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AbOUt the StUdy The core research specifications are outlined in the table below

and is based on a natural fallout of the online female population
. Fertech Awareness & Familiarity (aged 18 years+) with interlocking age quotas

« Usage and Spending Habits Among Current

Femtech Users Indonesia, Malaysia, Singapore, Thailand,

The Philippines, Vietham

Markets covered

 Femtech Non-Users Future Intentions

« WWomen's Health Education N=6,000 females overall

Sample size (N=1,000 female citizens aged 18+ in each of Indonesia,

« Openness in Discussing Women'’s Health Issues Malaysia, Singapore, Thailand, The Philippines and Vietnam)

 Media Influence on Women’s Health Issues

« Religious Influence on Women’s Health Issues Fieldwork dates 12 Feb - 4 March 2026

« Maternal & Reproductive Health

« Hormonal Health / Menopause
Survey length 41 questions
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Femtech
Awareness &
Familiarity
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REGIONAL SNAPSHOT mill'eu eSO ATION

Southeast Asian women understand
femtech more, and more broadly |
® Did you know?

Regional averages across Indonesia, Malaysia, Singapore, Thailand, The Philippines and Vietham 27 % of femtech startups across

these Southeast Asian markets
0 Cateosnrv recosnitinn ic hrnadeninos hevand nerind care.
2 ; /O 46% 46%

focus on menstrual care
of SEA women now recognise the 39%
term “femtech” — up from 25% in S48
2024, with gains in almost every
market
20%
18% 185 17%
say they don't recognise any femtech
category — down slightly from 26%

in 2024, suggesting overall category e — i e
awareness remains broadly stable

2024 m2026

Recognition is still anchored in menstrual care, but the fastest gains, birth control tracking and fertility
Insights into the Femtech Landscape in Southeast Asia tracking show women's understanding of femtech is stretching into reproductive planning and virtual care.
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USAGE & SPENDING

Users are moving from generic
tracking to targeted solutions
® Did you know?

Usage and spending habits among current femtech users, regional average, 2024 vs 2026 Only 7% of femtech startups
across these Southeast Asian

Category usage share, among all SEA women markets focus on fertility

+39%

: : . : 33%
relative growth in fertility-tracking app usage
25%
20%
. 8%
- . 5% 5%
4% - b - 4% -
Fertility Birth control Reproductive

— the fastest-growing category among
7 8 /0 Menstrual Menstrual Virtual health/
tracking apps Telehealth tracking tracking health coaching

+35%

relative growth in birth control &
contraception tracking app usage since 2024

current users
care

of current users still plan to spend more on
_ 2024 (rebased) m 2026
femtech — nearly unchanged from 79% in

2024 2024 figures rebased to the full sample for comparability — the original 2024 question was asked only of the 74 % of respondents who recognised a

femtech category.

2026 insight: Usage isn't shrinking, it's diversifying — as reliance on generic menstrual tracking apps eases, current users are picking up more targeted tools for
5

fertility, contraception and virtual care, while remaining are just as willing to spend.



USERS VS NON-USERS mill'eu

The user base has matured, not shrunk

Femtech users vs non-users, Southeast Asia, 2026

SINCE 2024

Close to 6 in 10 women were femtech users in 2024. In

2026, that's held at just over 5 in 10 — a modest easing,
not a slowdown, as the category settles into the

995 %

of SEA women are
current femtech users

mainstream.

58% 55% -3pts

2024 user share change — a platea
2026 user share 8 ek -
(rebased to full sample) not a decline

2024 figure rebased to the full sample for comparability with 2026 (see methodology note).
B Current users * Non-users

2026 insight: With just over half of SEA women now using femtech, the region's next wave of growth is set to come from spending depth among existing users, not
from recruiting new ones.
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Spending outpaced even
our own 2024 forecast

Femtech consumer spending, Southeast Asia, 2024 vs 2026 (USD)

ASIA

Market size: actual vs. 2024's own forecast (USD Billion)

$8.4B

$7.68B
2026 market size — up 36.7% from $6.158
$6.15B in 2024
ahead of the region's own 2024 2024 2024 Forecast 2026
Actual for 2026 Actual

growth forecast — 9.5% above
projection 2024 forecast built from: current users' projected spending increase (+$330M) + new entrants from intending
non-users (+51.2B)

2026 insight: The region's femtech market didn't just meet its 2024 growth forecast* — it beat it by over $700M, showing consumer appetite is compounding faster than
the industry itself anticipated. source: insights into the Femtech Landscape in Southeast Asia 2024
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BARRIERS TO ADOPTION m I | |'e U e
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For non-users, it's less about
barriers, more about relevance

