted and our reputation could be harmed. Additionally, our retail and
ecommerce partners, suppliers and manufacturers are required to maintain the quality of our products and to comply with our standards and
specifications. In the event of actual or alleged non-compliance, we might be forced to find alternative retail or ecommerce partners, suppliers or
manufacturers and we may be subject to lawsuits and/or regulatory enforcement actions related to such non-compliance by the suppliers and
manufacturers. As a result, our supply of Diapers and Wipes, Skin and Personal Care and Household and Wellness products could be disrupted or our
costs could increase, which could adversely affect our business, financial condition, results of operations and prospects. The failure of any partner or
manufacturer to produce products that conform to our standards could adversely affect our reputation in the marketplace and result in product recalls,
product liability claims, government or third-party actions and economic loss. For example, a manufacturer’s failure to meet Current Good
Manufacturing Practices, or cGMPs, could result in the delivery of product that is subject to a product recall, product liability litigation, or government
investigations. Additionally, actions we may take to mitigate the impact of any disruption or potential disruption in our supply of materials or finished
inventory, including increasing inventory in anticipation of a potential supply or production interruption, could have an adverse effect on our business,
financial condition, results of operations and prospects.
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Class action litigation, other legal claims and regulatory enforcement actions could subject us to liability for damages, civil and criminal penalties
and other monetary and non-monetary liability and could otherwise adversely affect our reputation, business, financial condition, results of
operations and prospects.

We operate in a highly regulated environment with constantly evolving legal and regulatory frameworks. Consequently, we are subject to a
heightened risk of consumer class action litigation, other legal claims, government investigations or other regulatory enforcement actions. The product
marketing and labeling practices of companies operating in the Diapers and Wipes, Skin and Personal Care, Household and Wellness and clean
conscious products segments of the marketplace receive close scrutiny from the private plaintiff’s class action bar and from public consumer protection
agencies. Accordingly, there is risk that consumers will bring class action lawsuits and that the FTC and/or state attorneys general or other consumer
protection law enforcement authorities will bring legal actions concerning the truth and accuracy of our product marketing and labeling claims.
Examples of causes of action that may be asserted in a consumer class action lawsuit include fraud, false advertising, unfair and deceptive practices,
negligent misrepresentation and breach of state consumer protection statutes. We have been targeted with such litigation in the past. For example, in
2015, multiple class action lawsuits were filed against us claiming that certain of our products, including our sunscreen, were ineffective and were not
“natural.” In 2017, we settled these class action lawsuits by agreeing to labeling changes and a $7.4 million settlement fund. In 2016, multiple class
action lawsuits were filed against us claiming that we misled buyers about ingredients in our laundry detergent, dish soap and multi-surface cleaner. In
2017, we settled these class action lawsuits by agreeing to marketing or reformulating changes and a settlement fund of $1.6 million. We have also been
the subject of litigation claiming our labels contain inaccurate or misleading information. In response, we are in the process of updating the language on
certain of our labels. Changes in our labels could reduce overall consumption of our products or leave consumers with the perception (whether or not
valid) that our products do not meet their safety, efficacy or clean conscious needs, which could adversely affect our reputation, business, financial
condition, results of operations and prospects. Although we have implemented policies and procedures designed to ensure compliance with existing laws
and regulations, there can be no assurance that our employees, consultants, independent contractors, suppliers, manufacturers or retail or ecommerce
partners will not violate our policies and procedures. Moreover, a failure to maintain effective control processes could lead to violations, unintentional or
otherwise, of laws and regulations. Legal claims, government investigations or regulatory enforcement actions arising out of our failure or alleged
failure to comply with applicable laws and regulations could subject us to civil and criminal penalties and liabilities that could adversely affect our
product sales, reputation, financial condition and operating results. These liabilities could include obligations to reformulate products or remove them
from the marketplace, as well as obligations to disgorge revenue and to accept burdensome injunctions that limit our freedom to market our products. In
addition, the costs and other effects of defending potential and pending litigation and administrative actions against us may be difficult to determine and
could adversely affect our reputation, business, brand image, financial condition, results of operations and prospects.

Furthermore, although we believe that the extent of our insurance coverage is consistent with industry practice, any claim under our insurance
policies may be subject to certain exceptions, may not be honored fully, in a timely manner, or at all, and we may not have purchased sufficient
insurance to cover all losses incurred. If we were to incur substantial liabilities, as a result of civil or criminal penalties or otherwise, or if our business
operations were interrupted for a substantial period of time, we could incur costs and suffer losses. Such liabilities, including inventory and business
interruption losses, may not be covered by our insurance policies. We also expect that operating as a public company will make it more difficult and
more expensive for us to obtain director and officer liability insurance, and we may be required to accept reduced policy limits and coverage or incur
substantially higher costs to obtain the same or similar coverage. As a result, it may be more difficult for us to attract and retain qualified people to serve
on our board of directors, our board committees or as executive officers. We do not know, however, if we will be able to maintain existing insurance
with adequate levels of coverage. Any significant uninsured liability may require us to pay substantial amounts, which would adversely affect our cash
position and results of operations. Additionally, in the future, insurance coverage may not be available to us at commercially acceptable premiums, or at
all.
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Litigation or legal proceedings could expose us to significant liabilities and have a negative impact on our reputation or business.

We are, and may in the future become, party to various claims and litigation proceedings. We evaluate these claims and litigation proceedings to
assess the likelihood of unfavorable outcomes and to estimate, if possible, the amount of potential losses. Based on these assessments and estimates, we
may establish reserves, as appropriate. These assessments and estimates are based on the information available to management at the time and involve a
significant amount of management judgment. Actual outcomes or losses may differ materially from our assessments and estimates. We are not currently
party to any material litigation.

Even when not merited, the defense of these lawsuits may divert our management’s attention, and we may incur significant expenses in defending
these lawsuits. The results of litigation and other legal proceedings are inherently uncertain, and adverse judgments or settlements in some of these legal
disputes may result in adverse monetary damages, penalties or injunctive relief against us, which could have an adverse effect on our business, financial
condition, results of operations and prospects. Any claims or litigation, even if fully indemnified or insured, could damage our reputation and make it
more difficult to compete effectively or to obtain adequate insurance in the future.

Furthermore, while we maintain insurance for certain potential liabilities, such insurance does not cover all types and amounts of potential
liabilities and is subject to various exclusions as well as caps on amounts recoverable. Even if we believe a claim is covered by insurance, insurers may
dispute our entitlement to recovery for a variety of potential reasons, which may affect the timing and, if the insurers prevail, the amount of our
recovery.

We (and our vendors) are subject to stringent and changing laws, requlations, industry standards, information security policies, self-requlatory
schemes and contractual obligations related to data processing, protection, privacy and security. The actual or perceived failure by us, our
consumers, partners or vendors to comply with such laws, regulations, industry standards, information security policies, self-regulatory schemes and
contractual obligations related to data processing, protection, privacy and data security could have an adverse effect on our business, financial
condition, results of operations and prospects.

We process, and our vendors process on our behalf, personal information, confidential information and other information necessary to provide and
deliver our products through our DTC channel to operate our business, for legal and marketing purposes, and for other business-related purposes.

Data privacy and information security has become a significant issue in the United States, countries in Europe, and in many other countries in
which we operate and where we offer our products and services. The legal and regulatory framework for privacy and security issues is rapidly evolving
and is expected to increase our compliance costs and exposure to liability. There are numerous federal, state, local, and international laws, orders, codes,
regulations and regulatory guidance regarding privacy, information security and Processing (which we collectively refer to as Data Protection Laws), the
number and scope of which is changing, subject to differing applications and interpretations, and which may be inconsistent among jurisdictions, or in
conflict with other rules, laws or Data Protection Obligations (defined below). We expect that there will continue to be new Data Protection Laws and
Data Protection Obligations, and we cannot yet determine the impact such future Data Protection Laws may have on our business. Any significant
change to Data Protection Laws and Data Protection Obligations, including without limitation, regarding the manner in which the express or implied
consent of consumers for Processing is obtained, could increase our costs and require us to modify our operations, possibly in a material manner, which
we may be unable to complete and may limit our ability to store and process consumer data and operate our business.

Data Protection Laws and data protection worldwide is, and is likely to remain, uncertain for the foreseeable future, and our actual or perceived
failure to address or comply with these laws could have an adverse effect on our business, financial condition, results of operations and prospects.
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We are or may also be subject to the terms of our external and internal privacy and security policies, codes, representations, certifications, industry
standards, publications and frameworks (which we collectively refer to as Privacy Policies) and contractual obligations to third parties related to privacy,
information security and Processing, including contractual obligations to indemnify and hold harmless third parties from the costs or consequences of
non-compliance with Data Protection Laws or other obligations (which we collectively refer to as Data Protection Obligations).

We strive to comply with applicable Data Protection Laws, Privacy Policies and Data Protection Obligations to the extent possible, but we may at
times fail to do so, or may be perceived to have failed to do so. Moreover, despite our efforts, we may not be successful in achieving compliance if our
employees, partners or vendors do not comply with applicable Data Protection Laws, Privacy Policies and Data Protection Obligations. If we or our
vendors fail (or are perceived to have failed) to comply with applicable Data Protection Laws, Privacy Policies and Data Protection Obligations, or if
our Privacy Policies are, in whole or part, found to be inaccurate, incomplete, deceptive, unfair, or misrepresentative of our actual practices, our
business, financial condition, results of operations and prospects could be adversely affected.

In the United States, these include rules and regulations promulgated under the authority of the Federal Trade Commission, the Electronic
Communications Privacy Act, the Computer Fraud and Abuse Act, the California Consumer Privacy Act, or CCPA, and other state and federal laws
relating to privacy and data security. The CCPA requires companies that process information of California residents to make new disclosures to
consumers about their data collection, use and sharing practices, and allows consumers to opt out of the sale of personal information with third parties
and provides a private right of action and statutory damages for data breaches. The CCPA may increase our compliance costs and potential liability. In
addition, California voters recently approved the California Privacy Rights Act of 2020, or CPRA, that goes into effect on January 1, 2023. The CPRA
would, among other things, give California residents the ability to limit the use of their sensitive information, provide for penalties for CPRA violations
concerning California residents under the age of 16, and establish a new California Privacy Protection Agency to implement and enforce the law. Other
jurisdictions in the United States are beginning to propose laws similar to the CCPA. Some observers have noted that the CCPA could mark the
beginning of a trend toward more stringent privacy legislation in the United States, which could increase our potential liability and adversely affect our
business, financial condition, results of operations and prospects.

We rely on a variety of marketing techniques and practices, including email and social media marketing, online targeted advertising, cookie-based
Processing, and postal mail to sell our products and services and to attract new consumers, and we, and our vendors, are subject to various current and
future Data Protection Laws and Data Protection Obligations that govern marketing and advertising practices. Governmental authorities continue to
evaluate the privacy implications inherent in the use of third-party “cookies” and other methods of online tracking for behavioral advertising and other
purposes, such as by regulating the level of consumer notice and consent required before a company can employ cookies or other electronic tracking
tools or the use of data gathered with such tools. Additionally, some providers of consumer devices, web browsers and application stores have
implemented, or announced plans to implement, means to make it easier for Internet users to prevent the placement of cookies or to block other tracking
technologies, require additional consents, or limit the ability to track user activity, which could if widely adopted result in the use of third-party cookies
and other methods of online tracking becoming significantly less effective. Laws and regulations regarding the use of these cookies and other current
online tracking and advertising practices or a loss in our ability to make effective use of services that employ such technologies could increase our costs
of operations and limit our ability to acquire new consumers on cost-effective terms, which, in turn, could have an adverse effect on our business,
financial condition, results of operations and prospects.

In Europe, the General Data Protection Regulation (2016/679), or GDPR, went into effect in May 2018 and introduced strict requirements for
processing the personal data of European Union data subjects. The GDPR may apply to us to the extent we process the personal data of European Union
data subjects. Companies that must
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comply with the GDPR face increased compliance obligations and risk, including more robust regulatory enforcement of data protection requirements,
an order prohibiting Processing of European data subject personal data and potential fines for noncompliance of up to €20 million or 4% of the annual
global revenues of the noncompliant company, whichever is greater. European data protection laws including the GDPR also generally prohibit the
transfer of personal data from Europe, including the European Economic Area, or EEA, the United Kingdom, and Switzerland, to the United States and
most other countries unless the parties to the transfer have established a legal basis for the transfer and implemented specific safeguards to protect the
transferred personal data. One of the primary mechanisms allowing U.S. companies to import personal information from Europe in compliance with the
GDPR has been certification to the EU-U.S. Privacy Shield and Swiss-U.S. Privacy Shield frameworks administered by the U.S. Department of
Commerce. However, the Court of Justice of the European Union, the “Schrems II” ruling, recently invalidated the EU-U.S. Privacy Shield framework.
The Swiss Federal Data Protection and Information Commissioner also recently opined that the Swiss-U.S. Privacy Shield is inadequate for transfers of
data from Switzerland to the U.S. Authorities in the United Kingdom, whose data protection laws are similar to those of the European Union, may
similarly invalidate use of the EU-U.S. Privacy Shield as mechanisms for lawful personal information transfers from those countries to the United
States.

The Schrems II decision also raised questions about whether one of the primary alternatives to the EU-U.S. Privacy Shield, namely, the European
Commission’s Standard Contractual Clauses, can lawfully be used for personal information transfers from Europe to the United States or most other
countries. At present, there are few, if any, viable alternatives to the EU-U.S. Privacy Shield and the Standard Contractual Clauses, or SCCs. The
European Commission recently proposed updates to the SCCs, and additional regulatory guidance has been released that seeks to imposes additional
obligations on companies seeking to rely on the SCCs. As such, any transfers by us or our vendors of personal data from Europe may not comply with
European data protection law; may increase our exposure to the GDPR’s heightened sanctions for violations of its cross-border data transfer restrictions
and may reduce demand for our products from companies subject to European data protection laws. Additionally, other countries outside of Europe have
enacted or are considering enacting similar cross-border data transfer restrictions and laws requiring local data residency, which could increase the cost
and complexity of delivering our products and operating our business.

Government regulation of the Internet and ecommerce is evolving, and unfavorable changes or failure by us to comply with these regulations could
have an adverse effect on our business, financial condition, results of operations and prospects.

We are subject to general business regulations and laws as well as regulations and laws specifically governing the Internet and ecommerce.
Existing and future regulations and laws could impede the growth of the Internet, ecommerce or mobile commerce, which could in turn adversely affect
our growth. These regulations and laws may involve taxes, tariffs, privacy and data security, anti-spam, content protection, electronic contracts and
communications, consumer protection, sales practices and Internet neutrality. It is not clear how existing laws governing issues such as property
ownership, sales and other taxes and consumer privacy apply to the Internet as the vast majority of these laws were adopted prior to the advent of the
Internet and do not contemplate or address the unique issues raised by the Internet or ecommerce. It is possible that general business regulations and
laws, or those specifically governing the Internet or ecommerce, may be interpreted and applied in a manner that is inconsistent from one jurisdiction to
another and may conflict with other rules or our practices. We cannot be sure that our practices have complied, comply or will comply fully with all such
laws and regulations. Any failure, or perceived failure, by us to comply with any of these laws or regulations could result in damage to our reputation, a
loss in business and proceedings or actions against us by governmental entities, customers, suppliers or others. Any such proceeding or action could hurt
our reputation, force us to spend significant amounts in defense of these proceedings, distract our management, increase our costs of doing business,
decrease the use of our website and mobile applications by customers and suppliers and may result in the imposition of monetary liabilities and
burdensome injunctions. We may also be contractually liable to indemnify and hold harmless third parties from the costs or consequences of
non-compliance with any such laws or regulations. As a result, adverse developments with respect to these laws and regulations could have an adverse
effect on our business, financial condition, results of operations and prospects.
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Developments in labor and employment law and any unionizing efforts by employees could have an adverse effect on our business, financial
condition, results of operations and prospects.

We face the risk that Congress, federal agencies or one or more states could approve legislation or regulations significantly affecting our
businesses and our relationship with our employees and other individuals providing valuable services to us, such as our influencers. For example, the
previously proposed federal legislation referred to as the Employee Free Choice Act would have substantially liberalized the procedures for union
organization. None of our employees are currently covered by a collective bargaining agreement, but any attempt by our employees to organize a labor
union could result in increased legal and other associated costs. Additionally, given the National Labor Relations Board’s “speedy election” rule, our
ability to timely and effectively address any unionizing efforts would be difficult. If we enter into a collective bargaining agreement with our employees,
the terms could have an adverse effect on our costs, efficiency and ability to generate acceptable returns on the affected operations.

Federal and state wage and hour rules establish minimum salary requirements for employees to be exempt from overtime payments. For example,
among other requirements, California law requires employers to pay employees who are classified as exempt from overtime a minimum salary of at
least twice the minimum wage, which is currently $58,240 per year for executive, administrative and professional employees with employers that have
26 or more employees. Minimum salary requirements impact the way we classify certain employees, increases our payment of overtime wages and
provision of meal or rest breaks, and increases the overall salaries we are required to pay to currently exempt employees to maintain their exempt status.
As such, these requirements could have an adverse effect on our business, financial condition, results of operations and prospects.

Risks Related to Our Intellectual Property and Information Technology
We may be unable to adequately obtain, maintain, protect and enforce our intellectual property rights.

We regard our brand, consumer lists, trademarks, trade dress, domain names, trade secrets, proprietary technology and similar intellectual property
as critical to our success. We rely on trademark, copyright and patent law, trade secret protection, and confidentiality agreements with our employees
and others to protect our proprietary rights.

Effective intellectual property protection may not be available in every country in which our products are, or may be made, available. The
protection of our intellectual property rights may require the expenditure of significant financial, managerial and operational resources. Moreover, the
steps we take to protect our intellectual property may not adequately protect our rights or prevent third parties from infringing, misappropriating or
otherwise violating our proprietary rights, and we may be unable to broadly enforce all of our intellectual property rights. Any of our intellectual
property rights may be challenged by others or invalidated through administrative process or litigation.

Our pending and future patent and trademark applications may never be granted. Additionally, the process of obtaining patent and trademark
protection is expensive and time-consuming, and we may be unable to prosecute all necessary or desirable patent and trademark applications at a
reasonable cost or in a timely manner. There can be no assurance that our issued patents and registered trademarks or pending applications, if issued or
registered, will adequately protect our intellectual property, as the legal standards relating to the validity, enforceability and scope of protection of patent,
trademark and other intellectual property rights are constantly evolving and vary by jurisdiction. We also cannot be certain that others will not
independently develop or otherwise acquire equivalent or superior technology or intellectual property rights.

We further rely on confidentiality agreements to protect our intellectual property rights. Our confidentiality agreements with our employees and
certain of our consultants, contract employees, suppliers and independent contractors, including some of our manufacturers who use our formulations to
manufacture our products, generally require that all information made known to them be kept strictly confidential. The effectiveness of
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these agreements are important as some of our formulations have been developed by or with our suppliers and manufacturers. However, we may fail to
enter into confidentiality agreements with all parties who have access to our trade secrets or other confidential information. In addition, parties may
breach such agreements and disclose our proprietary information, and we may not be able to obtain adequate remedies for such breaches. Enforcing a
claim that a party illegally disclosed or misappropriated a trade secret can be difficult, expensive and time-consuming, and the outcome is unpredictable.
Even if we are successful in prosecuting such claims, any remedy awarded may be insufficient to fully compensate us for the improper disclosure or
misappropriation. In addition, if any of our trade secrets were to be lawfully obtained or independently developed by a competitor or other third party,
we would have no right to prevent them from using that technology or information to compete with us and our competitive position would be harmed.

We might be required to spend significant resources to monitor and protect our intellectual property rights. For example, we may initiate claims or
litigation against others for infringement, misappropriation or violation of our intellectual property rights or other proprietary rights or to establish the
validity of such rights. However, we may be unable to discover or determine the extent of any infringement, misappropriation or other violation of our
intellectual property rights and other proprietary rights. Despite our efforts, we may be unable to prevent third parties from infringing upon,
misappropriating or otherwise violating our intellectual property rights and other proprietary rights. Any litigation, whether or not it is resolved in our
favor, could result in significant expense to us and divert the efforts of our technical and management personnel, which could have an adverse effect on
our business, financial condition, results of operations and prospects.

Further, the United Kingdom’s vote in favor of exiting the European Union, often referred to as Brexit, and ongoing developments in the United
Kingdom have created uncertainty with regard to data protection regulation in the United Kingdom. Following the United Kingdom’s withdrawal from
the European Union on January 31, 2020, pursuant to the transitional arrangements agreed to between the United Kingdom and European Union, the
GDPR continued to have effect in United Kingdom law, and continued to do so until December 31, 2020 as if the United Kingdom remained a Member
State of the European Union for such purposes. Following December 31, 2020, and the expiration of those transitional arrangements, the data protection
obligations of the GDPR continue to apply to United Kingdom-related processing of personal data in substantially unvaried form under the so-called
“UK GDPR?” (i.e., the GDPR as it continues to form part of law in the United Kingdom by virtue of section 3 of the European Union (Withdrawal) Act
2018, as amended (including by the various Data Protection, Privacy and Electronic Communications (Amendments etc.) (EU Exit) Regulations)).
However, going forward, there will be increasing scope for divergence in application, interpretation and enforcement of the data protection law as
between the United Kingdom and EEA. Furthermore, the relationship between the United Kingdom and the EEA in relation to certain aspects of data
protection law remains somewhat uncertain. For example, it is unclear whether transfers of personal data from the EEA to the United Kingdom will be
permitted to take place on the basis of a future adequacy decision of the European Commission, or whether a “transfer mechanism,” such as the
Standard Contractual Clauses, will be required. For the meantime, under the post-Brexit Trade and Cooperation Agreement between the European Union
and the United Kingdom, it has been agreed that transfers of personal data to the United Kingdom from European Union Member States will not be
treated as “restricted transfers” to a non-EEA country for a period of up to four months from January 1, 2021, plus a potential further two months
extension, or the extended adequacy assessment period. This will also apply to transfers to the United Kingdom from EEA Member States, assuming
those Member States accede to the relevant provision of the Trade and Cooperation Agreement. Although the current maximum duration of the extended
adequacy assessment period is six months it may end sooner, for example, in the event that the European Commission adopts an adequacy decision in
respect of the United Kingdom, or the United Kingdom amends the UK GDPR and/or makes certain changes regarding data transfers under the UK
GDPR/Data Protection Act 2018 without the consent of the European Union (unless those amendments or decisions are made simply to keep relevant
United Kingdom laws aligned with the European Union’s data protection regime). If the European Commission does not adopt an ‘adequacy decision’ in
respect of the United Kingdom prior to the expiry of the extended adequacy assessment period, from that point onwards the United Kingdom will be an
“inadequate third country” under the GDPR and transfers of data from the EEA to the United Kingdom will require a “transfer mechanism,” such as the
Standard Contractual Clauses.
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Additionally, as noted above, the United Kingdom has transposed the GDPR into United Kingdom domestic law by way of the UK GDPR with
effect from January 2021, which could expose us to two parallel regimes, each of which potentially authorizes similar fines and other potentially
divergent enforcement actions for certain violations. Also, following the expiry of the post-Brexit transitional arrangements, the United Kingdom
Information Commissioner’s Office is not able to be our “lead supervisory authority” in respect of any “cross border processing” for the purposes of the
GDPR. For so long as we are unable to, and/or do not, designate a lead supervisory authority in an EEA member state, with effect from January 1, 2021,
we are not able to benefit from the GDPR’s “one stop shop” mechanism. Amongst other things, this would mean that, in the event of a violation of the
GDPR affecting data subjects across the United Kingdom and the EEA, we could be investigated by, and ultimately fined by the United Kingdom
Information Commissioner’s Office and the supervisory authority in each and every EEA member state where data subjects have been affected by such
violation. Other countries have also passed or are considering passing laws requiring local data residency and/or restricting the international transfer of
data.

The loss of any registered trademark or other intellectual property could enable other companies to compete more effectively with us.

We consider our trademarks to be valuable assets that reinforce our brand and consumers’ perception of our products. We have invested a
significant amount of time and money in establishing and promoting our trademarked brands. Our continued success depends, to a significant degree,
upon our ability to protect and preserve our registered trademarks and to successfully obtain additional trademark registrations in the future.

We may not be able to obtain trademark protection in all territories that we consider to be important to our business. In addition, we cannot assure
you that the steps we have taken to protect our trademarks are adequate, that our trademarks can be successfully defended and asserted in the future or
that third parties will not infringe upon any such rights. Our trademark rights and related registrations may be challenged, opposed, infringed, cancelled,
circumvented or declared generic, or determined to be infringing on other marks, as applicable. Failure to protect our trademark rights could prevent us
in the future from challenging third parties who use names and logos similar to our trademarks, which may in turn cause consumer confusion or
negatively affect consumers’ perception of our brand and products. Moreover, any trademark disputes may result in a significant distraction for
management and significant expense, which may not be recoverable regardless of whether we are successful. Such proceedings may be protracted with
no certainty of success, and an adverse outcome could subject us to liabilities, force us to cease use of certain trademarks or other intellectual property or
force us to enter into licenses with others. Any one of these occurrences could have an adverse effect on our business, financial condition, results of
operations and prospects.

If we fail to comply with our obligations under our existing license agreements or cannot license rights to use technologies on reasonable terms or at
all, we may be unable to license rights that are critical to our business.

We license certain intellectual property which is critical to our business, including pursuant to the Likeness Agreement with Jessica Alba. If we
fail to comply with any of the obligations under our license agreements, we may be required to pay damages and the licensor may have the right to
terminate the license. Termination by the licensor would cause us to lose valuable rights, and could inhibit our ability to commercialize our products. If
any contract interpretation disagreement were to arise, the resolution could narrow what we believe to be the scope of our rights to the relevant
intellectual property or increase what we believe to be our financial or other obligations under the relevant agreement. Any of the foregoing could
adversely impact our business, financial condition and results of operations.

In addition, in the future we may identify additional third-party intellectual property we may need to license in order to engage in our business,
including to develop or commercialize new products. However, such licenses may not be available on acceptable terms or at all. The licensing or
acquisition of third-party intellectual property rights is a competitive area, and companies with greater size and capital resources than us may pursue
strategies to license or acquire third-party intellectual property rights that we may consider attractive or necessary. In
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addition, companies that perceive us to be a competitor may be unwilling to assign or license rights to us. Even if such licenses are available, we may be
required to pay the licensor substantial royalties or other fees. If we are unable to enter into the necessary licenses on acceptable terms or at all, it could
have an adverse effect on our business, financial condition, results of operations and prospects.

We may be subject to claims or other allegations that we infringe, misappropriate or otherwise violate the intellectual property rights of third parties,
which could result in substantial damages and diversion of management’s efforts and attention.

Third parties have from time to time claimed, and may claim in the future, that we have infringed, misappropriated or otherwise violated their
intellectual property rights. These claims, whether meritorious or not, could be time-consuming, result in considerable litigation costs, result in
injunctions against us or the payment of damages by us, require significant amounts of management time or result in the diversion of significant
operational resources and expensive changes to our business model, result in the payment of substantial damages or injunctions against us, or require us
to enter into costly royalty or licensing agreements, if available. In addition, we may be unable to obtain or utilize on terms that are favorable to us, or at
all, licenses or other rights with respect to intellectual property we do not own. These risks have been amplified by the increase in third parties whose
sole or primary business is to assert such claims. Any payments we are required to make and any injunctions we are required to comply with as a result
of these claims could have an adverse effect on our business, financial condition, results of operations and prospects.

Our reliance on software-as-a-service, or SaaS, technologies from third parties may adversely affect our business and results of operations.

We rely on SaaS technologies from third parties in order to operate critical functions of our business, including financial management services,
customer relationship management services, supply chain services and data storage services. If these services become unavailable due to extended
outages or interruptions or because they are no longer available on commercially reasonable terms or prices, or for any other reason, our expenses could
increase, our ability to manage our finances could be interrupted, our processes for managing sales of our offerings and supporting our consumers could
be impaired, our ability to communicate with our suppliers could be weakened and our ability to access or save data stored to the cloud may be impaired
until equivalent services, if available, are identified, obtained and implemented, all of which could have an adverse effect on our business, financial
condition, results of operations and prospects.

We must successfully maintain, scale and upgrade our information technology systems, and our failure to do so could have an adverse effect on our
business, financial condition, results of operations and prospects.

We have identified the need to significantly expand, scale and improve our information technology systems and personnel to support recent and
expected future growth. As such, we are in the process of implementing, and will continue to invest in and implement, significant modifications and
upgrades to our information technology systems and procedures, including replacing legacy systems with successor systems, making changes to legacy
systems or acquiring new systems with new functionality, hiring employees with information technology expertise and building new policies,
procedures, training programs and monitoring tools. These types of activities subject us to inherent costs and risks associated with replacing and
changing these systems, including impairment of our ability to leverage our Retail channel or fulfill customer orders, potential disruption of our internal
control structure, substantial capital expenditures, additional administration and operating expenses, the need to acquire and retain sufficiently skilled
personnel to implement and operate the new systems, demands on management time, the introduction of errors or vulnerabilities and other risks and
costs of delays or difficulties in transitioning to or integrating new systems into our current systems. These implementations, modifications and upgrades
may not result in productivity improvements at a level that outweighs the costs of implementation, or at all. Additionally, difficulties with implementing
new technology systems, delays in our timeline for planned improvements, significant system failures, or our inability to successfully modify our
information systems to respond to changes in our business needs may cause disruptions in our business operations and could have an adverse effect on
our business, financial condition, results of operations and prospects.
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We are increasingly dependent on information technology and our ability to process data in order to operate and sell our goods and services, and if
we (or our vendors) are unable to protect against software and hardware vulnerabilities, service interruptions, data corruption, cyber-based attacks,
ransomware or security breaches, or if we fail to comply with our commitments and assurances regarding the privacy and security of such data, our
operations could be disrupted, our ability to provide our goods and services could be interrupted, our reputation may be harmed and we may be
exposed to liability and loss of consumers and business.

We rely on information technology networks and systems and data processing (some of which are managed by third-party service providers) to
market, sell and deliver our products and services, to fulfill orders, to collect, receive, store, process, generate, use, transfer, disclose, make accessible,
protect, secure, dispose of and share (which we collectively refer to as Process or Processing) personal information, confidential or proprietary
information, financial information and other information, to manage a variety of business processes and activities, for financial reporting purposes, to
operate our business, process orders and to comply with regulatory, legal and tax requirements (which we collectively refer to as Business Functions).
These information technology networks and systems, and the Processing they perform, may be susceptible to damage, disruptions or shutdowns,
software or hardware vulnerabilities, security incidents, ransomware attacks, social engineering attacks, supply-side attacks, failures during the process
of upgrading or replacing software, databases or components, power outages, fires, natural disasters, hardware failures, computer viruses, attacks by
computer hackers, telecommunication failures, user errors or catastrophic events. Due to the COVID-19 pandemic, our personnel are temporarily
working remotely and relying on their own computers, routers and other equipment, which may pose additional data security risks to networks, systems
and data. Any material disruption of our networks, systems or data processing activities, or those of our third-party service providers, could disrupt our
ability to undertake, and cause a material adverse impact to, our Business Functions and our business, reputation and financial condition. If our
information technology networks and systems or data processing (or of our third-party service providers) suffers damage, security breaches,
vulnerabilities, disruption or shutdown, and we do not effectively resolve the issues in a timely manner, they could cause a material adverse impact to,
our Business Functions and our business, reputation and financial condition. Our DTC and ecommerce operations are critical to our business and our
financial performance. Our website serves as an effective extension of our marketing strategies by exposing potential new consumers to our brand,
product offerings and enhanced content. Due to the importance of our website and DTC operations, any material disruption of our networks, systems or
data processing activities related to our websites and DTC operations could reduce DTC sales and financial performance, damage our brand’s reputation
and materially adversely impact our business.

