NBIHESENEO THE

ACTIVE AGING IS
ABOUT STAYING
ACTIVE, VIBRANT,
AND ENERGIZED

FOR YEARS TO
COME

WHAT DO SUPPLEMENT CONSUMERS THINK 0 &
ABOUT ACTIVE AGING?

« 3500+ supplement consumers in the US, UK, Germany, Italy and China
« We looked into their perspectives by age, country, gender
« We also dug into consumer segments with these five health concerns tied to

active aging: cardiovascular concerns, joint health concerns, mood concerns,
energy and healthy aging

16




INDUSTRY
TOP 15 HEALTH CONCERNS BY AGE P, gRARENCY
CENTER
KEY ITC INSIGHT:
« Those 18-34 heavily over indexed for issues around mental health such as anxiety, depression, and mood. For
those 55+ their concerns centered most around joint pain, high cholesterol and high-blood pressure
* It's interesting to note though that joint pain was a concern for 23% of those in the middle age group
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HEALTH CONCERNS: TOP 5, 35-54

KEY ITC INSIGHTS:
* While in the 18-34 bracket we saw depression as a common issue, only the US continues to see it persist as a
significant self-reported issue in the 35-54 age bracket. With the coping defaults that depression tends to cause,

one has to wonder if blood pressure might be related

* We see joint and other pain quicly increase in this age bracket. This is the key time to get consumers trusting in
your brand to relieve these issues and secure a VERY high LTV customer

Anxiety/stress 36% Lack of Energy 32% Insomnia/Sleep Issues 30%
Lack of Energy 30% Anxiety/ Stress 30% Joint or Other Pain 28%
Depression 26% Joint or Other Pain 26% Lack of Energy 25%
High Blood Pressure 25% Insomnia/Sleep Issues 25% Anxiety/ Stress 23%
Insomnia/Sleep Issues 25% Mood 21% High Blood Pressure 21%

HEALTH CONCERNS: TOP 5, 35-54

KEY ITC INSIGHTS:

@

" INGREDOENT
TRANSPARENCY
CENTER

* As we see eye fatigue continue to be a major problem for China one has to wonder what s unique about them _
compared to everywhere else. One possibility though, aithough purely speculative, is that the now illegal, but still
practiced, 9-9-6 work week is a source of the eye issues

* We see minimal change in Italy between these age brackets with joint or other pain cracking the top-5 compared to
the 18-34 bracket. With that said, these consumers seem to be facing similar problems

Lack of Energy 48% Eye Fatigue 40%
Anxiety/ Stress 41% Insomnial Sleep Issues 31%
Insomnial Sleep Problems ~ 33% Digestive Issues 28%
Digestive Issues 32% Immunity Concerns 26%
Joint or Other Pain 29% Dermatological concerns 26%
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HEALTH CONCERNS: TOP 5, 55+

KEY ITC INSIGHT:

* While not showing up in the US, we still see the “triple threat” of anxiety/stress — insomnia — energy issue highly
rated as a problem in the UK and the same for Germany. The truth is that no matter the age, solving or relieving
this issue on multiple fronts s the real breakthrough global potential.

* The UK continues to have the lowest levels of concerns, most notably in this age group

High Blood Pressure 39% | | Joint or Other Pain 32% | | High Blood Pressure 39%
High Cholesterol 36% | |High Cholesterol 25% | | Joint or Other Pain 38%
Joint or Other Pain 33% | |High Blood Pressure 22% | | High Cholesterol 23%
Healthy Aging 20% | | Insomnia/Sleep Problems 22% | | Insomnial Sleep Problems ~ 21%
Overweight 19% | | Anxiety/ Stress 20% | | Overweight 21%
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HEALTH CONCERNS: TOP 5, 55+

KEY ITC INSIGHTS:

* For those 55+ in Italy, eye fatigue becomes a major concern and outpaces this issue compared to every other age
bracket which is a pattern not seen in any other country

* Unlike any other country, we do not see high blood pressure or cholesterol make the top-5 concerns list in China.
In fact, one of those two concerns to not come up until 14 place (high blood pressure)
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Joint or Other Pain 40% Eye Fatigue 31%
Lack of Energy 37% Insomnia/ Sleep Issues 27%
Insomnia/ Sleep Issues 35% Immunity Concerns 26%
High Blood Pressure 31% Digestive Issues 23%
Eye Fatigue 29% Lack of Energy 20%

HEALTH CONCERNS: US 2021-2022
BY GENDER TOP 5
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KEY ITC INSIGHTS:
For both females and males, we
saw a significant jump in mental

focused issues year over year 2021 US Females 2021 US Males

* Mental acuity for both genders and Anxiety/ stress 329% | | High blood pressure 29%
depression for females could be
areas of focus going forward as Joint or other pain 28% | | High cholesterol 26%
both are “gaining ground” as a top Lack of energy 26% | | Joint or other pain 19%
issue for each ) . ) .
+ Lack of energy fell off the top-5 for Insomnia/Sleep problems ~ 22% | | Anxiety or stress 17%
both females and males, however, High blood pressure 21% | | Lack of energy 16%
maintained a strong position overall
+ Outside of joint pain and 2022 US Females 2022 US Males
anxiety, energy is still the most Anxiety/ stress 32% | | High blood pressure 29%
consistent issue between the ) 5 .
genders Joint or other pain 28% | | High cholesterol 23%
Mental acuity, cognition, or  25% | | Joint or other pain 20%
focus Anxiety or stress 19%
Depression 23% | | Mental acuity, cognition, or  18%