Main barriers to femtech adoption among non-users, Southeast Asia, 2026

36%

Top barriers cited by non-users, 2026

Limited product availability 7%

say they simply don't need femtech — by far

the single largest response Lack of trust in healthcare industry 8%

Lack of trust in technology 11%

25%

still cite lack of awareness or understanding
— the clearest remaining education gap

Skepticism of effectiveness 13%

Privacy & security concerns 19%

Affordability / cost 20%

25%

0]
2 O /O Lack of awareness or understanding

point to affordability and cost as a barrier to
trying femtech products

No barriers / don't need it 36%

2024 flashback: “Lack of awareness” was the #1 barrier at 42%. In 2026, it has fallen to a distant second, while “no barriers /
don’t need it” is now the most common response.
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School still leads women’s health education, but the
internet is catching up fast

Where women learned about women's health topics, Southeast Asia, 2026

Sources of women's health education, regional average

6 4 % Others

of women learned about women’s Religious institutions
health at school — still the single
biggest channel by far External workshops

5%

13%

15%

Friends / Peers 31%

Healthcare professionals
45% vs 43 %

Family

34%

43%

online resources now edge out family
as the #2 source of health education

Online resources 45%

School 64%

2026 insight: Formal education still sets the foundation, but online resources have become a near-equal source to family — a growing digital front door for femtech
brands to reach women with credible information. 10
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Fear of judgment is still the
biggest barrier to speaking up

ASIA

Key challenges to openly discussing women's health issues, Southeast Asia, 2026

Top challenges cited by women, regional average (2026)

46%

Fear of judgment or shame 46%

cite fear of judgment or shame — the single
most-cited barrier to speaking up

Societal stigma and taboos 38%

Lack of privacy / safe spaces
38%

Lack of education or awareness

37%

34%

point to societal stigma and taboos — the
second most-cited challenge

Fear of consequences 33%

17 pts Not knowing how to start

gap on “fear of judgment” between the 2026 country spotlight — % citing fear of judgment or shame as a barrier
highest (Philippines) and lowest (Indonesia)

markets

32%

42% 37%

MY ID

11



THE ROLE OF SOCIAL MEDIA m I | |'e U B
Social mediais still where SEA
women turn for health information

How social media shapes women's health conversations, Southeast Asia, 2026

Other ways social media shapes the conversation

I 409% Provides a platform for sharing personal experiences

I 37 % Facilitates open conversations via online communities

20%

say social media shares

educational content and

resources, the main way
it shapes health
conversations

I 37 % Influences societal perceptions of women's health
I 35 % Increases awareness through hashtags and trends

I 3495 Increases awareness through influencers/celebrities

2024 flashback: Educational content was already the top response in 2024 at 53% — the role
social media plays has stayed consistent, even as most category figures eased slightly.

2026 insight: Social media's role has held steady as an information and community space, even as the region's broader health-education channels softened. 12



FEMTECH

m i I I‘e U ASSOCIATION
ASIA

The Future of
Women’s Health
Support
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ARTIFICIAL INTELLIGENCE IN WOMEN'S HEALTH

High interest in Al, but consumers are held back by
one trust question: is it accurate?

FEMTECH

milleu o

Willingness to use Al for women's health needs vs. concerns, Southeast Asia, 2026

Al SERVICES WOMEN ARE WILLING TO USE

Early detection / risk

Accuracy or reliability

) 0

screening from health data _33 L of Al recommendations 10
Al chatbots for health = Privacy & security of ;

Period, fertility, or

Over-reliance on Al
0
reproductive tracking 28%

vs. real doctors

34%

Personalised health /

Lack of human empathy /
0 0
lifestyle recommendations _26 % personalised care 040
Al symptom checker / 259, Difficulty getting help 279
when to see a doctor ° if something goes wrong °

Al supporting treatment o Lack of regulation / 3
Al supporting diagnosis - Not transparent about -
/ test analysis 4’ how Al decides 22%

Al-enabled telemedicine

Potential gender
0
with real doctors 19%

0
biases in Al 17%

2026 insight: 78% of women are open to at least one Al health use case, led by early detection and risk screening (33%) — but accuracy (40%) and privacy (38%) are the
two proof points femtech and health brands need to earn before that interest converts to use. 14
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INSURANCE COVERAGE

Coverage is workable, but mental
health is the clear gap

milleu 2

Health insurance adequacy and coverage gaps for women's health, Southeast Asia, 2026

Where women want insurers to cover more, regional average

Mental health
support for women

Fertility, pregnancy

7 8 o/ & maternity care 33%
o Preventive
screenings & early 33%
rate coverage as detection
adequate or better -
only 10% call it Chronic condition "o
poor management (
(PCOS, endo)

