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« Survey of 3,500 consumers
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Female n = 1,868 with consumers age 65+% groups was achieved through
Male n = 1,743 limited to no more than 20% of individualized country quotas. This
Non-Binary n = 14 sample data does not include China’s income
levels due to disparity between other
countries and China
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Even mix of men and women
Female n = 496
Male n = 494
Non-Binary n = 10

Adult supplement consumers,
with consumers age 66-74 limited
to no more than 5% of sample,
and consumers aged 75 or older
limited to 5% of sample

Adiverse balance of all income

groups, with consumers with less
than $30k in annual income limited to
no more than 10% of sample
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Even mix of men and women
Female n = 247
Male n = 258
Non-Binary n = 0

We surveyed a diversified set of
age brackets in this survey for
the UK

Adiverse balance of all income
groups, with consumers with less
than $30k in annual income limited to
no more than 10% of sample
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DEMOGRAPHICS - GERMANY
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Mix of men and women

We surveyed a diversified set of

Female n = 248 age brackets in this survey for groups, with consumers with less
Male n = Germany than $30k in annual income limited to
Non-Binary n = 3 no more than 10% of sample

A diverse balance of all income
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DEMOGRAPHICS - ITALY
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Mix of men and women
Female n = 286
Male n = 249

We surveyed a diversified set of
age brackets in this survey for
Italy

In order to field a survey that was
representative and able to find the
required number of users we see
income skewed lower for ltaly than
the other European countries
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DEMOGRAPHICS - CHINA
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Mix of men and women
Female n = 590
Male n = 448

We surveyed a diversified set of
age brackets in this survey for
China

China required a completely different

scaling for income. As such, this data,
while collected, was not mixed with

the overall income data
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HEALTH ATTITUDES BRI

72} KEY ITC INSIGHTS:
%+ The US and UK shared a commonality of focusing on exercise to improve healt. Only Germany was sgnificantly
below the worldwide average in supplement usage while the “super aged” ltaly was significantly abov
* US Consumers were the most likely group to use supplements daily and were the second most likely Touss
supplements to assist in accomplishing their health goals (behind Italy)

Total N=3625 Nesa7 N=1038
i % 5% s9% 65% &% 6%
i e 7% 6% 0% 7% 6%
I reguiary purchase at least some natural & organic foods s% 4t 50% 61% % o4%
1 exerise for 30 minutes at east 5 mes per week 2% 5% 0% 3% 5% 51%
| read artic w4 ah 6% 61% 51%
| used i ot
Tucahave Leod vt % 7% % 0% 81% 5%
ChrOprRClOrS, g3, 29% 2% 2% 2% 2%

1
andlor naturopaths to help manage my health

INDUSTRY
HEALTH ATTITUDES R e
:7Z) KEYITC INSIGHT:
%« Unsurprisingly, we see that regular supplement users are attempting to achieve a healthier lifestyle. An interesting
note is that the separation between regular and irregular users when it comes to alternative health care is nearly
equal
o
nauromthstohep
iregila Users B, maag my feath
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HEALTH ATTITUDES: COUNTRY

0]

- KEYTC INSIGHT:
We see exercise being extremely more important in the US and UK for regular supplement users compared to natural and
organic food which is significantly more important in the other countries. For those hoping to reach consumers through
literature, the areas outside of the US seem to be much more likely to achieve this
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HEALTH ATTITUDES: AGE )y

=, KEYITC INSIGHTS:
&/ * Natural and Organic items and, potentially, roviders could become:
an important avenue for growth 55 those 18.34 (Mmenmals &, Z) begin to age and supplement usage picks up

* For supplement companies, age is your friend. As age increases, to an extent, we see supplementation becoming
more and more important while a few other sources for health and wellness becomes less so. The issue here
becomes that as those older consumers begin to spend more, their purchasing habits and companies they buy
from have been solidified so reaching them as younger consumers is key to generating long LTV
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HEALTH ATTITUDES: GENDER CENTER

%} KEY ITC INSIGHT:
* Females outpace males on supplement usage and food categories. While males do outpace females on exercise
focus it isn't by as much as females outpace males in the other categories
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= KEY ITC INSIGHTS:

"¢+ The top three ailments overall — lack of energy, insomnialsleep problems, and anxiety or stress all build on each
other. Energy is the symptom issue but one key will be to figuring out the “chicken and egg” issue for consumers —
are they sleeping poorly due to stress or more stressed due to sleep issues?

* 14% of those surveyed did not experience any health concerns

no o 109

1o 20 o A
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HEALTH CONCERNS: 2021-2022 COUNTRY 2 T hency

G

High blood pressure 25% Anxiety/ stress 28% Joint or other pain 31%
Joint or other pain 24% Joint or other pain 25% Insomnia/Sleep problems 26%
Anxiety/ stress 24% Lack of energy 25% | | High blood pressure 24%
High cholesterol 23% Insomnia/ Sleep problems 19% Lack of energy 19%
Lack of energy 21% Digestive complaints 17% Overweight/Obese 19%
High blood pressure 26% Anxiety/ stress 26% Joint or other pain 26%
Anxiety/ stress 26% Joint or other pain 23% High blood pressure 23%
Joint or other pain 24% Lack of energy 23% Insomnia/ Sleep problems 22%
High cholesterol 22% Insomnia/ Sleep problems 20% Lack of energy 17%
Lack of energy 22% Depression 18% Anxiety/ stress 14%
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HEALTH CONCERNS: 2022 COUNTRY TR RRencY
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Lack of energy 41% Poor/ declining vision 35%
Anxiety! stress 38% Insomnia/ sleep problems 28%
Insomnia/ Sleep problems 3% Immunity concerns 27%
Joint or other pain 30% Mental acuity, cognition, or ~ 24%
Mental acuity, cognition, or  27% focus

focus Dermatological concerns 21%

24




HEALTH CONCERNS: AGE D P Reencr

KEY ITC INSIGHT:

W+ 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 obesity, cholesterol and high-blood pressure
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HEALTH CONCERNS: 18-34 2 B hency

7723 KEY ITC INSIGHTS:
+ We see China over-index in this age group for many reasons, likely due to a very different cultural dynamic present Dermatological
concerns, eye fatigue, and declining vision were the largest deviation from other countries
+ Italy has a mood issue. The country over-indexed heavily for anxiety/stress and mood and only a bt less so with insornia and sleep
problems. When it came to depression though the US “outperformed” every other country in reporting that as an issue:
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HEALTH CONCERNS: TOP 5, 18-34 CENTER

KEY ITC INSIGHT:

&+ The US and UK very closely mimic each other with all the top-5 issues fied to mental concerns whereas Germany
is more varied but still has the top-3 around the stress-sleep-energy cyclical issue

Anxiety/stress 37% Anxiety/ stress 38% Lack of Energy 21%
Depression 32% Lack of Energy 32% Insomnia/Sleep Issues 20%
Lack of Energy 28% Depression 26% Anxiety/ Stress 18%
Mood 25% Mood 19% Joint of Other Pain 13%

Issues 19% Insomnia/Sleep Issues 18% Digestive Issues 12%
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HEALTH CONCERNS: TOP 5, 18-34 R e e

b s KEY ITC INSIGHT:
¥ Jtaly's self-reporting is quite a bit hwgher perhaps due to greater self-awareness of problems in the country
compared to the others surveyed

* China is a whole different issue. We see a very different profile of top issues with eye health being the unique key
driver of health concerns in the country

Anxiety/ Stress 50% Eye Fatigue 39%
Lack of Energy 42% Dermatological Issues 29%
Mood 36% Insomnia/ Sleep Issues 25%
Insomnia/ Sleep Issues 32% Anxiety/ Stress 25%
Digestive Issues 28% Poor/Declining Vision 25%
B
28
NOUETRY ey
HEALTH CONCERNS: 35-54 R e e

KEY ITC INSIGHTS:

+ From 35-54 we saw similar, if not quite as severe trends as we did in those aged 18-34. The biggest thing of note in this age bracket
is ltaly's focus on lack of energy (48% compared to 32% highest for any other country) and high blood pressure in the US (25%
compared to 20%n any other country)

+ Digestive complaints were also qite high in Italy
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+ We see joint and other pain quickly 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%

Issues 25% Mood 21% High Blood Pressure 21%
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HEALTH CONCERNS: TOP 5, 35-54 R e e

=) KEY ITC INSIGHTS:

&« As we see eye fatigue continue to be a major problem for China one has to wonder what is unique about them
compared to everywhere else. One possibility though, although 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% Insomnia Sleep Issues 31%
Insomnia/ Sleep Problems 3% Digestive Issues 28%
Digestive Issues 32% Immunity Concerns 26%
Joint or Other Pain 29% Dermatological concerns 26%
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HEALTH CONCERNS: 55+

KEY ITC INSIGHT:
%'+ those age 55+ we see cardiovascular issues begin to dominate. We also see China showing high concerns for
immunity while ltaly begins to show concerns for eye fatigue and maintains a very high ‘lack of energy” health
concernfissue
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HEALTH CONCERNS: TOP 5, 55+ CENTER

KEY ITC INSIGHT:

%+ While not showing up in the US, we stillsee the “rple threat” of anxietylstress — 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 is 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% Insomnia/ Sleep Problems 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% Insomnia/ Sleep Problems 21%
Overweight 19% Anxiety/ Stress 20% Overweight 21%
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H KEY ITC INS%?HIS: N N N
'/ + Forthose 55+ in ltaly, 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 listin China. In fact,
one of those two concerns to not come up until 14 place (high blood pressure)

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%

34

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 2021 US Females 2021 US Males

Mental acuity for both genders and

Anxiety/ stress 32% | | 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 the top Lack of energy 26% | | Joint or other pain 19%
g c""e';ars:rigf‘:;%‘;b'y' there Insomnia/Sleep problems  22% | | Anxiety or stress 17%
« Lack of energy fell off the top-5 for High blood pressure 21% | | Lack of energy 16%

both females and males; however,

maintained a strong position overall 2022 US Females 2022 US Males

Outside of joint pain and Anxiety/ stress 32% | | High blood pressure 29%

anxiety, energy is the most : , 5

omsistont e betiuoon the Joint or other pain 28% | | High cholesterol 23%

genders Mental acuity, cognition, or 5% | | Joint or other pain 20%
focus Anxiety or stress 19%
Depression 23%

Mental acuity, cognition, or ~ 18%
Perimenopause/menopause  23% | | focus
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HEALTH CONCERNS: UK 2021-2022 T RENCY
: THANSPARENCY
BY GENDER TOP 5 CENTER
[ ] [ ]
3 KEY ITC INSIGHTS:
% . Mental acuity, cognition, or focus.

rocketed up for UK females and

One has to wonder if this has to 2021 UK Pemales 2021 UK Males

do with post-COVID adjusting or Anxiety! stress 32% | | Anxiety or stress 23%

maybe even distraction from Lack of energy 28% Lack of energy 23%

world events. Whatever the

case, this is a significant Joint or other pain 27% | | Joint or other pain 23%

and i problems  21% | | Overweight/Obese 18%
Digest i 18% | | High blood 17%
- Justas was the case for US gestive Igh lood pressure

females, we see depression 2022 UK Females 2022 UK Males

jump into the top 5 health ‘ .

concems Anxiety! stress 35% | | Joint or other pain 23%
Mental acuity, cognition, or  32% | | Mental acuity, cognition, o~ 19%
focus focus
Lack of energy 27% | | Anxiety or stress 18%
Joint or other pain 24% | | High cholesterol 18%
D 22% | | Poor/ declining vision 16%




BY GENDER TOP 5

HEALTH CONCERNS: GERMANY 2021-2022

KEY ITC INSIGHTS:

%« German females had insomnia and
sleep problems drop totally from
the list; however, anxiety and
mental acuity joined the list
perhaps indicating a different shift
In how sieep deprivaton is being

el

For German males, depression and
overweight concerns decreased;
however, somewhat related, mental
acuity and heart health joined the
list

IND
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2021 German Females 2021 German Males