Despite our efforts to ensure the security, privacy, integrity, confidentiality, availability, and authenticity of information technology networks and
systems, Processing and information, we may not be able to anticipate or to implement effective preventive and remedial measures against all data
security and privacy threats. The recovery systems, security protocols, network protection mechanisms and other security measures that we have
integrated into our systems, networks and physical facilities, which are designed to protect against, detect and minimize security breaches, may not be
adequate to prevent or detect service interruption, system failure data loss or theft, or other material adverse consequences. No security solution,
strategy, or measures can address all possible security threats or block all methods of penetrating a network or otherwise perpetrating a security incident.
The risk of unauthorized circumvention of our security measures or those of our third-party providers, clients and partners has been heightened by
advances in computer and software capabilities and the increasing sophistication of hackers who employ complex techniques, including without
limitation, the theft or misuse of personal and financial information, counterfeiting, “phishing” or social engineering incidents, ransomware, extortion,
publicly announcing security breaches, account takeover attacks, denial or degradation of service attacks, malware, fraudulent payment and identity
theft. Because the techniques used by hackers change frequently, we may be unable to anticipate these techniques or implement adequate preventive
measures. Our applications, systems, networks, software and physical facilities could have material vulnerabilities, be breached or personal or
confidential information could be otherwise compromised due to employee error or malfeasance, if, for example, third parties attempt to fraudulently
induce our personnel or our consumers to disclose information or user names
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and/or passwords, or otherwise compromise the security of our networks, systems and/or physical facilities. Third parties may also exploit
vulnerabilities in, or obtain unauthorized access to, platforms, software, applications, systems, networks, sensitive information, and/or physical facilities
utilized by our vendors. Improper access to our systems or databases could result in the theft, publication, deletion or modification of personal
information, confidential or proprietary information, financial information and other information. An actual or perceived breach of our security systems
or those of our third-party service providers may require notification under applicable data privacy regulations or contractual obligations, or for
consumer relations or publicity purposes, which could result in reputational harm, costly litigation (including class action litigation), material contract
breaches, liability, settlement costs, loss of sales, regulatory scrutiny, actions or investigations, a loss of confidence in our business, systems and
Processing, a diversion of management’s time and attention, and significant fines, penalties, assessments, fees and expenses.

The costs to respond to a security breach and/or to mitigate any security vulnerabilities that may be identified could be significant, our efforts to
address these problems may not be successful, and these problems could result in unexpected interruptions, delays, cessation of service, negative
publicity, and other harm to our business and our competitive position. We could be required to fundamentally change our business activities and
practices in response to a security breach or related regulatory actions or litigation, which could have an adverse effect on our business.

We may have contractual and other legal obligations to notify relevant stakeholders of any security breaches. Most jurisdictions have enacted laws
requiring companies to notify individuals, regulatory authorities, and others of security breaches involving certain types of data. In addition, our
agreements with certain consumers and partners may require us to notify them in the event of a security breach. Such mandatory disclosures are costly,
could lead to negative publicity, may cause our consumers to lose confidence in the effectiveness of our security measures and require us to expend
significant capital and other resources to respond to and/or alleviate problems caused by the actual or perceived security breach, and may cause us to
breach consumer or ecommerce or retail customer contracts. Our agreements with certain consumers or ecommerce or retail customers, our
representations, or industry standards, may require us to use industry-standard or reasonable measures to safeguard sensitive personal information or
confidential information. A security breach could lead to claims by our consumers or ecommerce or retail customers, or other relevant stakeholders that
we have failed to comply with such legal or contractual obligations. As a result, we could be subject to legal action or our consumers or ecommerce or
retail customers could end their relationships with us. There can be no assurance that any limitations of liability in our contracts would be enforceable or
adequate or would otherwise protect us from liabilities or damages.

We have not always been able in the past and may be unable in the future to detect, anticipate, measure or prevent threats or techniques used to
detect or exploit vulnerabilities in our (or our third parties’) information technology, services, Processing, communications or software, or cause security
breaches, because such threats and techniques change frequently, are often sophisticated in nature, and may not be detected until after an incident has
occurred. In addition, security researchers and other individuals have in the past and will continue in the future to actively search for and exploit actual
and potential vulnerabilities in our (or our third parties’) information technology, services, communications or software. We cannot be certain that we
will be able to address any such vulnerabilities, in whole or in part, and there may be delays in developing and deploying patches and other remedial
measures to adequately address vulnerabilities, and taking such remedial steps could adversely impact or disrupt our operations. We expect similar
issues to arise in the future as our products and services are more widely adopted, and as we continue to expand the features and functionality of existing
products and services and introduce new products and services

We may not have adequate insurance coverage for security incidents or breaches, including fines, judgments, settlements, penalties, costs, attorney
fees and other impacts that arise out of incidents or breaches. If the impacts of a security incident or breach, or the successful assertion of one or more
large claims against us that exceeds our available insurance coverage, or results in changes to our insurance policies (including premium
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increases or the imposition of large deductible or co-insurance requirements), it could have an adverse effect on our business. In addition, we cannot be
sure that our existing insurance coverage, cyber coverage and coverage for errors and omissions will continue to be available on acceptable terms or that
our insurers will not deny coverage as to all or part of any future claim or loss. Our risks are likely to increase as we continue to expand, grow our
consumer base, and process, store, and transmit increasingly large amounts of proprietary and sensitive data.

Risks Related to Conducting Business Internationally

If we cannot successfully manage the unique challenges presented by international markets, we may not be successful in expanding our operations
outside the United States.

Our strategy includes the expansion of our operations to international markets. We currently sell products through retailers in Canada, the United
Kingdom and certain countries in the European Union and we are considering distributing or shipping to additional geographies. Although some of our
executive officers have experience in international business from prior positions, we have little experience with operations outside the United States.
Our ability to successfully execute this strategy is affected by many of the same operational risks we face in expanding our U.S. operations. In addition,
our international expansion may be adversely affected by our ability to identify and gain access to local suppliers, obtain and protect relevant
trademarks, domain names, and other intellectual property, as well as by local laws and customs, legal and regulatory constraints, political and economic
conditions and currency regulations of the countries or regions in which we may intend to operate in the future. Risks inherent in expanding our
operations internationally also include, among others, the costs and difficulties of managing international operations, adverse tax consequences,
domestic and international tariffs and other barriers to trade.

In addition, competition is likely to intensify in the international markets where we plan to expand our operations. Standards for “clean”, “natural”
or “organic” product labeling or designations may vary across different markets, which may require us to market our products differently or change the
formulations of our products to meet local standards. Local companies based in markets outside the United States may have a substantial competitive
advantage because of their greater understanding of, and focus on, those local markets. Some of our competitors may also be able to develop and grow
in international markets more quickly than we will.

Our business activities may be subject to the U.S. Foreign Corrupt Practices Act and similar anti-bribery and anti-corruption laws of other countries
in which we operate, as well as U.S. and certain foreign export controls, trade sanctions, and import laws and regulations. Compliance with these
legal requirements could limit our ability to compete in foreign markets and subject us to liability if we violate them.

We derive a significant portion of our products from third-party manufacturing and supply partners in foreign countries and territories, including
countries and territories perceived to carry an increased risk of corrupt business practices. The U.S. Foreign Corrupt Practices Act, or the FCPA,
prohibits U.S. corporations and their employees and representatives from, directly or indirectly, offering, promising, making, giving, or authorizing
others to give anything of value to any foreign government official, political party or official thereof, or political candidate to influence official action or
otherwise in an attempt to obtain or retain business. In addition, the FCPA also requires that we make and keep accurate books and records that
accurately and fairly reflect the transactions of the corporation and to devise and maintain an adequate system of internal accounting controls and
compliance procedures designed to prevent violations of anti-corruption laws. We may be held liable for the corrupt or other illegal activities of our
employees and representatives, even if we do not explicitly authorize such activities. We cannot assure you that all of our employees and representatives
will not take actions in violation of anti-corruption laws for which we may be ultimately held responsible. As we increase our international business, our
risks under anti-corruption laws may increase.

In addition, our products may be subject to U.S. and foreign export controls, trade sanctions, and import laws and regulations. Governmental
regulation of the import or export of our products, or our failure to obtain
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any required import or export authorization for our products, when applicable, could harm our international sales and adversely affect our revenue.
Compliance with applicable regulatory requirements regarding the export of our products may create delays in the introduction of our products in
international markets or, in some cases, prevent the export of our products to some countries altogether. Furthermore, U.S. export control laws and
economic sanctions prohibit the shipment of certain products and services to countries, governments, and persons targeted by U.S. sanctions.

If we or our employees or representatives are determined to have violated the FCPA, U.S. export control laws and economic sanctions, or any of
the anti-corruption, anti-bribery, export control, and sanctions laws in the countries and territories where we and our representatives do business, we
could suffer severe fines and penalties, profit disgorgement, injunctions on future conduct, securities litigation, bans on transacting certain business, and
other consequences that may have an adverse effect on our business, financial condition, results of operations and prospects. In addition, the costs we
may incur in defending against any investigations stemming from our or our employees’ or representatives’ improper actions could be significant.
Moreover, any actual or alleged corruption or sanctions concerns in our supply chain could carry significant reputational harm, including negative
publicity, loss of goodwill, and decline in share price.

International trade disputes and the U.S. government’s trade policy could adversely affect our business.

International trade disputes could result in tariffs and other protectionist measures that could adversely affect our business. Tariffs could increase
the cost of our products and the components and raw materials that go into making them. These increased costs could adversely impact the gross margin
that we earn on our products. Countries may also adopt other protectionist measures that could limit our ability to offer our products.

The U.S. government has indicated its intent to adopt a new approach to trade policy and in some cases to renegotiate, or potentially terminate,
certain existing bilateral or multi-lateral trade agreements. It has also initiated tariffs on certain foreign goods and has raised the possibility of imposing
significant, additional tariff increases or expanding the tariffs to capture other types of goods. Although the tariffs that have been initiated to date have
not had a material impact on our operating results, to the extent that significant additional tariffs are imposed, depending on the extent of such tariffs,
they could have a material impact on our operating results.

We cannot predict the extent to which the United States or other countries will impose quotas, duties, tariffs, taxes or other similar restrictions
upon the import or export of our products in the future, nor can we predict future trade policy or the terms of any renegotiated trade agreements and their
impact on our business. The adoption and expansion of trade restrictions, the occurrence of a trade war, or other governmental action related to tariffs or
trade agreements or policies has the potential to adversely impact demand for our products, our costs, our consumers, our suppliers, and the U.S.
economy, which in turn could have an adverse effect on our business, financial condition, results of operations and prospects.

Fluctuations in currency exchange rates may negatively affect our financial condition and results of operations.

Exchange rate fluctuations may affect the costs that we incur in our operations. The main currencies to which we are exposed are the Canadian
Dollar, the Euro and the British Pound. The exchange rates between these currencies and the U.S. dollar in recent years have fluctuated significantly and
may continue to do so in the future. A depreciation of these currencies against the U.S. dollar will decrease the U.S. dollar equivalent of the amounts
derived from foreign operations reported in our consolidated financial statements, and an appreciation of these currencies will result in a corresponding
increase in such amounts. The cost of certain items, such as materials, manufacturing, employee salaries and transportation and freight, required by our
operations may be affected by changes in the value of the relevant currencies. To the extent that we are required to pay for goods or services in foreign
currencies, the appreciation of such currencies against the U.S. dollar will tend to negatively affect our business. There can be no assurance that foreign
currency fluctuations will not have an adverse effect on our business, financial condition, results of operations and prospects.
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We are subject to international business uncertainties.

In 2020, international sales represented 2% of total revenue and part of our strategy is to accelerate growth outside of the United States. In
addition, our business relies on third-party suppliers and manufacturers located in China, Mexico, and certain other foreign countries. We intend to
continue to sell to consumers outside the United States and maintain our relationships in China, Mexico, and other foreign countries where we have
suppliers and manufacturers. Further, we may establish additional relationships in other countries to grow our operations. The substantial up-front
investment required, the lack of consumer awareness of our products in jurisdictions outside of the United States, differences in consumer preferences
and trends between the United States and other jurisdictions, the risk of inadequate intellectual property protections and differences in packaging,
labeling and related laws, rules and regulations are all substantial matters that need to be evaluated prior to doing business in new territories. We cannot
be assured that our international efforts will be successful. International sales and increased international operations may be subject to risks such as:

. difficulties in staffing and managing foreign operations and geographically dispersed operations;

. burdens of complying with a wide variety of laws and regulations, including more stringent regulations relating to data privacy and
security, particularly in the European Union;

. adverse tax effects and foreign exchange controls making it difficult to repatriate earnings and cash;
. political and economic instability;

. terrorist activities and natural disasters;

. trade restrictions;

. differing employment practices and laws and labor disruptions;

. the imposition of government controls;

. an inability to use or to obtain adequate intellectual property protection for our brand and key products;
. difficulties in enforcing contracts and legal decisions;

. tariffs and customs duties and the classifications of our goods by applicable governmental bodies;

. a legal system subject to undue influence or corruption;

. a business culture in which illegal sales practices may be prevalent;

. logistics and sourcing; and

. military conflicts.

The occurrence of any of these risks could have an adverse effect on our international business and consequently our overall business, financial
condition, results of operations and prospects.

Risks Related to Ownership of Our Common Stock
Our stock price may be volatile, and the value of our common stock may decline.

The market price of our common stock may be highly volatile and may fluctuate or decline substantially as a result of a variety of factors, some of
which are beyond our control, including:

. actual or anticipated fluctuations in our financial condition or results of operations;

. variance in our financial performance from expectations of securities analysts;

. changes in our projected operating and financial results;

. announcements by us or our competitors of significant business developments, acquisitions or new offerings;
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. announcements or concerns regarding real or perceived quality or health issues with our products or similar products of our competitors;

. adoption of new regulations applicable to the Diapers and Wipes, Skin and Personal Care and Household and Wellness industries or the
expectations concerning future regulatory developments;

. our involvement in litigation;

. future sales of our common stock by us or our stockholders, as well as the anticipation of lock-up releases;
. changes in senior management or key personnel;

. the trading volume of our common stock; and

. changes in the anticipated future size and growth rate of our market.

Broad market and industry fluctuations, as well as general economic, political, regulatory and market conditions, may also negatively impact the
market price of our common stock, particularly in light of uncertainties surrounding the ongoing COVID-19 pandemic and the related impacts.

Anti-takeover provisions in our charter documents and under Delaware law could make an acquisition of our company more difficult, limit attempts
by our stockholders to replace or remove our current management and limit the market price of our common stock.

Provisions in our amended and restated certificate of incorporation and amended and restated bylaws that will be in effect immediately prior to the
completion of this offering may have the effect of delaying or preventing a change of control or changes in our management. Our amended and restated
certificate of incorporation and amended and restated bylaws will include provisions that:

. authorize our board of directors to issue, without further action by the stockholders, shares of undesignated preferred stock with terms,
rights and preferences determined by our board of directors that may be senior to our common stock;

. require that any action to be taken by our stockholders be effected at a duly called annual or special meeting and not by written consent;

. specify that special meetings of our stockholders can be called only by our board of directors, the chairperson of our board of directors, or
our chief executive officer;

. establish an advance notice procedure for stockholder proposals to be brought before an annual meeting, including proposed nominations
of persons for election to our board of directors;

. establish that our board of directors is divided into three classes, with each class serving three-year staggered terms;

. prohibit cumulative voting in the election of directors;

. provide that our directors may be removed for cause only upon the vote of at least 662/3% of our outstanding shares of voting stock;

. provide that vacancies on our board of directors may be filled only by a majority of directors then in office, even though less than a
quorum; and

. require the approval of our board of directors or the holders of at least 6623% of our outstanding shares of voting stock to amend our

bylaws and certain provisions of our certificate of incorporation.

These provisions may frustrate or prevent any attempts by our stockholders to replace or remove our current management by making it more
difficult for stockholders to replace members of our board of directors, which is responsible for appointing the members of our management. In addition,
because we are incorporated in

60



Table of Contents

Delaware, we are governed by the provisions of Section 203 of the Delaware General Corporation Law, which generally, subject to certain exceptions,
prohibits a Delaware corporation from engaging in any of a broad range of business combinations with any “interested” stockholder for a period of three
years following the date on which the stockholder became an “interested” stockholder.

Any of the foregoing provisions could limit the price that investors might be willing to pay in the future for shares of our common stock, and they
could deter potential acquirers of our company, thereby reducing the likelihood that you would receive a premium for your shares of our common stock
in an acquisition.

Our amended and restated certificate of incorporation provides that the Court of Chancery of the State of Delaware and the federal district courts of
the United States will be the exclusive forums for substantially all disputes between us and our stockholders, which could limit our stockholders’
ability to obtain a favorable judicial forum for disputes with us or our directors, officers, or employees.

Our amended and restated certificate of incorporation provides that the Court of Chancery of the State of Delaware is the exclusive forum for the
following types of actions or proceedings under Delaware statutory or common law:

. any derivative action or proceeding brought on our behalf;
. any action asserting a claim of breach of fiduciary duty;
. any action asserting a claim against us arising under the Delaware General Corporation Law, or DGCL, our amended and restated

certificate of incorporation or our amended and restated bylaws; and

. any action asserting a claim against us that is governed by the internal-affairs doctrine or otherwise related to our internal affairs.

This provision would not apply to suits brought to enforce a duty or liability created by the Exchange Act. Furthermore, Section 22 of the
Securities Act creates concurrent jurisdiction for federal and state courts over all such Securities Act actions. Accordingly, both state and federal courts
have jurisdiction to entertain such claims. To prevent having to litigate claims in multiple jurisdictions and the threat of inconsistent or contrary rulings
by different courts, among other considerations, our amended and restated certificate of incorporation further provides that the federal district courts of
the United States will be the exclusive forum for resolving any complaint asserting a cause of action arising under the Securities Act, including all
causes of action asserted against any defendant named in such complaint. For the avoidance of doubt, this provision is intended to benefit and may be
enforced by us, our officers and directors, the underwriters for any offering giving rise to such complaint, and any other professional entity whose
profession gives authority to a statement made by that person or entity and who has prepared or certified any part of the documents underlying the
offering. While the Delaware courts have determined that such choice of forum provisions are facially valid, a stockholder may nevertheless seek to
bring a claim in a venue other than those designated in the exclusive forum provisions. In such instance, we would expect to vigorously assert the
validity and enforceability of the exclusive forum provisions of our amended and restated certificate of incorporation. This may require significant
additional costs associated with resolving such action in other jurisdictions and there can be no assurance that the provisions will be enforced by a court
in those other jurisdictions.

This exclusive-forum provision may limit a stockholder’s ability to bring a claim in a judicial forum that it finds favorable for disputes with us or
our directors, officers or other employees, which may discourage lawsuits against us and our directors, officers and other employees. If a court were to
find either exclusive-forum provision in our amended and restated certificate of incorporation to be inapplicable or unenforceable in an action, we may
incur further significant additional costs associated with resolving the dispute in other jurisdictions, all of which could seriously harm our business,
financial condition, results of operations and prospects.
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Other than the 2021 Dividend payable no later than June 30, 2021, we do not intend to pay dividends for the foreseeable future and, as a result, your
ability to achieve a return on your investment will depend on appreciation in the price of our common stock.

In April 2021, our board of directors declared a cash dividend of $35.0 million to the holders of record of our common stock and our redeemable
convertible preferred stock as of May 3, 2021 that is contingent upon the closing of this offering and payable no later than June 30, 2021, or the 2021
Dividend. Investors in this offering will not be eligible to receive this dividend. Other than the 2021 Dividend, we have never declared or paid cash
dividends on our capital stock and we do not intend to pay any cash dividends in the foreseeable future. Any determination to pay dividends in the future
will be at the discretion of our board of directors. Accordingly, you may need to rely on sales of our common stock after price appreciation, which may
never occur, as the only way to realize any future gains on your investment. In addition, the 2021 Credit Facility contains restrictions on our ability to
pay dividends.

No public market for our common stock currently exists, and an active public trading market may not develop or be sustained following this
offering.

Prior to this offering, no public market for our common stock currently existed. An active public trading market for our common stock may not
develop following the completion of this offering or, if developed, may not be sustained. We determined the initial public offering price for our common
stock through negotiations with the underwriters, and the negotiated price may not be indicative of the market price of our common stock after this
offering. The market value of our common stock may decrease from the initial public offering price. As a result of these and other factors, you may be
unable to resell your shares of our common stock at or above the initial public offering price. The lack of an active market may impair your ability to sell
your shares at the time you wish to sell them or at a price that you consider reasonable. The lack of an active market may also reduce the fair value of
your shares. An inactive market may also impair our ability to raise capital to continue to fund operations by selling shares and may impair our ability to
acquire other companies by using our shares as consideration.

We will have broad discretion in the use of the net proceeds to us from this offering and may not use them effectively.

We will have broad discretion in the application of the net proceeds that we receive from this offering, including for any of the purposes described
in the section titled “Use of Proceeds,” and you will not have the opportunity as part of your investment decision to assess whether the net proceeds are
being used appropriately. Because of the number and variability of factors that will determine our use of the net proceeds that we receive from this
offering, our ultimate use may vary substantially from our currently intended use. Investors will need to rely upon the judgment of our management with
respect to the use of such proceeds. Pending use, we may invest the net proceeds that we receive from this offering in short-term, investment-grade,
interest-bearing securities, such as money market accounts, certificates of deposit, commercial paper, and guaranteed obligations of the U.S. government
that may not generate a high yield for our stockholders. If we do not use the net proceeds that we receive in this offering effectively, our business,
financial condition, results of operations and prospects could be adversely affected, and the market price of our common stock could decline.

Principal stockholders have substantial control over us and will be able to influence corporate matters.

Prior to this offering, based on the number of shares outstanding as of March 31, 2021, our directors, executive officers and stockholders holding
more than 5% of our outstanding capital stock, together with their respective affiliates, beneficially owned, in the aggregate, approximately 84.2% of our
outstanding capital stock, and upon the closing of this offering, that same group will beneficially own 60.8%% of our outstanding capital stock (based
on the initial public offering price of $16.00 per share, and assuming no exercise of the underwriters’ option to purchase additional shares), without
giving effect to any purchases that certain of these
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holders may make through our directed share program. As a result, even after this offering, these stockholders will be able to exercise significant
influence over all matters requiring stockholder approval, including the election of directors and approval of significant corporate transactions, such as a
merger or other sale of our company or its assets. For example, these stockholders may be able to control elections of directors, amendments of our
organizational documents or approval of any merger, sale of assets or other major corporate transaction. This may prevent or discourage unsolicited
acquisition proposals or offers for our common stock that you may feel are in your best interest as one of our stockholders. The interests of this group of
stockholders may not always coincide with your interests or the interests of other stockholders and they may act in a manner that advances their best
interests and not necessarily those of other stockholders, including seeking a premium value for their common stock, and might affect the prevailing
market price for our common stock.

Future sales of our common stock in the public market could cause the market price of our common stock to decline.

Sales of a substantial number of shares of our common stock in the public market following the completion of this offering, or the perception that
these sales might occur, could depress the market price of our common stock and could impair our ability to raise capital through the sale of additional
equity securities. Many of our existing equity holders have substantial unrecognized gains on the value of the equity they hold based upon the price of
this offering, and therefore they may take steps to sell their shares or otherwise secure the unrecognized gains on those shares. We are unable to predict
the timing of or the effect that such sales may have on the prevailing market price of our common stock.

All of our directors and officers, the selling stockholders and the holders of substantially all of our capital stock and securities convertible into our
capital stock are subject to lock-up agreements or market standoff provisions that restrict their ability to transfer shares of our capital stock for 180 days
from the date of this prospectus, subject to certain exceptions. Morgan Stanley & Co. LLC and J.P. Morgan Securities LLC may, in their sole discretion,
permit our stockholders who are subject to these lock-up agreements to sell shares prior to the expiration of the lock-up agreements, subject to
applicable notice requirements. If not earlier released, all of the shares of common stock sold in this offering will become eligible for sale upon
expiration of the 180-day lock-up period, except for any shares held by our affiliates as defined in Rule 144 under the Securities Act. Notwithstanding
the foregoing, a portion of the securities held by our current employees (but excluding our executive officers, directors, founders, and any other person
who is a party to investors’ rights’ agreements), which we refer to as the Employee Stockholders, subject to the lock-up agreements may be sold during
the restricted period when the following conditions are met, which we refer to as the Early Release Terms:

. up to 15% of the aggregate number of shares of our common stock and securities convertible into or exercisable or exchangeable for our
common stock held by each of our Employee Stockholders on the date of this prospectus for which all vesting conditions were satisfied as
of the date of the second post-IPO earnings announcement (as defined below), which we refer to as the Employee Early Release Shares,
may be sold or transferred on the third trading day immediately following our public release of earnings for the second quarter following
the most recent period for which financial statements are included in this prospectus, the “second post-IPO earnings announcement”; and

. in addition to the Employee Early Release Shares, if the last reported closing price of our common stock on Nasdaq is at least 33% greater
than the initial public offering price per share set forth on the cover page of this prospectus for at least 10 trading days out of any 15-
consecutive trading day period ending on the trading day that is 90 days after the date of this prospectus, the Employee Stockholders may
sell or otherwise transfer up to 25% of the aggregate number of shares of our common stock and securities convertible into or exercisable
or exchangeable for our common stock held by such Employee Stockholder on the date of this prospectus for which all vesting conditions
are satisfied as of the date of the second post-IPO earnings announcement beginning at the opening of trading on the third trading day
immediately following the second post-IPO earnings announcement.
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Less than two percent of the total shares that will be outstanding after the completion of the offering will be eligible for release under the Early
Release Terms described above.

In addition, there were 18,038,042 shares of common stock issuable upon the exercise of outstanding stock options as of December 31, 2020. We
intend to register all of the shares of common stock issuable upon exercise of outstanding stock options, restricted stock units or other equity incentives
we may grant in the future, for public resale under the Securities Act. The shares of common stock will become eligible for sale in the public market to
the extent such options are exercised, subject to the lock-up agreements and market standoff provisions described above and compliance with applicable
securities laws.

Further, based on shares outstanding as of December 31, 2020, holders of approximately 73,235,392 shares, or 81.2% of our capital stock after the
completion of this offering (after giving effect to sales by selling stockholders in this offering, assuming no exercise of the underwriters’ option to
purchase additional shares from the selling stockholders, and after giving effect to the anti-dilution adjustments relating to our Series C and Series D
redeemable convertible preferred stock, based on the initial public offering price of $16.00 per share, as described in the section titled “Description of
Capital Stock—Preferred Stock”), will have rights, subject to some conditions, to require us to file registration statements covering the sale of their
shares or to include their shares in registration statements that we may file for ourselves or other stockholders.

Our issuance of additional capital stock in connection with financings, acquisitions, investments, our equity incentive plans or otherwise will dilute
all other stockholders.

We expect to issue additional capital stock in the future that will result in dilution to all other stockholders. We expect to grant equity awards to
employees, directors and consultants under our equity incentive plans. We may also raise capital through equity financings in the future. As part of our
business strategy, we may acquire or make investments in companies and issue equity securities to pay for any such acquisition or investment. Any such
issuances of additional capital stock may cause stockholders to experience significant dilution of their ownership interests and the per share value of our
common stock to decline.

If securities or industry analysts do not publish research or publish unfavorable or inaccurate research about our business, the market price and
trading volume of our common stock could decline.

The market price and trading volume of our common stock following the completion of this offering will be heavily influenced by the way
analysts interpret our financial information and other disclosures. We do not have control over these analysts. If few securities analysts commence
coverage of us, or if industry analysts cease coverage of us, our stock price would be negatively affected. If securities or industry analysts do not publish
research or reports about our business, downgrade our common stock, or publish negative reports about our business, our stock price would likely
decline. If one or more of these analysts cease coverage of us or fail to publish reports on us regularly, demand for our common stock could decrease,
which might cause our stock price to decline and could decrease the trading volume of our common stock.

You will experience immediate and substantial dilution in the net tangible book value of the shares of common stock you purchase in this offering.

The initial public offering price of our common stock is substantially higher than the pro forma as adjusted net tangible book value per share of
our common stock immediately after this offering. If you purchase shares of our common stock in this offering, you will suffer immediate dilution of
$13.96 per share, representing the difference between our pro forma as adjusted net tangible book value per share after giving effect to the sale of
common stock in this offering and the initial public offering price of $16.00 per share. See the section titled “Dilution.”
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We are an “emerging growth company,” and we cannot be certain if the reduced reporting and disclosure requirements applicable to emerging
growth companies will make our common stock less attractive to investors.

We are an “emerging growth company,” as defined in the JOBS Act. For as long as we continue to be an emerging growth company, we intend to
take advantage of exemptions from various reporting requirements that are applicable to other public companies that are not emerging growth
companies, including:

. being permitted to provide only two years of audited financial statements, in addition to any required unaudited interim financial
statements, with correspondingly reduced “Management’s Discussion and Analysis of Financial Condition and Results of Operations”
disclosure in this prospectus;

. not being required to comply with the auditor attestation requirements of Section 404 of the Sarbanes-Oxley Act of 2002, or the Sarbanes-
Oxley Act;

. not being required to comply with any requirement that may be adopted by the Public Company Accounting Oversight Board regarding
mandatory audit firm rotation or a supplement to the auditor’s report providing additional information about the audit and the financial
statements;

. reduced disclosure obligations regarding executive compensation in this prospectus and our periodic reports and proxy statements; and

. exemptions from the requirements of holding nonbinding advisory stockholder votes on executive compensation and stockholder approval

of any golden parachute payments not previously approved.

Under the JOBS Act, emerging growth companies can also delay adopting new or revised accounting standards until such time as those standards
apply to private companies. We intend to take advantage of the extended transition period for adopting new or revised accounting standards under the
JOBS Act as an emerging growth company. As a result, our consolidated financial statements may not be comparable to the financial statements of
issuers who are required to comply with the effective dates for new or revised accounting standards that are applicable to public companies, which may
make our common stock less attractive to investors. In addition, if we cease to be an emerging growth company, we will no longer be able to use the
extended transition period for complying with new or revised accounting standards.

We will remain an emerging growth company until the earliest of: (1) the last day of the fiscal year following the fifth anniversary of this offering;
(2) the last day of the first fiscal year in which our annual gross revenue is $1.07 billion or more; (3) the date on which we have, during the previous
rolling three-year period, issued more than $1.0 billion in non-convertible debt securities; and (4) the last day of the fiscal year in which the market
value of our common stock held by non-affiliates exceeded $700 million as of June 30 of such fiscal year.