Gynecological &
sexual health
services

26%

Contraception &

menstrual care 21%

@ Adequate+ (78%) Poor/very poor (10%) Not sure (12%)

2026 insight: Insurance isn't broken for most women, but it's not built around them either — mental health support (39%) outranks even fertility and chronic condition
coverage as the gap they most want closed. 15



WORKPLACE SUPPORT

Women know the fix: flexibility
Mental health support lags furthest behind

FEMTECH
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Workplace support for women's health needs, Southeast Asia, 2026

LEAST SUPPORTED IN THE WORKPLACE

(Selectup to 3) )
® Did you know?
Mental health related 349, Flexible work 299 Menopause support in the
to motherhood/life stages ° arrangements ? workplace
Period-related - Healthcare coverage 0
: _ o)
Balancing childcare 6% Support for period- e Very supportive 1-84
with work related discomfort o Somewhat supportive - 48%
: Not very supportive - 199
Returning to work 26% Mental health support 13% Y °
after having a child ? & resources 0 Not supportive at all - 3%
Unsure - 12%
Long-term health 259, Longer / paid 13%
needs as women age maternity leave
2024
Maternity leave o Childcare _1210
No -31%
Menopause '
e [ Unsure - 38%
Pregnancy-related Better menopause
18% 0

2026 insight: The single most-wanted fix, flexible work arrangements (22%), is a policy lever companies can pull today — but it won't close the region's biggest gap:
support for mental health tied to motherhood and life stages (34%), which needs its own dedicated investment. 16
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HOW WOMEN THINKABOUT AND ACT ON THEIR LONG-TERM HEALTHSPAN

Longevity Is Trending, But Planning
Lags Behind

milieu [

Proactivity About Healthspan Discussed Longevity With a Doctor?

‘How much have you thought about or planned for maintaining your healthspan as you age?” “Have you ever discussed ‘healthspan’ or longevity planning with a healthcare provider?”

| actively thln.k 300, Yes, we've hqd dete}lled 1%
about & plan for it discussions
I've thought abou_t it, no 359, Y_es, it's b_een 26%
action yet mentioned briefly

Aware, but haven't
seriously considered

Not on my radar 14% A, LRSSy 48%
discussed

Base: All respondents, n = 6,000 (2026) “Healthspan” = the number of years you live in good health, free from chronic disease or disability.

19% No, but I've asked about it 16%

Key takeaway: Only 1 in 3 women is actively planning for their long-term health, and nearly half have never raised longevity with a healthcare provider — a clear
gap between rising interest in the topic and real conversations or action.

17



FEMTECH
ASSOCIATION

ASIA

FemTech Association Asia is the gateway to the femtech industry
N Asia as the region’s first and largest industry network with the
core focus on improving women’s health through technology
solutions. This award-winning organisation currently represents
80+ femtech companies across 10 countries in Asia, and
continues to grow through the pillars of advisory, thought
leadership, programming, amplification and community-building.

The mission of FemTech Association Asia is to drive
collaboration within Asia’s femtech & women’s health industry
to accelerate the creation of more healthcare solutions with the
ultimate vision of available, accessible and affordable
healthcare for every woman at each stage of life.

Visit www.femtechassociation.com or email:
info@femtechassociation.com for more information.

® I ®
Milieu is a decision intelligence company. We help brands and

organisations understand their world faster by unifying data, research,
and Al-native technology with expert consultancy.

Our platform, Canvas, turns real-time consumer signals into
decision-ready insights — combining live data collection, dynamic
visualisation, and intelligent reporting into a single ecosystem that learns
and scales. With proprietary audience access across Asia and beyond,
we give brands the intelligence to move first and move right. Whether
tracking sentiment, testing ideas, or mapping emerging markets, Milieu
delivers agile, actionable insight at the speed of modern business.

Recognised as Campalign Asia Tech MVP and Market Research Agency
of the Year (Gold), we are trusted by the world's most ambitious brands.

Visit www.mili.eu for more information.

Insights into the Femtech Landscape in Southeast Asia 18


http://www.femtechassociation.com
mailto:info@femtechassociation.com
http://www.mili.eu

milieu

Get in Touch for the full dataset

Thank You

Let’s Connect
] Milieu Insight
F1 milieu

[eJ] milieu_insight

[pr— Onc
4 sales@mili.eu

Whether you’re tracking consumer sentiment, testing new
ideas, or mapping emerging markets, Milieu gives you the
intelligence to move first and move right.

www.mili.eu
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