Joint or other pain 31% | | Joint or other pain 30%
Insomnia/Sleep problems  29% | | High blood pressure 29%
Lack of energy 25% | | Insomnia/Sleep problems 22%
Digestive complaints 21% | | Overweight/Obese 18%
Overweight/Obese 21% | | Depression 16%

2022 German Females

2022 German Males

Joint or other pain 27% | | Joint or other pain 25%
Lack of energy 25% | | Insomnia/sleep problems 21%
Mental acuity, cognition, or  20% | | Lack of energy 19%
focus Mental acuity, cognition, or  16%
Anxiety/ stress 18% | |focus

Frequent cold/flu 17% | | Heart/ health 5%
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BY GENDER TOP 5

HEALTH CONCERNS: ITALY 2022
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#1E} KEY ITC INSIGHTS:

+ Due to the “super-aged”
population of Italy we see a
much higher rate of health
condition concerns and a much
higher ranking for mental acuity
than anywhere else surveyed

Females and males share 4 of
the top 5 concerns with only
vision and dermatological
concerns being different and
both ranking 5

2022 ltaly Females
Anxiety/ stress

Mental acuity, cognition, or

focus
Joint or other pain
Lack of energy

Dermatological concerns

34%
33%

28%
28%
26%

Mental acuity, cognition, or

focus

Joint or other pain
Anxiety or stress
Lack of energy
Poor/ declining vision

2022 Italy Males

48%

43%
42%
37%
30%
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BY GENDER TOP 5

HEALTH CONCERNS: CHINA 2022
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KEY ITC INSIGHTS:

* The most unique thing about China
compared to the other four
countries surveyed is the high
ranking of immunity concern. This
isn't surprising though as the entire
Asian area has been focusing on
public health and immunity since
SARS in 2003

While the top-2 are the same for
both females and males we see top
issues vary greatly between the two
groups in positions 3 through 5

2022 China Females

Lack of energy

Immunity concerns
Diabetes
Poor/declining vision
Anxiety/ stress

Lack of energy
Immunity concerns
Poor/ declining vision

Mental acuity, cognition, or
focus

Joint or other pain

25%
25%
22%
21%

19%

39




INDUSTRY
0 ThANERAReNCY
CENTER

HEALTH CONCERNS: REGULAR USER, TOP 5

KEY ITC INSIGHTS: -
i * Issues that all cotild very well be closely related take p 3 of the top 5 spots (energy, sleep, and anxiety). This indicates
thatif a breakout formulation to support this cluster is found extremely effective then the market is there

* Iregular users had a similar top-5 with one notable exception. Eye health was the 3¢ most cited concern for these
supplement users

Regular Supplement Users

Top 5 Issues
Joint or other pain 27%
Lack of Energy 25%
Insomnia/Sleep 25%
Anxiety/Stress 24%
Digestive Issues 19%
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SUPPLEMENT USAGE FREQUENCY
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KEY ITC INSIGHTS:

* More than 50% of respondents are taking
supplements 4 times a week or more making them
regular users and key target consumers
Non-supplement users were disqualified from the
survey

Daily usage is down from 2021 data, but that is
driven by variances between countries. The US for
example leads with 5% of all supplements users
taking supplements daily whereas China only has
23% of their supplement user population using
supplements daily

Multiple doses
per day

1y, 3% As need
aiises, 9%

Sporadically,less.
than one time per

weekly, 10%

Daily, 39%
1.3 times per
ook, 345

4-6 times per
week, 14%
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SUPPLEMENT USAGE FREQUENCY - US

INDUSTRY
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%} KEY ITC INSIGHTS:
W+ The US has the largest percent of heavy users
among those using supplements. In addition, the
sporadic and “as needed arises” numbers are the
smallest combined among any country surveyed
showing that these supplement users are the highest
valued on average
The US was the second most likely country to use
supplements to assist in accomplishing their health
goals with 77% responding this was a goal for them
compared to 81% in ltaly

Multiple doses
per day, 4.5%

As need arises, Sporadically,less
48%  than one time per
weekly, 8.2%

1-3 times per

week, 15.4%

Daily, 55.1%

4-6 times per
week, 12.0%
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SUPPLEMENT USAGE FREQUENCY - UK

INDUSTRY.
TRANSPARENCY
CENTER

KEY ITC INSIGHT:

Daily, 51%

Multiple doses per day, 4%

&+ The UK closely mimics the US in supplement users. While the country includes slightly less committed users of
supplements, the lower end commitment among supplement users isn't dramatic compared to the US

As need arises, 5%

Sporadically, less than one time
per weekly, 10%

13 times per week, 19%

4-6 times per week, 12%
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SUPPLEMENT USAGE FREQUENCY - GERMANY CenTE

KEY ITC INSIGHT:
* Germany has a significant portion of individuals (25%) taking supplements 1-3 times per week. Somehow nudging
this market up in usage would likely be the easiest way to see increased revenue for companies selling in Germany

Multiple doses per day, 4% As need arises, 14%

Sporadically, less than one time
per woekly, 10%

Daiy, 37%

1-3 times per week, 25%

4-6 times per week, 1%
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SUPPLEMENT USAGE FREQUENCY - ITALY

%} KEY ITC INSIGHT:

W+ italy has nearly equal sized daily users compared to people using 1-3 times per day. As our age data has shown
this could be highly related to the “super-aged” population in ltaly that is less likely to not use supplementation on a
daily basis overall

Multiple doses per day, 3%
As need arises, 7%

Sporadically,less than
one time per weekly, 10%

Daily, 33%

1-3 times per
week, 33%

4-6 times per
week, 14%
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SUPPLEMENT USAGE FREQUENCY - CHINA CENTER

{F} KEY ITC INSIGHT:
* China, unlike any other country, has a significant portion of individuals taking supplements 4-6 times per week.
Getting these individuals into a daily habit might be a way to boost product sales and repurchase rates

Multiple doses per day, 2%
As need arises, 15%

Daily, 23%

‘Sporadically,less than one time
per weekly, 12%

4-6 times per week, 20%

1-3 times per week, 29%
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DAILY AND MULTIPLE DAY USERS BY COUNTRY CENTE!

KEY ITC INSIGHTS:
% 2" China and Italy had similar or better rate of supplement usage when compared to the US; however, when looking
at the heaviest users these countries fall well behind their counterparts surveyed. Increasing market potential in
these countries will heavily depend on getting frequency of usage increased
When looking at the least engaged users, “sporadic users® and “as needed”, these segments were relatively similar
across countries. The biggest difference was with “4-3 times per day” users which ranged from 15.4% of users in
the US to 33.3% of users in Italy
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NS TRy ey
SUPPLEMENT USAGE FREQUENCY: US 2019-2022 L s

= KEY ITC INSIGHT:
"\ - Supplement frequency returned to closer to pre-pandemic levels. Whether this is due to reduced working
from home, increased business of schedules, or other factors it has declined. Based on what we saw in

2008, we'd suspect usage to increase in next year's survey as “avoiding the doctor” becomes a ritical
focus again should the economy falter
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SUPPLEMENT USAGE FREQUENCY: AGE

KEY ITC INSIGHT:
% - While younger people might be using a wider breadth of supplements their usage is less frequent than older users who

are locked in on what they want to take. As with most goods we tend to develop and focus on habits prior to the age of
45 and, as such, connecting with this sporadic users creates a base down the road as consumer's supplement testing
reduces but usage increases
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WHAT SUPPLEMENTS THEY TAKE: ACROSS COUNTRIE% '7'?'337?%%
(UNAIDED RESPONSES)

KEY ITC INSIGHTS:

+ The list of unaided supplements overall has not changed from 2021 though the percentages have decreased—this
is likely due to the addition of two other countries and consumer confusion on what they actually take

+ While they didn't make top lists, we also saw an increase in consumers writing in prebiotics, problohcs and

postbiotics
Count Top 3

TOP 7 ALL COUNTRIES us Multivitamin | VitaminC | Vitamin D
Multivitamins 30% UK Multivitamin | VitaminD | Vitamin C
Vitamin C 24.5% Germany Vitamin D | Magnesium | B Vitamins
Vitamin D 24.3% Italy Multivitamin | VitaminD | B Vitamins
B Vitamins 18% China Vitamin C | Multivitamin | B Vitamins
Omegas 1%

Calcium 10%
Magnesium 8.5%
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USAGE LEVEL BY SUPPLEMENT INGREDIENT

Regular User Ieqular User
46 times. Seasonally/As _'sin another
N User Dail per weelc Needed __supplement | take ____Never
3, 8% 2% 2% % %
3510 8% 2% 23% 8% %
3525 7% 1% 2% 10% 21%
3367 74% 14% 2% % %%
3345 74% 1% 2% % %%
£ &% 1% 21% & 3%
28 6% 2% 2% ™ 7%
48 62% A 1% 4%
265 62% 2% 21% I 3%
677 62% 10% 2% ™ 3%
3078 0% A 2% 0%
1,984 5% A 0% 4%
338 6% 1% 20% 4%
3077 6% 1% 1% 4%
220 5% 0% 0% 4%
229 5% 1% 8% %
1670 5% A 8% 4%
1807 5% &% % 4%
2026 5% A %% 6%
278 52% 1% 6% 8%
195 52% EA 6% 8%
21 4% &% % 51%
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USAGE LEVEL

CENTER

J#24 KEY ITC INSIGHTS:
&+ For regular users Vitamin D remains the most used supplement; however, for irregular users, ‘multivitamin’ has

become the number one supplement after a short time knocked off from that spot, likely due to Covid-related vitamin

D popularity

Irregular users show a much higher usage rate of profprebiotics, calcium, vitamin K-2, protein powder, and collagen

than regular users. Some of these supplements have great “food-like or food-fortified” sources which could be a

common thread; these all represent great conversion opportunities
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USAGE LEVEL: AGE R cﬁ?&‘?ﬂ’"ﬂ :

- CENTES

KEY ITC INSIGHTS:
In general, older millennials and Gen X are taking the most supplements as a percentage of their age groups. Why? Many theories
can answer but we'd look to nootropics as a reason why — they e turning to supplements for performance and to regain an edge.
that is perceived to be slipping
« For those 35-54 postbiotics are much I:eevwer used. This could be due to recency and(:lﬁmbwoﬁ? market (and microbiome

thei or so)

overall) becoming a key focus di pe
10%
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INDUSTRY
TRANSPAR

USAGE LEVEL: GENDER CENTER

KEY ITC INSIGH
* Females are significantly pacing ahead of males to a significant degree in collagen and calcium however in every
other supplement category the genders are even or seeing higher male usage. This gender difference is strongest

for prebiotics and vitamin K2
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INDUSTRY
Usage Level change Country 2021-2022 £ TRRNSPARENCY

() KEY ITC INSIGHTS: T usam usmmz K2 UKZZ2 Gemamy2021  Gemany20z2

V. o mvermea B ——
significant jumps in certain omegr I e o o ™ o
supplements Probiotics B 3% 5% 9% 8% 73%

« Ofnote, even accounting for | wsgresum £ e s o o o
IS , we Protein Powder asn 1% asw 5% s8% 1%
significant gains for CuuminTumerc sox % s e o o
Astaxanthin with self-reported -
citicoline and glutathione. Itis | aswxenmn s 8% 5% 8% se% 6%
Increase was partially dueto [, s T son w0 s %
Amazon's ban of NAC which e
caused many brands to move | cusene o 2 s = = ™
to glutathione Postbiotic 0% 6% se% 8% 3% 0%




USAGE LEVEL ITALY/CHINA 2022 fo) 'E’?E";‘ﬁ:;‘?"m

( Q ) KEY ITC INSIGHTS: Multivitarmin 93% 5%

W+ Aot the board o s sgrfcanylaver supplert (e - o
usage in China, Ory that deserves attention s

nocirpi i a teage et of 5% Tomhoee Caloum a2 %

Omega-3s 84% 51%

- Chinas ity jobe? ae notrius for me« haurs e Probitcs [ ™%

ifams 6 work veol: Noofrics Wognosum o 2%

perforrance boos andsarina Fatich shoud Protin Powder o %

o p\eakhas e highest usage of multamins and CuroumnTumstic o =

a‘my high usage 01 Glucosamine 53% 8%

T Shows that e Probitcs 0% i

e et o core o Viemin K (< MKT) 6% s

Italy could likely tum into a major supplement market. Collagen 0% 5%

CoQ10 62% 34%

Astwantin o o

Lutein 55% 36%

Citicoline 58% 20%

Glutathione 56% 25%

Postiotes e 3

Nootogies s 0%

Antioxidants 80% 39%

Crotns s I

Apha-GPC 58% 25%
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CHANGE IN USAGE LEVELS P e