We cannot predict if investors will find our common stock less attractive if we choose to rely on these exemptions. For example, if we do not
adopt a new or revised accounting standard, our future results of operations may not be as comparable to the results of operations of certain other
companies in our industry that adopted such standards. If some investors find our common stock less attractive as a result, there may be a less active
trading market for our common stock, and our stock price may be more volatile.

We will incur increased costs as a result of operating as a public company, and our management will be required to devote substantial time to
compliance with our public company responsibilities and corporate governance practices.

As a public company, we will incur significant finance, legal, accounting and other expenses, including director and officer liability insurance, that
we did not incur as a private company, which we expect to further increase after we are no longer an “emerging growth company.” The Sarbanes-Oxley
Act, the Dodd-Frank Wall Street Reform and Consumer Protection Act, the listing requirements of The Nasdaq Stock Market LL.C, and other applicable
securities rules and regulations impose various requirements on public companies. Our management and other personnel devote a substantial amount of
time to compliance with these requirements.
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Moreover, these rules and regulations will increase our legal and financial compliance costs and will make some activities more time-consuming and
costly. We cannot predict or estimate the amount of additional costs we will incur as a public company or the specific timing of such costs.

Pursuant to Section 404 of the Sarbanes-Oxley Act, or Section 404, we will be required to furnish a report by management on, among other things,
the effectiveness of our internal control over financial reporting for the fiscal year ending December 31, 2022. This assessment will need to include
disclosure of any material weaknesses identified by our management in our internal control over financial reporting. In addition, our independent
registered public accounting firm will be required to attest to the effectiveness of our internal control over financial reporting in our first annual report
required to be filed with the Securities and Exchange Commission, or SEC, following the date we are no longer an emerging growth company. To
prepare for eventual compliance with Section 404, we will be engaged in a costly and challenging process of compiling the system and processing
documentation necessary to perform the evaluation needed to comply with Section 404, but we may not be able to complete our evaluation, testing and
any required remediation in a timely fashion once initiated. Our compliance with Section 404 will require that we incur substantial expenses and expend
significant management efforts. We currently do not have an internal audit group, and we will need to hire additional accounting and financial staff with
appropriate public company experience and technical accounting knowledge and compile the system and process documentation necessary to perform
the evaluation needed to comply with Section 404.
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SPECIAL NOTE REGARDING FORWARD-LOOKING STATEMENTS

This prospectus contains forward-looking statements about us and our industry that involve substantial risks and uncertainties. All statements
other than statements of historical facts contained in this prospectus, including statements regarding our future results of operations or financial
condition, business strategy and plans and objectives of management for future operations, are forward-looking statements. In some cases, you can
identify forward-looking statements because they contain words such as “anticipate,” “believe,” “contemplate,” “continue,” “could,” “estimate,”
“expect,” “intend,” “may,” “plan,” “potential,” “predict,” “project,” “should,” “target,” “will” or “would” or the negative of these words or other similar

terms or expressions. These forward-looking statements include, but are not limited to, statements concerning the following:

” « ” <

» « ” « » « ” «

. our expectations regarding our revenue, cost of revenue, operating expenses, gross margin, net income (loss), adjusted EBITDA and other
operating results;

. our ability to effectively manage our growth;

. our ability to acquire new consumers and successfully retain existing consumers;

. anticipated trends, growth rates, and challenges in our business and in the markets in which we operate;

. our ability to achieve or sustain our profitability;

. future investments in our business, our anticipated capital expenditures and our estimates regarding our capital requirements;

. the costs and success of our marketing efforts, and our ability to grow brand awareness and maintain, protect and enhance our brand;
. our ability to effectively manage our inventory;

. our ability to gauge consumer trends and changing consumer preferences;

. our reliance on key personnel and our ability to identify, recruit and retain skilled personnel;

. our ability to obtain, maintain, protect and enforce our intellectual property rights and any costs associated therewith;

. the effect of COVID-19 or other public health crises on our business and the global economy;

. our ability to compete effectively with existing competitors and new market entrants;

. our ability successfully enter new markets and expand internationally;

. our ability to identify and complete acquisitions that complement and expand our reach and platform;

. seasonality;

. the financial condition of, and our relationships with, our suppliers, manufacturers, distributors and retailers;

. the ability of our suppliers and manufacturers to comply with safety, environmental or other laws or regulations;

. our ability to comply or remain in compliance with laws and regulations that currently apply or become applicable to our business in the

United States, including FDA governmental regulation and state regulation; and other jurisdictions where we elect to do business;

. economic conditions and their impact on consumer spending;
. outcome of legal or administrative proceedings; and
. the growth rates of the markets in which we compete.

You should not rely on forward-looking statements as predictions of future events. We have based the forward-looking statements contained in this
prospectus primarily on our current expectations and projections about future events and trends that we believe may affect our business, financial
condition and operating results.
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The outcome of the events described in these forward-looking statements is subject to risks, uncertainties and other factors described in the section titled
“Risk Factors” and elsewhere in this prospectus. Moreover, we operate in a very competitive and rapidly changing environment. New risks and
uncertainties emerge from time to time, and it is not possible for us to predict all risks and uncertainties that could have an impact on the forward-
looking statements contained in this prospectus. The results, events and circumstances reflected in the forward-looking statements may not be achieved
or occur, and actual results, events or circumstances could differ materially from those described in the forward-looking statements.

In addition, statements that contain “we believe” and similar statements reflect our beliefs and opinions on the relevant subject. These statements
are based on information available to us as of the date of this prospectus. While we believe that information provides a reasonable basis for these
statements, that information may be limited or incomplete. Our statements should not be read to indicate that we have conducted an exhaustive inquiry
into, or review of, all relevant information. These statements are inherently uncertain, and investors are cautioned not to unduly rely on these statements.

The forward-looking statements made in this prospectus relate only to events as of the date on which the statements are made. We undertake no
obligation to update any forward-looking statements made in this prospectus to reflect events or circumstances after the date of this prospectus or to
reflect new information or the occurrence of unanticipated events, except as required by law. We may not actually achieve the plans, intentions or
expectations disclosed in our forward-looking statements, and you should not place undue reliance on our forward-looking statements. Our forward-
looking statements do not reflect the potential impact of any future acquisitions, mergers, dispositions, joint ventures or investments.
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MARKET, INDUSTRY AND OTHER DATA

This prospectus contains statistical data, estimates and forecasts that are based on independent industry publications or other publicly available
information, as well as other information based on our internal sources. While we believe the industry and market data included in this prospectus are
reliable and are based on reasonable assumptions, these data involve many assumptions and limitations, and you are cautioned not to give undue weight
to these estimates. We have not independently verified the accuracy or completeness of the data contained in these industry publications and other
publicly available information. The industry in which we operate is subject to a high degree of uncertainty and risk due to a variety of factors, including
those described in the sections titled “Risk Factors” and “Special Note Regarding Forward-Looking Statements.” Among other items, certain of the
market research included in this prospectus was published prior to the outbreak of the COVID-19 pandemic and did not anticipate the virus or the
impact it has caused on our industry. We have utilized this pre-pandemic market research in the absence of updated sources. These and other factors
could cause results to differ materially from those expressed in the projections and estimates made by the independent third parties and us.
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USE OF PROCEEDS

We estimate that we will receive net proceeds from this offering of approximately $91.5 million based on the initial public offering price of $16.00
per share of common stock, after deducting underwriting discounts and commissions and estimated offering expenses payable by us. We will not receive
any of the proceeds from the sale of common stock in this offering by the selling stockholders identified in this prospectus.

The principal purposes of this offering are to increase our capitalization and financial flexibility, create a public market for our common stock and
facilitate our future access to the capital markets. As of the date of this prospectus, we cannot specify with certainty all of the particular uses for the net
proceeds we receive from this offering. However, we currently intend to use the net proceeds we receive from this offering for general corporate
purposes. These purposes include operating expenses, working capital and capital expenditures for future growth, including marketing and
direct-to-consumer advertising investments, innovation and adjacent product category expansion, international growth investment and organizational
capabilities investments. We may also use a portion of the net proceeds we receive from this offering to acquire complementary businesses, products,
services or technologies. However, we do not have agreements or commitments to enter into any acquisitions at this time. We also plan to pay
approximately $35.0 million in a cash dividend to holders of record of our common stock and our redeemable convertible preferred stock as of May 3,
2021, which is contingent upon the closing of this offering and payable no later than June 30, 2021. Investors in this offering will not be eligible to
receive this dividend.

We will have broad discretion over how to use the net proceeds we receive from this offering. We intend to invest the net proceeds we receive
from this offering that are not used as described above in investment-grade, interest-bearing instruments.
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DIVIDEND POLICY

In April 2021, our board of directors declared a cash dividend of $35.0 million to the holders of record of our common stock and our redeemable
convertible preferred stock as of May 3, 2021 that is contingent upon the closing of this offering and payable no later than June 30, 2021, or the 2021
Dividend. Investors in this offering will not be eligible to receive this dividend. Other than the 2021 Dividend, we have not declared or paid cash
dividends on our capital stock, and we do not anticipate declaring or paying any cash dividends other than the 2021 Dividend in the foreseeable future.
Any future determination regarding the declaration and payment of dividends, if any, will be at the discretion of our board of directors and will depend
on then-existing conditions, including our financial condition, operating results, contractual restrictions (including any restrictions in our then-existing
debt arrangements), capital requirements, business prospects and other factors our board of directors may deem relevant. In addition, the 2021 Credit
Facility contains restrictions on our ability to pay dividends.
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CAPITALIZATION

The following table sets forth our cash, cash equivalents and short-term investments and capitalization as of December 31, 2020:
. on an actual basis;

. on a pro forma basis, giving effect to (1) the automatic conversion of 49,100,928 outstanding shares as of December 31, 2020 of
redeemable convertible preferred stock into 49,649,023 shares of common stock, after giving effect to the anti-dilution adjustments relating
to our Series C and Series D redeemable convertible preferred stock based on the initial public offering price of $16.00 per share, as
described in the section titled “Description of Capital Stock—Preferred Stock” and the related reclassification of the carrying value of our
redeemable convertible preferred stock to stockholders’ (deficit) equity, (2) the filing and effectiveness of our amended and restated
certificate of incorporation, each of which will occur immediately prior to the completion of this offering, (3) the cash payment of
$9.5 million in bonuses that we expect to pay to certain employees, including members of management, relating to preparation for this
offering that are triggered upon the closing of this offering, as well as $0.2 million in related payroll taxes and expenses, with a
corresponding increase to accumulated deficit, (4) stock-based compensation expense of $3.1 million that will be recognized upon the
effectiveness of the registration statement of which this prospectus forms a part related to certain performance and market-based stock
options that is recorded as an increase to additional paid-in-capital and accumulated deficit and (5) the cash payment of the 2021 Dividend;
and

. on a pro forma as adjusted basis, giving effect to (1) the pro forma adjustments described above and (2) our receipt of $91.5 million in
estimated net proceeds from the sale of shares of common stock that we are offering at the initial public offering price of $16.00 per share,
after deducting the underwriting discounts and commissions and estimated offering expenses payable by us.

You should read this table together with the section titled “Management’s Discussion and Analysis of Financial Condition and Results of
Operations” and our consolidated financial statements and related notes included elsewhere in this prospectus.

December 31, 2020

Pro Forma
Actual Pro Forma As Adjusted
(in thousands, except share and per share amounts)
Cash, cash equivalents and short-term investments $ 63,684 $ 19,024 $ 110,540
Redeemable convertible preferred stock, $0.0001 par value, 49,192,248 shares authorized,
49,100,928 shares issued and outstanding, actual; and no shares authorized, issued and
outstanding, pro forma and pro forma as adjusted 376,404 — —
Stockholders’ (deficit) equity:
Preferred stock, $0.0001 par value, no shares authorized, issued, and outstanding,
actual; and 20,000,000 shares authorized, no shares issued and outstanding, pro
forma and pro forma as adjusted — — —
Common stock, $0.0001 par value, 110,000,000 authorized, 34,089,186 shares issued
and outstanding, actual; 1,000,000,000 shares authorized, 83,738,209 shares issued
and outstanding, pro forma; and 1,000,000,000 shares authorized, 90,189,822 shares
issued and outstanding, pro forma as adjusted 3 8 9
Additional paid-in capital 116,055 460,508 552,023
Accumulated deficit (352,977) (365,691) (365,691)
Accumulated other comprehensive income 94 94 94
Total stockholders’ (deficit) equity $ (236,825) $ 94,919 $ 186,435
Total capitalization $ 139,579 $ 94,919 $ 186,435
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The number of shares of common stock that will be outstanding after this offering on a pro forma and pro forma as adjusted basis is based on
83,738,209 shares of common stock outstanding as of December 31, 2020, assuming the automatic conversion of 49,100,928 outstanding shares of
redeemable convertible preferred stock as of December 31, 2020 into 49,649,023 shares of common stock, and excludes:

18,038,042 shares of common stock issuable on the exercise of stock options outstanding as of December 31, 2020 under our 2011 Plan,
with a weighted-average exercise price of $5.23 per share;

200,000 shares of our common stock issuable upon the settlement of outstanding restricted stock units granted subsequent to December 31,
2020 through April 26, 2021;

7,050,000 shares of common stock reserved for future issuance under our 2021 Plan, which became effective upon the execution of the
underwriting agreement related to this offering, from which we will issue the Executive IPO Grants and Director I[PO Grants described
below, plus any future increases in the number of shares of common stock reserved for issuance thereunder and any shares underlying
outstanding stock awards granted under our 2011 Plan that expire or are repurchased, forfeited, cancelled or withheld, as more fully
described in the section titled “Executive Compensation—Employee Benefit Plans”;

shares of our common stock issuable as restricted stock units that we expect our board of directors will grant to certain of our executive
officers under our 2021 Plan in connection with this offering and after the effectiveness of the registration statement of which this
prospectus is a part, or the Executive IPO Grants; see the section titled “Executive Compensation—IPO RSU Grants” for additional
information on such grants, including a description of how the number of restricted stock units will be determined;

shares of our common stock issuable as restricted stock units to be granted to our non-employee directors under our 2021 Plan on the day
of execution of the underwriting agreement related to this offering, or the Director IPO Grants; see the section titled “Management—Non-
Employee Director Compensation” for additional information on such grants, including a description of how the number of restricted stock
units will be determined; and

1,175,000 shares of common stock reserved for issuance under our ESPP, which became effective immediately prior to the execution of the
underwriting agreement related to this offering, plus any future increases in the number of shares of common stock reserved for issuance
thereunder, as more fully described in the section titled “Executive Compensation—Employee Benefit Plans.”
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DILUTION

If you invest in our common stock in this offering, your interest will be diluted to the extent of the difference between the initial public offering
price per share of common stock and the pro forma as adjusted net tangible book value per share immediately after this offering.

As of December 31, 2020, our historical net tangible book value (deficit) was $(240.1) million, or $(7.04) per share of our common stock, based
on 34,089,186 shares of common stock issued and outstanding as of such date. Our historical net tangible book value (deficit) per share represents total
tangible assets, less total liabilities and redeemable convertible preferred stock, divided by the aggregate number of shares of common stock outstanding
as of December 31, 2020.

Our pro forma net tangible book value as of December 31, 2020 was $91.6 million, or $1.09 per share of common stock. Our pro forma net
tangible book value per share represents the amount of our total tangible assets less our total liabilities, divided by the number of our shares of common
stock outstanding as of December 31, 2020, after giving effect to (1) the automatic conversion of 49,100,928 shares of redeemable convertible preferred
stock outstanding as of December 31, 2020 into 49,649,023 shares of common stock, after giving effect to the anti-dilution adjustments relating to our
Series C and Series D redeemable convertible preferred stock based on the initial public offering price of $16.00 per share, as described in the section
titled “Description of Capital Stock—Preferred Stock,” and the related reclassification of the carrying value of our redeemable convertible preferred
stock to stockholders’ (deficit) equity immediately prior to the completion of this offering, (2) the cash payment of $9.5 million in bonuses that we
expect to pay to certain employees, including members of management, relating to preparation for this offering that are triggered upon the closing of this
offering, as well as $0.2 million in related payroll taxes and expenses and (3) the cash payment of the 2021 Dividend.

After giving effect to the sale by us of 6,451,613 shares of common stock in this offering at the initial public offering price of $16.00 per share,
and after deducting underwriting discounts and commissions and estimated offering expenses payable by us, our pro forma as adjusted net tangible book
value as of December 31, 2020 would have been $183.7 million, or $2.04 per share. This amount represents an immediate increase in pro forma as
adjusted net tangible book value of $0.95 per share to our existing stockholders and an immediate dilution in pro forma as adjusted net tangible book
value of $13.96 per share to new investors purchasing common stock in this offering. We determine dilution by subtracting the pro forma as adjusted net
tangible book value per share after this offering from the initial public offering price per share paid by investors purchasing common stock in this
offering. The following table illustrates this dilution on a per share basis:

Initial public offering price per share $16.00

Historical net tangible book value (deficit) per share as of December 31, 2020 $(7.04)

Pro forma increase in net tangible book value per share attributable to the pro forma adjustments described above 8.13

Pro forma net tangible book value per share as of December 31, 2020 1.09

Increase in pro forma as adjusted net tangible book value per share attributable to new investors purchasing shares in this

offering 0.95

Pro forma as adjusted net tangible book value per share after giving effect to this offering 2.04
Dilution per share to new investors purchasing shares in this offering $13.96
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The following table summarizes, as of December 31, 2020, on a pro forma as adjusted basis as described above, the number of shares of our
common stock, the total consideration and the average price per share (1) paid to us by existing stockholders and (2) to be paid by new investors
acquiring our common stock in this offering at the initial public offering price of $16.00 per share, before deducting underwriting discounts and
commissions and estimated offering expenses payable by us.

Average Price

Shares Purchased Total Consideration Per Share
Number Percent Amount Percent
Existing stockholders 83,738,209 92.8% $507,925,340 83.1% $ 6.07
New investors 6,451,613 7.2 103,225,808 16.9 16.00
Totals 90,189,822 100.0% $611,151,148 100.0%

The number of shares of common stock that will be outstanding after this offering is based on 83,738,209 shares of common stock outstanding as
of December 31, 2020, assuming the automatic conversion of 49,100,928 outstanding shares of redeemable convertible preferred stock as of
December 31, 2020 into 49,649,023 shares of common stock, and excludes:

. 18,038,042 shares of common stock issuable on the exercise of stock options outstanding as of December 31, 2020 under our 2011 Plan,
with a weighted-average exercise price of $5.23 per share;

. 200,000 shares of our common stock issuable upon the settlement of outstanding restricted stock units granted subsequent to December 31,
2020 through April 26, 2021;

. 7,050,000 shares of common stock reserved for future issuance under our 2021 Plan, which became effective upon the execution of the
underwriting agreement related to this offering, plus any future increases in the number of shares of common stock reserved for issuance
thereunder from which we will issue the Executive IPO Grants and Director IPO Grants described below, and any shares underlying
outstanding stock awards granted under our 2011 Plan that expire or are repurchased, forfeited, cancelled or withheld, as more fully
described in the section titled “Executive Compensation—Employee Benefit Plans;”

. shares of our common stock issuable as restricted stock units that we expect our board of directors will grant to certain of our executive
officers under our 2021 Plan in connection with this offering and after the effectiveness of the registration statement of which this
prospectus is a part, or the Executive IPO Grants; see the section titled “Executive Compensation—IPO RSU Grants” for additional
information on such grants, including a description of how the number of restricted stock units will be determined;

. shares of our common stock issuable as restricted stock units to be granted to our non-employee directors under our 2021 Plan on the day
of execution of the underwriting agreement related to this offering, or the Director IPO Grants; see the section titled “Management—Non-
Employee Director Compensation” for additional information on such grants, including a description of how the number of restricted stock
units will be determined; and

. 1,175,000 shares of common stock reserved for issuance under our ESPP, which became effective immediately prior to the execution of the
underwriting agreement related to this offering, plus any future increases in the number of shares of common stock reserved for issuance
thereunder, as more fully described in the section titled “Executive Compensation—Employee Benefit Plans.”

To the extent that any outstanding options are exercised or new options are issued under our stock-based compensation plans, or that we issue
additional shares of capital stock in the future, there will be further dilution to investors participating in this offering. If all outstanding options under our
2011 Plan as of December 31, 2020 were exercised then our existing stockholders, including the holders of these options, would own 94.0%, and our
new investors would own 6.0%, of the total number of shares of our capital stock outstanding following the completion of this offering.
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MANAGEMENT’S DISCUSSION AND ANALYSIS OF
FINANCIAL CONDITION AND RESULTS OF OPERATIONS

You should read the following discussion and analysis of our financial condition and results of operations together with the section titled
“Prospectus Summary—Summary Consolidated Financial Data” and our consolidated financial statements and the related notes included elsewhere in
this prospectus. Some of the information contained in this discussion and analysis or set forth elsewhere in this prospectus, including information with
respect to our plans and strategy for our business, includes forward-looking statements that involve risks and uncertainties. Our actual results may
differ materially from management’s expectations as a result of various factors, including but not limited to those discussed in the sections entitled “Risk
Factors” and “Special Note Regarding Forward Looking Statements. ”

Overview

The Honest Company is a digitally-native, mission-driven brand focused on leading the clean lifestyle movement, creating a community for
conscious consumers and seeking to disrupt multiple consumer product categories. Our commitment to our core values, passionate innovation and
engaging our community has differentiated and elevated our brand and our products. Since our launch in 2012, we have been dedicated to developing
clean, sustainable, effective and thoughtfully designed products. By doing so with transparency, we have cultivated deep trust around what matters most
to our consumers: their health, their families and their homes. We are an omnichannel brand, ensuring our products are available however our consumers
shop. Our differentiated platform positions us for continued growth through our trusted brand, award-winning multi-category product offering, deep
digital-first connection with consumers and omnichannel accessibility.

Our integrated multi-category product architecture is intentionally designed to serve our consumers every day, at every age and through every life
stage, no matter where they are on their journey. Today, our three categories are Diapers and Wipes, Skin and Personal Care and Household and
Wellness, which represented 63%, 26% and 11% of our 2020 revenue, respectively. At the center of our product ecosystem are our diapers, which are a
strategic consumer acquisition tool that acts as an entry point for our portfolio, as new parents often go on to purchase products from our other
categories for their everyday family needs. According to a third-party study that we commissioned in 2020, nearly 90% of our diaper buyers surveyed
expanded their purchases beyond diapers and nearly half have purchased two or more of our non-diaper products. Our integrated multi-category product
architecture is designed to drive loyalty, increase our consumer wallet share and generate attractive consumer lifetime value.

We believe that our consumers are modern, aspirational, conscious and style-forward and that they seek out high quality, effective and
thoughtfully designed products. We believe that they are passionate about living a conscious life and are enthusiastic ambassadors for brands they trust.
As purpose-driven consumers, they transcend any one demographic, spanning gender, age, geography, ethnicity and household income. Honest
consumers are often young, mobile-centric and digitally inclined. We build relationships with these consumers through a disruptive digital marketing
strategy that engages them with “snackable” digital content (short-form, easily digestible content), immerses them in our brand values, and inspires them
to join the Honest community. Our direct connection with our community enables us to understand what consumers’ needs are and inspires our product
innovation pipeline, generating a significant competitive advantage over more traditional consumer packaged goods, or CPG, peers.

Our omnichannel approach seeks to meet consumers however they want to shop, balancing deep consumer connection with broad convenience
and accessibility. Since our launch, we have built a well-integrated omnichannel presence by expanding our retail accessibility across both Digital and
Retail channels, including the launch of strategic partnerships with Costco, Target and Amazon in 2013, 2014 and 2017, respectively. In 2020, we
generated 55% and 45% of our revenue from our Digital and Retail channels, respectively. We maintain direct relationships with our consumers via our
flagship digital platform, Honest.com, which allows us to
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influence brand experience and better understand consumer preferences and behavior. We increase accessibility of our products to more consumers
through both the third-party pureplay ecommerce sites that, with Honest.com, comprise the rest of our Digital channel, and our Retail channel, which
includes leading retailers and their websites. Our products can be found in approximately 32,000 retail locations across the United States, Canada and
Europe. This distinctive business model has allowed us to efficiently scale our business while remaining agnostic as to the channel where consumers
purchase our products. Our integrated omnichannel presence provides meaningful benefits to our consumer which we believe is not easily replicated by
our competitors.

While we have stayed true to our purpose and mission since founding, our business has transformed significantly over the last nine years. We
launched in 2012 as a direct-to-consumer, or DTC, company with a limited product assortment across our three product categories. Over the next few
years, we expanded our product offering substantially and launched retail partnerships. This rapid expansion resulted in a number of challenges with
product, supply chain and marketing.

These challenges led us to reorient our strategy, reset our foundation and evolve from a technology startup to a modern CPG organization with an
omnichannel presence. In 2017, we hired a team of experienced CPG professionals who shared our values, led by our Chief Executive Officer, Nick
Vlahos. We adopted a strategy, which we refer to as the Innovation Strategy, to reposition the company for long-term success and capitalize on the
inherent value of the Honest clean lifestyle brand. In the first two years of implementing the Innovation Strategy, we underwent a period of transition
during which we executed on the following targeted growth and margin enhancing initiatives:

. Portfolio simplification. We focused on portfolio simplification, discontinuing or de-emphasizing certain products that did not align with
our revamped product strategy, which we refer to as Non-Core Products. We narrowed our focus while investing in sought-after, higher-
margin products where we have differentiated positioning, such as skin care products. As we increased focus on these products, we
achieved a more diversified revenue mix with an increasing share coming from our Skin and Personal Care category.

. Product innovation. We made significant investments in our product development capabilities by expanding our research and development
team and building out our in-house laboratories in Los Angeles, California, where we develop innovative clean products based on the latest
green technology. With a renewed focus on innovation, we optimized our product assortment, including reformulating or updating over
90% of our products.

. Acceleration of omnichannel. We accelerated our shift from DTC to omnichannel by entering into partnerships with several additional
retailers and launching our brand on Amazon. Today, our business is more evenly balanced between our Digital and Retail channels, with
Digital representing 55% of revenue in 2020.
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As we have executed against our Innovation Strategy, we have been successful in reinvigorating growth, improving product mix, significantly
enhancing our gross margin profile and turning profitable on an adjusted EBITDA basis. We have achieved the following financial results:

From 2018 to 2020, we grew revenue by a 12% compound annual growth rate, or CAGR, from $237.9 million to $300.5 million, with only

a slight decline in 2019 as we offset declines from Non-Core Products;

We achieved 27.6% year-over-year revenue growth in 2020, recording year-over-year revenue growth rates of 16.4%, 35.5%, and 116.5%

in our Diapers and Wipes, Skin and Personal Care and Household and Wellness categories, respectively;

We also increased gross margin by 1,080 basis points from 25.1% in 2018 to 35.9% in 2020, by driving growth in higher-margin products

and channels, leveraging our strategic relationships with retailers, gaining leverage on fixed costs in fulfillment, as well as executing on

accretive product innovation; and

In 2020, we reported a net loss of $14.5 million and adjusted EBITDA of $11.2 million, or 4% of revenue.

Adjusted EBITDA is a measure that is not calculated in accordance with generally accepted accounting principles in the United States, or GAAP.

See the section titled “—

Non-GAAP Financial Measure—Adjusted EBITDA” below for the definition of adjusted EBITDA, as well as a reconciliation

of adjusted EBITDA to net loss, the most directly comparable GAAP financial measure.
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Key Factors Affecting Our Performance

We believe that the growth of our business and our future success are dependent on many factors. While each of these factors presents significant
opportunities for us, they also pose important challenges that we must successfully address to enable us to sustain the growth of our business and
improve our operations while staying true to our mission, including those discussed below and in the section of this prospectus titled “Risk Factors.”

Ability to Grow Our Brand Awareness

Our brand is integral to the growth of our business and is essential to our ability to engage and stay connected with the growing clean lifestyle
consumer. Honest is still unknown to many consumers, with unaided brand awareness of 25% among diaper buyers according to our consumer research
as of January 2021. In order to increase the wallet share of existing conscious consumers and attract new ones, our brand has to maintain its
trustworthiness and authenticity. Our ability to attract new consumers will depend, among other things, on our ability to successfully communicate the
value of our products as clean, sustainable and effective, the efficacy of our marketing efforts and the offerings of our competitors. Beyond preserving
the integrity of our brand, our performance will depend on our ability to augment our reach and increase the number of consumers aware of Honest and
our product portfolio. We believe our brand strength will enable us to continue to expand across categories and channels, allowing us to deepen
relationships with consumers and expand our access to global markets. Our performance depends significantly on factors that may affect the level and
pattern of consumer spending in the product categories in which we operate.

Continued Innovation

Research, development and innovation are core elements underpinning our growth strategy. Through our in-house research and development
laboratories, we are able to access the latest advancements in clean ingredients and continue to innovate in the clean conscious lifestyle space. Based in
Los Angeles, California, our research and development team, including chemists and an in-house toxicologist, develops innovative clean products based
on the latest green technology. At Honest, product innovation never stops. The improvement of existing products and the introduction of new products
have been, and continue to be, integral to our growth. We have made significant investments in our product development capabilities and plan to do so
in the future. We believe our rigorous approach to product innovation has helped redefine and grow the clean and natural segments of the categories in
which we operate. Our continued focus on research and development will be central to attracting and retaining consumers in the future. Our ability to
successfully develop, market and sell new products will depend on a variety of factors, including our continued investment in innovation, integrated
business planning processes and capabilities.
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Continued Product Category Growth

Our product mix is a driver of our financial performance given our focus on accretive product launches and renovation to increase product
margins. Even though our growth strategy aims to boost sales across all categories, we intend to prioritize growth in Skin and Personal Care given its
attractive margin characteristics and leverage our brand equity and consumer insights to extend into new adjacent product categories. Since we launched
our Innovation Strategy, we have enhanced our product portfolio by strategically discontinuing certain products and making calculated extensions within
our three product categories. These product changes have contributed to our revenue and margin growth. We intend to continue to prioritize our
innovation in higher-margin products, particularly in Skin and Personal Care.

Continued Execution of Omnichannel Strategy

The continued execution of our omnichannel strategy impacts our financial performance. We intend to continue leveraging our marketing strategy
to drive increased consumer traffic to our flagship digital platform, Honest.com, as it is a valuable tool for creating direct connections with our
consumers, influencing brand experience and understanding consumer preference and behavior. Our partnerships with leading third-party retail
platforms and national retailers have broadened our consumer reach, raised our brand awareness and enhanced our margins given lower costs to serve
these platforms. We will continue to pursue partnerships with a wide variety of retailers, including online retailers, big-box retailers, grocery
stores/drugstores and specialty retailers. Our ability to execute this strategy will depend on a number of factors, such as retailers’ satisfaction with the
sales and profitability of our products.

Operational and Marketing Efficiency

To grow our business, we intend to continue to improve our operational efficiency, which includes attracting new consumers, increasing
community engagement and improving fulfillment and distribution operations. We invest significant resources in marketing and content generation, use
a variety of brand and performance marketing channels and work continuously to improve brand exposure at our retail partners to acquire new
consumers. It is important to maintain reasonable costs for these marketing efforts relative to the revenue we expect to derive from our consumers. We
leverage our proprietary Honest Omni-Analytics to generate valuable consumer insights that guide our omnichannel strategy and inform our marketing
spend optimization. Our future success depends in part on our ability to effectively attract consumers on a cost-efficient basis and extract efficiencies in
our operations.