23% focus




HEALTH CONCERNS: WHAT THEY TOOK
SUPPLEMENTS FOR

INDUSTRY
p TRANSPARENCY
CENTER

KEY ITC INSIGHTS:

* This result matches, but trails
all those with these concerns
across the board which means
conversion of concern to
purchase is a gap representing

an og rtunity

At 20%, lack of energy was the
top heallh concern for which
consumers said they took
supplements
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USAGE LEVEL BY SUPPLEMENT INGREDIENT
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Regular User

Ieqular User

45 times 13 times

N Dai week
3458 2% 0 8%
i 3510 2r% %% 8%
(Caldum 355 9% 19% 0% %
Protiotics 3367 4% 14% 1% %
omege:3 335 4% 1% 0% 6%
Negesium 3302 6T 1% %% W
antovicents 3258 &% 2% % %
Lutein 24% 2% %% 10% 2%
Protein Powder 326 2% 2% 1% 5%
famin k2 2671 2% 0% 0 W
Pretiotics 3078 A %% 8% 5%
rstararthin 1.964 7% A 1% %
logen 3308 6% 1% % 2%
301 % 1% 8% W
Postiotcs 220 £ 0% 0% 2%
oo 220 5% 1% 0% 2%
ApreGee 1,670 A 12% %
icoine 1.807 5% % W
uattione 2026 4% % %
iucosarmine 2766 BN 1% 8% 1%
ctropics 1925 2% % W
ine 213 o % 2%

USAGE LEVEL: AGE
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CENTER

KEY ITC INSIGHTS:
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INDUSTRY
USAGE LEVEL: US 2018-2022 £ TEaERARency
KEY ITC INSIGHTS:
. Oarmared tolast year wesawasngmﬁcant drop in nmlnvntamnsofﬁ%mlhe us. Wedexpemoseem bounce back moving
aspeop sch like we did during the Great
. Tl'wn'a largest increase in top-2 usage, defined as those reporting using the ingredient either 4-6 days or daily in the US was citicoline at
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INGREDPENT
FAMILIARITY OF USE: COUNTRY, 55+ TRANSPARENCY
KEY ITC INSIGHTS:
« Italy spikes in familiarity for several ingredients with Italians 55+ more familiar with antioxidants than any other age
bracket within the country and even overall worldwide of those surveyed. This is extremely interesting as it shows a
breakout within the country well above most other supplements.
+ Overall, ltaly's awareness of supplements among those 55+ is well above what one would expect looking at those 54
and under. Can the reason why this is occurring be replicated in other European markets?
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WHAT ABOUT ACTIVE AGING SEGMENTS? e
We sliced our ITC g 4 Females
data taking a look at 5 dominated

these segments

health umbrellas:
‘ —58% in both

healthy aging, energy,
mood, joint health and

a cardiovascular mood and
segment to examine energy for
behavior and attitude example

differences
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WHAT ABOUT
TRUST AND
TRANSPARENCY?

WHAT TRANSPARENCY ASPECTS ARE ﬁ%ﬁ%&?ﬁmcv
IMPORTANT?

@ KEY INSIGHTS
« “The ingredient information is detailed on the label, packaging or website” was most important in all
5 segments, sitting at 48% to the energy segment and 49% of the healthy aging segment
« Aquality seal was next up for all 5 segments, highest in energy at 38%
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WHAT INSPIRES CONSUMER TRUST? PG

. acquiring these consumers in their 30's or even earlier
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KEY INSIGHTS

« Atbrand level in these segments, trust is generated with a health care professional
recommendation as the highest signal

+ Running second for healthy aging was long-term brand usage, underscoring the importance of
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WHAT ATTRIBUTES \
DO THEY LOOK
FOR IN THEIR |
SUPPLEMENTS? . e
»
\
KEY ATTRIBUTES 2

@ KEY INSIGHTS

« Taking a look at the top 5 attributes, again a doctor recommendation is critical, while detailed
ingredient information was a strong response for our joint and healthy aging segments

+ Also of note — when it comes to purchasing more, 72% of our energy segment and 73% of the
healthy aging segment said' experiencing the benefit' would cause them to consume more
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KEY TAKEAWAYS el ﬁ%ﬁ%’?&mu

@ « Get'em early

« There's something going on in Italy — familiarity is significant across a
broad swath of ingredients, from multi's and vitamin D, through
magnesium and antioxidants

With the exception of multivitamins and vitamin D, our survey shows that
DAILY users of any supplement sits at below 40%. Increasing compliance
and frequency of consumption, ie getting existing users to consume more
should be an easy path to increased sales

Again, with the exception of multivitamins and vitamin D, consumers 55
and over take far less supplements. This may be due in part to concerns
regarding supplement/drug interactions, but it further underscores the
importance of consumers in their 30's as a key target
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QUESTIONS
+1(303) 746-9555