#72y KEY ITC INSIGHTS:
%« Overall, those consumers we surveyed reported more taking less of a particular supplement than those taking more.
This could be due to a myriad of factors ranging from budget to lives getting busier and may reflect a fall off from
large 2020 and 2021 increases
Multivitamins, magnesium and vitamin D are three major categories which actually saw increased usage in this
metric, while protein powder was equal
Ci

. 3 and ine were all close to neutral
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NET CHANGE IN USAGE CENTER

; KEY ITC INSIGHTS:

* Outside of omega-3s, the most Vitanh D
mass-market friendly supplements Mutviamn
saw the best results in net change Magneum
* Despite lack of energy and focus . ‘f:;‘;“‘“s
being answers of issues people are ProtdnPohder
dealing with, nootropic use declined Astaxanthin
* The pre/post/pro biotics segments Prebiotics
(especially the latter 2) were all Glutathione
down in this measure. This could Vitamin K (k2, MK7)
) Citicoline
indicate a lack of faith among users Chotne
that these products are delivering Q10
on their claims Luein
Noolropics.
Postbiotics
Glucosamine
Probiotics
Alpha-GPC
Collagen
Omega-ds
Curcumin/Turmeric
A% A0 5% 0% 5% 106 1% 206 256 30k 3%
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NET CHANGE IN USAGE: COUNTRY R e e

721 KEY ITC INSIGHTS:

"+ The US heavily over-indexed for

positive change in usage for

multivitamins, lutein, and probiotics
We saw the largest single negative .
usage changes from ltaly where
choline, astaxanthin, probiotics, and
CoQ10 all surpassed -15% by a
healthy margin. This may be directly
due to a 2020-2021 increase now

balancing out

No single supplement increased

usage across every country however, L I l i
calcium, alpha-GPC, and vitamin K2

were the closest to achieving

universal growt o ok kol
* Germany was net neutral for several T Q Y
ingredients o ¥
-
n
-

BUS BUK “Gamay Clay "Cma
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INCREASE IN USAGE LEVELS: AGE & SUPPLEMENP El.!‘r‘sé"m”

KEY ITC INSIGHTS:

* This chart is a snapshot to show only where usage is increasing; among those in the 18-34 and 35-54 age brackets
we saw the highest increase in multivitamins and vitamin D

* Across the board “increasing usage” was not a common answer in those 55+, confirming the importance of
establishing consumer usage habits for the younger age groups

3 |TTTTV TV

& 8 S @
&
&

E

B

c
& & & \94‘ & & s & 6 &v\g@

4"9\\9‘“ 0"4\""\\@ &
&

#18-34 m35-54 w55

62

INCREASE IN USAGE LEVELS: NDUST!

RY.
TRANSPARENCY

AGE 18-34/COUNTRY cenTER

KEY ITC INSIGHT:
“% * Young German users appear to be increasing their usage of many supplements, especially vitamin D and alpha-GPC,
at a higher rate than young UK users with their rate for alpha-GPC even surpassing th
* While increased usage of supplements by Chinese users trailed other countries slgnlflcanlly overall we did see
supplements such as collagen, probiotics, calcium and protein powder see significant increase in usage with these
customers
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INCREASE IN USAGE LEVELS:
AGE 35-54/COUNTRY
KEY ITC INSIGHT:
‘& + Aswe age, we grab for youth, or so it appears. Alot of “improvement’ supplement categories saw large bumps in many
countries. Examples are nootropics and collagen in the US, and alpha-GPC in the US and UK
* Vitamin D usage rose significantly in Germany, multivitamins in Italy and lutein in the UK all stand out
+ For China we see over- mdexmg for probiotics and collagen. Relatively speaking, collagen is one of the star supplement
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sm
INCREASE IN USAGE LEVELS: AGE 55+/COUNTRY £ courin ™"

KEY ITC INSIGHTS:

%« In this age group, we see supplement users in ltaly consistently outpace other country users in increased usage
statistics, especially with probiotics, prebiotics and antioxidants

* In addition, we see older Chinese users increasing usage at a rate well above all but Italy on average
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INDUSTRY.

INCREASE IN USAGE LEVELS: GENDER cenren

KEY ITC INSIGHT:
\-/ We see males increasing usage of nootropic and other brain stimulant supplements at a significantly higher rate than
females while females are increasing usage as a relatively higher rate in collagen, probiotics, vitamin D, and multivitamins
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USAGE LEVEL: US 2018-2022 D P Reencr
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KEY ITC INSIGHTS:

%+ Compared to last year, we saw a significant drop in multivitamins of -6% in the US. We'd expect to see this bounce
back some in 2022 and 2023 as people begin to use supplements to avoid costs associated with doctors and medical

expenses much like we did during the Great Recession

The 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 +11%
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SUPPLEMENT USAGE TIME OF DAY

INDUSTRY
D TRz AReNCY
CENTER

‘./’.f,:‘» KEY ITC INSIGHT:

* 50% of supplements are taken around the bedtime routine (wakeup + before bed). If possible, tying supplement
positioning and benefits with these times of the day would be a good way to find a market that will be more

welcoming
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SUPPLEMENT USAGE TIME OF DAY: US CENTER

KEY, [TC JNSIGHT:
B A peents in the US are taken as part a morning routine. As such, it can be diffcult o break nfo the US
supplement market if your supplement s focused at any other time unless it makes logical and intuitive sense to the
consumer (i.e., melatonin/sleep and night)
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SUPPLEMENT USAGE TIME OF DAY: UK R ien

2

3 KEY ITC INSIGHT:
* The UK looks very similar to the US in terms of when supplements are taken. The only real deviation is a flip
between near dinner and near lunch supplement usage and that is still very minor
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75 K INSIG
':X/n e mormng ' sl the dominant time for supplements, we see it becoming less so in Germany than itis in the US a

ind
ny's dominant cultural anchor for supplement usage appears to be meals more than time of day with breakfast,
o Gl being significant timeframes
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3% BRI
SUPPLEMENT USAGE TIME OF DAY: ITALY Centen

KEY ITC INSIGHT:

* ltaly is unique in just how common supplement usage near lunch is. While morning routine times are stil first and
second, we see “near lunch” as a close third
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SUPPLEMENT USAGE TIME OF DAY: CHINA P e

H KEY ITC INSIGHT:

5 G BN WRHTs more culturally unique compared to Europe and the US, there s a difference i how cormmon “near
dinner” and *before bed” are compared to other countries. This provides a more evening/night targeted supplement a
greater chance of adoption compared to the other countries looked at in this survey
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SUPPLEMENT TIME OF DAY: AGE

KEY ITC INSIGHTS:

"W+ We do see those 18-34 significantly more likely o use supplements before bed. Those 35-54 slightly over-index for
using supplements with a morning snack; however, even then it is only slightly over 10% who do. Lastly, those 55+ are
the most likely to have supplements with breakfast and under-index for almost every other occasion
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SUPPLEMENT SPEND

KEY ITC INSIGHTS:
+ Year-over-year we saw an

increase in higher spend with $60+
and $30-$39 brackets increasing
while spend less than $10

monthly decreased

Slightly over a quarter of
individuals are spending over $40
per month

76

SUPPLEMENT SPEND: US P G

KEY ITC INSIGHT:

W " Supplement users in the US increased their spend in 2022 with spending patierns shifter rom lower spend per
month to higher spend per month — especially in the $30 - $39 and $60+ ranges

n

Less than $10 $10-519 $20-529
$30-530 $40-$59 $60 or more
NPU RYV
SUPPLEMENT SPEND: UK CENTER

#7274 KEYITCINSIGHT:

%+ UK spending is slightly less than the US; however, we still see roughly the same number of user spending $60
t:

or more per month on supplements

Less than $10 $10-$19 $20-$29

$30-$39 $40-$59 $60 or more
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SUPPLEMENT SPEND: GERMANY

KEY ITC INSIGHT:
Y+ German users spend the most of any country surveyed. Users spending $60 or more were 5% points higher
than any other country surveyed and the lowest spending $10-$19

N N

Less than $10 $10-$19 $20-$29

$30-$39 $40-$59 $60 or more
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INDUSTRY
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SUPPLEMENT SPEND: ITALY

Zp=, KEY ITC INSIGHT:
"¢+ Htaly, lie Germany, has less individuals spending under $10/month and $60+. This likely reflects either a

regional price inflation or a consumer base which s willing to spend on supplements but that might be
constricted by amount of disposable income

-4

Less than $10 $10-819 $20-$29

$30-$39 $40-$59 $60 or more
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SUPPLEMENT SPEND: CHINA CENTER

KEY ITC INSIGHT: SO0 Less i 60 Yuan

+ Half of Chinese consumers spend
between 520 and $55 on
supplements monthly. This is
slightly higher than the European
countries (combined) and roughly
in line with the US

36 - 960 Yuan
4%

511635 Yuan
7%
61130 Yuan
16%

383510 Yuan
13%

131190 Yuan
13%

256 - 382 Yuan
9%

191 - 255 Yuan
9%
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SUPPLEMENT SPEND: US 2018-2022

! KEY ITC INSIGHT:
* 2022 saw a significant jump in US consumers spending $60 or more per month on supplements while also seeing
dramatic declines in those spending less than $20
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AVERAGE MONTHLY SPEND: COUNTRY feRpii )

£7Z3 KEY ITC INSIGHTS:
%+ Alpha-GPC has a large premium in every country except ltaly, where less is spent than for numerous
supplements unlike the US and Germany
« Inthe UK, significantly more is spent on choline and collagen than in the US, UK, and Italy
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INDUST!

AVERAGE MONTHLY SPEND: CHINA T Reercr

KEY ITC INSIGHTS:

- Chinese consumers are spending more on supplements that focus on exteral physical changes, such as
collagen, or products with well ished and practical application. It is surprising to see ingredients such as
Omega-3s being spent more on than what most countries consider a luxury good in nootropics
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AVERAGE MONTHLY SPEND: AGE

KEY ITC INSIGHT:
* Since those 55+ are significantly more likely to spend in the mass market that could partially explain the dramatic

deciine in spend within this age group

S & @ R

S &

P
5
& &
[SHRS

&
o

"1834 93554 W55

/... INDUSTRY
O TRANSPARENCY
CENTER

&

8

AVERAGE MONTHLY SPEND: GENDER

KEY ITC INSIGHT:

large gap with prebiotics

. INDUSTRY
D N hency
CENTER

v . Males spend more across the board and by the widest margins in CoQ10 and vitamin K-2. There is also a relatively

* The spread is least for astaxanthin and collagen indicating a willingness of both to actively participate and buy into
these markets
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AVERAGE MONTHLY SPEND: 2020-2022

Py
"}/ KEY ITC INSIGHTS:

We saw significant increases in
spend across the board, with only
three categories having single-digit
increases in spend

This increase across the board is
likely due to both increases in price
and product mix

.. INDUSTRY
Q TRANSPARENCY
CEN

Suppleme 2022 2021  $Increase % Increase
Magnesium $15.87  $12.89 $2.98  23.10%
(Calcium $15.82  $12.97 $2.85  22.00%
itamin D $16.00  $13.17  $283  2150%
Omega-3 $17.18  $1432  $2.86  20.00%
Multivitamin $17.41  $14.75 $2.66  18.00%
itamin K $18.76  $16.07  $269  16.70%
Glucosamine $18.98  $16.55 $243  14.70%
[Probiotics $17.42  $15.33 $2.12  13.80%
Curcumin/Turmeric  §16.89  $15.33 $1.56  10.20%
Protein Powder $21.31 $19.59 $1.72 8.80%
Prebiotics $18.08  $16.77 $1.31 7.80%
CoQ10 $2035  $1899  $243  7.10%
Collagen $19.90 $18.81 $1.09 5.80%
$21.76  $21.12  $0.64  3.00%