Overall Macro Trends

We have strategically positioned ourselves to benefit from several macro trends related to changes in consumer behavior. We believe consumers’
increasing care for a conscious lifestyle has contributed to significant demand for our products. Further, the rise in digital shopping has complemented
our flagship digital platform, Honest.com, our presence with third-party ecommerce players and our Retail partners’ websites. Changes in macro-level
consumer spending trends, including as a result of the COVID-19 pandemic, could result in fluctuations in our operating results.

Impact of COVID-19

The COVID-19 pandemic has caused general business disruption worldwide beginning in January 2020. The full extent to which the COVID-19
pandemic will directly or indirectly impact our cash flow, business, financial condition, results of operations and prospects will depend on future
developments that are uncertain.

As aresult of the COVID-19 pandemic, we temporarily closed our headquarters, supported our employees and contractors to work remotely, and
implemented travel restrictions. These actions represented a significant change in how we operated our business, but we believe that we successfully
navigated this transition. In an effort to provide a safe work environment for our employees, we have implemented various social distancing measures,
including replacing in-person meetings with virtual interactions. We will continue to take actions as

80



Table of Contents

may be required or recommended by government authorities or as we determine are in the best interests of our employees and other business partners in
light of the pandemic.

We have experienced relatively minor impacts on our inventory availability and delivery capacity since the outbreak, none of which has materially
impacted our ability to service our consumers and retail and third-party ecommerce customers. We have taken measures to bolster key aspects of our
supply chain, such as securing secondary suppliers and ensuring sufficient inventory to support our continued growth in the face of the pandemic. We
continue to work with our existing manufacturing, logistics and other supply chain partners to ensure our ability to service our consumers and retail and
third-party ecommerce customers.

We believe COVID-19 has been one of the drivers of demand in our Digital channel as consumers have shifted to online shopping amid the
pandemic. Additionally, our Household and Wellness product category has benefitted from increasing demand for sanitization products. We accelerated
our development timeline for certain product launches, launching our disinfecting spray and alcohol wipes in 2020. There is no assurance that we will
continue to experience such increases in demand. We may see a decline in use of online shopping and demand for sanitization products when the
COVID-19 pandemic subsides.

The operations of our retail partners, manufacturers and suppliers have also been impacted by the COVID-19 pandemic. While the duration and
extent of the COVID-19 pandemic depends on future developments that cannot be accurately predicted at this time, it has already had an adverse effect
on the global economy and the ultimate societal and economic impact of the COVID-19 pandemic remains unknown. In particular, the conditions
caused by this pandemic may negatively impact collections of accounts receivable and reduce expected spending from new consumers, all of which
could adversely affect our business, financial condition, results of operations and prospects during fiscal 2021 and potentially future periods.

Components of Results of Operations
Revenue

We generate revenue through the sale of our products through Digital and Retail channels in the following product categories: Diapers and Wipes,
Skin and Personal Care and Household and Wellness. The Digital channel includes direct sales to the consumer through our website and sales to third-
party ecommerce customers, who resell our products through their own online platforms. The Retail channel includes sales to traditional brick and
mortar retailers, who may also resell our products through their own online platforms. Our revenue is recognized net of allowances for returns,
discounts, credits and any taxes collected from consumers.

In addition, in 2019 we entered into a license agreement with Butterblu, LLC, or Butterblu, pursuant to which we license certain of our trademarks
to Butterblu for the manufacture and distribution of certain baby apparel products in exchange for royalties. Butterblu operates and maintains our baby
apparel offerings independently through the honestbabyclothing.com website. Our baby apparel offerings and our agreement with Butterblu are not
currently material to our business and not expected to be material in the future. For 2019 and 2020 we have not collected any royalties under this
agreement due in part because we granted Butterblu temporary payment relief.

Cost of Revenue

Cost of revenue includes the purchase price of merchandise sold to customers, inbound and outbound shipping and handling costs, freight and
duties, shipping and packaging supplies, credit card processing fees and warehouse fulfillment costs incurred in operating and staffing warehouses,
including rent. Cost of revenue also includes depreciation and amortization, allocated overhead and direct and indirect labor for warehouse personnel.
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Gross Profit and Gross Margin

Gross profit represents revenue less cost of revenue. Gross margin is gross profit expressed as a percentage of revenue. Our gross margin may in
the future fluctuate from period to period based on a number of factors, including the mix of products we sell, the channel through which we sell our
products, the innovation initiatives we undertake in each product category, the promotional environment in the marketplace, manufacturing costs,
commodity prices and transportation rates, among other factors.

Operating Expenses

Our operating expenses consist of selling, general and administrative, marketing and research and development expenses.

Selling, General and Administrative

Selling, general and administrative expenses consist primarily of personnel costs, principally for our selling and administrative functions. These
include personnel-related expenses, including salaries, bonuses, benefits and stock-based compensation expense. Selling, general and administrative
expenses also include technology expenses, professional fees, facility costs, including insurance, utilities and rent relating to our headquarters,
depreciation and amortization and overhead costs. We expect our general and administrative expenses to increase in absolute dollars as we continue to
grow our business and organizational capabilities. We also anticipate that we will incur additional costs for employees and third-party professional fees
related to preparation to become and operate as a public company. Following the completion of this offering, we also expect to incur additional expenses
as a result of operating as a public company, including costs to comply with the rules and regulations applicable to companies listed on a national
securities exchange, costs related to compliance and reporting obligations, and increased expenses for insurance, investor relations and professional
services.

Marketing

Marketing expenses include costs related to our branding initiatives, retail customer marketing activities, point of purchase displays, targeted
online advertising through sponsored search, display advertising, email marketing campaigns, market research, content production and other public
relations and promotional initiatives. We expect marketing expenses to continue to increase in absolute dollars as we continue to expand brand
awareness, introduce new product innovation across multiple product categories and implement new marketing strategies.

Research and Development

Research and development expenses consist primarily of personnel-related expenses for our research and development personnel. Research and
development expenses also include costs incurred for the development of new products, improvement in the quality of existing products and the
development and implementation of new technologies to enhance the quality and value of products. Research and development expenses also include
allocated depreciation and amortization and overhead costs. We expect research and development expenses to increase in absolute dollars as we invest in
the enhancement of our product offerings through innovation and the introduction of new adjacent product categories.

IPO-Related Expenses

As discussed in Notes 12 and 17 to our consolidated financial statements included elsewhere, upon the effectiveness of the registration statement
of which this prospectus forms a part, we expect to recognize stock-based compensation expense in selling, general and administrative and research and
development expenses of $3.1 million related to certain performance and market-based stock options and $0.2 million related to certain
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restricted stock units. In 2020, we paid bonuses totaling $9.5 million to certain employees, including members of management, relating to preparation
for this offering, and after the closing of this offering, we expect to pay another $9.5 million in bonuses to certain employees, including members of
management, that are triggered upon the closing of this offering, which we collectively refer to as the IPO Bonuses, excluding in each case payroll taxes
and expenses. In 2020, we recognized $9.3 million in selling, general and administrative expenses and $0.4 million in research and development
expenses relating to the TPO Bonuses, and upon the closing of this offering, we expect to recognize another $9.3 million in selling, general and
administrative expenses and $0.4 million in research and development expenses relating to the IPO Bonuses, which includes in each case related payroll
taxes and expenses.

Interest and Other Income (Expense), Net
Interest income consists primarily of interest income earned on our short-term investments and our cash and cash equivalents balances. Interest

expense consists primarily of interest expense associated with our leasing arrangements.

Other income (expense), net consists primarily of our foreign currency exchange gains and losses relating to transactions denominated in
currencies other than the U.S. dollar. We expect our foreign currency gains and losses to continue to fluctuate in the future due to changes in both the
volume of foreign currency transactions and foreign currency exchange rates.

Income Tax Provision

Our income tax provision consists primarily of U.S. federal and state income taxes. We maintain a full valuation allowance for our federal and
state deferred tax assets, including net operating loss carryforwards, as we have concluded that it is not more likely than not that the deferred tax assets
will be realized.

Results of Operations

The following table sets forth our consolidated statements of operations data for each of the periods indicated:

Year Ended December 31,
2019 2020
(in thousands)
Revenue $235,587 $300,522
Cost of revenue 159,733 192,626
Gross profit 75,854 107,896
Operating expenses
Selling, general and administrative (1) 70,310 71,253
Marketing 31,864 44,478
Research and development (1) 5,137 5,705
Total operating expenses 107,311 121,436
Operating loss (31,457) (13,540)
Interest and other income (expense), net 429 (837)
Loss before provision for income taxes (31,028) (14,377)
Income tax provision 55 89
Net loss $ (31,083) $ (14,466)
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@ Includes stock-based compensation expense as follows:
Year Ended December 31,
2019 2020
(in thousands)
Selling, general and administrative $ 8,052 $ 7,558
Research and development 328 347
Total $ 8,380 7,905

The following table sets forth our consolidated statements of operations data expressed as a percentage of revenue*:

Year Ended December 31,
2019 2020
(as a percentage of revenue)
Revenue 100.0% 100.0%
Cost of revenue 67.8 64.1
Gross profit 32.2 35.9
Operating expenses
Selling, general and administrative 29.8 23.7
Marketing 13.5 14.8
Research and development 2.2 1.9
Total operating expenses 45.6 40.4
Operating loss (13.4) 4.5)
Interest and other income (expense), net 0.2 (0.3)
Loss before provision for income taxes (13.2) (4.8)
Income tax provision — —
Net loss (13.2)% (4.8)%
* Amounts may not sum due to rounding.
Comparison of the Years Ended December 31, 2019 and December 31, 2020
Revenue
Year Ended December 31, $ %
2019 2020 change change
(in thousands)
By Product Category
Diapers and Wipes 161,855 188,452 26,597 16.4
Skin and Personal Care 58,706 79,542 20,836 35.5
Household and Wellness 15,026 32,528 17,502 116.5
Total Revenue $ 235,587 $ 300,522 $64,935 27.6%
Year Ended December 31, $ %
2019 2020 change change
(in thousands)
By Channel
Digital 128,716 166,733 38,017 29.5
Retail 106,871 133,789 26,918 25.2

Total Revenue $ 235,587 $ 300,522 $64,935 27.6%
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Revenue increased by $64.9 million, or 27.6%, for 2020 as compared to 2019, primarily due to a $26.6 million increase in revenue from Diapers
and Wipes, a $20.8 million increase in revenue from Skin and Personal Care products and a $17.5 million increase in revenue from Household and
Wellness products. The revenue increase from Diapers and Wipes and Skin and Personal Care was principally driven by increased sales volume on our
products and in particular through our Digital channel, in part as a result of our digital marketing strategy. The revenue increase from Household and
Wellness was primarily driven by sales from the sanitization and disinfecting products that we introduced in 2020, in particular through the Retail
channel.

Cost of Revenue and Gross Profit

Year Ended December 31, $ %
2019 2020 change change
(in thousands)
Cost of revenue $ 159,733 $ 192,626 $32,893 20.6%
Gross profit $ 75,854 $ 107,896 $32,042 42.2%

Cost of revenue increased by $32.9 million, or 20.6%, for 2020 as compared to 2019, primarily due to increased product, fulfillment and shipping
expenses associated with the increased sales of our products. Cost of revenue as a percentage of revenue decreased by 370 basis points primarily due to
better leverage of our fixed costs in fulfillment, cost savings initiatives across our business and improved mix of higher margin products.

Gross profit increased by $32.0 million, or 42.2%, for 2020 as compared to 2019, primarily due to the increased sales of our products and the
reduction in cost of revenue as a percentage of revenue. Gross profit also benefited from lower promotional discounting in 2020, in particular in the
Household and Wellness category.

Operating Expenses

Selling, General and Administrative Expenses

Year Ended December 31, $ %
2019 2020 change change
(in thousands)
Selling, general and administrative $ 70,310 $ 71,253 $ 943 1.3%

Selling, general and administrative expenses increased by 1.3% for 2020 as compared to 2019, primarily due to an increase of $9.0 million in
personnel related expenses, which was largely offset by a $4.7 million reduction in professional fees and a $2.8 million reduction in depreciation and
amortization. The increase in personnel-related expenses was primarily driven by the IPO Bonuses paid in 2020. Professional fees were lower in 2020
due to the completion of our implementation projects associated with our ecommerce platform and enterprise resource planning platform upgrades.
Depreciation and amortization expense was lower in 2020 due to accelerated depreciation that occurred in 2019 related to capitalized software costs.

Marketing Expenses
Year Ended December 31, $ %
2019 2020 change change
(in thousands)
Marketing $ 31,864 $ 44,478 $12,614 39.6%

Marketing expenses increased by 39.6% for 2020 as compared to 2019, primarily due to an increase of $12.2 million in advertising expenses. The
increase in advertising expense was driven by greater investment in digital advertising and marketing programs with our retail and third-party
ecommerce partners.
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Research and Development Expenses

Year Ended December 31, $ %
2019 2020 change change
(in thousands)
Research and development $ 5,137 $ 5,705 $ 568 11.1%

Research and development expenses increased by 11.1% for 2020 as compared to 2019, primarily due to a $0.8 million increase in personnel
expenses, including relating to the IPO Bonuses paid in 2020 to certain research and development employees of $0.4 million, partially offset by a $0.3
million reduction in certain product development expenses, including clinical and claims testing and other external innovation costs.

Interest and Other Income (Expense), Net

Year Ended December 31, $ %
2019 2020 change change
(in thousands)
Interest and other income (expense), net $ 429 $ (837) $(1,266) (295.1)%

Interest and other income (expense), net decreased by 295.1% for 2020 as compared to 2019, primarily due to a decrease in interest income on our
short-term investments due to a lower average investment balance and lower average interest rates.

Non-GAAP Financial Measure

We prepare and present our consolidated financial statements in accordance with GAAP. However, management believes that adjusted EBITDA, a
non-GAAP financial measure, provides investors with additional useful information in evaluating our performance.

We calculate adjusted EBITDA as net loss, adjusted to exclude: (1) interest and other income, net; (2) income tax provision; (3) depreciation and
amortization; (4) stock-based compensation expense; (5) professional fees and expenses and executive termination expenses related to our Innovation
Strategy; (6) litigation and settlement fees associated with certain non-ordinary course litigation; and (7) the IPO Bonuses, including associated payroll
taxes and expenses, and third-party costs associated with the preparation of this offering.

Adjusted EBITDA is a financial measure that is not required by, or presented in accordance with GAAP. We believe that adjusted EBITDA, when
taken together with our financial results presented in accordance with GAAP, provides meaningful supplemental information regarding our operating
performance and facilitates internal comparisons of our historical operating performance on a more consistent basis by excluding certain items that may
not be indicative of our business, results of operations or outlook. In particular, we believe that the use of adjusted EBITDA is helpful to our investors as
it is a measure used by management in assessing the health of our business, determining incentive compensation and evaluating our operating
performance, as well as for internal planning and forecasting purposes.

Adjusted EBITDA is presented for supplemental informational purposes only, has limitations as an analytical tool and should not be considered in
isolation or as a substitute for financial information presented in accordance with GAAP. Some of the limitations of adjusted EBITDA include that (1) it
does not reflect capital commitments to be paid in the future, (2) although depreciation and amortization are non-cash charges, the underlying assets may
need to be replaced and adjusted EBITDA does not reflect these capital expenditures, (3) it does not consider the impact of stock-based compensation
expense, (4) it does not reflect other non-operating expenses, including interest expense, (5) it does not include the IPO Bonuses, including associated
payroll taxes and expenses, or third-party costs associated with the preparation of this offering, (6) it does not reflect tax payments that may represent a
reduction in cash available to us and (7) does not include certain
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non-ordinary cash expenses that we do not believe are representative of our business on a steady-state basis. In addition, our use of adjusted EBITDA
may not be comparable to similarly titled measures of other companies because they may not calculate adjusted EBITDA in the same manner, limiting
its usefulness as a comparative measure. Because of these limitations, when evaluating our performance, you should consider adjusted EBITDA
alongside other financial measures, including our net loss and other results stated in accordance with GAAP.

The following table presents a reconciliation of net loss, the most directly comparable financial measure stated in accordance with GAAP, to
adjusted EBITDA, for each of the periods presented.

Year Ended December 31,
2019 2020
(in thousands)

Reconciliation of Net Loss to Adjusted EBITDA

Net loss $(31,083) $ (14,466)
Interest and other (income) expense, net (429) 837
Income tax provision 55 89
Depreciation and amortization 7,672 4,854
Stock-based compensation 8,380 7,905
Innovation Strategy expenses(1) 4,573 1,511
Non-ordinary course litigation expenses(2) 1,136 —
Related offering costs and other transaction-related expenses(3) — 10,459
Total Adjusted EBITDA $ (9,696) $ 11,189

(1) Includes professional fees and expenses and executive severance and termination expenses related to our Innovation Strategy.

() Includes litigation and settlement fees associated with certain non-ordinary course litigation, including a matter involving the alleged breach of confidentiality and
non-use obligations by a former employee and a matter involving the termination by us of a multi-year international distribution agreement for material breach and
non-performance, and related counterclaims.

(3 Includes $9.7 million related to the IPO Bonuses paid in 2020, which includes associated payroll taxes and expenses, and third-party costs associated with the
preparation of this offering.

Quarterly Results of Operations

The following tables set forth our unaudited quarterly consolidated statements of operations for each of the quarters indicated. The information for
each quarter has been prepared on a basis consistent with our audited consolidated financial statements included in this prospectus and reflect, in the
opinion of management, all adjustments of a normal, recurring nature that are necessary for a fair statement of the financial information contained in
those statements. Our historical results are not necessarily indicative of the results that may be expected for the full year or any other period in the
future. The following quarterly financial information should be read in conjunction with our audited consolidated financial statements and related notes
included in this prospectus.

Three Months Ended
Mar. 31, June 30, Sept. 30, Dec. 31, Mar. 31, June 30, Sept. 30, Dec. 31,
2019 2019 2019 2019 2020 2020 2020 2020

(in thousands)
Consolidated Statements of Operations Data:

Revenue $53,298 $62,117 $56,334 $63,838 $72,372 $72,354 $77,928 $77,868
Cost of revenue 37,603 44,057 35,865 42,208 46,567 45,867 48,519 51,673
Gross profit 15,695 18,060 20,469 21,630 25,805 26,487 29,409 26,195
Operating expenses
Selling, general and administrative(1) 18,620 18,152 17,232 16,306 14,706 14,940 16,202 25,405
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Three Months Ended
Mar. 31, June 30, Sept. 30, Dec. 31, Mar. 31, June 30, Sept. 30, Dec. 31,
2019 2019 2019 2019 2020 2020 2020 2020
(in thousands)
Marketing 6,990 8,494 9,324 7,056 9,193 10,625 13,516 11,144
Research and development(1) 1,259 1,314 1,235 1,329 1,166 1,100 1,425 2,014
Total operating expenses 26,869 27,960 27,791 24,691 25,065 26,665 31,143 38,563
Operating income (loss) (11,174) (9,900) (7,322) (3,061) 740 (178) (1,734)  (12,368)
Interest and other income, net 231 149 31 18 (159) (175) (230) (273)
Income (loss) before provision for income taxes (10,943)  (9,751) (7,291)  (3,043) 581 (353) (1,964) (12,641)
Income tax provision 14 14 14 13 22 22 22 23
Net income (loss) $(10,957) $(9,765) $(7,305) $(3,056) $ 559 $ (375) $(1,986) $(12,664)
Non-GAAP Financial Measure—Adjusted EBITDA:
Adjusted EBITDA $ (5,058) $(4,532) $(2,166) $ 2,060 $ 4,463 $ 3,475 $ 2,146 $ 1,105
(€] Includes stock-based compensation expense as follows:
Three Months Ended
Mar. 31, June 30, Sept. 30, Dec. 31, Mar. 31, June 30, Sept. 30, Dec. 31,
2019 2019 2019 2019 2020 2020 2020 2020
(in thousands)
Selling, general and administrative $ 2296 $ 2,049 $ 1,970 $ 1,737 $ 1,845 $ 2242 $ 1,714 $ 1,757
Research and development 80 80 78 90 78 83 91 95
Total $ 2376 $ 2,129 $ 2,048 $ 1,827 $ 1,923 $ 2,325 $ 1,805 $ 1,852

The following table presents a reconciliation of net income (loss), the most directly comparable financial measure stated in accordance with
GAAP, to adjusted EBITDA, for each of the quarters indicated.

Three Months Ended
Mar. 31, June 30, Sept. 30 Dec. 31, Mar. 31, June 30, Sept. 30, Dec. 31,
2019 2019 2019 2019 2020 2020 2020 2020

(In thousands)
Reconciliation of Net Income (Loss) to Adjusted EBITDA:

Net income (loss) $(10,957) $(9,765) $(7,305) $(3,056) $ 559 $ (375) $(1,986) $(12,664)
Interest and other (income) expense, net (231) (149) (31) (18) 159 175 230 273
Income tax provision 14 14 14 13 22 22 22 23
Depreciation and amortization 2,139 2,143 1,988 1,402 1,229 1,328 1,150 1,147
Stock-based compensation 2,376 2,129 2,048 1,827 1,923 2,325 1,805 1,852
Innovation Strategy expenses(1) 1,387 924 1,043 1,219 571 — 815 125
Non-ordinary course litigation expenses(2) 214 172 77 673 — — — —
Related offering costs and other transaction-related expenses(3) — — — — — — 110 10,349
Total Adjusted EBITDA $ (5,058) $(4,532) $(2,166) $ 2,060 $4,463 $3,475 $2,146 $ 1,105

@ Includes professional fees and expenses and executive severance and termination expenses related to our Innovation Strategy.

(@] Includes litigation and settlement fees associated with certain non-ordinary course litigation, including a matter involving the alleged breach of confidentiality and non-use obligations
by a former employee and a matter involving the termination by us of a multi-year international distribution agreement for material breach and non-performance, and related
counterclaims.

3) Includes third-party costs associated with the preparation of this offering. For the three months ended December 31, 2020, also includes $9.7 million related to the IPO Bonuses paid in
2020, which includes associated payroll taxes and expenses.
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The following table sets forth components of results of operations as a percentage of revenue for each of the quarters indicated.

Three Months Ended
Mar. 31, June 30, Sept. 30, Dec. 31, Mar. 31, June 30, Sept. 30, Dec. 31,
2019 2019 2019 2019 2020 2020 2020 2020

(as a percentage of revenue)
Consolidated Statements of Operations Data*:

Revenue 100.0% 100.0% 100.0% 100.0% 100.0%  100.0% 100.0% 100.0%
Cost of revenue 70.6 70.9 63.7 66.1 64.3 63.4 62.3 66.4
Gross profit 29.4 29.1 36.3 33.9 35.7 36.6 37.7 33.6
Operating expenses
Selling, general and administrative 34.9 29.2 30.6 25.5 20.3 20.6 20.8 32.6
Marketing 13.1 13.7 16.6 11.1 12.7 14.7 17.3 14.3
Research and development 24 2.1 2.2 2.1 1.6 1.5 1.8 2.6
Total operating expenses 50.4 45.0 49.3 38.7 34.6 36.9 40.0 49.5
Operating income (loss) (21.0) (15.9) (13.0) (4.8) 1.0 0.2) 2.2) (15.9)
Interest and other income, net 0.4 0.2 0.1 — (0.2) (0.2) (0.3) (0.4)
Income (loss) before provision for income taxes (20.5) (15.7) (12.9) 4.8) 0.8 (0.5) (2.5) (16.2)
Income tax provision — — — — — — — —
Net income (loss) (20.6)% (15.7)% (13.0)% (4.8)% 0.8% (0.5)% (2.5)%  (16.3)%

* Amounts may not sum due to rounding.

Liquidity and Capital Resources

Since inception, we have funded our operations primarily through cash flows from the sale of our products and net proceeds from sales of our
common stock and redeemable convertible preferred stock. As of December 31, 2020, we had $29.3 million of cash and cash equivalents and short-term
investments of $34.4 million. We believe that our existing cash and cash equivalent balances and short-term investments portfolio will be sufficient to
support operating and capital requirements for at least the next 12 months. We may supplement our liquidity needs with borrowings under the 2021
Credit Facility described below, which we intend to enter into prior to the completion of this offering.

Our future capital requirements will depend on many factors, including our revenue growth rate, our global footprint, the expansion of our
marketing activities, the timing and extent of spending to support product development efforts, the introduction of new and enhanced products and the
continued market adoption of our products. We may, in the future, enter into arrangements to acquire or invest in complementary businesses, products
and technologies. We may be required to seek additional equity or debt financing. In the event that we require additional financing, we may not be able
to raise such financing on terms acceptable to us or at all. If we are unable to raise additional capital or generate cash flows necessary to expand our
operations and invest in continued product innovation, we may not be able to compete successfully, which would harm our business, operations, and
financial condition.

Borrowings

In April 2021, we entered into a first lien credit agreement, or 2021 Credit Facility, with JPMorgan Chase Bank, N.A., as administrative agent and
lender, and the other lenders party thereto, which provides for a $35.0 million revolving credit facility maturing five years from the date of the 2021
Credit Facility. The 2021 Credit Facility includes a subfacility that provides for the issuance of letters of credit in an amount of up to $10.0 million at
any time outstanding.
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The 2021 Credit Facility is subject to customary fees for loan facilities of this type, including a commitment fee based on the average daily
undrawn potion of the revolving credit facility.

The interest rate applicable to the 2021 Credit Facility is, at our option, either (a) the LIBOR (or a replacement rate established in accordance with
the terms of the 2021 Credit Facility) (subject to a 0.00% LIBOR floor), plus a margin of 1.50% or (b) the CB floating rate minus a margin of 0.50%.
The CB floating rate is the highest of (a) the Wall Street Journal prime rate and (b)(i) 2.50% plus (ii) the adjusted LIBOR rate for a one-month interest
period.

The 2021 Revolving Facility terminates and borrowings thereunder, if any, will be due in full five years from the date of the 2021 Credit Facility.

Debt under the 2021 Credit Facility is guaranteed by substantially all of our material domestic subsidiaries and is secured by substantially all of
our and such subsidiaries’ assets. The 2021 Credit Facility contains affirmative and negative covenants, indemnification provisions and events of
default. Affirmative covenants include administrative, reporting and legal covenants, in each case subject to certain exceptions. The negative covenants
restrict our ability, subject to customary exceptions, to, among other things: make restricted payments including dividends and distributions on,
redemptions of, repurchases or retirement of our capital stock; restrict certain of our subsidiaries’ ability to engage in certain intercompany transactions
with other subsidiaries that do not guarantee obligations under the 2021 Credit Facility; restrict our ability to incur additional indebtedness and issue
certain types of equity; sell assets, including capital stock of subsidiaries; enter into certain transactions with affiliates; incur liens; enter into
fundamental changes including mergers and consolidations; make investments, acquisitions, loans or advances; create negative pledges or restrictions on
the payment of dividends or payment of other amounts owed from subsidiaries; make prepayments or modify documents governing material debt that is
subordinated with respect to right of payment; engage in certain sale leaseback transactions; change our fiscal year; and change our lines of business.
The 2021 Credit Facility also contains a financial covenant that requires us to maintain a total net leverage ratio of not more than 3.50:1.00 during the
periods set forth in the 2021 Credit Facility. The total net leverage ratio is calculated as the ratio of (a) the sum of (i) total indebtedness minus (ii) up to
$15.0 million of cash and cash equivalents minus (iii) obligations under “build to suit” capital leases to (b) consolidated EBITDA, which is defined in
the 2021 Credit Facility. The 2021 Credit Facility also includes customary events of default, including failure to pay principal, interest or certain other
amounts when due, material inaccuracy of representations and warranties, violation of covenants, specified cross-default and cross-acceleration to other
material indebtedness, certain bankruptcy and insolvency events, certain events relating to the Employee Retirement Income Security Act of 1974,
certain undischarged judgments, material invalidity of guarantees or grant of security interest, and change of control, in certain cases subject to certain
thresholds and grace periods. If an event of default occurs and is continuing, lenders holding a majority of the commitments under the 2021 Credit
Facility have the right to, among other things, (i) terminate the commitments under the 2021 Credit Facility, (ii) accelerate and require us to repay all the
outstanding amounts owed under the 2021 Credit Facility and (iii) require us to cash collateralize any outstanding letters of credit.

Cash Flows

The following table summarizes our cash flows for the periods presented:

Year Ended December 31,
2019 2020
(in thousands)
Net cash used in operating activities $(19,992) $ (12,066)
Net cash provided by investing activities $ 11,007 $ 36,696
Net cash used in financing activities $ (305) $  (973)
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Operating Activities

Our largest source of operating cash is from the sales of our products through Digital and Retail channels to our consumers. Our primary uses of
cash from operating activities are for cost of revenue expenses, selling, general and administrative expenses, marketing expenses and research and
development expenses. We have generated negative cash flows from operating activities and have supplemented working capital requirements through
net proceeds from the sale and maturity of short-term investments.

Net cash used in operating activities of $20.0 million for the year ended December 31, 2019 was primarily due to net loss of $31.1 million,
non-cash adjustments of $15.9 million and a net decrease in cash related to changes in operating assets and liabilities of $4.8 million. Non-cash
adjustments primarily consisted of stock-based compensation of $8.4 million and depreciation and amortization of $7.7 million. Changes in cash flows
related to operating assets and liabilities primarily consisted of a $5.2 million use of cash due to the timing of payments associated with our accounts
payable and leasing obligations, a $2.5 million increase in accounts receivable due to the timing of collections and larger sales volume in the fourth
quarter of 2019 and a $1.4 million use of cash due to an increase in prepaid expenses and other assets resulting from an increase in prepaid advertising
costs and capitalized implementation costs for cloud computing service arrangements. These uses of cash were partially offset by a $4.7 million
reduction in inventory due to the timing of inventory purchases.

Net cash used in operating activities of $12.1 million for the year ended December 31, 2020 was primarily due to net loss of $14.5 million, non-
cash adjustments of $12.9 million and a net decrease in cash related to changes in operating assets and liabilities of $10.5 million. Non-cash adjustments
primarily consisted of stock-based compensation of $7.9 million and depreciation and amortization of $4.9 million. Changes in cash flows related to
operating assets and liabilities primarily consisted of a $24.1 million use of cash to increase investment in inventory to support our growth across our
business, including on wipes, sanitization products and our new innovation products in 2020, and a $1.5 million use of cash due to timing of payments
on prepaid expenses and other assets. These uses of cash were partially offset by a $13.7 million increase in accounts payable and accrued expenses
driven by the aforementioned investment in inventory to support growth across the business and a $1.5 million reduction in accounts receivable due to
timing of cash collection from retail customers.

Investing Activities
Our primary source of investing cash is the sale and maturity of short-term investments and our primary use of investing cash is the purchase of

short-term investments and property and equipment.

Net cash provided by investing activities of $11.0 million for the year ended December 31, 2019 was due to proceeds from the sales and maturities
of short-term investments of $4.8 million and $81.3 million, respectively, net of purchases of short-term investments of $74.4 million and purchases of
property and equipment of $0.7 million.

Net cash provided by investing activities of $36.7 million for the year ended December 31, 2020 was due to proceeds from the sales and maturities
of short-term investments of $5.8 million and $53.5 million, respectively, net of purchases of short-term investments of $22.5 million and purchases of
property and equipment of $0.2 million.

Financing Activities
Our financing activities primarily consisted of the exercising of stock option awards and principal payments of financing lease obligations.
Net cash used in financing activities of $0.3 million for the year ended December 31, 2019 consisted of principal payments of financing lease

obligations of $0.3 million and the purchase and retirement of Series D redeemable convertible preferred stock of $0.3 million, net of $0.3 million
proceeds from exercise of stock options.
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Net cash used in financing activities of $1.0 million for the year ended December 31, 2020 primarily consisted of principal payments of financing
lease obligations of $1.0 million.

Contractual Obligations and Commitments

The following table summarizes our contractual obligations as of December 31, 2020:

Payments Due By Period
Total Less than 1 1-3 Years 3-5 Years More than 5
(in thousands)

Financing obligations $19,409 $ 2,565 $ 5,352 $ 5,656 $ 5,836
Capital lease obligations 625 373 252 — —
Operating lease commitments 36,407 5,814 10,985 11,998 7,610
Unconditional purchase commitments 2,521 2,233 288 — —
Total $58,962 $ 10,985 $16,877 $17,654 $ 13,446

The commitment amounts in the table above are associated with contracts that are enforceable and legally binding and that specify all significant
terms, including fixed or minimum services to be used, fixed, minimum or variable price provisions, and the approximate timing of the actions under the
contracts. The table does not include obligations under agreements that we can cancel without a significant penalty.

Off-Balance Sheet Arrangements

We did not have during the periods presented, and we do not currently have, any off-balance sheet financing arrangements or any relationships
with unconsolidated entities or financial partnerships, including entities sometimes referred to as structured finance or special purpose entities, that were
established for the purpose of facilitating off-balance sheet arrangements or other contractually narrow or limited purposes.

Critical Accounting Policies and Estimates

We believe that the following accounting policies involve a high degree of judgment and complexity. Accordingly, these are the policies we
believe are the most critical to aid in fully understanding and evaluating our consolidated financial condition and results of our operations. See Note 2 to
our consolidated financial statements appearing elsewhere in this prospectus for a description of our other significant accounting policies. The
preparation of our consolidated financial statements in conformity with GAAP requires us to make estimates and judgments that affect the amounts
reported in those financial statements and accompanying notes. Although we believe that the estimates we use are reasonable, due to the inherent
uncertainty involved in making those estimates, actual results reported in future periods could differ from those estimates.

Revenue Recognition

We generate revenue through the sale of our products through Digital and Retail channels in the following product categories: Diapers and Wipes,
Skin and Personal Care and Household and Wellness. The Digital channel includes direct to the consumer sales through our website and sales to third-
party ecommerce customers, who resell our products through their own online platforms. The Retail channel includes sales to traditional brick and
mortar retailers, who may also resell our products through their own online platforms. Our revenue is recognized net of allowances for returns,
discounts, credits and any taxes collected from customers.

We account for revenue contracts with customers by applying the following steps in accordance with Accounting Standard Codification, or ASC,
606, Revenue from Contracts with Customers:

. Identification of the contract, or contracts, with a customer
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. Identification of the performance obligations in the contract

. Determination of the transaction price

. Allocation of the transaction price to the performance obligations in the contract
. Recognition of revenue when, or as, we satisfy a performance obligation

We elected an accounting policy to record all shipping and handling costs as fulfillment costs. We accrue the cost of shipping and handling and
recognize revenue and costs at the point in time that control of the goods transfers to the customer.

Direct-to-Consumer

For direct sales to the consumer through our website, our performance obligation consists of the sale of finished goods to the consumer.
Consumers may purchase products at any time or enter into subscription arrangements. Consumers place orders online in accordance with our standard
terms and conditions and authorize payment when the order is placed. Credit cards are charged at the time of shipment. For subscription arrangements,
consumers sign up to receive products on a periodic basis. Subscriptions are cancellable at any time without penalty, and no amounts are collected from
the consumer until products are shipped. Revenue is recognized when transfer of control to the consumer takes place, which is when the product is
delivered to the carrier. Sales taxes collected from consumers are accounted for on a net basis and are excluded from revenue.

Consumers may purchase gift cards, which are recorded as deferred revenue at the time of purchase. We recognize revenue when these gift cards
are redeemed for products and the revenue recognition criteria as described above have been met.

Retail and Third-Party Ecommerce

For retail and third-party ecommerce sales, our performance obligation consists of the sale of finished goods to retailers and third-party
ecommerce customers. Revenue is recognized when control of the promised goods is transferred to those customers at time of shipment or delivery,
depending on the contract terms. After the completion of the performance obligation, we have the right to consideration as outlined in the contract.
Payment terms vary among the retail and third-party ecommerce customers although terms generally include a requirement of payment within 30 to 45
days of product shipment.

Sales Returns and Allowances

For direct-to-consumer, retail and third-party ecommerce sales, we record estimated sales returns in the same period that the related revenue is
recorded. We use the expected value method to estimate returns, taking into consideration assumptions of demand based on historical data and historical
returns rates. When estimating returns, we also consider future business initiatives and relevant anticipated future events. Estimated sales returns and
ultimate losses may vary from actual results, which could be material to the consolidated financial statements. The estimated sales returns allowance is
recorded as a reduction in revenue.

For direct-to-consumer, retail and third-party ecommerce sales, we offer credits in the form of discounts, which are recorded as reductions in
revenue and are allocated to products on a relative basis based on their respective standalone selling price.

For retail and third-party ecommerce sales, we routinely commit to one-time or ongoing sales incentive programs that may require us to estimate
and accrue the expected costs of such programs, including trade promotion activities and contractual allowances. We record these programs as a
reduction to revenue unless we receive a distinct benefit in exchange for credits claimed by the customer and can reasonably estimate the fair
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value of the benefit received, in which case we record the programs as marketing expense. We recognize a liability or a reduction to accounts receivable,
and reduce revenue based on the estimated amount of credits that will be claimed by customers. An allowance is recorded as a reduction to accounts
receivable if the customer can deduct the program amount from the outstanding invoice.

Estimates for these sales incentive programs are developed using the most likely amount and are included in the transaction price to the extent that
a significant reversal of revenue would not result once the uncertainty is resolved. In developing our estimate, we use historical analysis and contractual
rates in determining the accruals for these activities. Also, we consider the susceptibility of the incentive to outside influences, the length of time until
the uncertainty is resolved, and our experience with similar contracts. Judgment is required to determine the timing and amount of recognition of sales
incentive program accruals which we estimate based on past practice with similar arrangements.

Inventories

Inventories consists of finished goods and are stated at the lower of cost or estimated net realizable value. Cost is computed based on weighted-
average historical costs. We allocate certain overhead costs to the carrying value of our finished goods. The carrying value of inventories is reduced for
any excess and obsolete inventory. Excess and obsolete inventory reductions are determined based on assumptions about future demand and sales prices,
estimates of the impact of competition, and the age of inventory. If actual conditions are less favorable than those previously estimated by management,
additional inventory write-downs could be required.

Stock-Based Compensation

We recognize stock-based compensation expense for employees and non-employees based on the grant-date fair value of stock options over the
applicable service period. For awards that vest based on continued service, stock-based compensation cost is recognized on a straight-line basis over the
requisite service period, which is generally the vesting period of the awards. For awards with performance vesting conditions, stock-based compensation
cost is recognized on a graded vesting basis over the requisite service period when it is probable the performance condition will be achieved. The grant
date fair value of stock options that contain service or performance conditions is estimated using the Black-Scholes option-pricing model. The grant date
fair value of restricted stock awards that contain service vesting conditions are estimated based on the fair value of the underlying shares on grant date.
For awards with market vesting conditions, the fair value is estimated using a Monte Carlo simulation model, which incorporates the likelihood of
achieving the market condition.

We grant certain stock option awards that contain service and performance vesting conditions. For these awards, we commence recognition of
stock-based compensation cost once it is probable that the performance condition will be achieved. Once it is probable that the performance condition
will be achieved, we recognize stock-based compensation cost over the remaining requisite service period under a graded vesting model, with a
cumulative adjustment for the portion of the service period that occurred for the period prior to the performance condition becoming probable of being
achieved.

We also grant certain stock option awards that contain service, performance and market vesting conditions, where the performance condition is an
initial public offering or a change in control event. This performance condition is not probable of being achieved for accounting purposes until the event
occurs. Thereafter, expense is recognized when the event occurs even if the market condition was not or is not achieved, provided the employee
continues to satisfy the service condition.

Determining the fair value of stock-based awards requires judgment. The Black-Scholes option-pricing model is used to estimate the fair value of
stock options that have service and/or performance vesting conditions. The Monte Carlo simulation model is used to estimate the fair value of stock
options that have market vesting
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conditions. The assumptions used in these option-pricing models requires the input of subjective assumptions and are as follows:

. Fair value—As our common stock is not currently publicly traded, the fair value of our underlying common stock was determined by our
board of directors based upon a number of objective and subjective factors, as described in the section titled “—Common Stock
Valuations” below. Our board of directors will determine the fair value of our common stock until such time as our common stock
commences trading on an established stock exchange or national market system.

. Expected volatility—Expected volatility is based on historical volatilities of a publicly traded peer group based on daily price observations
over a period equivalent to the expected term of the stock option grants.

. Expected term—For stock options with only service vesting conditions the expected term is determined using the simplified method, which
estimates the expected term using the contractual life of the option and the vesting period. For stock options with performance or market
conditions, the term is estimated in consideration of the time period expected to achieve the performance or market condition, the
contractual term of the award, and estimates of future exercise behavior.

. Risk-free interest rate—The risk-free interest rate is based on the U.S. Treasury yield of treasury bonds with a maturity that approximates
the expected term of the options.

. Expected dividend yield—The dividend yield is based on our current expectations of dividend payouts. Except for the 2021 Dividend, we
have never declared or paid any cash dividends on our common stock, and we do not anticipate paying any cash dividends in the
foreseeable future.

The following assumptions were used to calculate the fair value of stock options granted to employees:

Year Ended Year Ended
December 31, 2019 December 31, 2020
Expected volatility 45% — 50% 50% — 60%
Expected term 5.27 — 6.46 6.02 —6.08
Risk-free interest rate 1.68% — 2.91% 0.30% — 0.97%
Expected dividend yield 0% 0%

The determination of stock-based compensation cost is inherently uncertain and subjective and involves the application of valuation models and
assumptions requiring the use of judgment. If factors change and different assumptions are used, stock-based compensation expense and net losses could
be significantly different.

Common Stock Valuation

Given the absence of a public market of our common stock, and in accordance with the American Institute of Certified Public Accountants,
Valuation of Privately-Held-Company Equity Securities Issued as Compensation, our board of directors exercises significant judgment and considers
numerous factors to determine the best estimate of fair value of our common stock, including the following:

y independent third-party valuations of our common stock;

. the rights, preferences and privileges of our redeemable convertible preferred stock relative to our common stock;

. our operating results, financial position and capital resources;

. our stage of development and current business conditions and projections, including the introduction of new products;
. the lack of marketability of our common stock;

. the hiring of key personnel and the experience of our management;
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. the likelihood of achieving a liquidity event, such as an initial public offering or a sale of our company given the prevailing market

conditions;
. and the nature and history of our business;
. industry trends and competitive environment;
. trends in consumer spending, including consumer confidence; and
. the overall economic, regulatory and capital market conditions.

We performed valuations of our common stock that took into account the factors described above. We primarily used a combination of the market
and income approach to determine the equity value of our business. The income approach estimates equity value based on the expectation of future cash
flows that a company will generate. These future cash flows, and an assumed terminal value, are discounted to their present values using a discount rate
based on a weighted-average cost of capital that reflects the risks inherent in the cash flows. The market approach estimates equity value based on a
comparison of the subject company to comparable public companies in a similar line of business. From the comparable companies, a representative
market value multiple is determined and then applied to the subject company’s financial forecasts to estimate the value of the subject company. The
resulting common stock value is then discounted by a non-marketability factor. Public company trading revenue multiple comparisons provide a
quantitative analysis that our board of directors’ reviews in addition to the qualitative factors described above in order to determine the fair value of our
common stock.

Application of these approaches involves the use of estimates, judgment, and assumptions that are highly complex and subjective, such as those
regarding our expected future revenue, expenses, and future cash flows, discount rates, market multiples, the selection of comparable companies and the
probability of possible future events. Changes in any or all of these estimates and assumptions or the relationships between those assumptions impact
our valuations as of each valuation date and may have a material impact on the valuation of our common stock.

For valuations after the completion of this offering, our board of directors will determine the fair value of each share of underlying common stock
based on the closing price of our common stock as reported on the date of grant. Future expense amounts for any particular period could be affected by
changes in our assumptions or market conditions.

Based on the initial public offering price per share of $16.00, the aggregate intrinsic value of our outstanding stock options as of December 31,
2020 was $194.2 million, with $132.4 million related to vested stock options.

Income Taxes

Income taxes are accounted for using an asset and liability approach that requires the recognition of deferred tax assets and liabilities for the
expected future tax consequences of events that have been included in the consolidated financial statements. Under this method, deferred tax assets and
liabilities are determined based on the differences between the financial statement and tax basis of assets and liabilities and are measured using enacted
tax rates in effect for the year in which the differences are expected to reverse. The effect of a change in tax rates or tax law on deferred tax assets and
liabilities is recognized in income in the period that includes the enactment date.

A valuation allowance is provided on deferred tax assets when it is determined that it is more likely than not that some portion or all of the net
deferred tax assets will not be realized.

We recognize the tax benefit from uncertain tax positions only if it is more likely than not that the tax positions will be sustained on examination
by the tax authorities, based on the technical merits of the position. The tax benefit is measured based on the largest benefit that has a greater than 50%
likelihood of being realized upon ultimate settlement. We recognize interest and penalties related to income tax matters in income tax expense.
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Recent Accounting Pronouncements

See Note 2 to our consolidated financial statements included elsewhere in this prospectus for additional details regarding recent accounting
pronouncements.

Quantitative and Qualitative Disclosures about Market Risk

We are exposed to market risks in the ordinary course of our business. Market risk represents the risk of loss that may impact our financial
position due to adverse changes in financial market prices and rates. Our market risk exposure is primarily the result of fluctuations in interest rates and
foreign currency exchange rates.

Interest Rate Risk

We had cash and cash equivalents of $29.3 million and restricted cash of $7.9 million as of December 31, 2020, which consisted of bank accounts
and money market funds. We had short-term investments of $34.4 million, which consisted of commercial paper, certificates of deposit, corporate bonds
and U.S. government and agency securities. Interest-earning instruments carry a degree of interest rate risk. We do not enter into investments for trading
or speculative purposes and have not used any derivative financial instruments to manage our interest rate risk exposure. Due to the short-term nature of
our investments, we have not been exposed to, nor do we anticipate being exposed to, material risks due to changes in interest rates. A hypothetical 10%
change in interest rates would not result in a material impact on our consolidated financial statements.

Foreign Currency Exchange Risk

Our reporting currency is the U.S. dollar. Gains or losses due to transactions in foreign currencies are reflected in the consolidated statements of
comprehensive income (loss) under the line item interest and other income, net. We have not engaged in the hedging of foreign currency transactions to
date, although we may choose to do so in the future. We do not believe that an immediate 10% increase or decrease in the relative value of the U.S.
dollar to other currencies would have a material effect on our consolidated financial statements.

Emerging Growth Company Status

In April 2012, the JOBS Act was enacted. Section 107(b) of the JOBS Act provides that an emerging growth company can take advantage of an
extended transition period for complying with new or revised accounting standards. Thus, an emerging growth company can delay the adoption of
certain accounting standards until those standards would otherwise apply to private companies. We have elected to take advantage of the extended
transition period to comply with new or revised accounting standards and to adopt certain of the reduced disclosure requirements available to emerging
growth companies. As a result of the accounting standards election, we will not be subject to the same implementation timing for new or revised
accounting standards as other public companies that are not emerging growth companies which may make comparison of our financials to those of other
public companies more difficult.
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BUSINESS

Our Mission

Inspire everyone to love living consciously.

Overview: The Honest Difference

The Honest Company is a digitally-native, mission-driven brand focused on leading the clean lifestyle movement, creating a community for
conscious consumers and seeking to disrupt multiple consumer product categories. Our commitment to our core values, passionate innovation and
engaging our community has differentiated and elevated our brand and our products. Since our launch in 2012, we have been dedicated to developing
clean, sustainable, effective and thoughtfully designed products. By doing so with transparency, we have cultivated deep trust around what matters most
to our consumers: their health, their families and their homes. We are an omnichannel brand, ensuring our products are available however our consumers
shop. Our differentiated platform positions us for continued growth through our trusted brand, award-winning multi-category product offering, deep
digital-first connection with consumers and omnichannel accessibility.

Our integrated multi-category product architecture is intentionally designed to serve our consumers every day, at every age and through every life
stage, no matter where they are on their journey. Today, our three categories are Diapers and Wipes, Skin and Personal Care and Household and
Wellness, which represented 63%, 26% and 11% of our 2020 revenue, respectively. At the center of our product ecosystem are our diapers, which are a
strategic consumer acquisition tool that acts as an entry point for our portfolio, as new parents often go on to purchase products from our other
categories for their everyday family needs. According to a third-party study that we commissioned in 2020, nearly 90% of our diaper buyers surveyed
expanded their purchases beyond diapers and nearly half have purchased two or more of our non-diaper products. Our integrated multi-category product
architecture is designed to drive loyalty, increase our consumer wallet share and generate attractive consumer lifetime value.

We believe that our consumers are modern, aspirational, conscious and style-forward and that they seek out high quality, effective and
thoughtfully designed products. We believe that they are passionate about living a conscious life and are enthusiastic ambassadors for brands they trust.
As purpose-driven consumers, they transcend any one demographic, spanning gender, age, geography, ethnicity and household income. Honest
consumers are often young, mobile-centric and digitally inclined. We build relationships with these consumers through a disruptive digital marketing
strategy that engages them with “snackable” digital content (short-form, easily digestible content), immerses them in our brand values, and inspires them
to join the Honest community. Our direct connection with our community enables us to understand what consumers’ needs are and inspires our product
innovation pipeline, generating a significant competitive advantage over more traditional consumer packaged goods, or CPG, peers.

Our omnichannel approach seeks to meet consumers however they want to shop, balancing deep consumer connection with broad convenience
and accessibility. Since our launch, we have built a well-integrated omnichannel presence by expanding our retail accessibility across both Digital and
Retail channels, including the launch of strategic partnerships with Costco, Target and Amazon in 2013, 2014 and 2017, respectively. In 2020, we
generated 55% and 45% of our revenue from our Digital and Retail channels, respectively. We maintain direct relationships with our consumers via our
flagship digital platform, Honest.com, which allows us to influence brand experience and better understand consumer preferences and behavior. We
increase accessibility of our products to more consumers through both the third-party pureplay ecommerce sites that, with Honest.com, comprise the rest
of our Digital channel, and our Retail channel, which includes leading retailers and their websites. Our products can be found in approximately 32,000
retail locations across the United States, Canada and Europe. This distinctive business model has allowed us to efficiently scale our business while
remaining agnostic as to the channel where consumers purchase our products. Our integrated omnichannel presence provides meaningful benefits to our
consumer which we believe is not easily replicated by our competitors.
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At Honest, we prioritize transparency, trust and sustainability in all that we do. Our purpose-driven mission inspires our commitment to safety and
transparency, our philanthropic partnerships with our charity and community partners, and our commitment to diversity and inclusion. We strive to
reduce our environmental footprint. In 2020, we entered into an agreement to participate in a program to offset, through carbon offset projects, the
greenhouse gas emissions resulting from our Honest.com shipments through the end of 2022. Our domestic Honest.com shipments were carbon neutral
from May 2020 to October 2020 as a result of this program and we expect these shipments to continue to be carbon neutral through the end of 2022.
Since inception, we have donated approximately 25 million essential products and our team has volunteered over 18,500 hours in our communities.
Finally, as a company founded by a woman of color, we are proud to say that as of December 31, 2020, people of color represented nearly half of our
workforce and women represented 68% and 53% of our workforce and leadership, which includes director level and above, respectively.

Our trusted brand, innovative product offering, deep consumer connection and differentiated omnichannel presence have driven strong financial
performance. For example, we:

. Grew revenue 27.6% from $235.6 million in 2019 to $300.5 million in 2020;

. Grew revenue in our Diapers and Wipes, Skin and Personal Care and Household and Wellness categories by 16.4%, 35.5% and 116.5%,
respectively, from 2019 to 2020;

. Increased gross margin from 2019 by 370 basis points to 35.9% in 2020;
. Generated a net loss of $14.5 million in 2020; and

. Achieved adjusted EBITDA of $11.2 million in 2020, or 4% of 2020 revenue.

Adjusted EBITDA is a measure that is not calculated in accordance with generally accepted accounting principles in the United States, or GAAP.
For further information about how we calculate adjusted EBITDA, limitations of its use and a reconciliation of adjusted EBITDA to net loss, the most
directly comparable financial measure stated in accordance with GAAP, see the section titled “Management’s Discussion and Analysis of Financial
Condition and Results of Operations—Non-GAAP Financial Measure—Adjusted EBITDA.”

Our Industry
Rapidly Growing “Clean and Natural” Segment in Large Market

We believe that the “clean and natural” segments of the Diapers and Wipes, Skin and Personal Care and Household and Wellness markets are
growing at outsized rates, as a result of the increasing shift in consumer demand for “better-for-you” products. In 2019, we estimate that the clean and
natural U.S. Diapers and Wipes, Skin and Personal Care and Household and Wellness markets generated approximately $1 billion, $12 billion and
$4 billion in retail sales, respectively, and that they will grow at a compound annual growth rate, or CAGR, of 16%, 10% and 4% from 2019 to 2025,
respectively. This growth has far outpaced broader spending in all U.S. Diapers and Wipes, Skin and Personal Care and Household and Wellness
markets, which we estimate generated approximately $8 billion, $81 billion and $41 billion of retail sales, respectively, in 2019, and which we estimate
will grow at a CAGR of 2%, 3% and 2% from 2019 to 2025, respectively. Overall, we estimate that our categories in the clean and natural U.S. market
are expected to grow six times greater than the same categories in the conventional U.S. market from 2019 to 2025. Combined, we believe our market
share is less than 5% of these markets overall, thus providing significant room for growth. Our estimates for Skin and Personal Care include Color
Cosmetics, Skin Care, Baby Personal Care, Sun Care, Adult Bath and Body Care, Deodorant, Adult Haircare, Perfume, and Nail Care. Our Household
and Wellness estimates include Feminine Hygiene, Household Cleaner and Supply, Laundry Products, Infant Formula, Vitamins and Supplements, and
Home Fragrance / Air Care.

We believe that certain historical leading brands that have produced products in these categories for decades generally focus on single categories
and offer products made with conventional ingredients that are less aligned with increasing consumer preference for clean and natural solutions. We
believe that given consumers’ growing focus on their health and wellness, reducing waste and promoting social impact, we are well-positioned to
continue to take market share from these legacy brands.
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We believe that this market shift towards clean and natural products is in its early stages. Despite the growth of the clean and natural categories,
the implied clean and natural market penetration of the total Diapers and Wipes, Skin and Personal Care and Household and Wellness markets in the
United States in 2019 is estimated to be 11%, 14% and 10%, respectively, according to a third-party study that we commissioned. This estimated market
penetration is calculated based on comparing the clean and natural portion of a certain market compared to the relevant total market. We believe this
illustrates the whitespace opportunity for further market penetration and category growth in the clean and natural segments.

Significant Growth in Digital Channels

In tandem with this category growth, a fundamental channel shift is underway across the Diapers and Wipes, Skin and Personal Care and
Household and Wellness markets. Historically, products in these markets have been sold through traditional, wholesale, store-based channels, which
accounted for approximately 80% of U.S. retail sales in these markets in 2019, according to our estimates. In recent years, consumer behavior has
transitioned toward digital and direct-to-consumer channels. According to our estimates from 2014 to 2019, total ecommerce sales grew at seven times
the rate of brick and mortar store-based sales. By 2025, we estimate that approximately 30% of total retail sales in the United States will be from
ecommerce. We see consumers increasingly self-educating on the benefits of clean and natural products through social media, influencers and other
online content, driving digital engagement and purchasing that supports continued outsized growth of the ecommerce channel.

We expect these trends to continue and believe the move in consumer preferences towards clean and sustainable products, as well as the growth in
the digital channel, will accelerate globally. As a leader in the clean CPG movement and a driver of the shift to omnichannel in the CPG space, we
believe that we are well-positioned to capitalize and continue to lead innovation on these industry trends both in the United States and globally.
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Our Strengths
Mission-Driven Brand Inspiring Deep Consumer Affinity Across Categories

Our brand promise results in deep consumer affinity, loyalty and broad desire to shop our brand across categories. According to a third-party study
that we commissioned among then-current diaper, personal care and beauty buyers of certain brands, Honest is ranked #1 or #3 across indices of
“better-for-you” credibility, expressive brand personality and functional excellence. A large majority of respondents stated that they would recommend
our diaper products to their friends, family and others, representing a net promoter score, or NPS, of 78 among consumers who primarily shop Honest
diapers. NPS is a commonly used metric to measure consumer satisfaction and loyalty and indicates the percentage of consumers rating their likelihood
to recommend a product or service to a friend. The percentage of “detractors,” or consumers who respond with a rating of 6 or less, is subtracted from
the percentage of “promoters,” or consumers who respond with a 9 or 10, to yield NPS. We have meaningfully expanded our brand reach throughout the
United States but believe that we still have significant whitespace opportunity for growth, as demonstrated by our unaided brand awareness of 25%
among diaper buyers according to our consumer research as of January 2021.
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Leveraging our brand equity, we have developed an integrated, multi-category product architecture intentionally designed to serve our consumers
every day, at every age and through every life stage, no matter where they are on their journey. We have become an increasingly integral part of
consumers’ lives, serving them across their pregnancy, baby, beauty and household care needs, with a goal of capturing significant wallet share, high
repeat purchasing rates and attractive consumer lifetime value. In 2020 alone, 34% of first-time Honest.com buyers purchased at least one Skin and
Personal Care product, 46% of first-time Honest.com buyers purchased at least one Diapers and Wipes product and 34% of first-time Honest.com buyers
purchased at least one Household and Wellness product.
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Since inception, we have grown our brand and deepened our consumer relationships through our “Content, Community, Commerce” strategy. We
produce highly relevant, “snackable” content and engage with consumers through multiple touchpoints, including our flagship digital platform,
Honest.com, our social media presence where we reach approximately four million followers across our social media accounts, and other digital
mediums. We believe that our ability to own and nurture our consumer relationships represents a meaningful competitive advantage over traditional
CPG peers, who largely rely on retailers and traditional mediums to sell their products. These relationships with our consumers inform our product
innovation and allow us to move
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faster to bring new and improved products to market. At Honest, we have curated an aspirational conscious lifestyle platform. We activate it via our
social media and digital marketing capabilities, to differentiate our brand and build direct consumer relationships. As a result, we have fostered a highly
engaged social media community who shares our passion for conscious living, further enhancing our reputation as a purpose-driven brand.

In-House Product Development Capabilities that Power Innovation

Product innovation lies at the heart of our business. We have built a high-performance product development team that sets new standards with a
proven track record of bringing innovative, award-winning products to market. To maximize the impact of our product development capabilities, our
direct connection with our community enables us to understand what consumers’ needs are and inspires our product innovation pipeline, which we
believe generates a significant competitive advantage over more traditional CPG peers. Our product innovation is inspired by feedback from our
consumers that we receive through multiple avenues, including through our internal customer service team, comments left by consumers on our social
media platforms and product ratings on our website and retailer’s websites. For example, we created and brought to market a new Stay Safe cleaning
collection, a complete set of cleaning, sanitizing and disinfecting solutions, in less than six months after the onset of COVID-19. In 2020, 22% of our
revenue was generated from stock keeping units, or SKUs, introduced in 2020. In addition to using these capabilities to innovate new products to bring
to market, we also regularly reformulate or update existing products, improving performance and expanding gross margin. We have won over 100
awards, including the 2020 “Parents” Best for Baby Award and seven Allure Best of Beauty awards.

Integrated Omnichannel Approach to Drive Discovery and Accessibility

Our multi-channel presence across our complementary Digital and Retail channels allows us to meet our consumers however they want to shop,
mirroring their shopping behaviors and providing availability and accessibility that we believe our competitors would find hard to replicate. Our
integrated omnichannel approach has driven brand building and organic lead generation, while maximizing consumer connection, experience and
accessibility to encourage long-term consumer relationships. Our Digital channel is comprised of both our flagship digital platform, Honest.com, and
third-party pureplay ecommerce sites. Honest.com enables us to maintain direct relationships with our consumers, influence brand experience and better
understand consumer preferences and behavior. Our third-party pureplay ecommerce partners and our Retail channel, which includes leading retailers
and their websites, increase accessibility of our products to more consumers. We have developed a distinctive business model that has allowed us to
efficiently scale our business while making us agnostic to the channel where consumers purchase our brand. Our omnichannel strategy has meaningfully
increased access to our products. According to a third-party study that we commissioned, 79% of recent diaper buyers who originate on Honest.com also
shopped for Honest diapers in retail brick and mortar stores.

Scalable Infrastructure and High-Performance Team to Support Growth

We have made significant investments in recent years designed to provide a stable foundation for our business as it scales. We have built
state-of-the-art infrastructure, systems and processes to support our core in-house capabilities, including research and development, sales and marketing,
brand management, distribution and logistics and customer service. We believe this foundation is highly scalable and therefore capable of supporting our
future growth.

We are led by a strong team of consumer industry veterans who are united by a passion for our mission and a belief in our vast future potential.
Our founder, Jessica Alba, is a globally recognized business leader, entrepreneur, advocate, actress and New York Times bestselling author. With a
significant global reach including more than 39 million social media followers worldwide across social media accounts, she has an innate and invaluable
ability to resonate and engage with the consumer, driving trends across demographics and generations. Her partnership with our Chief Executive Officer,
Nick Vlahos, represents a distinctive combination of her

103



Table of Contents

entrepreneurial, authentic insights and his deep experience in the consumer products industry. Nick brings over 30 years of experience in the consumer
products industry, including most recently as Chief Operating Officer at The Clorox Company, and previously as Vice President—General Manager of
Burt’s Bees. We believe our blend of talent, experience and culture gives us the ability to drive sustainable growth.

Our Growth Strategy

We intend to drive growth and increased profitability in our business through these key elements of our strategy:

Drive Marketing Innovation to Increase Consumer Engagement

Deepen Consumer Relationships. We plan to deepen our existing consumer relationships to improve our revenue retention and increase our
wallet share. We intend to further promote our strong brand equity, develop a more holistic offering for all life stages through strategic
product innovation and enhance our consumer experience and product accessibility through coordinated cross-channel efforts with the goal
of increasing purchase frequency and overall customer spend.