PRIMARY PURCHASE CHANNEL: COUNTRY, TOP 5 Wﬁi?séf e

=) KEY ITC INSIGHT:
'+ The top-5 remain consistent between each of these countries with only the order changing
* Online increased in every country and due to the convenience will likely become the top channel for every country

eventually
p N - N ,
* Mass Market Retailer 35% « Online 32% * Online 44%
* Online 29% « Natural / Health Food Store + Mass Market Retailer 16%
+ Natural / Health Food Store 26% « Natural / Health Food Store
15% * Mass Market Retailer 22% 14%
« Traditional Medicine « Tradition Medicine Provider * Practitioner 7%
Provider 5% 10% « Traditional Medicine
* Practitioner 4% « Practitioner 3% Provider 7%
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INDUSTRY
TRANSPARENCY

PRIMARY PURCHASE CHANNEL: COUNTRY, TOP 5 CENTER

v %ﬁ Teapt numberof respondents responcing “olhe”for where they buy supplements (13%) and was the oy county to

" Ghina s given iferent purchesing optons due to: vy diferentstorefont designin tht country. S, we see Onine being the

op for suppl
P Ty EEE— Y-
* Online 37% * Online 34%
* Natural / Health Food Store « Specialty Stores 28%
2% + Doctors and Other Medical
* Mass Market Retailer 15% Personnel 13%
« Practitioner 5% * Retail Stores 13%
« Network Marketer 2% « Department Stores 5%
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B B e
PRIMARY PURCHASE CHANNEL: AGE Centen

KEY ITC INSIGHT:
* Those 55+ are most likely to purchase at Mass Market Retailers of all age groups. Online and Natural/Health Food
Stores are the top two outlets for those under 55
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PRIMARY PURCHASE CHANNEL: GENDER P e

KEY ITC INSIGHTS:
- Females slightly favor online as their primary place of purchase compared to males while males slightly favor Mass Market
+ Natural and Health Food Stores have nearly equal female and males using the channel as their primary place to purchase

supplements

40

39

30

2,

20

15

106

- R =l |

o | L |

Vtanst, Ntwal otw gampaty Tadiad Prattion WD, (G,
Ihmetc) Chiqrada ot) Nrite.dc)
=Fomb  =Mde

FAMILIARITY &
REASONS THEY BUY

INDUSTRY
p TRANSPARENC
OVERALL FAMILIARITY CENTER
Fim,
KEY ITC INSIGHTS:
Ve Moderately Al
+ As one would expect e @m
calcium and vitamin D
have the highest overall ~ Cadum — = — e e —
s ftaminD 20% 25% 2% 8% o7 %
familiarity and Multvtamin 2% 2% 19% % 5% %
multivitamins have the Probiotics 16% 21% 2% 15% 3% %
highest familiarity and use  Omega-is 15% 17% 2% 2% 13% o2 %
andior recommendation  Collgen 10% 1% 19% 2% 20% o1% o%
. A least hafof Magnesium 15% 16% 20% 2% % o1% %
. ProleinPowder 2% 18% 19% 2% 19% 0% 10%
supplement users in this  anjoyidants 10% 7% 20% 25% 7% 0% 0%
survey were at least Prebiotics 9% 13% 9% 2% 19% 85% 15%
somewhat familiar with ~ Curcumin/ Turmeric o% 13% 18% 2% 2% 85t 15%
each ingredient Glucosamine ™ 11% 15% 20% 2% 5% 2%
. Respondents had lower  Viamnkz % 10% 14% 20% 2% % 2%
o ein 5% 10% 14% 21% 19% oot 31%
than expected familiarity  gegin B e i e e o o
with glucosamine, vitamin  postiotcs 5% 9% 12% 16% 21% 2% 3%
K2, and curcumin/turmeric  Choline % % 1% 14% 2 s0% a1
opéning the door for Gutatione % % 1% 14% 2% s6% aas
o Cation in those Astaranthin s % 1% 16% 6% s5% st
tocort Nootropics % % 10% 13% 18% s3% ar
categories Alpha-GPC 4% % 9% 13% 18% 52% 48%
Giloline ES ™ % 12% 18% 0% 50%

93




FAMILIARITY OF USE: REGULAR AND B MR v
IRREGULAR USERS CENTER

2%
2% | I
%

KEY ITC INSIGHTS:
+ Regular users were more likely to be familiar with use and be significantly more familiar with some of the “staple”
supplement products — multivitamins, vitamin D, calcium, omega-3s, and magnesium

Compared to regular users, while slightly lower, irregular users had high familiarity with probiotics, protein powder,
collagen, and prebiotics. These products tended to have positive viral moments within the past decade which might
account for why their relative knowledge is so high for irregular users when compared to regular users

—

PP —
0100
oy
w10

PP —

oy I

uepid

SIEKONY

ouaun)

£ uuror) [

»
g
&
a

“Rédr s =ogibriims

AU

2
g
B

—
sgefuo

Bl
ausono

owupno -

-

94

FAMILIARITY OF USE: COUNTRY

INDUSTRY
D TRz AReNCY
CENTER

0%

KEY ITC INSIGHTS:
While taly idn't have neary the same level of usage and enthusiasm for supplements as the US (or other countries)

their self-reported familiarity with (su is higher than

the US for quite a few supplements and most of me raditional supplements”

Levels of familiarity fall off are less stark in the US then say the UK

China's familiarity with supplements is quite low — especially for some basic supplements such as magnesium and

omega-3s showing that knowledge could be a significant barrier to sales currently
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FAMILIARITY OF USE: GENDER
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KEY ITC INSIGHTS:

« With more well-k and vitamin D, females have higher familiary than mles;
RoWever, wihen we gat 10 more abscurs. supplemenls males become more familiar than femal

« Between the genders it appears vitamin D, calcium and collagen have the largest gap in fammamy
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KEY ITC INSIGHT:
* Those aged 35-54, in general, are the most familiar with supplement ingredients
* We had high reporting of mental and energy concerns; however, we also see very low familiarity with nootrol

and nootropic style ingredients. This appears to be a disconnect ripe for potential when someone can conne
the dots for consumers
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FAMILIARITY OF USE: COUNTRY, 18-34

KEY ITC INSIGHTS:
Among those 18-34 we see significant over-indexing in ltaly for magnesium which is similar, but more dram;
what was seen in the overall country data. Germany too scores relatively high for magnesium

In this view, for this age group, we see the top US familiarity is for vitamin D, while in the UK it is multivitami
Outside of calcium, we continue to see China's low familiarity continue to plague every supplement. This wi
extreme hurdle to capturing the value of the market in this relatively new customer base
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FAMILIARITY OF USE: COUNTRY, 35-54

KEY ITC INSIGHTS:
- Among those 35-54 we see signifi higher
overall in any country. In addition, we see
compared to the country’s average. Magnesium is also high in ltaly in this group
Across most countries, collagen sees the highest awareness level in this age bracket. This could either
with when collagen had its biggest focus in the headlines or with users attempting to recapture youth
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FAMILIARITY OF USE: COUNTRY, 55+ R ien

KEY ITC INSIGHTS:
« Italians 55+ are extremely 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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PERCEIVED EFFECTIVENESS P G

\ Vitanh D
KEY ITC INSIGHTS: Mutriamn
Compared to last year, probiotics, Galgun
collagen, and protein powder saw omeg-3
large increases in perceived Probiotes
effectiveness. No supplement saw Manaum
meaningful declines

Colagan

* In general, the most used
Pretiotes

supplements were also the ones with

the highest perceived effectiveness Vitanh K (K2,MK?

N Curaimn/Tumerc  —
* There is no supplement that is having Antoidants  ———————
a “crisis in perceived effectiveness” Litoin I
with the highest percentage of people 0010 ————
stating that a supplement is not Guoamne EE————
effective being 16% for multiple Asaxantiin
different supplements Alha-GPC e —————
Postboics  ————
Gutdhone E——
Cholne |—
Pretiotcs —
Nootopts EG—E—
Citcolne  E—
0% 206 4o 606 806
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PERCEIVED EFFECTIVENESS b

KEY ITC INSIGHTS:
“This year, we see vitamin D suddenly behaving like collagen in terms of the gap i all supplement users broadly and regular
ersin o of effectiveness, largely because China rates vitamin D significantly lower compared to the US, UK, and

ot astaxanthin, CoQ10, and K-2 having better perception in all supplement users surveyed than regular users of that
supplement. This could indicate supplements likely to breakout in sales as people who do not use regularly have a high

perception of it
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PERCEIVED EFFECTIVENESS: REGULAR & B o R hency
IRREGULAR USERS CENTER

KEY ITC INSIGHTS:
/+ The supplements with over a 10% or greater gap between regular and irregular users were, in order: CoQ10 (15%),
antioxidants (14%), omega-3s (14%), multivitamins (14%), curcumin (12%), magnesium (12%), vitamin D (11%),

lutein (10%), and glucosamine (10%)
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PERCEIVED EFFECTIVENESS:
EXPERIENCED BENEFITS BY COUNTRY

Py
:f@. KEY ITC INSIGHT:
* While having less enthusiastic users, both Italy and China believe in the benefits of certain supplements. Most
notably, probiotics, calcium and collagen are all well above other countries in the belief in benefits
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PERCEIVED EFFECTIVENESS: £33 OV
EXPERIENCED BENEFITS BY AGE CENTER
KEY ITC INSIGHT:
= Younger consumers (18-34 ) have a stron? belief in supplements; however, those 35-54 consistently score
the highest on reporting experiential benefits from supplements, especially with calcium, antioxidants and
prebiotics
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IMPORTANT ATTRIBUTES

INDUSTRY
0 ThANERAReNCY
CENTER

KEY ITC INSIGHT:

* Looking globally, experts are the
most important attribute and, as
we see, those experts are
trusted more than friends and
family. The trust of experts over
friends and family increase as
age increases

Organic certification is most
highly valued in China where it
is seen as a seal of quality more
than in the other country
surveyed. Natural sourcing is
important to younger consumers
while organic certification is
equally valued across the age
range
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ATTRIBUTES BY COUNTRY

INDUSTRY
D M hency
CENTER

%} KEY ITC INSIGHTS:
% . Despite a large percentage of sales
coming from the online channel for every
country, we see that online reviews were not
of a top priority for any country consumers
Areas that help indicate quality — natural
source, detailed ingredient information, and
organic certification were of much higher
importance to consumers in China
compared to other countries. Surprisingly;
however, they did not indicate that
production outside (or inside) China was
important
Experts are conspicuously important
Italy, likely due to the importance of the
pharmacy channel, and one would perhaps
expect this to be higher in Germany than it
s
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TOP ATTRIBUTES: COUNTRY, TOP 5 T Renor

KEY ITC INSIGHT:

<+ For the US, UK, and Germany the top5 most important attributes were the same with just a different order. With
Recommended by Doctor other Expert appearing first and clinical search appearing i the top-5 of all three an
argument can be made for clinical research really being the hero attribute for adoption of supplements.

- N
+ Recommended by Doctor or
Other Expert: 25%

st Experience With Brand
2%

2

« Detailed Ingredient
Information 21%

* Natural Source 18%

« Clinical Research 18%

. Recommended by Doctor or\
Other Expert: 21%
« Past Experience With Brand:

21%

« Clinical Research: 19%

« Detailed Ingredient
Information: 19% .

* Natural Source: 18% 1

-
+ Recommended by Doctor or
Other Expert: 26%
« Detailed Ingredient
Information 22%
* Natural Source: 22%
« Clinical Research: 20%
st Experience With Brand
7%
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TOP ATTRIBUTES: COUNTRY, TOP 5

INDUS'

TRY
0 ThANERAReNCY
CENTER

KEY ITC INSIGHT:
' * ltaly saw a significant number of respondents responding “other” for wh
only country to see Network Marketer crack the top-5
* China was given different purchasing options due to a very different sto
Online being the #1 place to shop for supplements

(+ Recommended by Doctor or |
Other Expert: 32%

* Natural Source: 24%

* Detailed Ingredient
Information 21%

« Clinical Research 18%

ere they buy supplements (13%) and was the

refront design in that country. Still, we see

(+ Natural Source: 26%

. iled | i
PR

» Recommended by Doctor or
Other Expert: 23%

« Organic Certification: 19%

« Organic Certification 17%

* Addresses Specific
Condition: 17%
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ATTRIBUTES BY AGE

) KEY ITC INSIGHTS:

% . Age creates huge differences in the
attributes that are most cared about. Those
55+ are much more focused on expert
recommendations, detailed ingredient
information, and their past experience with
the brand

Younger consumers are much more focused
on supplements having a natural source,
clinical research, and are much more
influenced by online reviews

When looking at age by country, we see
those 18-34 showing a preference for
natural sourcing in the US, UK, to a degree
Germany at higher rates than expected
where anyone under 55 in China over-
indexes for certifications
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PHYSICAL CHARACTERISTICS: COUNTRY

KEY ITC INSIGHTS:

consumers in every count
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Gummy format

=Us =UK

« Easy to swallow and single pillidose were by far the two most important physical characteristics across

While gummy format is a winner in both the US and China, the other countries (and China) had high

demand for just a *pleasant taste” from supplements
Users in the UK over-indexed for convenience
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PHYSICAL CHARACTERISTICS: AGE R ien

KEY ITC INSIGHTS:

+ Those consumers 18-34 were much more open to “other non-pill format’ supplements such as stick packs
and chews

In general, convenience and ease were top priorities for older consumers while taste and non-pill formats
were more desired by younger consumers
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PHYSICAL CHARACTERISTICS: GENDER

F#=,  KEYITC INSIGHT:

« The largest difference between females and males were gummy format preference for females and powder
format preference for males
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PHYSICAL CHARACTERISTICS: GUMMY fe) INDUSTRY
YOY, COUNTRY CENTER

KEY ITC INSIGHTS:

* When examining gummies, we continue to see the delivery format increase in popularity as a physical
characteristic in every market with year-over-year comparison. The reasons for the improvement are likely
due to the ease of the delivery method for consumption and gummies more being associated as a fun treat
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USAGE DRIVERS

KEY ITC INSIGHTS:
iF 1 Experiending he benets and brand trustare the strongest drivers of purchase
« Looking at the top two options (always and usually) saw clinical trials and transparency of brand also

eclipse 50% encouragement

idntial %

Brardodingedent(s inifial onthelatel 7%
Scentficsudestinialiias 7%

Exmrinad to wndits 5%

Tam@mreryof abram %

27%

Trust i abrand 5% 24% 32%

0% 206 404 606 804
Newr Ccasondly =Freqertly =Uswly = Always
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USAGE DRIVERS: COUNTRY

KEY ITC INSIGHTS:
Transparency was the top driver response in every country; however after that countries begin to diverge in
t

the importance of different attributes
Most notably, Italy put a relative high value on scientific studies/clinical trials while China put a relatively high

value on branded ingredients
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INDUSTRY

USAGE DRIVERS: BY AGE SRR

 KEY ITC INSIGHTS:
* Overall, age did not highly impact the order of importance, o relative importance, for each age bracket. Those aged

35-54 cared the most about each driver compared to their counterparts

Compared to the other age brackets, those 55+ seemed to care the least about the transparency of the brands

relative to their counterparts
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trids, ientiiad onthelatel  icentiial onmakelng

=1834 ®3554 W55

117




BRANDED

INGREDIENTS
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\ INDUST‘R’Y
e
FAMILIARITY OF BRANDED INGREDIENTS P daiven
KEY ITC INSIGHTS:
- In this measure of awareness (any familiarity at all) Ester-C® is the only branded ingredient to really break-away from
the pack and obtain over 50% awareness among supplement users surveyed
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FAMILIARITY OF BRANDED INGREDIENTS: b e
CENTER

COUNTRY

#m=, KEYITCINSIGHTS:
* t/ « When looking by country, we again see the outlier, Ester-C® having by a drastic margin the largest awareness in the
United States. It is also the only branded ingredient whose awareness is the highest in the United States out of all

branded ingredients surveyed
In general, Italy has the highest awareness of branded ingredients while the US has the least awareness. Minus Ester-

C® and Wellmune®, this rule of thumb holds true among all branded ingredients surveyed
*  Wellmune® scores particularly well in the UK

o%
@%
o%
o @ ® @ @ & ©
&° & @ &&9 s° ¢ ‘8 4 \ Qb @ ¢ ‘fy o4 @9 & +a"‘ f§+@+“f«° (9@9; < >
.Us-uK Gsrmrv Yo




FAMILIARITY OF BRANDED INGREDIENTS: fo) 'é"r;‘ﬁgi"m
| GENDER

KEY ITC INSIGHTS:

+ Ifwe look at “Qoogaine” as our control group, the only branded ingredient with significantly different spit between mele and female
awareness is Ester-O8 which has a lower difference between the genders (6%) than the range is almost across the board (&-11%)

+ The gender spread for Astareal®s atad broader than our control group
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FAMILIARITY OF BRANDED INGREDIENTS: AGE £ [ ey

g KEY ITC INSIGHT:

= Among those 18-34 we see Ester-C®'s large awareness advantage almost disappear compared to the next
most known branded ingredients. Among those 35-54 and 55+ though Ester-C® enjoys significantly more
awareness than any other supplement
Sensoril® enjoys better than expected awareness among the 35-54 year old demographic with the difference
between this and the younger age group significantly smaller than other branded ingredients
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FAMILIARITY OF BRANDED INGREDIENTS: B NI e
CENTER

COUNTRY, 18-34

KEY ITC INSIGHTS:
Among those 18-34 the biggest difference from the country averages comes from Germany where awareness among
this age bracket for branded ingredients is the highest for most of the ingredients surveyed

The highest awareness seen in any country is the US where among this age group Ester-C® enjoys 71% awareness
which is higher than any other supplement with Lutemax® in Germany coming second at 69%
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FAMILIARITY OF BRANDED INGREDIENT USE: 55 SR
COUNTRY, 35-54

KEY ITC INSIGHTS:

+ Among those 35-54 in the US Ester-C® reaches almost 80% awareness which is impressive and bordering on mass
appeal within the countr

Much like we saw with Germany in the previous age bracket, UK overperforms in branded awareness among 35-54

year olds. Similarly, in Italy 55+ overperforms significantly for the country and thus between high awareness in 35-54

bracket and significant awareness among those 55+ ltaly becomes the most aware country on branded ingredients
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FAMILIARITY OF BRANDED INGREDIENT USE: ), INDUSTRY,
COUNTRY, 55+ CanTER

=y KEY ITC INSIGHTS:

% - Inthe US, we only see Ester-C® having and real familiarity among those 55+
+ In general, Italy's familiarity is well above the other countries surveyed. Outside of Ester-C®, ltaly has the top

awareness on every branded ingredient and in only a few, such as EPICOR®, does Germany's awareness get close
to ltaly's awareness in this age bracket
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INDUSTRY.
£ TRANSPARENCY

IMPORTANCE OF BRANDED INGREDIENTS

7=, KEYITC INSIGHTS:

= Compared o last year, we saw a slight increase in those looking for branded ingredients
* Branded ingredients are valued by consumers overall with only 25% of consumers either not caring, preferring not to

buy, or being completely unaware of branded ingredients
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IMPORTANCE OF BRANDED INGREDIENT: 0 NATIIRency
COUNTRY e

KEY ITC INSIGHTS:
When it comes to always looking for branded ingredients, the US is highest at 24%

China had the highest appreciation for branded agreements and the lowest number either prefer to not buy or
to be unaware of branded ingredients. This is likely due to branded ingredients acting as a “seal of approval”
on products in the region
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INDUSTRY
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IMPORTANCE OF BRANDED INGREDIENTS: AGE  ° e

KEY ITC INSIGHTS:

* We did however see age have a greater impact with those 35-54 showing a much higher preference for branded
ingredients and those 55+ either not caring or unaware of branded ingredients to a much higher degree than other
age group supplement users
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IMPORTANCE OF BRANDED INGREDIENTS 2 T e

KEY ITC INSIGHTS:
« Whille the high-end of prermium went down year-over-year, astaxanthin remains the top of our previously surveyed supplements
. G ized or fated ca inue to post lower branded ingredient scores
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INDUSTRY.
TRANSPARENC
ENTER

IMPORTANCE OF BRANDED INGREDIENTS CONT’

KEY ITC INSIGHTS:

* Of the new supplements surveyed, we see memory performance supplements have the highest overall branded
ingredient premium demand. This s unsurprising as these users tend to be looking for an advantage and those
advantages are likely to be worth a high price tag
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IMPORTANCE OF BRANDED INGREDIENTS: B o hency
REGULAR VS. IRREGULAR USERS CanTER

= KEY ITC INSIGHTS:
"%+ Unsurprisingly, we saw regular users much more willing to pay a premium for branded ingredients; however, both

groups showed a similar level of and even of branded
0
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INDUSTRY.
TRANSPARENCY

BRANDED INGREDIENTS VALUE PROPOSITION CENTER

KEY ITC INSIGHTS:

Qalty
* Regular users noted all values
more strongly than irregular Estblsted sfdy
users, however, irregular
users valued regulatory/legal Trus

compliance to a
‘relatively’ higher degree than
regular users did with
regulatory/legal compliance
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COUNTRY

BRANDED INGREDIENTS VALUE PROPOSITION:

KEY ITC INSIGHTS:
By country we saw significant
differences. All countries,
especially Germany and China

Qualty

Estiblsted safdy

INDUSTRY
0 TRAIREARENC
CENTER

valued quality; China highly Trus
valued established safety and o
regulatory compliance while ltaly
highly valued efficacy and clinical Gty duded
studies

@mlane

In general, we stil see the three
pillars of value
quality, safety, and trust being top
benefits of branded ingredients to
supplements

onfrort ofpackage

Welste dferirg futhe infamaion

Brardedingedentiog onbakof palage

Madiacoa ageof tre branded ngredert

Sodalmaliasppat andpreserce- Fawbwk

Indagam ot
0% 13 306 4% 606 79 906 10%
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BRANDED INGREDIENTS VALUE foXyi Tr‘ -4 r«mEh\»
KEY ITC INSIGHTS: Qualy

W

* While still the lowest valued value
proposition, we do see significantly more
care about media coverage and social media
presence from those 54 and under than we
did for those 55+

Esablsted safdy
Trugt

Effeacyéffcadows b

Those 35-54 did value efficacious dosing to
the highest degree, with that being the
second largest value proposition after quality

Reguabrylegd mmplane

Clinaly suded

There were no appreciable gender Wetste dferirg futhe infamaion

differences
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BRANDED INGREDIENTS PRICE PREMIUM CENTER

KEY ITC INSIGHT:

* Compared to last year, we see wilingness to pay 10% or greater price premium decrease by nearly 10% for
the top reason-safety which did again repeat as the top proposition. Interestingly, we see trust drop greatly
when talking about price premium when evaluated as a value proposition of branded ingredients
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PRICE PREMIUM: REGULAR VS. IRREGULAR D RRENC
: . 0: TRANSPARENCY
usERs CENTER
KEY ITC INSIGHTS:
* Regular users of supplements, in general, are much more willing to pay a 10% or greater premium for the
benefits of branded ingredients. Interestingly, clinical studies are relatively more valued by irregular users than
regular users when looking at price premiums and might indicate a more skeptical audience
455
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PRICE PREMIUM: COUNTRY P G

KEY ITC INSIGHT:

* For price premium, we by far see the US being the most willing to pay for every listed attribute

= Unsurprisingly, the top reason that a Chinese consumer would be willing to pay a premium for supplements is
for established safety
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BRANDED INGREDIENTS PRICE PREMIUM: TOP 5 5 %%

TRANSPARENCY

W KEY ITC INSIGHTS:

* Efficacy and efficacious dosing made it into the top-5 in 2022 compared to 2021 when it did not. Again in 2022
we see quality top the list overall and as the aspect most likely to gain a 20%+ premium from the customer
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INDUSTRY
BRANDED INGREDIENTS PRICE PREMIUM B P ey
CENTER
J72 KEY ITC INSIGHT:
& * Whether social media or mass media, there is less interest in paying a premium for that piece of the
program
Regulatoryflegal compliance Social media presence Media coverage of branded ingredient
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BRANDED INGREDIENT IMPORTANCE AND foRbiint
WILLINGNESS TO PAY A PREMIUM
Importance

82% Quaitty

9% Established safety 30%

76% Trust 27%

6% Efiicacylefficacious dose 28%

73% Clinically studied 29%

5% Regulatoryflegal compliance 25%

59% Branded ingredient logo on front of package 21%

56% Website offering further information 21%

56% Branded ingredient logo on back of package 22%

3% Media coverage of the branded ingredient 2%

o Social media RIS p—

‘ i 1
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TRANSPARENCY, TRUST &

SUSTAINABILITY
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SIGNALS OF BRAND TRANSPARENCY P e

KEY ITC INSIGHTS:

* Detailed |n%red\ent information is by far the biggest indicator of transparency; after that, we have a fairly stratified
hierarchy of importance overall

Just like last year, gender does not significantly change these views on transparency signals
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SIGNALS OF BRAND TRANSPARENCY: COUNTRY 2 tare ™'
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INDUSTRY
Q TRANSPARENC

SIGNALS OF BRAND TRANSPARENCY: AGE
Py KEY ITC INSIGHTS:
W3« Age most impacted the importance of “quality indicators” such as quality seal, certificate of analysis, and supplier

information

* Detailed ingredient information was most sought by older consumers with quality seals being most sought by the

middle group

. Younger consumers were more willing to chase down supplier information than those older
Pyt
i




SIGNALS OF BRAND TRANSPARENCY: COUNTRY: |, tormm
AGE 18-35

KEY ITC INSIGHTS:

Quality seals resonated equally across all 5 countries surveyed for the age group

China highly values detailed information and certificate of analysis. This is likely due to a lower general “blind trust” of
regulations in country and more experience having issues with tainted or dangerous products

Ingredient supplier information over-indexes for this age bracket for nearly every country compared to the other age

brackets
60%
50k
406
306
206
10 I
0% e
s it s e om0 s o U ne e b vt yrgn O reaimaniadura 160 reibe b veny
wwm...n ,»m‘mm«v g Retfgb by g e Byl gl
o wwetsle  awio b o, QReod ettortirtfdedb Ry gntyir A il wsto, ot v pon 1y
o iy 1k e ke

G T e

BUS BUK “Gemawy ltdy " Chira

145

SIGNALS OF BRAND TRANSPARENCY: B N ey
COUNTRY: AGE 35-54 CENTER

KEY ITC INSIGHTS:

* Qualty seal n the US improved by nearly 10 percentage paints in this age bracket compared to the 18-34 age
bracket and outpaces every country by a decent marg

In this bracket, detailed ingredient information is a strong signal in the UK

Certificates of Analysis remain extremely highly valued by the Chinese consumer; however, detailed information and
supplier information, while still important, become less important to this age bracket
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SIGNALS OF BRAND TRANSPARENCY: wousrer
COUNTRY: AGE 55+ ceven

KEY ITC INSIGHTS:

%+ Ingredient details and information are the most important for every country except China in this age bracket with taly
showing the strongest response. Even in China the ingredient information on the package is still highly sought after

compared to other indicators of transparency
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SIGNALS OF BRAND TRANSPARENCY: £ R
US 2020-2022 CENTER

KEY ITC INSIGHT:
+ Ofthose attibutes tested year over year, we've soen.a drop-offin 202 of al the raditonally top options. This is
likely due to the new option about ingredient information added in 2022
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SIGNALS OF BRAND TRANSPARENCY: fokbi v. -; n.mu
UK 2020-2022

KEY ITC INSIGHTS:
+ Access to a Certificate of Analysis bucked the trend in the UK and was cared about more in 2022 than it was in
2020 or 2021 and in fact now ranks fourth
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SIGNALS OF BRAND TRANSPARENCY: B BRI
GERMANY 2020-2022 CENTER
KEY ITC INSIGHTS:

« We continues to see detailed ingredient information (a new selection) being an option that potentially impacts
the selection of other options on the survey responses
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SIGNALS OF BRAND TRANSPARENCY: B o R hency
ACROSS SUPPLEMENTS CENTER

ff’?‘ KEY ITC INSIGHTS:
%/ Ingredient information on the label was across the board the most important aspect n transparency, followed by a qualty seal
+ Omega-3s was the only product category where CoAas an indicator of transparency was under 30%
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TRANSPARENCY PURCHASE INFLUENCE

Greally increases Somewhat increases
KEY ITC INSIGHT: chances | would buy chances | would buy

* We saw transparency
influence increase in
2022. While ‘Greatly
increases' was across
the board first from most

countries, it is important
to note that the large
uptick in “somewhat
increases” was largely

Doesn'timpact my ‘ Lessens the chances ‘ Tmnot interested
due to 47% of Chinese i !
decision to bu 1 would b transparency
consumers answering son 1o 2y wolcy Intranspare!
the question with that v
response
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TRANSPARENCY PURCHASE INFLUENCE: o e
2020-2022 COUNTRY s

Fimg
: 'E, KEY ITC INSIGHT:
+ Compared to previous years, the US saw an increase in transparency being a deciding factor in
purchasing while the UK and Germany saw the importance decline

Greatly/somewhat increases the chances | would buy

US2020 US2021 US 2022 UK2020 UK2021 UK 2022 Germany  Germany Germany
2020 2021 2022
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TRANSPARENCY PURCHASE INFLUENCE

INDUSTRY
0 TRAIREARENC
CENTER

t(EY ITC INSIGHT:

* Those 35-54 cared
purchasing decision
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3%
206
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‘Consistent with earlier information, transparency is a lot less important to those 55+ compared to other consumers.
about transparency the most with nearly three-quarters indicating it at least somewhat impacts their
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REASONS FOR TRUST CENTER
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REGULAR USERS

REASONS FOR TRUST: IRREGULAR AND

INDUSTRY
p TRANSPARENCY
CENTER

- We see some interesting
differences between regular
and irregular users when it
comes to trust. Irregular users
rely much more on family and
friends and branded
ingredients. Likely this is due to
them being more unsure of
their own judgement of
“quality”

F=,  KEYITC INSIGHTS:
2

While still not that influential,
things such as charities and
social media influencers
convince irregular users to a
much greater degree than
regular users, also branded
ingredients appear to resonate
more with irregular users
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REASONS FOR TRUST: COUNTRY

INDUSTRY
0 ThANERAReNCY
CENTER

KEY ITC INSIGHTS:
Germany over-indexes for long
term usage and clinical research
Italy, and to a lesser degree
China, indicated that long-term
usage doesn't necessarily
increase trust unlike the other
three countries where that was
consistently the 2nd or 3rd top
reason for trust

There were several reasons for
which ltaly over-

indexed including supply chain
transparency and having

an informative website
Chinese consumers put quite a
premium on health care
professional recommendation
with this making it, by far, the
country most trusting these
individuals
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REASONS FOR TRUST: AGE

INDUSTRY
D M hency
CENTER

{5 KevITC INSIGHTS'
W Those 183
significantly under-indexing
on consistent product quality
as a trust driver compared
to the older age groups
Quality and seals (over-
indexing) continues to
resonate most with the
middle group
Those 55+ rated *My long-
term use” as the third most
important attribute and
again signifying the
importance of capturing
consumers when they're
younger to capture
significant lifetime value
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REASONS FOR TRUST: AGE 18-34

INDUSTRY
0 TaANSPARENCY
CENTER

KEY ITC INSIGHTS:

prone to brand switching

iy

mUS RUK “Germaly ity

White health oare praoitoners were a sourcs of trust for many 18-34 year-olds, it was signiicanty higher for those in
China, a major force in the US at 30%, and significantly lower for those in t
Those in the UK and Italy seem to not associate long-time usage to trust. Tms could make those consumers more

Clinical research was most important to those in the UK, followed by Italy
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REASONS FOR TRUST: AGE 35-54

INDUSTRY
0 ThANERAReNCY
CENTER

KEY ITC INSIGHTS:
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In the 35-54 age bracket, we see quality certifications increase in importance for every country compared to the 18-
34 year old bracket and for most countries this age bracket also cares more than those 55+
Those 35-54 in Germany and ltaly care less about branded ingredients as a trust driver (under 10%) while those in
the US and China put some weight in it overall with 17% and 22% respectively seeing it as a signal of trust

Here, clinical research is the top response in both Germany and ltaly

=US EUK “Germany ltdy “Chira

REASONS FOR BRAND TRUST: AGE 55+ P G

%} KEY ITC INSIGHTS:
W . Unsurprisingly, we see long-term usage of the brand as a signal of brand trust increase in many countties for this
5 d

206
106 . I '
' ‘ I | .

racket; however, in Italy and China, this phenomenon does not occur and for China has even declined with age at a
steady rate
Consistent product quality matters the most to those 55+ in Italy and is the only age bracket and country combination
where this ranked first
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IMPORTANCE OF SUSTAINABILITY

INDUSTRY
0 T ARy

i

5%

D%

B%

KEY ITC INSIGHTS:
* Regular users were slightly less than three times as likely to have sustainability concerns always

influence their purchasing habits with supplements indicating that having a sustainability message is

an imperative to support a lifetime proposition with them
* Regular supplement users increased in their importance of sustainability in 2022 while irregular users

decreased
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INDUSTRY
0 ThANERAReNCY
CENTER

IMPORTANCE OF SUSTAINABILITY: COUNTRY

KEY ITC INSIGHTS:
* 1t we focus on the top two answers — always and frequently ~ then there is It difierence between
countries on the question of how much doe: impact decisions.
when we go to 'often’ influences, we see Chma with by far he mghest answer total while the US and UK
lag behind pretty dramatically
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IMPORTANCE OF SUSTAINABILITY: GENDER P G

KEY ITC INSIGHTS:

* Atthe top end (most impacted) there is little gender difference, but females were much more likely to be
‘sometimes' influenced than males while males were significantly more likely to answer that sustainability never
influences their decision
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INDUSTRY.

IMPORTANCE OF SUSTAINABILITY: AGE Rt

KEY ITC INSIGHTS:

* As age increases, sustainability is less of an ing factor for just like most goods in general

* While top two (always and frequently) is roughly similar for those 18-34 and 35-54 we see greater divergence for
‘often’ and 'sometimes'. Here, those 18-34 show a much higher level of caring about sustainability
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IMPORTANCE OF SUSTAINABILITY: 0 ME ey
COUNTRY, AGE 18-34 CENTER

4 KEY ITC INSIGHTS:
¥ . In this age group, we see that 22% of US
« If we look at those who say that sustainability always or frequently impacts. supp\ement mgrement purchases the US,
UK, and Germany are in a virtual tie for those 18-34
of

¥

. Wesee with lowest in China
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IMPORTANCE OF SUSTAINABILITY: 5 By
COUNTRY, AGE 35-54 CENTER

{723 KEY ITC INSIGHTS:
% . We see in this group that the sustamablhty influence has remained similar in the US and UK compared to those 18-
34 but drops off in Germany ai
In every country, those 35-54 increase their response rate to “never” and this trend continues with an increase at 55+
as well. In summary, as age increases, the influence of sustainability decreases
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IMPORTANCE OF SUSTAINABILITY: WousTRY
COUNTRY, AGE 55+ CENTER

KEY ITC INSIGHTS:

Across the board, except for China, we see “never influences” and lack of awareness increase significantly

While in both of the younger age brackets the US and UK were leaders in responding “always” or “frequently” we
see these countries become the least likely to answer with those two responses in this age group, with ltaly
responding the highest
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TRENDS OVERVIEW:
OPPORTUNITIES AND INSIGHTS

Among younger consumers especially, the biggest need is solving or alleviating
the larger “chicken or egg” problem of how to solve the top issues in every
country - sleep issues, anxioty, and mental performance/heali. These three
issues compound on one anoffer leading 1o a vicious cycle for ihe consumer. If
any can help address this issue and having the clinical trals, medical
professionals, and required detailed information to backup those claims there is
canty underserved market it can be addressed and profite flom

Cumparsd 10 2021, we saw litlle movement by age demographics when looking
atransparency mportance when seleciing supplements; owever. we did see
an increase n he importancs of sustainabilty among thass 85+ i age. Dus to
{his age bracket aso viewing length o use 88 8 Koy irue actor s of our

o ot YLkl MAKs SLELSapy ToLus0q SUpIEmGnTs for thi e
Bracket but 1o ook at it as an additional marketing opportanty for those

supplomonts which do focus on sustainabilty that are aimed at the 35-54 year

We. again, ound health caro profossionals and clinicalstudies 1o bo key areas
of tiust for consumers. Using branded ingredients ten

having clinical research and buil-in healthcare support without the nvestment
for consumer brands into research and practitioner outreach.