Grow Brand Awareness and Encourage Trial. Our unaided brand awareness of 25% among diaper buyers illustrates an opportunity to
broaden our consumer base and drive future growth. We are focused on increasing brand awareness and consumer touchpoints by
leveraging our differentiated content, engaged community and omnichannel strategy with continued investment in innovative brand and
performance marketing. We believe increasing brand awareness could be a significant growth driver for our company.

Drive Accretive Product Innovation

Improve Existing Products. Since our inception, we have been guided by the idea that there is always room for innovation. We strive for
continuous improvement in our existing products’ safety, sustainability, efficacy and design profile, which we refer to as costovation, as
exemplified by the introduction of our clean conscious diaper in January 2021. We believe continuous innovation is important to
accelerating our growth, deepening consumer connections and improving the profitability of our product offering.

Introduce Innovative Products in Existing Categories. We have a successful track record of bringing relevant products quickly to market.
We plan to leverage our direct relationship with our community of consumers, research and development experts, internal laboratories,
rapid product development capabilities and flexible supply chain to drive agile innovation in our existing categories and gain market share.
We are currently reviewing our beauty offering and ingredients to capitalize on advancements in clean formulations and sustainable
packaging.

Launch New Categories. We intend to leverage our in-house innovation capabilities to launch new products that disrupt adjacent product
categories. Our direct relationship with our community of consumers provides insight into those categories in which latent demand exists.
Moreover, our consumer research indicates that our brand resonates in a broad set of adjacent product categories, including new product
categories within Household and Wellness and Skin and Personal Care.

Continued Execution of Omnichannel Strategy to Drive Product Accessibility

Increase Sales Through Ecommerce Channels. We plan to grow Honest.com by leveraging our deep connection with existing consumers
and drawing new consumers through increased brand awareness and investing in performance marketing. Our flagship digital platform is
core to our consumer engagement strategy, providing an immersive brand experience through our original content as well as a convenient
shopping channel. Additionally, we intend to leverage our successful relationships with our third-party ecommerce partners with an aim to
capture the growing portion of CPG sales transacted online in the United States.
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. Increase Breadth and Depth of Distribution at Domestic Retail Partners. Building on our success at growing our Retail channel, we have
additional whitespace opportunity to expand distribution. For the 52 weeks ending December 27, 2020, we had approximately 40%
all-commodity volume, or ACV, in both our Diapers and Wipes and Skin and Personal Care categories across national multi-outlet stores
compared to historical leading brands that have been on the market for decades in the same categories with 95 to 100% ACV. ACV is the
measurement of a product’s distribution weighted by the overall dollar retail sales attributable to the retail location distributing such
product; a retail location would be counted as having sold the product or product group if at least one unit of the product was scanned for
sale within the relevant time period. This metric provides a measurement of retail penetration that takes into account the importance of
selling through retail locations with higher overall retail sales volumes, and as a result we believe that our competitors generally use the
same measurement. We intend to enhance distribution with our existing retailers by leveraging our sales productivity and innovation,
winning more shelf space and increasing the number of products we sell at retail locations that already carry our products. Additionally, we
plan to increase our accessibility and reach a broader consumer base by strategically adding new retail partners, which would expand our
ACV. We believe that Honest products attract an appealing consumer for our retailers. For example, based on a third-party study that we
commissioned, during the eight month period ending January 2021, the average Honest consumer had a 14% higher average basket size (in
dollars) when making any purchase than the average Target consumer, making Honest consumers more attractive to our retail partners due
to higher average spending.

. Grow International Sales. In 2020, international sales represented 2% of our revenue while a significant number of Jessica Alba’s social
media followers were located outside the United States. We plan to accelerate our growth outside the United States by leveraging the
Honest brand and global reach of Jessica Alba. We plan to prioritize markets where consumer trends towards clean, ingredient-led products
in our categories are accelerating. We have entered Canada and Europe through partnerships with leading retailers and intend to leverage
our proven consumer resonance to expand our footprint across existing and new accounts. We have a meaningful opportunity to leverage
Jessica Alba’s large following in Asia to tap into one of the largest addressable markets for baby and personal care products. We plan to
partner with leading international retailers and third-party ecommerce platforms to allow us to efficiently expand our international reach.
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Our Brand

Honest is a digitally-native, mission-driven brand focused on leading the clean lifestyle movement, creating a community for conscious consumers
and seeking to disrupt multiple consumer product categories. Our commitment to our core values, to passionate innovation and to engaging our
community has differentiated and elevated our brand and our products. Since our launch in 2012, we have been dedicated to developing clean,
sustainable, effective and thoughtfully designed products. Our brand proposition is built on four pillars:
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. Clean. The health, safety and well-being of our consumers are our top priorities. We’re committed to providing them with high-
performance products that they can feel great about using. That’s why we place such an emphasis on ingredient assessment, carefully
choosing the ones we put into our products and the ones we leave out. Our NO List™ contains over 2,500 chemicals and materials we
choose not to use, including parabens, sulfates, phthalates, formaldehyde donors and synthetic fragrances. We rely on our in-house clinical
and toxicology team and third-party scientists to certify our products for potential human health risks. We never test on animals.

——

. Sustainable. We constantly explore new ways to evolve our products and improve our use of renewable resources. We use sustainable
materials and ingredients in our products as much as we can, including 100% plant-based substrate in our baby wipes, sustainably sourced
fluff pulp, refillable bottles in our
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Clean Vibes kit and post-consumer recycled plastic and paper. Our domestic Honest.com shipments from May 2020 to October 2020 were
carbon neutral, and we expect our domestic Honest.com shipments to continue to be carbon neutral through the end of 2022.

. Effective. We firmly believe consumers should not have to choose between what works and what is good for them. Our clinical and
toxicology teams test final products in three different areas: safety, efficacy and integrity. We have won over 100 awards for our brand and
products, including the 2020 “Parents” Best for Baby Award and multiple Allure Best of Beauty awards.

. Thoughtfully Designed. We design aesthetically pleasing products that our consumers are delighted to showcase in their homes and share
on social media. We pride ourselves on the functional details, such as streamlined packaging, pumps with single hand ease of use and
multi-use products such as a two-in-one mascara and lash primer.

Our brand promise deeply resonates with our consumer. According to a third-party study that we commissioned, a large majority of respondents
stated that they would recommend our diaper products to their friends, family and others, representing a NPS of 78 among consumers who primarily
shop Honest diapers. Our Diapers and Wipes, Skin and Personal Care and Household and Wellness products average 4.6/5, 4.4/5, and 4.2/5 star ratings
on Amazon as of January 2021, respectively. Across categories, we have also improved our average star ratings on Amazon from 3.9 to 4.4 stars
between January 2018 and March 2021.

Our Consumer

We believe that our consumers are modern, aspirational, conscious and style-forward and that they seek out high quality, effective and
thoughtfully designed products. We believe that they are passionate about living a conscious life and are enthusiastic ambassadors for brands they trust.
As purpose-driven consumers, they transcend any one demographic, spanning gender, age, geography, ethnicity and household income in the United
States. Our consumers are often young. They are digitally inclined, mobile-centric and value the aesthetics of the products they buy. While our
consumers represent many different demographics, they share a common desire to live consciously. Not only do they appreciate clean and conscious
brands, they also care about environmental sustainability. We believe they increasingly seek emotional connections with brands that are unique and
resonate with their values.

Our Products

Since inception, our purpose has anchored a passionate culture of innovation. We have a history of developing transformative products, including
new products in existing product families, product line expansions and accessories, as well as products that bring us into new categories. In 2020 alone,
we launched approximately 30 new products across our product categories that generated 8% of our 2020 revenue, with a renewed focus on cleaning,
sanitization and wellness products developed in response to the COVID-19 pandemic. New SKUs we introduced in 2020 across our already existing
products and these 30 new products generated 22% of our 2020 revenue.

Today, our three product categories are Diapers and Wipes, Skin and Personal Care and Household and Wellness, which represented 63%, 26%,
and 11% of our 2020 revenue, respectively.
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. Diapers and Wipes. Our diapers are made with sustainably harvested, totally chlorine-free fluff pulp and other plant-derived materials.
Using totally chlorine-free fluff pulp (instead of chlorine bleached fluff pulp or elemental chlorine free fluff pulp) differentiates our diapers
from over 90% of diapers produced by leading competitors in the marketplace by volume, including Kimberly-Clark Corporation and
Procter & Gamble Company, based on market data for the 52 week period ending December 27, 2020. Our diapers serve as a strategic
customer acquisition tool, as new parents often proceed to also purchase wipes and products from our Skin and Personal Care and
Household and Wellness categories. According to a third-party study that we commissioned in 2020, nearly 90% of our diaper buyers
surveyed have expanded their purchases beyond diapers and nearly half have purchased two or more of our non-diaper products.
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Skin and Personal Care Products. We use clean and non-toxic ingredients, including many plant-based ingredients that are ethically
sourced and, most-importantly, actually work. We have an extensive line of bath, body, skincare and beauty products designed for a range
of skin types and concerns that are certified by trusted experts and institutions including the National Eczema Association. Our products
are formulated and toxicologist audited to perform and be safe. For example, our award-winning Extreme Length Mascara + Lash Primer
lifts, lengthens and volumizes eyelashes without harmful parabens or paraffins, synthetic fragrances, silicones or mineral oil.
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* Award-winning + effective

* In-house chemists drive
development, formulation
and innovation with
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* Toxicolagist and third-party
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. Household and Wellness. We offer clean products that are designed to be safe for the whole family without compromising efficacy.
Bestsellers include alcohol wipes, hypoallergenic baby laundry detergent, plant-based hand sanitizer, prenatal vitamins and our recently
launched surface disinfecting spray made without chlorine bleach or harmful chemicals. Our disinfecting spray is registered with the U.S.
Environmental Protection Agency, or EPA, which means that it meets certain criteria set forth by the EPA which permits the product to be
sold in the United States.
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Our Marketing Strategy

We employ a variety of dynamic marketing tactics across mediums to reach new and existing consumers. We recognize we live in a digital-first
world where consumers interact differently with brands than they did in the past. We have found that our consumer is mobile-first, with approximately
80% of users on Honest.com coming from mobile devices. Accordingly, we strategically lead with digital outreach to engage our consumers directly. We
employ emotional and educational brand marketing by creating “snackable” content we share through our owned channels, partnering with influencers
and brand ambassadors to create authentic and unique content for their-networks, and pairing it all with our proprietary data analytics to optimize
marketing efficiency. In 2020, our media and advertising campaigns had the potential to reach an audience of over 11 billion, and our influencer
campaigns had the potential to reach an audience of over 1 billion. Our marketing competencies deliver authentic experiences that drive awareness,
engagement, purchases and loyalty.
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. Content Strategy Our in-house social and influencer teams allow us to have our ear to the ground to understand consumer trends and create
content that consumers are seeking. In addition, our internal customer service team continuously monitors consumer reviews and in turn,
provides our marketing team with insight into the educational needs of our consumers. We use data-driven insights from our team to
produce highly relevant, “snackable” content across a variety of mediums. The topic of our content ranges from hacks that make diaper
duty easier, to skincare routines for all ages, to tips on how to effectively sanitize your home. We leverage the invaluable data we gather
through our direct connection to consumers to continuously refine our content and personalize it to each unique customer connection point.
We also leverage our consumer community in our content strategy, sharing user-generated content, or UGC, on our social channels and
other platforms.

. Community. Our founder Jessica Alba leads a diverse network of brand ambassadors who personify the Honest lifestyle, inspiring their
followers to live consciously via authentic, aspirational peer messaging. Our social media platform presence, with over 43 million
followers, inclusive of Honest’s four million followers across our social media accounts and Jessica Alba’s 39 million followers across
social media accounts, creates a community of consumers who want to belong to the Honest world and encourage others to join them.

. Commerce. To drive sales, we leverage our robust data and our proprietary Honest Omni-Analytics™ to generate valuable customer
insights, inform strategic decisions and optimize our marketing spend across channels. We continuously leverage the insights from our
platform to adapt and adjust our marketing allocation and generate maximum return on investment.

We believe that our differentiated marketing tactics and engaging content drive efficient customer acquisition and retention, resulting in strong
repeat rates and attractive customer lifetime values across channels.

Our Integrated Omnichannel Presence

We reach our consumers through a strategic omnichannel approach across complementary Digital and Retail channels to maximize consumers’
connection, experience and accessibility. Our integrated channel approach
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differentiates us from competitors and provides a meaningful benefit to our consumers who can shop our brand however they want, engendering further
“stickiness” and loyalty.

Digital Channel. In 2020, we generated 55% of revenue through our Digital channel, which includes our flagship digital platform,
Honest.com, and third-party pureplay ecommerce sites. Through Honest.com, we quickly establish a direct relationship with our
consumers, to more effectively influence brand experience and better understand consumer preferences and behavior. Our website
showcases the entirety of our product portfolio, offers exclusive products and services including our subscription service, houses branded
content featured on product detail pages and our blog, and facilitates new product feedback via exclusive pre-launch access across all our
channels. In addition to shopping our products a la carte, consumers have the option to subscribe to our popular Diapers and Wipes bundle
subscription, as well as customizable single item subscriptions. In 2020, 33% of our revenue was generated from Honest.com.
Additionally, we have strong relationships with Amazon and other third-party ecommerce platforms which allow us to further our brand
experience, leveraging engaging assets and content featured on Honest.com. We leverage first-party data on Amazon to improve efficiency
of our marketing spend and inform our growth strategy. These relationships also enable us to be chosen for important key retailer-specific
programs, leading to increased awareness with a new set of consumers. We believe our Digital channel provides our consumers with the
highest level of brand experience and further builds consumer loyalty.

Retail Channel. In 2020, we generated 45% of revenue through our Retail channel via strategic partnerships with leading omnichannel
retailers that may sell our products through brick and mortar stores or their own websites. Our retail partnerships expand brand awareness
and product accessibility, creating meaningful marketing efficiencies as we continue to scale. Additionally, these partnerships support our
differentiated value proposition by making our products conveniently accessible in multiple locations where our consumer shops. We
enable cross-platform shopping, with over 79% of consumers who originally came into our brand through Honest.com purchasing our
products in-store, according to a third-party study commissioned on our behalf. In addition to our presence in the United States, we
continue to expand our strategic retail playbook to Europe. In 2019, we launched Honest Beauty with Douglas, the #1 beauty destination in
Europe, and have since launched additional categories with other leading European retailers.
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Our Purpose-Driven Organization

The spirit of our mission has remained the same since our founding: to inspire everyone to love living consciously. We have a deep sense of
purpose and infuse the ethical values of transparency, trust and sustainability in all that we do. From developing products designed to be safe, to working
hand in hand with our charity partners to serve those in need, to embracing diversity and inclusion, we are on a mission to create real and meaningful

impact.
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* Minimal packing materisls
4 Expect domestic Honest.com shipments to be carbon
neutral during the first quarter of 2021

. Environmental Sustainability. Our commitment to environmental sustainability shows up through our product development and packaging
processes and in all parts of our business on a daily basis.

We help Mother Earth by saving trees. 100% of the fluff pulp in our diapers comes from sustainably managed forests. By 2022, we
expect that our Honest Beauty cartons will be tree-free paperboard made from agricultural waste like sugar cane stalks. Additionally,
we have moved all of our Honest.com shipping cartons to 100% pre-consumer or post-consumer recycled, or PCR, cardboard, and
our domestic Honest.com shipments from May 2020 to October 2020 were carbon neutral. We expect our domestic Honest.com
shipments to continue to be carbon neutral through the end of 2022.

We keep plastic out of landfills (and oceans). 100% of our plastic baby personal care and household cleaning bottles are recyclable
and we are regularly looking to increase the amount of post-consumer resin plastic in our components. We are eliminating plastic in
many of our Honest Beauty products by moving to aluminum tubes, refillable tin compacts and glass jars.

We opt for natural over synthetic whenever possible. The backsheets of our diapers and the substrate of our baby wipes are 100%
plant-based. We expect our Baby Personal Care and Mama Care formulas will be USDA BioPreferred by the end of 2021 (85% of
these formulas are already USDA BioPreferred). The alcohol used in our alcohol wipes, hand sanitizer gel and hand sanitizer spray
is 100% plant-derived and our fragrances are all 100% natural, never synthetic.
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*  We are always looking to design our products with sustainability in mind. We have ongoing partnerships with external experts on
sustainability, ensuring we are constantly learning about best new sustainability practices and implementing them into new

innovation.
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. Social Impact. We work closely with our charity partners, including Baby2Baby, to provide children and families around the world with
the basic essentials and resources they need to live healthy lives. Since inception, we have donated approximately 25 million products to
those in need and our compassionate team has volunteered over 18,500 hours giving back to our communities and providing disaster relief.
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. Diversity and Inclusion. As a company founded by a woman of color, we have always been passionate about ensuring a diverse and

inclusive workforce that reflects our consumers and the communities we serve. We are proud to say that as of December 31, 2020, people
of color represented nearly half of our workforce and women represented 68% and 53% of our workforce and leadership, which includes
director level and above, respectively. We believe the firm commitment to our values will continue to drive our success going forward and
that employee engagement is an integral component. We have a strong commitment to the ongoing training and development of our
employees through our Honest University program that provides continued growth for employees across topics such as leadership,
technical skills, resiliency and many others. Additionally, we currently have three Employee Resource Groups: Women Excelling in
Leadership and Living, or WELL, Parents & Friends, and Black Leadership, Allies & Community, or BLAC. WELL supports the personal
and professional development of women at Honest. Parents & Friends provides a valuable network of parenting resources and information.
BLAC was recently launched with the goal of lifting, engaging and empowering Black voices within The Honest Company and across the
community. We have made a commitment to provide training and a platform for important dialogue about diversity, inclusion and equity.

Product Development and Innovation

The Honest Company was born from a simple purpose and intention: to create safe, sustainable, effective and thoughtfully designed products for
consumers’ individual, everyday needs. With our in-house research and
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development laboratories and the Honest Standard, our set of guiding principles on ingredient safety and human health, we strive to make that intention
a reality. The pillars below represent our overarching product philosophy.

Consumer Health, Safety and Well-Being Are Our Top Priorities. We err on the side of caution when it comes to ingredient selection and
are thoughtful and diligent in avoiding chemicals of concern.

Breakthrough Clean Formulas Without Compromise. We believe consumers should not have to choose between what works and what is
good for them. We make breakthrough formulas designed and tested to perform with chemicals that meet our stringent safety standards.

Exploring and Evolving Our Use of Renewable Resources. Choosing between what’s good for you and the planet doesn’t have to be a
compromise. We’re focused on ingredient and material innovations that prioritize plant-based formulas, sustainable consumption and a
lighter environmental footprint.

Knowledge is Power. We believe consumers have a right to know what is in their products and why, regardless of what regulations require.
We are committed to providing access to information and education that allows consumers to make the best choices for themselves and
their families.

The Honest Standard defines the way we develop, test and create the formulas for our products. It will continue to evolve because our job of
making better products is never done and we will always raise the bar for ourselves.

Ingredient and Material Assessment. We emphasize ingredient assessment and carefully choose the ingredients we put into our products
and the ones to leave out. We created our NO List™, a list of over 2,500 chemicals and materials we choose not to use in our products,
regardless of regulations. The NO List™ is an evolving and ever changing list as new studies emerge. Each and every ingredient we use in
our products is carefully and thoughtfully selected for the benefit it provides and is evaluated for its safety and efficacy in use. In this
process, we take into account the following:

*  Susceptibility. Some people are more susceptible than others, especially babies, who can be more sensitive to chemicals than adults.
*  Exposure. The “how” and “how much” is a critical part of determining ingredient safety.

*  Final formulation. The combination of chemicals matters a lot. Sometimes an ingredient that is caustic by itself may be neutralized
by other ingredients. On the flip side, some ingredients can be safe when used alone, but might be dangerous when combined with
other ingredients.

There are three essential steps we follow to evaluate the safety and efficacy of our ingredients.

*  Research. We review epidemiological and experimental studies to examine things like potential dermal toxicity, inhalation toxicity
and more. We survey international regulatory and expert opinion restriction lists. Additionally, we incorporate restriction criteria
related to carcinogenicity, endocrine disruption, genotoxicity, bioaccumulation, environmental persistence, sensitization, and
developmental, reproductive and systemic effects for ingredients.

»  Assessment. During this phase of the process, we investigate ingredients of potential concern, examine the relationship between dose
and effect, and assess what the anticipated exposure would be if used in a product. We pull it all together to characterize the risks
associated with the ingredients’ potential function in our products.

*  Risk Management. We look at all the data we’ve compiled to determine which ingredients make the cut for our formulations. We
carefully determine ingredients and their concentrations based on exposure scenarios, material source and safety data to provide you
with a product that meets our safety standards.

Testing and Validation. Our clinical and toxicology teams test final products in three different areas: safety, efficacy and integrity.

»  Safety. Depending on the product, we will conduct safety testing, gentleness testing and toxicological risk assessment, all based on
the products and their intended use.
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*  Efficacy. Our team of clinical specialists and chemists test efficacy through a variety of methods, such as clinical testing, consumer
testing and instrumentation testing. We never test on animals.

» Integrity. Our chemists rigorously test our products at different stages in their lifecycle to ensure they remain high-performing
without sacrificing stability. We also work with third-party laboratories to confirm that the preservatives we use will continue to
protect the products we develop from microbes encountered in everyday use.

. Production. Just as we take great care in the ingredient assessment, formulation and validation process, we look to manufacturing partners
who share our commitment to quality. We require that our partners follow Current Good Manufacturing Practices, or cGMPs, for the
product being made. These manufacturing practices include:

*  Building to laboratory controls;

*  Controlled documentation and record keeping;

»  Cleaning and safety protocols for the production process; and
*  Reviewing product quality complaints.

. Packaging. We are thoughtful about the composition of the materials of our packaging, and continue to focus on improving our use of
recycled content and recyclable materials. We will not use certain materials that do not meet our Honest Standard due to their
environmental or human health impacts. When weighing one material or design against another, we consider many impacts, ranging from
safety to recyclability.

. Label Transparency. Label transparency is a cornerstone of our philosophy for empowering consumers to make the right choices for
themselves and their family. We strive to adhere to the below guiding principles around label transparency:

*  Clear and Consistent Labeling. We list our ingredients, using internationally accepted nomenclature, even when it is not required by
law.

*  Never Disguising Ingredients with the Word “Fragrance.” Scents are an important part of our product experience, but we tell you
what is inside. The word “fragrance” is often used as a label under which ingredients are hidden, and you deserve to know what goes
into your products. We use essential oils and naturally derived ingredients instead.

»  Transparent on What the Product is Made Without™. We provide a relevant, specific set of ingredients that we choose to leave out,
directly on the product label. It’s just another way for us to be Honest.

. Ongoing Evaluation. The Honest Standard isn’t merely a set of practices that fulfills our aspirational principles, it is a reflection of how we
are doing business today and our vision for the future. We will always continue to learn, innovate and evolve.

Supply Chain and Operations

We manage a global supply chain of highly qualified, third-party manufacturing and logistics partners to produce and distribute our products. We
look to manufacturing partners who share our commitment to quality, cGMPs, sustainability, and design. We conduct quality audits of our third-party
manufacturing partners and require that they follow our high standards of controlled documentation, cleaning and safety protocols, and laboratory
controls. Our third-party manufacturing partners are located in various locations including the United States, Mexico and China.

Our supply chain team manages these relationships and processes and, with the support of our innovation team, they also research materials and
equipment, approve and manage purchasing plans, and oversee product fulfillment. The strength of our relationships with our manufacturing partners is
evidenced by our response to supply chain disruptions caused by the COVID-19 pandemic. Despite product and materials shortages in our core
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markets, we were able to mitigate disruptions and build up sufficient inventory to minimize impact to our consumers when many companies struggled to
meet demand.

The primary raw materials and components of our products include sustainably harvested fluff pulp, plant-based substrate in our baby wipes, and
other naturally-derived materials. Just as important as what goes into our products, we actively work with suppliers to avoid materials that don’t meet
our standards but are commonly used by mainstream players including elemental chlorine-free pulp, parabens, paraffins, synthetic fragrances, and
mineral oil.

Our distribution network includes four warehouses in Nevada, California, Pennsylvania and the Netherlands with retail and DTC fulfillment
capabilities and value-added services operated by GEODIS Logistics LLC, or GEODIS. The warehouse in Las Vegas is a state-of-the-art facility leased
by Honest with a focus on automated large scale direct-to-consumer fulfillment. We manage inventory by forecasting demand, analyzing product sell-
through, and analyzing our supply chain to ensure sufficient capacity to support demand.

Sustainability is a key component of our supply chain and distribution. We have transitioned to 100% PCR cardboard shipping cartons for our
Honest.com shipments and our domestic Honest.com shipments from May 2020 to October 2020 were carbon neutral. We expect our domestic
Honest.com shipments to continue to be carbon neutral through the end of 2022. In addition, we are working with our manufacturers to receive
shipments made from PCR cardboard.

Competition

The markets in which we operate are highly competitive and rapidly evolving, with many new brands and product offerings emerging in the
marketplace. We face significant competition from both established, well-known legacy CPG players and emerging direct-to-consumer brands.

*  Diapers and Wipes. Select competitors include Kimberly-Clark Corporation (maker of Huggies), Procter & Gamble Company (maker of Pampers,
Pampers Pure and Luvs), WaterWipes UC and private label brands.

»  Skin and Personal Care. Select competitors include Johnson & Johnson Consumer Inc. (maker of Johnson’s Baby and Aveeno), The Clorox
Company (parent company of Burt’s Bees, Inc.), Unilever PLC (maker of Shea Moisture), LVMH Moét Hennessy Louis Vuitton (maker of
Benefit Cosmetics LLC), Estée Lauder Inc., L’Oréal S.A. and Pacifica Beauty LLC.

*  Household and Wellness. Select competitors include The Clorox Company, Reckitt Benckiser Group plc (maker of Lysol) and Unilever PLC
(maker of Seventh Generation products).

We compete based on various product attributes including clean formulation, sustainability, effectiveness and design, as well as our ability to
establish direct relationships with our consumers through digital channels. We believe that we compete favorably across these factors taken as a whole.

Technology

Since our inception, we have been a leader in digital disruption in the traditional CPG industry. Our technology infrastructure is thoughtfully
designed to support our consumer’s experience while simultaneously seeking to maximize the efficiency and efficacy of our operations, from
procurement through customer relationship management. Our enterprise integration platform is the bedrock of Honest technology integrations. The
custom-architected platform enables the Technology team to optimize and integrate new enterprise systems with world-class speed and reliability. This
platform enables us to support rapid business expansion and allows for efficient and automated processes throughout the organization.

. Honest Omni-Analytics™. Our data science powerhouse, Honest Omni- Analytics™, is at the core of our cross-functional marketing,
innovation and content creation operations and is designed to help leverage consumer insights across sales channels and product
categories. This tool utilizes data points from customer transactions and interactions that we collect across our DTC and Retail channels, as
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well as our Baby and Beauty brands. Our experienced team utilizes modern, scalable Software as a Service, or SaaS, based data
warehousing, transformation and reporting technologies, to enable us to quickly, efficiently and securely integrate new data sources and
provide conception-to-report turnaround in weeks, instead of months. We use these data points to inform our marketing spend and content
creation strategy, as well as our product development, assortment, and distribution strategies. We additionally leverage third-party artificial
intelligence, or Al, solutions to inform our marketing campaigns, forecast predictions, product recommendations and cross-selling
opportunities.

. Flagship Digital Platform Honest.com Experience. Our flagship digital platform, Honest.com, is one of the most differentiated and
effective features of our brand. Honest.com serves as a premiere destination for our consumers to not only purchase our products, but also
immerse themselves in our brand experience. Honest.com is purposely built to bring to life our brand ethos, educate our consumers on our
products, engage our community in lifestyle-related content and deliver an intuitive shopping experience that separates us from our
competitors. Utilizing our in-house application development team, we are able to rapidly iterate and integrate new technology to support a
flagship shopping experience for our consumers including subscription commerce, Al-driven shopping recommendations and a modern
customer checkout experience. We believe this ultimately leads to greater conversion rates, increased average order value and more
products purchased across categories. In 2020, our conversion rate was up 34% compared to 2019.

. Customer Service and Relationship Management. We utilize an internally created customer service organization that focuses on building
deep, personal relationships with each individual consumer. Our internal organization delivers targeted information and marketing
material, based on consumer’ demographics and segmentation. Our business process management tool utilizes automation to maintain our
focus on providing an outstanding customer experience.

. Order Fulfillment Integrity. At Honest, we use a proprietary transactional tracking and reconciliation system to detect, correct and recover
from systemic communication errors during the fulfillment lifecycle, which helps prevent lost or stuck orders.

. Security. We value our consumers and do everything we can to maintain their confidence and trust when shopping for Honest.com products
through a comprehensive security program. We leverage cybersecurity tools to protect, monitor, anonymize and secure our customer’s data
from external threats. As an added layer of defense, we also have systems in place that monitor and control internal use of consumer data
and restrict unauthorized sharing or retention.

. Process Improvement. As a company, we pride ourselves on our willingness to embrace change for the benefit of our consumers. We do
this by taking a consumer first approach and challenging our teams to find better ways to optimize and improve each action that contributes
to the products and services we offer. This includes reviewing processes, systems, methodologies and organizational structure through
cross functional efforts. We leverage our technology to record, plan, approve, execute and review initiatives and discover lessons learned.

We plan to continue developing our technological capabilities to further our focus on being a leading digitally native CPG brand, combining our
future-oriented eye for consumer preferences and behaviors and our data driven approach to enable continuous innovation and optimization.

Trademarks and Other Intellectual Property

We protect our intellectual property through a combination of trademarks, domain names, copyrights, trade secrets and patents, as well as
contractual provisions and restrictions on access to our proprietary technology. Our principal trademark assets include the trademarks “Honest” and
“The Honest Co.,” which are registered in the United States and targeted foreign jurisdictions, our logos and taglines, and multiple product brand names.
We have applied to register or registered many of our trademarks in the United States and other jurisdictions, and we will pursue additional trademark
registrations to the extent we believe they would be beneficial and cost-effective.
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We have one patent issued and one patent application pending in the United States and one pending international Patent Cooperation Treaty
application. Our issued patent will expire in April 2037. We intend to pursue additional patent protection to the extent we believe it would be beneficial
and cost-effective.

We are the registered holder of multiple domestic and international domain names that include “honest” and similar variations. We also hold
domain registrations for many of our product names and other related trade names and slogans. In addition to the protection provided by our intellectual
property rights, we enter into confidentiality and proprietary rights agreements with our employees, consultants, contractors and business partners. Our
employees are also subject to invention assignment agreements. We further control the use of our proprietary technology and intellectual property
through provisions in both our customer terms of use on our website and the terms and conditions governing our agreements with other third parties.

Facilities

We lease our corporate headquarters located at 12130 Millennium Drive #500, Los Angeles, California, in a LEED certified building where we
occupy approximately 46,518 square feet of office space pursuant to a lease that expires in February 2027. This lease provides us with an option to
extend it for up to two consecutive periods of five years each. We also lease a warehouse and distribution facility located in Las Vegas, Nevada where
we occupy approximately 570,810 square feet pursuant to a lease that expires in December 2027, with an option to extend this lease for up to two
consecutive periods of five years each. Our Las Vegas, Nevada facility is operated by our distribution partner GEODIS. GEODIS also operates three
other warehouse and distribution facilities on our behalf located in Fontana, California, Breinigsville, Pennsylvania and the Netherlands. In total, we
have over one million square feet of facility space that can be leveraged to fulfill DTC and retail orders. We believe that our current facilities are suitable
and adequate to meet our current needs.

Government Regulation

Our cosmetic, over-the-counter drugs, food (infant formula and vitamins/dietary supplements), cleaning products and medical device products are
subject to regulation by the Food and Drug Administration, or the FDA. Substantially all of our products are subject to regulation by the Consumer
Product Safety Commission, or the CPSC, the EPA, and the Federal Trade Commission, or the FTC, as well as various other federal, state, local and
foreign regulatory authorities. These laws and regulations principally relate to the ingredients or components, proper labeling, advertising, packaging,
marketing, manufacture, registration, safety, shipment and disposal of our products.

Under the Federal Food, Drug and Cosmetic Act, or the FDCA, cosmetics are defined as articles or components of articles that are applied to the
human body and intended to cleanse, beautify or alter its appearance, with the exception of soap. The labeling of cosmetic products is also subject to the
requirements of the FDCA, the Fair Packaging and Labeling Act, the Poison Prevention Packaging Act and other FDA regulations. Cosmetics are not
subject to pre-market approval by the FDA, however certain ingredients, such as color additives, must be pre-authorized. If safety of the products or
ingredients has not been adequately substantiated, a specific warning label is required. Other warnings may also be mandated pursuant to FDA
regulations. The FDA monitors compliance of cosmetic products through market surveillance and inspection of cosmetic manufacturers and distributors
to ensure that the products neither contain false nor misleading labeling and that they are not manufactured under unsanitary conditions. Inspections also
may arise from consumer or competitor complaints filed with the FDA. In the event the FDA identifies false or misleading labeling or unsanitary
conditions or otherwise a failure to comply with FDA requirements, we may be required by a regulatory authority or we may independently decide to
conduct a recall or market withdrawal of our product or to make changes to our manufacturing processes or product formulations or labels.

If a product is intended for use in the diagnosis, cure, mitigation, treatment or prevention of a disease condition or to affect the structure or
function of the human body, the FDA will regulate the product as a drug. Our current products that are intended to treat acne and used as sunscreen,
including skin care products with sun
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protection factor, or SPF, are considered over-the-counter, or OTC, drug products by the FDA. Our OTC products are subject to regulation through the
FDA’s “monograph” system which specifies, among other things, permitted active drug ingredients and their concentrations. The FDA’s monograph
system also provides the permissible product claims and certain product labeling requirements, based on the intended use of the product. Our OTC drug
products must be manufactured consistent with the FDA’s current drug good manufacturing practices requirements, and the failure to maintain
compliance with these requirements could require us to conduct recalls, market withdrawal, or make changes to our manufacturing practices.

Our tampon and feminine pad products are regulated as medical devices by FDA and must be manufactured by an establishment registered with
FDA and in conformity with applicable regulatory clearances and quality system regulations.

The FDA may change the regulations as to any product category, requiring a change in labeling, product formulation or analytical testing.

We are subject to regulation by the CPSC under the Consumer Product Safety Act, the Flammable Fabrics Act, the Poison Prevention Packaging
Act, the Federal Hazardous Substances Act, and other laws enforced by the CPSC. These statutes and the related regulations establish safety standards
and bans for consumer products. The CPSC monitors compliance of consumer products under its jurisdiction through market surveillance and has the
authority to conduct product safety related inspections of establishments where consumer products are manufactured, held, or transported. The CPSC
has the authority to require the recall of noncompliant products or products containing a defect that creates a substantial risk of injury to the public. The
CPSC may seek penalties for regulatory noncompliance under certain circumstances. CPSC regulations also require manufacturers of consumer
products to report to the CPSC certain types of information regarding products that fail to comply with applicable regulations, that contain a defect
which could create a substantial product hazard, or that create an unreasonable risk of serious injury or death. Certain state laws also address the safety
of consumer products and mandate reporting requirements, and noncompliance may result in penalties or other regulatory action.

Certain of our products are also subject to regulation by the EPA, under the Federal Insecticide, Fungicide, and Rodenticide Act, or FIFRA.
FIFRA establishes a system of pesticide, including disinfectant product, regulation to protect applicators, consumers and the environments. Under
FIFRA, certain of our cleaning products, including the disinfectant products, may require approval from and registration with the EPA prior to sale.
Products subject to FIFRA must comply with specified approval, registration, manufacture, labeling, and reporting requirements, among other
requirements. EPA is authorized to take enforcement action to prevent the sale or distribution of no-compliant disinfectant products, including to prevent
the sale or distribution of unregistered disinfectants and to prevent the sale or distribution of registered pesticides that are not permitted to make claims
permitted by the terms of their registration, among other areas of non-compliance. The EPA may seek penalties for regulatory noncompliance under
certain circumstances. Manufacturers subject to FIFRA may also be required to report certain types of information regarding disinfectant products to
EPA. Certain state laws may also address requirements applicable to cleaning products, and non-compliance may result in penalties or other regulatory
action.

The USDA enforces federal standards for organic production and use of the term “organic” on product labeling. These laws prohibit a company
from selling or labeling products as organic unless they are produced and handled in accordance with the applicable federal law.

The FTC, FDA, USDA, EPA, and other government authorities also regulate advertising and product claims regarding the characteristics, quality,
safety, performance and benefits of our products. These regulatory authorities typically require a safety assessment of the product and reasonable basis
to support any factual marketing claims. What constitutes a reasonable basis for substantiation can vary widely from market to market, and there is no
assurance that our efforts to support our claims will be considered sufficient. The most significant area of risk for such activities relates to improper or
unsubstantiated claims about the composition, use, efficacy and safety of our products and their environmental impacts. If we cannot adequately support
safety or
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substantiate our product claims, or if our promotional materials make claims that exceed the scope of allowed claims for the classification of the specific
product, the FDA, FTC or other regulatory authority could take enforcement action, impose penalties, require us to pay monetary consumer redress,
require us to revise our marketing materials or stop selling certain products and require us to accept burdensome injunctions, all of which could harm
our business, reputation, financial condition and results of operations.

In addition, the FTC regulates the use of endorsements and testimonials in advertising as well as relationships between advertisers and social
media influencers pursuant to principles described in the FTC’s Guides Concerning the Use of Endorsements and Testimonials in Advertising, or the
Endorsement Guides. The Endorsement Guides provide that an endorsement must reflect the honest opinion of the endorser and cannot be used to make
a claim about a product that the product’s marketer couldn’t itself legally make. They also say that if there is a connection between an endorser and the
marketer that consumers would not expect and it would affect how consumers evaluate the endorsement, that connection should be disclosed. Another
principle in the Endorsement Guides applies to ads that feature endorsements from people who achieved exceptional, or even above average, results
from using a product. If the advertiser doesn’t have proof that the endorser’s experience represents what people will generally achieve using the product
as described in the ad, then an ad featuring that endorser must make clear to the audience what results they can generally expect to achieve and the
advertiser must have a reasonable basis for its representations regarding those generally expected results. Although the Endorsement Guides are
advisory in nature and do not operate directly with the force of law, they provide guidance about what the FTC staff generally believes the Federal Trade
Commission Act, or FTC Act, requires in the context using of endorsements and testimonials in advertising and any practices inconsistent with the
Endorsement Guides can result in violations of the FTC Act’s proscription against unfair and deceptive practices.

To the extent we may rely on endorsements or testimonials, we will review any relevant relationships for compliance with the Endorsement
Guides and we will otherwise endeavor to follow the FTC Act and other legal standards applicable to our advertising. However, if our advertising claims
or claims made by our social media influencers or by other endorsers with whom we have a material connection do not comply with the Endorsement
Guides or any requirement of the FTC Act or similar state requirements, the FTC and state consumer protection authorities could subject us to
investigations and enforcement actions, impose penalties, require us to pay monetary consumer redress, require us to revise our marketing materials and
require us to accept burdensome injunctions, all of which could harm our business, reputation, financial condition and results of operations.

We are also subject to a number of U.S. federal and state and foreign laws and regulations that affect companies conducting business on the
Internet, including consumer protection regulations that regulate retailers and govern the promotion and sale of merchandise. Many of these laws and
regulations are still evolving and being tested in courts, and could be interpreted in ways that could harm our business. These may involve user privacy,
data protection, content, intellectual property, distribution, electronic contracts and other communications, competition, protection of minors, consumer
protection, telecommunications, product liability, taxation, economic or other trade prohibitions or sanctions and online payment services. In particular,
we are subject to federal, state, local and international laws regarding privacy and protection of people’s data. Foreign data protection, privacy and other
laws and regulations can be more restrictive than those in the United States. U.S. federal and state and foreign laws and regulations are constantly
evolving and can be subject to significant change. In addition, the application, interpretation and enforcement of these laws and regulations are often
uncertain, and may be interpreted and applied inconsistently from country to country and inconsistently with our current policies and practices. In the
European Union, the General Data Protection Regulation, or GDPR, has stringent operational requirements relating to the processing of personal data,
including, for example, expanded disclosures about how personal information is to be used, limitations on retention of information, increased
requirements to erase an individual’s information upon request, mandatory data breach notification requirements and higher standards for data
controllers to demonstrate that they have obtained valid consent for certain data processing activities. The GDPR also significantly increases penalties
for non-compliance. The California Consumer Privacy Act, or CCPA requires companies that process information on California residents to make new
disclosures to consumers about their data collection, use and sharing practices, and allows consumers to opt out of the sale of personal information with
third parties and provides a private right of action and statutory
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damages for data breaches. In addition, California voters recently approved the California Privacy Rights Act of 2020, or CPRA, that goes into effect on
January 1, 2023. The CPRA would, among other things, give California residents the ability to limit the use of their sensitive information, provide for
penalties for CPRA violations concerning California residents under the age of 16, and establish a new California Privacy Protection Agency to
implement and enforce the law. There are also a number of legislative proposals pending before the U.S. Congress, various state legislative bodies and
foreign governments concerning privacy and data protection which could affect us. Some observers have noted that the CCPA could mark the beginning
of a trend toward more stringent privacy legislation in the United States, which could increase our potential liability and adversely affect our business,
results of operations, and financial condition. If our privacy or data security measures fail to comply with applicable current or future laws and
regulations, we may be subject to litigation, regulatory investigations, enforcement notices requiring us to change the way we use personal data or our
marketing practices, fines or other liabilities, as well as negative publicity and a potential loss of business.

Employees and Human Capital Resources

We have a human capital planning process that strategically aligns our business needs with the goal of ensuring that we have the capability and
capacity that we need. As of December 31, 2020, we had a total of 191 full-time employees, as well as a limited number of temporary employees and
consultants. In building our high-performing teams, we have invested in leadership, marketing, digital and technology capabilities. Embedded in the
Honest culture are core values that honor diversity and inclusion, which allow us to attract and retain valuable talent. Honest offers a competitive
compensation and benefits program, and our award-winning learning and development platform, Honest University, delivers opportunities for all
employees to grow and develop personally, professionally and financially. Our corporate social responsibility efforts provide opportunities for
employees to give back to communities in need through volunteerism, donation matching and paid volunteer time off. We foster an environment of
community and support within our organization through our Employee Resource Groups, which offer a safe forum to uplift and develop employee-led
initiatives that address issues that matter most to them. As a health and wellness brand, we ensure our employees have competitive benefits and access to
a range of wellness offerings to empower them to live healthy, happy lives. We maintain a strong relationship with our employees and have never
experienced a labor-related work stoppage.

Legal Proceedings

We are subject to various legal proceedings and claims that arise in the ordinary course of our business. Although the outcome of these and other
claims cannot be predicted with certainty, we do not believe the ultimate resolution of the current matters will have a material adverse effect on our
business, financial condition, results of operations or prospects.
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MANAGEMENT

The following table sets forth information for our executive officers and directors as of April 26, 2021:

Name Age Position
Executive Officers:
Nikolaos Vlahos 53 Chief Executive Officer and Director
Jessica Alba 39 Chief Creative Officer and former Chair of the Board of Directorst
Donald Frey 61 Chief Innovation Officer
Janis Hoyt 64 Chief People Officer
Kelly Kennedy 52 Executive Vice President, Chief Financial Officer
Glenn Klages 63 Executive Vice President, Supply Chain
Jasmin Manner 53 Chief Commercial Officer
Sharareh Parvaneh 52 Chief Information Officer
Rick Rexing 62 Chief Revenue Officer
Brendan Sheehey 43 General Counsel
Non-Employee Directors:
Katie Bayne 54 Director
Scott Dahnke 55 Director
Susan Gentile 54 Director*
Eric Liaw 43 Director
Jeremy Liew 49 Director
Avik Pramanik 36 Director
James White 60 Chair of the Board of Directors*+

T Effective upon Mr. White’s appointment to our board of directors, Mr. White succeeded Ms. Alba as Chair of our board of directors.
* Appointed to our board of directors effective upon the effectiveness of the registration statement of which this prospectus forms a part.

Executive Officers

Nikolaos Vlahos has served as our Chief Executive Officer and as a member of our board of directors since March 2017. Prior to joining us, from
September 2014 to March 2017, Mr. Vlahos served as Executive Vice President and Chief Operating Officer — Household, Lifestyle and Core Global
Functions of The Clorox Company, a global manufacturer of consumer products, where he was responsible for the Charcoal, Glad, Cat Litter, Food,
Brita and Burt’s Bees business operating units as well as the company’s Marketing, Sales, Product Supply and Research and Development functions.
Mr. Vlahos initially joined The Clorox Company in 1995 as a Chicago regional sales manager and held numerous roles within The Clorox Company’s
sales and marketing organization before serving as Vice President — General Manager, Burt’s Bees from April 2011 to February 2013 and Vice President
— General Manager, Laundry, Brita and Green Works from March 2009 to February 2011. Before joining The Clorox Company, Mr. Vlahos worked at
Helene Curtis where he assisted in the development of brands such as Degree and Suave. Mr. Vlahos holds a B.A. degree in telecommunications from
Indiana University. We believe that Mr. Vlahos is qualified to serve on our board of directors due to his knowledge of our Company gained from his
position as Chief Executive Officer, as well as his over 30 years of experience in the consumer packaged goods industry.

Jessica Alba is one of our founders and has served as our Chief Creative Officer since our incorporation in July 2011 and served as Chair of our
board of directors from May 2018 to May 2021. Ms. Alba is a globally recognized and influential Mexican-American business leader, entrepreneur,
advocate, actress, and New York Times bestselling author. Ms. Alba serves on the board of directors of Baby2Baby, a charitable organization that
provides diapers, clothes and other basic necessities to children living in poverty. We believe that Ms. Alba is qualified to serve on our board of directors
due to her knowledge and insights in founding and developing our company in addition to her industry experience and knowledge.
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Donald Frey has served as our Chief Innovation Officer since June 2017. Prior to joining us, from June 2016 to June 2017, Mr. Frey served as
Vice President WW Research and Development at JAFRA Cosmetics International, Inc. where he oversaw research and development for Skin Care,
Color Cosmetics, Fine Fragrances and Personal Care Products. Prior to joining JAFRA, Mr. Frey served as Principal Consultant at Don Frey Consulting
from April 2013 to June 2016, where he advised companies on new product development and CPG industries in Brazil, and as Vice President Product
Development at Method Products Inc. from January 2008 to April 2013, where he developed sustainable cleaning and personal care products and
packages. Prior to that, Mr. Frey served as Vice President Research and Development at Avon Products, Inc. from January 1999 to May 2006, Vice
President Research and Development at JAFRA Cosmetics International, Inc. from September 1994 to September 1998 and in several product
development roles at Procter & Gamble from March 1986 to September 1994. Mr. Frey holds a B.S. in Chemical Engineering from Rice University.

Janis Hoyt has served as our Chief People Officer since May 2017. Prior to joining us, Ms. Hoyt served as Vice President of Human Resources,
or HR, at Blue Shield of California and was responsible for driving people strategies, talent acquisition, HR business partners and leadership roles in
merger and acquisition projects. Prior to joining Blue Shield of California, from July 2008 to June 2013, Ms. Hoyt served as HR Director at The Clorox
Company. She held senior HR leadership roles supporting the sales, technology and legal departments. She also held the role of HR Director for The
Clorox Company in Latin America and Europe, driving international people initiatives. Prior to that, Ms. Hoyt served as Sr. HR Business Partner at
Aetna from May 1997 to June 2008 and Regional HR Manager at Macy’s West from May 1994 to May 1997. Ms. Hoyt is a certified executive coach
through the Institute of Professional Excellence in Coaching (IPEC). Ms. Hoyt is the CEO and founder of the Native American Bear Foundation, a
private 501(c)(3) organization whose mission is to inspire and assist Native American students pursuing higher educational opportunities. Ms. Hoyt
holds a B.A. in Sociology from University of California, Berkeley, an M.A. in Human Resources and Organizational Development from the University
of San Francisco, and a Certificate of Management Excellence from the Harvard Business School Executive Education program.

Kelly Kennedy has served as our Executive Vice President, Chief Financial Officer since January 2021. Prior to joining us, from September 2018
to January 2021, Ms. Kennedy served as Chief Financial Officer of Bartell Drugs, a family-owned pharmacy chain. Ms. Kennedy has served on the
board of directors of Vital Farms Inc. since December 2019 and FirstFruits Farms LLC since December 2019. Prior to that, Ms. Kennedy served on the
board of directors of Sur La Table, Inc. from September 2018 to November 2020 and served as the Chief Financial Officer of Sur La Table, Inc. from
June 2015 to September 2018, as the Chief Financial Officer of See’s Candies from January 2014 to June 2015 and as the Chief Financial Officer and
Treasurer of Annie’s Inc. from August 2011 to November 2013. Ms. Kennedy has also served in various roles at Revolution Foods, Inc., Established
Brands, Inc., Serena & Lily Inc., Forklift Brands, Inc., Elephant Pharm, Inc., Williams-Sonoma, Inc. and Dreyer’s Grand Ice Cream Holdings, Inc.

Ms. Kennedy received her M.B.A. from Harvard Business School and her B.A. in Economics from Middlebury College.

Glenn Klages has served as our Executive Vice President, Supply Chain since April 2018. Prior to joining us, from January 2014 to March 2018,
Mr. Klages served as Chief Operations Officer at Arbonne International LLC, where he led the operations team on matters related to demand planning,
procurement, and logistics. From March 2010 to December 2013, Mr. Klages served as Senior Vice President Supply Chain at Philosophy, Inc., where
he developed strategy and oversaw execution for the supply chain team. Prior to his time at Philosophy, Mr. Klages served as SVP Supply Chain
Operations at Carter’s, Inc. from June 2002 to November 2004 and Vice President Supply Chain Operations at Bath & Body Works, LLC from
September 1996 to June 2002. Mr. Klages holds a B.A. in Business Administration from Lycoming College and an M.B.A. from Fairleigh Dickinson
University-Florham Campus.

Jasmin Manner has served as our Chief Commercial Officer since August 2019. Prior to joining us, from December 2016 to June 2019,
Ms. Manner served as General Manager and Chief Marketing Officer at High Ridge Brands, where she led three strategic business units, Hair Care, Skin
Cleansing and Oral Care. Prior to
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joining High Ridge Brands, Ms. Manner served as Senior Vice President of Marketing and Innovation at Diageo from September 2015 to November
2016, where she led the Marketing and Commercial strategies of Diageo’s reserve, Premium and Emerging portfolios for some 44 markets across Latin
America and the Caribbean. She held numerous roles at Henkel from 1998 to 2014, including most recently as Senior Vice President and General
Manager — Personal Care North America. Ms. Manner earned her BSc. from the Berufsakademie Mannheim in her native Germany. She also holds a
graduate degree Dipl.-Kauffrau from Eberhard-Karls-Universitdt Tiibingen, Germany, and an M.B.A. from Université de Nice-Sophia Antipolis, France.

Sharareh Parvaneh has served as our Chief Information Officer since January 2019. Prior to joining us, from October 2017 to December 2018,
Ms. Parvaneh served as Chief Information Officer at SC Fuels, where she was responsible for the strategic management and direction of the company’s
Information Technology, IT, resources and network infrastructure, focusing on network security, talent management, and digital transformation. Prior to
joining SC Fuels, Ms. Parvaneh served as Global Strategy Leader at Multi-Fineline Electronix, Inc. (a DSBJ Company) from May 2017 to September
2017, where she oversaw mergers and acquisition efforts with focus on IT systems, integration and consolidation, and as Chief Information Officer at
The Alpert Group, LLC from 2013 to 2016, where she was responsible for corporate IT across multiple subsidiaries, including IT Strategy, enterprise
applications, DevOps, infrastructure, operations, IT risk management and compliance. Prior to that, Ms. Parvaneh served as Chief Information Officer at
RED Digital Cinema from 2009 to 2013, Director and VP of Information Technology at Volt Information Services from 2006 to 2009, Information
Technology Manager at Multi-Fineline Electronix, Inc. from 2001 to 2006 and Lead Business Analyst at IBM from 1998 to 2001. Ms. Parvaneh holds a
B.S.C. in Applied Sciences from Western Sydney University.

Rick Rexing has served as our Chief Revenue Officer since September 2017. Prior to joining us, from July 1987 to July 2017, Mr. Rexing worked
for The Clorox Company serving as Vice President Sales, National Accounts for over half of his career. At The Clorox Company he held numerous
positions in sales and the customer organization building business across all channels and categories, creating customer teams and setting sales policy.
Mr. Rexing holds a B.S. in Marketing/Management from Indiana State University — Evansville (now University of Southern Indiana) and an M.B.A.
from Xavier University.

Brendan Sheehey has served as our General Counsel since June 2020. Prior to joining us, from October 2018 to June 2020, Mr. Sheehey served
as General Counsel and Corporate Secretary at Targus International LLC, where he led the company’s legal department and oversaw its corporate
governance. Prior to joining Targus, from January 2016 to October 2018, Mr. Sheehey served as Associate General Counsel at Arbonne International
LLC, where he provided legal support to the company’s product development and marketing, international expansion, commercial contracts, and
mergers and acquisitions efforts. Prior to that, Mr. Sheehey served as Counsel at Sidley Austin LLP from July 2015 to January 2016, where he
represented clients in FTC regulatory matters and as Corporate Counsel at Corinthian Colleges from September 2011 to July 2015, where he handled
litigation and insurance matters. From September 2006 to September 2011, Mr. Sheehey served as an Associate at Sidley Austin LLP. Mr. Sheehey holds
a B.A. in Geography from U.C. Santa Barbara, an M.A. in Geography from the University of South Carolina and a J.D. from University of California,
Hastings College of the Law.

Non-Employee Directors

Katie Bayne has served as a member of our board of directors since October 2018. Since February 2019, Ms. Bayne has served as a Senior
Advisor with Guggenheim Securities, the investment banking and capital markets division of Guggenheim Partners. Since March 2018, Ms. Bayne has
also served as founder and President of Bayne Advisors, an advisory firm that helps brands and businesses find their strategic identities, drive sustained
consumer engagement and innovate for transformative results. Prior to serving in her current roles, from 1989 to 2018, Ms. Bayne served in numerous
roles at The Coca-Cola Company focused on consumer strategy, retail marketing and consumer marketing in the United States, Australia and globally,
most recently serving as the company’s President, North America Brands, from 2013 to 2015 and Senior Vice President,
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Global Center, from 2015 to 2018. Ms. Bayne previously served as a member of the board of directors for Ascena Retail Group, Inc., Ann Inc. and
Beazer Homes USA. Ms. Bayne currently serves as a member of the board of directors for Acreage Holdings, Inc., a publicly traded company.

Ms. Bayne is also a member of the board of trustees of the American Film Institute and the Fuqua School of Business at Duke University. Ms. Bayne
holds a B.A. in Psychology from Duke University and an M.B.A. from Duke University’s Fuqua School of Business. We believe that Ms. Bayne is
qualified to serve on our board of directors due to her strong background in consumer strategy, retail and consumer marketing and brand management.

Scott Dahnke has served as a member of our board of directors since June 2018. Since January 2016, Mr. Dahnke has served as Co-Chief
Executive Officer of L Catterton, a consumer-focused private equity firm, after previously serving as Managing Partner from February 2003 to
December 2015. Prior to joining L Catterton, Mr. Dahnke was Managing Director of Deutsche Bank Capital Partners, the former private equity division
of Deutsche Bank AG, from 2002 to 2003, and Managing Director of AEA Investors from 1998 to 2002. Previously, Mr. Dahnke was Chief Executive
Officer of infoGROUP (formerly known as Info USA), a provider of data and data-driven marketing services, from 1997 to 1998. Prior to joining
infoGROUP, Mr. Dahnke served clients on an array of strategic and operational issues as a Partner at McKinsey & Company. Mr. Dahnke’s early career
also includes experience in the Merger Department of Goldman, Sachs & Co. and with General Motors. Mr. Dahnke currently serves as a member of the
board of directors of the following publicly traded companies: Williams-Sonoma, Inc. and Vroom, Inc. Mr. Dahnke is also a member of the board of
directors of several private companies. Mr. Dahnke holds a B.S. in Mechanical Engineering from the University of Notre Dame and a M.B.A. from
Harvard Business School. We believe that Mr. Dahnke is qualified to serve on our board of directors due to his experience in private equity investment
and expertise in the ecommerce, retail and consumer products industry, as well as his experience serving as a director of several companies.

Susan Gentile has served as a member of our board of directors since May 2021, effective upon the effectiveness of the registration statement of
which this prospectus forms a part. Ms. Gentile is the Chief Financial and Administrative Officer at H.I.G. Capital Management, LLC. Prior to joining
H.I.G. Capital Management in May 2018, Ms. Gentile served as Managing Director and Chief Accounting Officer at Oaktree Capital Management, a
global alternative investment firm, from October 2013 to March 2018. Ms. Gentile also held various management roles at The Clorox Company from
March 2006 to September 2013. Prior to joining The Clorox Company, Ms. Gentile served in roles at Levi Strauss & Co., Motorola, Inc. and Deloitte &
Touche LLP. Ms. Gentile holds a B.S.B.A. in Finance from Boston University and is a Certified Public Accountant. We believe that Ms. Gentile is
qualified to serve on our board of directors due to her financial expertise and experience working with consumer product brands.

Eric Liaw has served as a member of our board of directors since November 2013. Since March 2011, Mr. Liaw has served in several roles at
Institutional Venture Partners, a venture capital firm, where he currently serves as a General Partner. From August 2003 to January 2011, Mr. Liaw
served in several roles at Technology Crossover Ventures, a venture capital firm, including most recently as a Vice President. Mr. Liaw serves on the
boards of directors of a number of privately held companies. Mr. Liaw holds an A.B. in Economics, with a minor in Computer Science, and a M.S. in
Management Science and Engineering from Stanford University. We believe that Mr. Liaw is qualified to serve on our board of directors due his
financial and investment expertise, including his particular focus in the growth of startups in the internet retail space.

Jeremy Liew has served as a member of our board of directors since September 2011. Since March 2006, Mr. Liew has served as a Partner at
Lightspeed Venture Partners, a venture capital firm. Prior to joining Lightspeed, Mr. Liew served as a General Manager at Netscape from January 2004
to November 2005, as Senior Vice President of Corporate Development and Office of the Chairman at AOL from October 2002 to December 2003 and
as VP Strategic Planning at Interactive Corp from June 1999 to October 2002. Prior to joining Interactive Corp, Mr. Liew served in roles at CitySearch
and McKinsey & Co. Mr. Liew currently serves as a member of the board of directors of Affirm Holdings, Inc., a publicly traded company. Mr. Liew
graduated with honors with a B.Sc. in Mathematics and a B.A. in Linguistics from the Australian National University, and with an M.B.A. from
Stanford Business School. We believe that Mr. Liew is qualified to serve on our board of directors due to his extensive technology investment
experience and his prior experience as an executive.

127



Table of Contents

Avik Pramanik has served as a member of our board of directors since June 2018. Mr. Pramanik is a Partner at L. Catterton, a consumer-focused
private equity firm. Prior to joining L Catterton in September 2011, Mr. Pramanik served as Director of Strategic Development at Alterna Haircare, a
prestige branded haircare company, from January 2011 to June 2011, as an Associate at TSG Consumer Partners, a middle-market private equity firm,
from July 2009 to June 2011, and as an Analyst at Goldman Sachs, where he worked in the Investment Banking Division’s Consumer Products and
Retail group and in the Principal Investment Area, from June 2006 to June 2009. Mr. Pramanik serves on the boards of directors of a number of
privately held companies. Mr. Pramanik holds a B.S.B.A. in Finance from Georgetown University. We believe that Mr. Pramanik is qualified to serve on
our board of directors due to his experience as an investor in high growth consumer product brands and knowledge of the beauty, personal care and
specialty retail categories.

James White has served as Chair of our board of directors since May 2021, effective upon the effectiveness of the registration statement of which
this prospectus forms a part. From 2008 to 2016, Mr. White served as the Chairman, President and Chief Executive Officer of Jamba Inc. Mr. White also
served as Senior Vice President and General Manager of Safeway, Inc., a U.S. supermarket chain, from 2005 to 2008. From 1983 to 2005, Mr. White
held management roles at The Gillette Company, Inc., Nestlé S.A. and The Coca-Cola Company. Additionally, Mr. White currently serves on the board
of directors of the following public companies: Affirm Holdings Inc., Medallia, Inc., The Simply Good Foods Company and Adtalem Global Education
Inc. Mr. White previously served on the board of directors of Panera Bread Company, Schnucks Markets, Inc., Bradshaw Home, Inc., Callidus Software
Inc., Daymon Worldwide, Inc., Hillshire Brands Company and Keane Inc. Mr. White’s non-profit board experience includes Directors Academy, where
he is a founding member and previously served as Board Chairman, as well as Board Chairman for Fair Trade USA. Mr. White previously served on the
non-profit boards of the Nasdaq Entrepreneurial Center, The Organic Center and the Network of Executive Women. Mr. White received a B.S. degree,
with a major in marketing, from The University of Missouri and an M.B.A. from Fontbonne University. Mr. White is also a graduate of the Cornell
University Food Executive Program and was a Stanford University Distinguished Careers Institute Fellow in 2018. We believe that Mr. White is
qualified to serve on our board of directors due to his experience as a public company director and his experience as a consumer products executive.

Family Relationships

There are no family relationships among any of the directors or executive officers.

Composition of Our Board of Directors

Our business and affairs are managed under the direction of our board of directors. Effective upon the effectiveness of the registration statement of
which this prospectus forms a part, we have nine directors with no vacancies. Susan Gentile and James White were appointed to our board of directors
effective upon the effectiveness of the registration statement of which this prospectus forms a part. All of our directors currently serve on the board of
directors pursuant to the provisions of a voting agreement between us and several of our stockholders. The voting agreement will terminate upon the
completion of this offering, after which there will be no further contractual obligations regarding the election or designation of our directors. Our current
directors will continue to serve as directors until their resignation, removal or successor is duly elected.