Overall, we see the US and UK as relatively similar markets in their expressed
opinions, health focuses, and suvp\emenl usage while serm-ny was a slightly
loss oninusiastc supplement nation ovorall, Our two new entrants into the
survey, ltaly and China, acted ve u-marenuy Hly tended to & sper
Modeately than the UK or Germany and was focused more on ere
Raues eh iy ooy uropan Sobriny Supvovea Chine wes a Hanbcarts
different country with younger consumers focused more on supplementation to
impact their outward appearance and eye health and then older consumers
(55+) focusing on healthier agi

Branded ingredients in the US and UK seem to sirong avenues, overal, o drive
gcdiionalpremium priong, In Chin: howsver brandad igredion's sopear to
be a wa Hiage f products are Silar n price but uniikely fo be
o Bvone 13 Sgnfcant profl matg insreases.
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COLLAGEN:
DEMOGRAPHICS

170

D NRTARenC
COLLAGEN DEMOGRAPHICS CENTER

| 4
|| 52%

While we might expect this
category to skew female, it's

The middle group of users are the
largest group from our survey

In general, collagen users vere equally
distributed across the gen:

responses, accounting for 33% of
the general population, with
another 29% in the youngest group
showing that this category skews

actually quite balanced population, though we s e
highest percentage (21%) of collagen

users' income ranged from $70,000 to

young




COLLAGEN DEMOGRAPHICS: GENDER BY COUNTRYS, [ rener

@) KEY ITC INSIGHT:
+ We see users skew male in usage in the US, UK and Germany while in Italy and China usage skews strongly female

us
q
48%
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Germany China

INDUSTRY

HEALTH CONCERNS ) SN

KEY ITC INSIGHT:
+ As with many categories, "lack of energy," "anxiety or stress," and "insomnia/sleep problems” over-index slightly, with
joint pain and especially eye fatigue also over-indexing

Usas It
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HEALTH CONCERNS B P Reerr

KEY ITC INSIGHTS:
+ Bothirregular and regular users thought "anxiety or stress" was a major health concern. However, among irregular
sers, we also see a relatively higher rating on "lack of energy” and "insomnia/sieep problems" when compared to

regular user groups
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A INDUSTRY
p : TRANSPARENCY
¥ CENTER

TOP HEALTH CONCERNS: COUNTRY

KEY ITC INSIGHTS:
When looking at health conditions by country, what stands out the most is the over-indexing in Italy for lack of energy and anxiety/stress as

well as some over-indexing for joint or other pai
For the UK, we see under-indexing for joint oro'her pain
u is mceresnng tofind a significant g for eye fatigue, i problems, and jcal condition for China collagen
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HEALTH CONCERNS: 2020-2022 R Tz
KEY ITC INSIGHTS:
@ “Lack of energy” and "anxiety or slrsswﬂshmlymueased'or i years. This might b i jth a variety of
influencing factors such as work, stress, health, 'socioeconomic status
. NsoIheagegmup1&34ratedlheaboveoplmasmelopiwohealmozxv:lmonstnahnpaxedlhernmnngmepaslyeaItmgmbe
caused by the Covid impacts such as rapid trend in youth

(Renee et al., 2020)
: Eyefatgue doubled n 2022 compred o 2021 ;this might be duetohe shit ofremole worearing sinoethe panderric
. ps tied to stress or lfestyle issues

choicein
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INDUSTRY.
TRANSPARENCY
NTER

HEALTH CONCERNS: US 2018-2022

KEY ITC INSIGHT:

+ Eye fatique first appears as one of the top 5 health concerns from 2022's consumers' perspective lkely a strong
association with remote work/learning due to Covid

« Inthe US, joint pain continues to sit in the low 20's, down from 30% in 2018

‘Anietylsiress 30% High blood High blood Lack of energy 28%
o © pressure 24% = pressure 25% N
T High blood N N N & Ancetysress 2m

© aintiother pain 30% © pressure 26% © high cholesterol 22% © pnietyistress 24%

N N N N N Insomnialsieep problems

High cholesterol 28% Joint other pain 25% N Anxietylstress 21% . Jointother pain 24% 2%

Anetylstress 26% ] High cholesterol 24% ] Joint/ other pain 21% 1 High cholesterol 23% 1 Eye Fatigue 22%

Lack of energy 25% Lack of energy 24% Insornial sleep problems. Lack of energy 21%. Joint or other pain 21%

6%

Overweight!
obese 25%
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INDUSTRY
0 ThANERAReNCY
CENTER

HEALTH CONCERNS: AGE

KEY ITC INSIGHT:

Insomnia/sleep problems s high across all three age groups and is likely due to various causes

For example, for 54 and under groups, we see "anxiety" and "lack of energy" contribute to main health problems, which
might be a source for sleep problems—research showed such casual relationships extensively (Haynes et al., 1974).
COVID impacts might be another contributing factor.

However, for 55+ groups, the insomnia problem is more associated with the normal aging processes (Haynes, et al.,
1974; Yaremchuk & Kethleen, 2018).

[+ Anxiety or stress 32% [+ Lack of energy 28% | [+ Joint or other pain 41% )
+ Lack of energy 20% + Anxiety or stress 26% + Lack of energy 26%

- Eye fatigue 24% + Insomnialsleep problems 26% + Insomnialsleep problems 25%

+ Insomnialsleep problems 24% + Digestive complaints 22% + High blood pressure 25%

« Mood 24% « Eye fatigue 22% « Healthy Aging 21%
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INDUSTRY
R

HEALTH CONCERNS: GENDER TOP 5 ) T

KEY ITC INSIGHTS:
W see @ muoh highe reported ssus rate among fermal collagen users than meles aoross the board

+ Anxiety and lack of energy are two main health reported by both female and male consumers. However, we see

differences in that female users reported d|ges1|ve ocmpiamls 5 one of e top et concers. In coniest, mele sers

reported high blood pressure and joint or other pain as one of the mejor health iss:

o Tele collagen ubers, eye fligue and high Hood pressure eXuale contibuts to 18% 2s the 5ih heaith concems

32% 23%

E3  Lackof energy . B Lack of energy
— 32% 21%
7 Anxiety or stress

30% w 20%
Insomnia/Sleep problems Insomnia/Sleep problems
@

Anxiety or stress

24% 20%
Digestive complaints Joint or Other Pain
19% 18%

@  Eye Fatigue Eye Fatigue

18%
1 High Blood Pressure
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INDUSTRY
p TRANSPARENCY

HEALTH CONCERNS AND SUPPLEMENTS

) Hedy Aghg
KEY ITC INSIGHT: Atiocint 4ppor
) Langhaicoud
* When it comes to concerns for R e
which they take supplements, Wemoye
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HEALTH CONCERNS AND SUPPLEMENTS: 0 ME ey
COUNTRY cenTeR

KEY ITC INSIGHT:
The percentage o aly collgen supplement users thatreported ack of anery a2 primary concem for which they take
supplements generally has reached 39%, nearly twice that of the other countries. Italy also over-indexes for stress

Italy and Germany responded the highest for joint pain at around 20%
Healthy aging in this group was an interesting response. In the US and UK it was at 13% and 12% respectively, while in
Italy it was 9%, Germany at just 6% suggesting that in the EU, this is not a well characterized or defined supplement
market - at least for collagen users
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HEALTH CONCERNS AND SUPPLEMENTS: AGE  © &airen-

KEY ITC INSIGHT:
"/ + Unsurprisingly, among those 55+ we see significant over-indexing in joint pain, healthy aging and high blood
e

+ Healthy aging as a concern for young collagen users is very minor
%
BH B B
%
2%

2%

%

%

0%
o I b M |
NI A A A I R T B A A HEE T
[N O [N TS O S T - I s 11 H
i 03 g2 o og 3 HENE-O L T - O A O N L s g 2332l
FEEE R | g T T - A B R H = H
B H i EE A EOE g3 H H
H : b HEE H H

182

jel TN SPRRENCY
HEALTH ATTITUDES CENTER

KEY ITC INSIGHT:
Collagen users are slightly more lkely to answer, | use/have used altemative health care providers such as
10 help manage my health” and are at the same time less likely to say

they use vitamins, ineral : ar\d herbs
We see a highly positive correlation (r = 0.99) between collagen users and all supplement users' health attitudes. This
implies that focusing on collagen users' health attitudes might represent all user groups
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0%
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stanns nirerds godiodisimpriat led omendurd & myhedthandtale  mintes d basts  omaaneabait (ie.vejdaian alanabe fedthare
habso oha detay tomaitannggmd  opanclod  desto bwe heth  tmesperwedk  heathard welress wegan lawcab,etc) poudessichas
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HEALTH ATTITUDES: REGULAR VS. IRREGULAR 2 [z ey

KEY ITC INSIGHT:

Regular users are more likely o look to specialty diets (+7%) and have used alternative healthcare providers
(+5%) than irregular users. On the contrary, regular users are less likely to believe that eating good food is
important to maintaining good health (- 7%).
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=ReguarCdigenUsers  =Imegila Colagen Usas.

B I ey
HEALTH ATTITUDES: AGE Caren

KEY ITC INSIGHTS:
! @ * User groups under 34 and 35-54 health attitudes are quite similar. However, user groups under 54 and
55+ have different health attitude patterns. For example, user group 55+ take supplements mainly to help
manage their health, whereas users under 54 believe in the importance of eating good food to maintain
good health
One notable difference between the two younger groups is that the group 35-54 reads the most articles,
books and magazines about health and wellness
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ALTERNATIVES TO SUPPLEMENTS for &%‘e‘;&%sm

KEY ITC INSIGHTS:

Italy over-indexes for both exercise and over-th: t ication as an ive to
Germany under-indexes especially for exercise

Health foods and beverages are a very strong response in both Germany and ltaly
Over 50% of US collagen users use exercise
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ALTERNATIVES TO SUPPLEMENTS: CHINA B P ey

@ KEY ITC INSIGHTS:

Chinese users in general have a high response for health foods and beverage and stil, collagen users
over-index slightly

* These users also over-index for exercise

BAIGNS trtomen tU s mON

SOURCES OF LEARNING ABOUT COLLAGEN > - DR

CENTER

@ KEY ITC INSIGHTS:

* Regular collagen users over-index on many of these sources, especially supplement company website
and magazines indicating that media is definitely playing a role
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SOURCES OF LEARNING ABOUT COLLAGEN: D NI ARRency
COUNTRY cenTER

@ KEY ITC INSIGHTS:
* The health care practitioner influence in ltaly is notable, while in the UK, we see supplement company
website, and retail all as strong sources
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SOURCES OF LEARNING ABOUT COLLAGEN: AGE 0 TR Rency

@ KEY ITC INSIGHTS:
* While the health care professional influence was strong for those over 55, hath TV shows resonated as a
source for those 35-54 and influencers for the youngest group

Fendofay  Hathars Qlimrmenh o HalhTvhos idier Spmat  Savigasos  Megzhe  Radlemjore  Newpae
le,Lr0z o reomrte) @Ay wbdo
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SOURCES OF LEARNING ABOUT COLLAGEN: D N hency
cHINA CENTER