Our board of directors may establish the authorized number of directors from time to time by resolution. In accordance with our amended and
restated certificate of incorporation that will be in effect immediately prior to the completion of this offering, immediately prior to this offering, our
board of directors will be divided into three classes with staggered three-year terms. At each annual meeting of stockholders, the successors to directors
whose terms then expire will be elected to serve from the time of election and qualification until the third annual meeting following election. Our
directors will be divided among the three classes as follows:

. the Class I directors will be Scott Dahnke, Eric Liaw and Jeremy Liew, whose terms will expire at the first annual meeting of stockholders
to be held following the completion of this offering;

. the Class II directors will be Jessica Alba, Avik Pramanik and Nikolaos Vlahos, whose terms will expire at the second annual meeting of
stockholders to be held following the completion of this offering; and
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. the Class III directors will be Katie Bayne, Susan Gentile and James White whose terms will expire at the third annual meeting of
stockholders to be held following the completion of this offering.

We expect that any additional directorships resulting from an increase in the number of directors will be distributed among the three classes so
that, as nearly as possible, each class will consist of one third of the directors. The division of our board of directors into three classes with staggered
three-year terms may delay or prevent a change of our management or a change in control.

Director Independence

Our board of directors has undertaken a review of the independence of each director. Based on information provided by each director concerning
her or his background, employment and affiliations, our board of directors has determined that none of our directors, other than Nikolaos Vlahos and
Jessica Alba, has any relationships that would interfere with the exercise of independent judgment in carrying out the responsibilities of a director and
that each of these directors is “independent™ as that term is defined under The Nasdaq Stock Market LLC listing standards. In making these
determinations, our board of directors considered the current and prior relationships that each non-employee director has with our company and all other
facts and circumstances our board of directors deemed relevant in determining their independence, including the beneficial ownership of our shares by
each non-employee director and the transactions described in the section titled “Certain Relationships and Related Party Transactions.”

Committees of Our Board of Directors

Our board of directors has established a compensation committee, and will establish an audit committee and a nominating and corporate
governance committee prior to the completion of this offering. The composition and responsibilities of each of the committees of our board of directors
are described below. Members serve on these committees until their resignation or until otherwise determined by our board of directors. Our board of
directors may establish other committees as it deems necessary or appropriate from time to time.

Audit Committee

Effective at the time of effectiveness of the registration statement of which this prospectus forms a part, our audit committee consists of Katie
Bayne, Susan Gentile and Eric Liaw. Our board of directors has determined that each member of the audit committee satisfies the independence
requirements under The Nasdaq Stock Market LLC listing standards and Rule 10A-3(b)(1) of the Exchange Act. The chair of our audit committee is
Susan Gentile, who our board of directors has determined is an “audit committee financial expert” within the meaning of SEC regulations. Each member
of our audit committee can read and understand fundamental financial statements in accordance with applicable requirements. In arriving at these
determinations, our board of directors has examined each audit committee member’s scope of experience and the nature of their employment in the
corporate finance sector.

The principal duties and responsibilities of our audit committee include, among other things:

. selecting a qualified firm to serve as the independent registered public accounting firm to audit our financial statements;

. helping to ensure the independence and performance of the independent registered public accounting firm;

. helping to maintain and foster an open avenue of communication between management and the independent registered public accounting
firm;

. discussing the scope and results of the audit with the independent registered public accounting firm, and reviewing, with management and

the independent registered public accounting firm, our interim and year-end operating results;
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. developing procedures for employees to submit concerns anonymously about questionable accounting or audit matters;

. reviewing our policies on risk assessment and risk management;

. reviewing related party transactions;

. obtaining and reviewing a report by the independent registered public accounting firm at least annually, that describes its internal quality-
control procedures, any material issues with such procedures, and any steps taken to deal with such issues when required by applicable
law; and

. approving (or, as permitted, pre-approving) all audit and all permissible non-audit services to be performed by the independent registered

public accounting firm.

Our audit committee will operate under a written charter, which became effective upon the effectiveness of the registration statement of which this
prospectus is a part, that satisfies the applicable listing standards of The Nasdaq Stock Market LLC.

Compensation Committee

Effective at the time of effectiveness of the registration statement of which this prospectus forms a part, our compensation committee consists of
Katie Bayne, Eric Liaw and Avik Pramanik. The chair of our compensation committee is Katie Bayne. Our board of directors has determined that each
member of the compensation committee is independent under The Nasdaq Stock Market LLC listing standards and a “non-employee director” as
defined in Rule 16b-3 promulgated under the Exchange Act.

The principal duties and responsibilities of our compensation committee include, among other things:
. approving the retention of compensation consultants and outside service providers and advisors;

. reviewing and approving, or recommending that our board of directors approve, the compensation, individual and corporate performance
goals and objectives and other terms of employment of our executive officers, including evaluating the performance of our chief executive
officer and, with his assistance, that of our other executive officers;

. reviewing and recommending to our board of directors the compensation of our directors;

. administering our equity and non-equity incentive plans;

. reviewing our practices and policies of employee compensation as they relate to risk management and risk-taking incentives;

. reviewing and evaluating succession plans for the executive officers;

. reviewing and approving, or recommending that our board of directors approve, incentive compensation and equity plans; and
. reviewing and establishing general policies relating to compensation and benefits of our employees and reviewing our overall

compensation philosophy.

Our compensation committee will operate under a written charter, which became effective upon the effectiveness of the registration statement of
which this prospectus is a part, that satisfies the applicable listing standards of The Nasdaq Stock Market LL.C.

Nominating and Corporate Governance Committee

Effective at the time of effectiveness of the registration statement of which this prospectus forms a part, our nominating and corporate governance
committee consists of Jeremy Liew, Avik Pramanik and James White. The chair of our nominating and corporate governance committee is James White.
Our board of directors has determined that each member of the nominating and corporate governance committee is independent under The Nasdaq Stock
Market LLC listing standards.
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The nominating and corporate governance committee’s responsibilities include, among other things:

. identifying, evaluating, and selecting, or recommending that our board of directors approve, nominees for election to our board of directors
and its committees;

. approving the retention of director search firms;

. evaluating the performance of our board of directors and of individual directors;

. considering and making recommendations to our board of directors regarding the composition of our board of directors and its committees;
. evaluating the adequacy of our corporate governance practices and reporting; and

. overseeing an annual evaluation of the board’s performance.

Our nominating and corporate governance committee will operate under a written charter, which became effective upon the effectiveness of the
registration statement of which this prospectus is a part, that satisfies the applicable listing standards of The Nasdaq Stock Market LLC.

Code of Conduct

In connection with this offering, we intend to adopt a Code of Conduct that applies to all our employees, officers and directors. This includes our
principal executive officer, principal financial officer and principal accounting officer or controller, or persons performing similar functions. The full
text of our Code of Conduct will be posted on our website at www.honest.com. We intend to disclose on our website any future amendments of our
Code of Conduct or waivers that exempt any principal executive officer, principal financial officer, principal accounting officer or controller, persons
performing similar functions or our directors from provisions in the Code of Conduct. Information contained on, or that can be accessed through, our
website is not incorporated by reference into this prospectus, and you should not consider information on our website to be part of this prospectus.

Compensation Committee Interlocks and Insider Participation

None of the members of the compensation committee are currently, or have been at any time, one of our executive officers or employees. None of
our executive officers currently serve, or have served during the last year, as a member of the board of directors or compensation committee of any
entity that has one or more executive officers serving as a member of our board of directors or compensation committee.

Non-Employee Director Compensation

During the fiscal year ended December 31, 2020, we did not pay cash or equity-based compensation to any of our non-employee directors for
service on our board of directors, except for a $75,000 annual cash retainer paid to Ms. Bayne. We have reimbursed and will continue to reimburse all of
our non-employee directors for their reasonable out-of-pocket expenses incurred in attending board of directors and committee meetings.

Mr. Vlahos, our Chief Executive Officer and a member of our board of directors, and Ms. Alba, our Chief Creative Officer and Chair of our board
of directors, did not receive any additional compensation for their service on the board of directors. Their compensation as a named executive officer is
set forth below under “Executive Compensation—Summary Compensation Table.”

As of December 31, 2020, none of our non-employee directors held any outstanding option awards or other stock awards to purchase or to be
issued our common stock, except for an option to purchase 120,000 shares of our common stock held by Ms. Bayne.

In April 2021, our board of directors approved our Non-Employee Director Compensation Policy, or the Policy, which became effective on the
date of the underwriting agreement related to this offering. Pursuant to the Policy, our non-employee directors will receive the following compensation.
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Cash Compensation

Commencing on the date of the underwriting agreement related to this offering, each non-employee director will receive the following cash
compensation (as applicable) for serving on our board of directors and its committees:

. $50,000 annual cash retainer for service as a non-employee director;

. $125,000 annual cash retainer for service as the non-executive chair of our board of directors;

. $70,000 annual cash retainer for service as the lead independent director;

. $15,000 annual cash retainer for service as a member of the audit committee and $20,000 annual cash retainer for service as chair of the

audit committee;

. $7,500 annual cash retainer for service as a member of the compensation committee and $15,000 annual cash retainer for service as chair
of the compensation committee; and

. $5,000 annual cash retainer for service as a member of the nominating and corporate governance committee and $10,000 annual cash
retainer for service as chair of the nominating and corporate governance committee.

The annual cash compensation amounts are payable in equal quarterly installments, in arrears on the last day of each fiscal quarter in which the
service occurred, pro-rated for any partial quarter of service.

Equity Compensation
Initial Grant

Each non-employee director who first joins our board of directors on or after the effective date of the Policy, on the date the non-employee
director first joins our board of directors, will be automatically granted a restricted stock unit award, or the Initial Grant, covering a number of restricted
stock units equal to (i) $185,000 divided by (ii) the average fair market value of a share of our common stock for the 30 consecutive market trading days
ending on and including the last market trading day prior to the grant date of such Initial Grant (or if the Initial Grant is granted on the effective date of
the Policy, the initial price of a share of our common stock to the public), rounded down to the nearest whole unit. Each Initial Grant will vest in three
equal annual installments on the one-, two- and three-year anniversaries of the grant date, subject to the non-employee director’s continued service on
each vesting date.

Annual Grant and Prorated Annual Grant

On the date of each annual meeting of our stockholders, each person who is then a non-employee director will be automatically granted a
restricted stock unit award, or the Annual Grant, covering a number of restricted stock units equal to (i) $185,000 divided by (ii) the average fair market
value of a share of our common stock for the 30 consecutive market trading days ending on and including the last market trading day prior to the grant
date of such Annual Grant, rounded down to the nearest whole unit.

In addition, each non-employee director who first joins our board of directors after the first annual meeting of our stockholders following the date
of the underwriting agreement related to this offering on a date other than the date of an annual meeting of our stockholders, on the date the
non-employee director first joins our board of directors, will be automatically granted a restricted stock unit award, or the Prorated Annual Grant,
covering a number of restricted stock units equal to (i) $185,000 multiplied by a fraction, the numerator of which equals 365 minus the total number of
days, as of the grant date of such Prorated Annual Grant, that have occurred since the last annual meeting of our stockholders and the denominator of
which equals 365, divided by (ii) the average fair market value of a share of our common stock for the 30 consecutive market trading days ending on
and including the last market trading day prior to the grant date of such Prorated Annual Grant, rounded down to the nearest whole unit.
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Each Annual Grant and Prorated Annual Grant will fully vest on the earlier of (i) the one-year anniversary of its grant date, and (ii) the date
immediately prior to the next annual meeting of our stockholders following its grant date, subject to the non-employee director’s continued service
through the applicable vesting date.

Interim Annual Grant and Prorated Interim Annual Grant

On the effective date of the Policy, each person who is then a non-employee director will be automatically granted a restricted stock unit award, or
the Interim Annual Grant, covering a number of restricted stock units equal to (i) $185,000 multiplied by a fraction, the numerator of which equals the
total number of days during the period beginning on the effective date of the Policy and ending on June 1, 2022, or the Assumed First Annual Meeting
Date, and the denominator of which equals 365, divided by (ii) the initial price of a share of our common stock to the public, rounded down to the
nearest whole unit. Each Interim Annual Grant will vest as to 1/13th of the Interim Annual Grant on June 1, 2021, and as to 12/13th of the Interim
Annual Grant on the earlier of (i) the date immediately prior to the annual meeting of our stockholders next following the grant date of the Interim
Annual Grant and (ii) the Assumed First Annual Meeting Date, subject to the non-employee director’s continued service through each vesting date.

In addition, each non-employee director who first joins our board of directors after the effective date of the Policy but before the Assumed First
Annual Meeting Date will be automatically granted a restricted stock unit award, or the Prorated Interim Annual Grant, on the date such non-employee
director first joins our board of directors. Each Prorated Interim Annual Grant will cover a number of restricted stock units equal to (i) $185,000
multiplied by a fraction, the numerator of which equals the total number of days during the period beginning on the date the non-employee director first
joined our board of directors and ending on the Assumed First Annual Meeting Date and the denominator of which equals 365, divided by (ii) the
average fair market value of a share of common stock for the 30 consecutive market trading days ending on and including the last market trading day
prior to the grant date of such Prorated Interim Annual Grant, rounded down to the nearest whole unit. Each Prorated Interim Annual Grant will fully
vest on the earlier of (i) the date immediately prior to the annual meeting of our stockholders next following the grant date of the Prorated Interim
Annual Grant and (ii) the Assumed First Annual Meeting Date, subject to the non-employee director’s continued service through the vesting date.

Retainer Grant

For our fiscal year in which the Policy becomes effective and each of our subsequent fiscal years, each non-employee director may elect to forego
receiving payment of all (but not less than all) of the annual cash retainers described above that he or she is otherwise eligible to receive for the period
during our fiscal year that the election applies commencing on the first day of such fiscal year (or if the non-employee director makes the election in our
fiscal year that the election applies, on the first day of our fiscal quarter next following our fiscal quarter in which the election is made) and ending on
the last day of such fiscal year and instead receive an award of restricted stock units, or the Retainer Grant, provided such election is timely made and
complies with certain other requirements specified in the Policy. If a non-employee director timely makes the election described above in accordance
with the Policy, on the first day of our fiscal year that the election applies (or if the non-employee director makes the election in our fiscal year that the
election applies, on the first day of our fiscal quarter following our fiscal quarter in which the election is made), the non-employee director will be
automatically granted a Retainer Grant covering a number of restricted stock units equal to the (i) aggregate amount of the annual cash retainers that the
non-employee director is eligible to receive under the Policy for the applicable period to which the election applies divided by (ii) the average fair
market value of a share of our common stock for the 30 consecutive market trading days ending on and including the last market trading day prior to the
grant date of such Retainer Grant, rounded down to the nearest whole unit. Each Retainer Grant will vest in equal quarterly installments over the period
commencing on the grant date of the Retainer Grant and ending on the last day of the fiscal year in which the Retainer Grant is granted, subject to the
non-employee director’s continued service on each vesting date.
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Deferral of Restricted Stock Unit Awards

Each non-employee director may elect to defer the delivery of shares in settlement of any restricted stock unit award granted under the Policy that
would otherwise be delivered to such non-employee director on or following the date such award vests pursuant to the terms of a deferral election such
non-employee director makes in accordance with the Policy.

Change in Control; Death; Disability

Each restricted stock unit award held by a non-employee director that is granted under the Policy, including the awards described above, will fully
vest upon such non-employee director’s death or disability (as defined in our 2021 Plan), or immediately prior to the consummation of a change in
control (as defined in our 2021 Plan), in each case to extent such award is outstanding immediately prior to the occurrence of such event.

Non-Employee Director Compensation Limit

The aggregate value of all compensation granted or paid, following the date of the underwriting agreement related to this offering, to any
non-employee director with respect to any fiscal year of the company, including awards granted and cash fees paid by us to such non-employee director,
will not exceed (1) $750,000 in total value or (2) if such non-employee director first joins our board of directors during such fiscal year or is serving as
the non-employee chair of our board of directors during such fiscal year, $1,500,000 in total value. The limitations described in the preceding sentence
will apply starting with the first calendar year that begins following the date of the underwriting agreement related to this offering.
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EXECUTIVE COMPENSATION

Our named executive officers for the year ended December 31, 2020, consisting of our principal executive officer and the next two most highly
compensated executive officers, were:

. Nikolaos Vlahos, our Chief Executive Officer;
. Jessica Alba, our Chief Creative Officer; and
. Rick Rexing, our Chief Revenue Officer.

2020 Summary Compensation Table

The following table presents all of the compensation awarded to or earned by our named executive officers for the year ended December 31, 2020.

Non-Equity
Option Incentive Plan All Other
Salary Bonus Awards Compensation Compensation Total

Name and Principal Position ($) ($)(1) ($)(2) ($)(3) ($)@) ($)
Nikolaos Vlahos 803,942 4,032,659 1,462,059 448,000 54,247 6,800,907

Chief Executive Officer
Jessica Alba 503,846 1,417,714 129,000 280,000 153 2,330,713

Chief Creative Officer
Rick Rexing 298,346 786,598 535,259 179,543 19,517 1,819,263

Chief Revenue Officer

(1) Reflects bonuses paid to our named executive officers during 2020 for his or her contributions toward the success of the company in preparing for
an initial public offering and a retention bonus installment payment of $50,000 made to Mr. Rexing in 2019 but for which the performance
condition was satisfied in 2020. See “—Narrative to the Summary Compensation Table —Bonuses” below for a description of the material terms
pursuant to which this compensation was awarded.

(2) Amounts reported represent (i) the aggregate grant date fair value of the stock options granted to our named executive officers during 2020 under
our 2011 Plan, and (ii) the incremental fair value related to the modification of the vesting schedules of certain stock options held by our named
executive officers during 2020, in each case computed in accordance with ASC Topic 718. The assumptions used in calculating the grant date fair
value and incremental fair value of the stock options reported in this column are set forth in the notes to our audited consolidated financial
statements included elsewhere in this prospectus. This amount does not reflect the actual economic value that may be realized by the named
executive officer.

(3) The amounts in this column reflect cash incentive payments earned by our named executive officers under our 2020 Executive Annual Incentive
Plan, or 2020 AIP. See “—Narrative to the Summary Compensation Table—Non-Equity Incentive Plan Compensation” below for a description of
the material terms pursuant to which this compensation was awarded.

(4) Represents (i) for Mr. Vlahos, $11,400 for matching contributions made by us under our 401(k) plan, $17,764 for medical plan premiums paid by
us, $6,381 for dental, vision and life insurance policy premiums paid by us, $12,000 in financial planning services paid by us, $6,343 in tax
gross-ups for such financial planning services, $235 in gifts and $124 in tax gross-ups for such gifts; (ii) for Ms. Alba, $100 in gifts and $53 in tax
gross-ups for such gifts; and (iii) for Mr. Rexing, $11,400 for matching contributions made by us under our 401(k) plan, $7,807 for medical, dental
and vision policy premiums paid by us, $235 in gifts and $75 in tax gross-ups for such gifts.

Narrative to the Summary Compensation Table
Annual Base Salary

Our named executive officers receive an annual base salary to compensate them for services rendered to us. The base salary payable to each
named executive officer is intended to provide a fixed component of
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compensation reflecting the executive’s skill set, experience, role and responsibilities. None of our named executive officers is currently party to an
employment agreement or other agreement or arrangement that provides for automatic or scheduled increases in base salary. The 2020 annual base
salaries for our named executive officers were as follows: (1) $775,000 for Mr. Vlahos from January 1, 2020 to January 31, 2020 and $800,000 from
February 1, 2020 to December 31, 2020, (2) $500,000 for Ms. Alba, and (3) $275,000 for Mr. Rexing from January 1, 2020 to July 3, 2020 and
$305,000 from July 4, 2020 to December 31, 2020. In January 2021, our compensation committee approved an increase to Mr. Vlahos’ annual base
salary from $800,000 to $825,000 and an increase to Mr. Rexing’s annual base salary from $305,000 to $320,000.

Bonuses
IPO Preparation Bonuses

In December 2020, we entered into liquidity event bonus agreements with our named executive officers. Pursuant to these agreements, we paid
each of our named executive officers a bonus, less applicable tax withholdings, in December 2020, for his or her contributions toward the success of the
company in preparing for an initial public offering. The amounts of these bonuses were as follows: (1) $4,032,659 for Mr. Vlahos, (2) $1,417,714 for
Ms. Alba, and (3) $736,598 for Mr. Rexing. In addition, each of our named executive officers is eligible to receive a separate bonus upon a liquidity
event (including upon the completion of this offering) as described in the section titled “Potential Payments and Benefits upon Termination or Change of
Control.”

Retention Bonus

Mr. Rexing’s prior offer letter with us provides that Mr. Rexing is eligible to receive a cash retention bonus of $200,000 in the aggregate, payable
in four annual installments of $50,000, starting in November 2017. If Mr. Rexing voluntarily resigns or we terminate his employment for cause before
September 18, 2021, he will be required to reimburse us for any portion of the retention bonus previously paid to him during the previous twelve months
prior to such termination. The third installment of Mr. Rexing’s retention bonus was paid to him in November 2019 and ceased to be subject to the
reimbursement condition described above in November 2020. The fourth and final installment of the retention bonus was paid to Mr. Rexing in October
2020 and will cease to be subject to the reimbursement condition on October 30, 2021, so long as Mr. Rexing does not voluntarily resign or terminate
employment for cause before then.

Non-Equity Incentive Plan Compensation

We develop an annual cash incentive program for our executive leadership team annually to incentivize our executives to achieve and exceed
targeted short-term corporate goals and team or individual objectives, and to ensure that our executive pay program remains competitive.

In January 2020, our compensation committee adopted our 2020 AIP for the 2020 calendar year. Under our 2020 AIP, each of our named
executive officers was eligible to receive a cash incentive payment equal to (1) his or her target incentive, as a percentage of annual base salary,
multiplied by (2) the percentage achievement of certain 2020 corporate goals established by our compensation committee in its sole discretion, subject
to the named executive officer remaining employed by us through the payment date and no termination notice having been provided by either the named
executive officer or us prior to such date.

For 2020, our compensation committee set the target annual incentive opportunity for Mr. Vlahos at 40% of his annual base salary, for Ms. Alba at
40% of her annual base salary and for Mr. Rexing at 40% of his annual base salary. The corporate goals used for purposes of the 2020 AIP included
revenue and adjusted EBITDA. Our compensation committee determined that the percentage achievement of the applicable corporate goals was 140%.
As a result, our compensation committee approved a cash incentive payment for each named executive officer as reflected in the column of the
Summary Compensation Table above entitled “Non-Equity Incentive Plan Compensation.” Each named executive’s cash incentive award for 2020 was
paid to him or her, less applicable tax withholdings, in February 2021. In January 2021, our compensation committee approved an increase to
Mr. Vlahos’ target annual incentive opportunity from 40% of his annual base salary to 50%.
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Modification of Option Vesting Schedules

In September 2018, we granted each of Mr. Vlahos and Ms. Alba a stock option to purchase 1,200,000 shares of our common stock (or 400,000
shares of our common stock in the case of Ms. Alba) under our 2011 Plan. Pursuant to the respective stock option agreements governing these options,
(i) 600,000 shares of common stock (or 200,000 shares of common stock in the case of Ms. Alba) subject to the option vest on a monthly basis for 48
months from the grant date, (ii) 300,000 shares of common stock (or 100,000 shares of common stock in the case of Ms. Alba) subject to the option vest
upon the occurrence of a “Qualifying Liquidity Event” in which the fair market value per share of our common stock is at least two (2) times the per
share exercise price of the option, as determined by our board of directors, subject to continued service to us through such event, and (iii) 300,000 shares
of common stock (or 100,000 shares of common stock in the case of Ms. Alba) subject to the option vest as follows: 50% vest upon the occurrence of a
revenue achievement and 50% vest upon the occurrence of an adjusted EBITDA achievement, in each case subject to the executive’s continued
employment through each such date. “Qualifying Liquidity Event” means the first to occur of: (1) a change in control (as defined in the executive’s
employment agreement) or (2) the effective date of a registration statement filed under the Securities Act for the sale of our common stock.

In addition, the respective stock option agreements provide that (i) with respect to the 600,000 shares of common stock (or 200,000 shares of
common stock in the case of Ms. Alba) subject to monthly vesting, (A) in the event of the executive’s involuntary termination without cause or the
executive’s resignation for good reason within three months before or twelve months following a change of control, the vesting of such shares will be
accelerated in full and (B) in the event of the executive’s involuntary termination without cause or the executive’s resignation for good reason outside of
such change of control period, the vesting of such shares equal to the number of shares, if any, that would have vested during the twelve-month period
following such termination or resignation will be accelerated, and (ii) with respect to the 300,000 shares of common stock (or 100,000 shares of
common stock in the case of Ms. Alba) subject to revenue and adjusted EBITDA achievement-based vesting, in the event of a Qualifying Liquidity
Event, the vesting of such shares will be accelerated in full. In February 2020, we approved an amendment to Mr. Vlahos’ and Ms. Alba’s stock options
granted in September 2018 in order to better align senior management equity incentives to our business strategy, such that the revenue and adjusted
EBITDA achievement-based vesting schedule applicable to 300,000 shares of common stock (or 100,000 shares of common stock in the case of
Ms. Alba) was replaced with vesting upon the occurrence of a Qualifying Liquidity Event in which the fair market value per share of our common stock
is at least one-half (1.5) times the per share exercise price of the option, as determined by our board of directors, subject to continued service to us
through such event.

Equity-Based Incentive Awards

Our equity award program is the primary vehicle for offering long-term incentives to our executives. We believe that equity awards provide our
executives with a strong link to our long-term performance, create an ownership culture and help to align the interests of our executives and our
stockholders. To date, we have used stock option grants and, in one instance more recently, restricted stock units for this purpose because we believe
they are an effective means by which to align the long-term interests of our executive officers with those of our stockholders. The use of options also can
provide tax and other advantages to our executive officers relative to other forms of equity compensation. We believe that our equity awards are an
important retention tool for our executive officers, as well as for our other employees.

We award stock options broadly to our employees. Grants to our executives and other employees are made at the discretion of our board of
directors and are not made at any specific time period during a year.

Prior to this offering, all of the stock options and restricted stock units we have granted were made pursuant to our 2011 Plan. Following this
offering, we will grant equity incentive awards under the terms of our 2021 Plan. The terms of our equity plans are described under “—Employee
Benefit Plans” below.
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Outstanding Equity Awards as of December 31, 2020

awards were granted pursuant to the 2011 Plan. See “—Employee Benefit Plans—2011 Plan” below for additional information.

The following table presents information regarding outstanding equity awards held by our named executive officers as of December 31, 2020. All

Option Awards
Number of Number of
Securities Securities
Underlying Underlying
Vesting Unexercised Unexercised Option Option
Name and Principal Commencement Options (#) Options (#) Exercise Expiration
Position Grant Date Date (Exercisable) (Unexercisable) Price ($) Date
Nikolaos Vlahos 4/27/2017(1) 4/26/2017 1,730,820 157,348 $ 5.13) 4/27/2027
Chief Executive Officer 4/26/2017(1) 4/26/2017 692,326 62,940 $ 5.139) 4/26/2027
4/26/2017(1) 4/26/2017 346,164 31,470 $ 5.13@ 4/26/2027
9/12/2018(3) 9/12/2018 337,500 262,500 $ 5.75 9/12/2028
9/12/2018(4) — — 300,000 $ 5.75 9/12/2028
9/12/2018(5) — — 300,000 $ 5.75 9/12/2028
2/28/2020(3) 2/28/2020 52,082 197,918 $ 5.23 2/28/2030
2/28/2020(4) — — 125,000 $ 5.23 2/28/2030
2/28/2020(5) — — 125,000 $ 5.23 2/28/2030
2/28/2020(6) — — 166,666 $ 5.23 2/28/2030
Jessica Alba 12/19/2014(1) 12/19/2014 465,000 — $ 5.13@ 12/19/2024
Chief Creative Officer 3/24/2015(7) 3/24/2015 550,000 — $ 5.133 3/24/2025
2/7/2018(3) 2/7/2018 212,500 87,500 $ 5.13 2/7/2028
9/12/2018(3) 9/12/2018 112,500 87,500 $ 5.75 9/12/2028
9/12/2018(4) — — 100,000 $ 5.75 9/12/2028
9/12/2018(5) — — 100,000 $ 5.75 9/12/2028
Rick Rexing 11/9/2017(1) 8/15/2017 166,666 33,334 $ 5.139 11/9/2027
Chief Revenue Officer 2/7/2018(3) 2/7/2018 106,250 43,750 $ 5.13 2/7/2028
9/12/2018(3) 9/12/2018 140,624 109,376 $ 5.75 9/12/2028
2/28/2020(3) 2/28/2020 15,624 59,376 $ 5.23 2/28/2030
2/28/2020(4) — — 37,500 $ 5.23 2/28/2030
2/28/2020(5) — — 37,500 $ 5.23 2/28/2030
2/28/2020(6) — — 50,000 $ 5.23 2/28/2030
7/31/2020(3) 7/31/2020 3,906 33,594 $ 5.66 7/31/2030
7/31/2020(4) — — 18,750 $ 5.66 7/31/2030
7/31/202005) — — 18,750 $ 5.66 7/31/2030
7/31/2020(6) — — 25,000 $ 5.66 7/31/2030
(1) 25% of the shares underlying this option vest on the one-year anniversary of the vesting commencement date and the remainder vest in 36 equal
monthly installments thereafter, subject to continued service to us through the applicable vesting date.
(2) Option was repriced on January 22, 2018 based on the valuation of our common stock of $5.13 as of January 1, 2018.
(3) 1/48th of the shares underlying this option vest on a monthly basis following the vesting commencement date, subject to continued service to us
through the applicable vesting date.
(4) The shares underlying this option vest on the occurrence of a “Qualifying Liquidity Event” in which the fair market value per share of our

common stock is at least one and one-half (1.5) times the per share exercise price of the option, as determined by our board of directors, subject to
continued service to us through such event. “Qualifying Liquidity Event” means the first to occur of: (1) a change in control (as defined in the
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optionholder’s employment agreement); or (2) the effective date of a registration statement filed under the Securities Act for the sale of our
common stock.

(5) The shares underlying this option vest on the occurrence of a Qualifying Liquidity Event in which the fair market value per share of our common
stock is at least two (2) times the per share exercise price of the option, as determined by our board of directors, subject to continued service to us
through such event.

(6) The shares underlying this option vest on the occurrence of a Qualifying Liquidity Event in which the fair market value per share of our common
stock is at least two and one-half (2.5) times the per share exercise price of the option, as determined by our board of directors, subject to
continued service to us through such event.

(7)  1/60th of the shares underlying this option vest on a monthly basis following the vesting commencement date, subject to continued service to us
through the applicable vesting date.

IPO RSU Grants

In connection with this offering and after the effectiveness of the registration statement of which this prospectus is a part, we expect that our board
of directors will grant restricted stock units to certain of our executive officers under the 2021 Plan, or the IPO Awards, which awards will vest over a
period of five years following the completion of this offering, and the number of shares of common stock issuable upon the settlement of such restricted
stock units for these officers, other than Ms. Alba, will be based on a fixed percentage of our market capitalization as of the completion of this offering.
Ms. Alba’s award will be grante