KEY ITC INSIGHTS: T
* In China for this category, iregular users over-indexed for many of the sources, especially Nealth  rioorariy =
TV shows

The largest source for both sets of users was friend and family Crirereseachor
Health care practitioners were a stronger source for males, especially those older, while the swdemericoneeny 2%
younger groups were more strongly influenced by friends and family

et O e veron e
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COLLAGEN USAGE D Ry

KEY ITC INSIGHT:

@ « Just over a third of collagen users are taking it regularly, “middle of the road” among supplements surveyed

* 33% of users take collagen as needed, which implies that the reasons might be complex, combining social,
psychological, and knowledge factors

All Collagen
Users

Irregular
Users
55%

Regular In another
Users

36%

supplement
9%

= 4-6 times a 1-3times a Seasonally/
gg'l}' week week eﬁ
° 16% 22% 33%
) AR
COLLAGEN USAGE: COUNTRY CENTER

KEY ITC INSIGHTS:

* We see nearly half of collagen users in the US and UK are regular users — defined as taking the supplement at least 4
times per day; in Germany that number sits at 42%

* On the contrary, nearly half of collagen users in China and Italy take the supplemental irregularly - this might be due to
the differences in diets, eating habits, and health concepts. Similarly, in Germany about one quarter of users are also
taking it only as needed

| II [ | I I
. [ |
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COLLAGEN USAGE CHANGE:
2021-2022 BY COUNTRY

KEY ITC INSIGHTS:
@ We saw an increase in collagen users using more reported in the US from 2021 to 2022, with a 13% increase

« Users taking collagen more in the UK is the same as last year's usage change, with 33%
In Germany, there appears to be a significant usage drop-off, as -7% of users took collagen more in 2022 than in

.. INDUSTRY
L0 TRANSPARENCY
CEN

2021.
- When examining the net (users taking more minus taking less) we see the US at +17%, the UK at +7% and Germany
at-13%
us us Germany g Germany
2021 2022 2021 2022
Taking Collagen More (") 30% 43% 33% 33% 35% 28%
X !
\ \ \
About the Same @ 4% 31% 2% 35% 4% 38%
Taking Colagen Less 2% | 2% 20% 26% 20% 1' 1%
\
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COLLAGEN USAGE: AGE/ GENDER D P Reencr

~, KEYITCINSIGHTS:
V By age and gender we can see alignment with the genera\ user behavior in China and Italy, in which most users take collagen as
re%:\arly, ‘espedially with older consumers.
. u is mter&slung ksl tfermele users take ooﬂagen 49% igher than males daw\y perhaps indicating an association between gender
differences anc and beauty

' attitudes
406 4on
306 306
206 206
) I I ) I I
0% 0%
4-mespor 1-3Umsper SamormlyAs I hamtor Daif  48timesper 1-3timesper Segoralyiss 18 harotier
Nee swpbrent week ek Neekd  swppbment |
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1834 *3554 55 Fomab =Mde
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COLLAGEN USAGE: US 2018-2022 D B Rhencr

(2) KEY ITC INSIGHT:

W - Examining US collagen users over the past fow years, we see that daiy usage had steadily rsen from 2019
t0 2021 but dropped 3% from 2021 to 2022

Itis interesting to see that ‘in another supplement” has increased by 4% from 2021 to 2022, suggesting that

collagen combined with other ingredients in formulation is gaining traction

o
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” l l
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INDUSTRY.

COLLAGEN USAGE CHANGE cenren

(@) KEY ITC INSIGHT: 506
v .
- Regular collagen users
are clearly driving the

increase in consumption 40
—50% are taking more
collagen

- Irregular users are 30

driving the ‘taking
collagen less’ scenario

206
106
0%
Takig Colagen More Abait tre Same Takig Colagen less
ReguarCdigenUsers  “Irregila Colagen Usas
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COLLAGEN USAGE CHANGE: COUNTRY D P Reencr

Q KEY ITC INSIGHT:
+ The US collagen user has significantly increased usage compared to other countries surveyed, over-
indexing significantly and 10% points above the UK which increased usage the second most
+ In contrast, both ltaly and China had the most people respond that they had lowered their usage of collagen
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INDUSTRY

INCREASE IN USAGE LEVELS: AGE/GENDER cenren

@
%) KEY ITC INSIGHTS:
v

Younger user groups are % of Users Taking More
taking more collagen

More males than females

406 40%
are using more
306 3046
206 206
106 104
0% 0%
1834 3554 55+ Female Male
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INCREASE IN USAGE LEVELS: o e
ACROSS SUPPLEMENTS cenren

(%) KEY ITC INSIGHT:

W " Collagen Is ranked as the highest supplement (33%) n this grouping when we chart those increasing usage
compared to other ‘emerging’ ingredients

% of Users Taking More vs. Previous Year

23
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INDUSTRY
0 ThANERAReNCY
CENTER

WHY THEY TAKE COLLAGEN

o) KEY ITC INSIGHTS:
+ Examining the reasons for collagen use, we see that beauty health is at the top. The secondary primary
reason is joint health for regular users; however, it is protein content for irregular users

Beauty(skin,har, nals) hedth
Janthedth
Protancortent
Bore halh
Panliflanmaion
Arthrtis.
Hearthedth
Gut feath
Athbte rformana
Weghtmaaganat
Pabo tendits
Beuse t'sinandhersuplanert | oke
Ketobmefts
Cther
0% 5% 106 194 204 294 306 3%
AliColbge Uses ReguarCdlagenUsers " Imegila Colbgan Usas
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WHY THEY TAKE COLLAGEN: COUNTRY D B Rhencr

KEY ITC INSIGHT:

Beauty health s the primary reason that users take collagen across all countries with 63% of Chinese users
choosing collagen due to this reason
Protein content is also a strong reason for China users; it appears as though Chinese users are taking collagen more
frequently for multiple reasons
In ltaly, besides beauty health, bone health is the second primary factor affecting users' collagen choice
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jel TN SPRRENCY
WHY THEY TAKE COLLAGEN: AGE CENTER

@) KEY ITC INSIGHTS:
« Users under 54 mostly use collagen for beauty (over 45% in each group) followed by protein content
« Users 55+ are more likely to be taking it for beauty followed by joint health at 34%
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WHY THEY TAKE COLLAGEN: 2020-2022 0 TR Rency

KEY ITC INSIGHTS:

We see an increase in "why" collagen year over year for beauty health and protein content flom 2020 2

I S e e Boorobese e b LR e o rosebme Tor g Soiagen hom 3031 1 2035 (4 heart health
dropped 5%, and pain/inflammation dropped 6% from 2021 to 2022)

It appears as though the reasons for taking collagen, at least in the US and in regions such as China are multiplying, that
is, more users are taking collagen for several reasons

EE]

E)

E)

%
0%

o

o (s, ctn crten

D2 =22 =2D

205

INDUSTRY
WHY THEY TAKE COLLAGEN: COUNTRY 2021-2022 B3} TRANSPARENCY
KEY ITC INSIGHTS:
& saw decinos nearly agross the board in Germany with the largest deciine coming in ‘pain/infiammation’ at 119%,
with joint health declining 9
* In both the US and Uk, protein content is increasing significantly at +5% in the US and +4% in the UK from 2021 to
.+ B health has ncreased 7% in the UK and 4% n the US
us us UK UK Germany Germany
2021 2022 2021 2022 2021 2022
Beauty (skin, hair, nails) health 0% 4 4% % § 3% Z2E ED
Joint health 0% § 2% 2% § 2% %% g 1%
Protein content T 4 2% % 4 2% W gy %
Bone health 2% § 2% 8% 4 20% %% § 20%
Pain/inflammation 9% 4 21% 19% 4 2% %% g 1%
Heart health 8% 4 9% 0% 4 0% % § 1%
Weight management 5% 4 18% W 4 16% 8% § 1%
Gut health % 4 7% % 4 20% % § 2%
Arthiitis 1% 4 1% 1% 4 15% 5% 0§ 1%
INDUSTRY
p TRANSPARENCY
USAGE TIME OF DAY CENTER

KEY ITC INSIGHTS:

We consistenty see regular users taking collagen at allfimes more than iegular ones except on one occasion ~
with an afternoon snacl

This means that regular users are taking collagen generally more frequently throughout the day
The largest gap between regular and irregular users is “near breakfast” with 12% points more regular users taking
supplements then than the percentage of irregular users
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USAGE TIME OF DAY: COUNTRY D Ry

@ KEY ITC INSIGHTS:

* When people take collagen varies quite significantly by country. For example, in the US and UK, users are most
likely to take it when they wake up with the other 3 countries preferring near breakfast
Interestingly, more ltaly users tend to take collagen with an afternoon snack compared to other countries, at twice
the rate of response (snacking throughout was a very low response for Chinese users
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INDUSTRY

USAGE TIME OF DAY: AGE 5 b

@ KEY ITC INSIGHTS:
Taking collagen near breakfast is the most common behavior across all age groups, however, we see
graduate growth in this response as the groups are older
Conversely, before bed was highest for younger users, trailing off as users get older
Younger users are very evenly split across many occasions perhaps creating targeting opportunities
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AVERAGE MONTHLY SPEND 2 B ey

KEY ITC INSIGHTS:
« Over half of regular collagen users(55%) are spending between $10 and $29, with 10% spending $50 or

more
Comparatively, irregular users are spending significantly less, with 52% spending between $10-W$29, 36%
spending less than $10, and only 3% spending $50 or more

Regular Irregular
Collagen Users Collagen Users

$10-$19

2 BT hency
AVERAGE MONTHLY SPEND: COUNTRY Cemen

KEY ITC INSIGHT:

* Since Yuan to USD exchange rates have been relatively stable, we can state that the US and China are spending
more than the other countries on collagen than the UK on collagen supplementation, with 77% of US and 78% China
consumers spending more than $10 for collagen usage per month

Italy has 37% of people spending less than $10 while Germany has 30%.
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AVERAGE MONTHLY SPEND: AGE/GENDER BRI

{(2) KEY ITC INSIGHTS:

42% of those 55+ are spending less than $10 per month

* Itis interesting to find that the percentage of users increased gradually from youth to old age for spending less than
$10 in this category, especially as we see the reverse quite specifically especially at over $30 per month

« Approximately one third of female users (30%) spend $10-$19 while more male users spend over $20 per month
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WHERE COLLAGEN USERS NDuSTR
PURCHASE SUPPLEMENTS CENTER

() KEY ITC INSIGHTS:

+ Both regular and irregular users are significantly more likely to be shopping online and reach the same
percentage of 37%, which indicates the best place to reach high-value targets such as these is Ali Baba,
Amazon, and Allegro, among others. This is unlike other categories where regular users purchase more online
There is still likely an iation between the work-from-home nature impacted by the pandemic and
consumers' online shopping behaviors in 2022

* Online 37% « Online 37% « Online 34%

« Natural/ health food store 20% |+ Natural/ health food store 27% | + Mass market retailer 20%

« Mass Market Retailer 17% « Mass Market Retailer 16% « Natural/ health food store
24%

214

WHERE COLLAGEN USERS D N hency
PURCHASE SUPPLEMENTS: COUNTRY CENTER

(5) KEY ITC INSIGHTS:
« Though online shopping is the primary trend across all countries, we see Germany significantly over-index for
online when compared to other countries
« Natural/health food stores are quite a strong channel in both the UK and ltaly in this category
* Online 34% « Online 34%
* Mass Market Retailer 23% « Natural/ health food store 33%
« Natural/ health food store 22% + Mass Market Retailer 12%

+ Online 44% « Online 37%

« Natural/ health food store 15% « Natural/ health food store 30%

* Mass Market Retailer 13% + Mass Market Retailer 11%
WHERE COLLAGEN USERS TANSRRRENCY
PURCHASE SUPPLEMENTS: CHINA cenTER

C KEY ITC INSIGHTS:
« Regular Chinese collagen users prefer specialty stores as their channel, well above irregular users but also

highly indexing compared to other ingredient categories
- Reqular users under-index for online as their channel in this cateqory

« Online 34% « Specialty 33%

« Specialty 28% « Online 32%

* Retail 13% « Doctor or other Medical Personnel 15%

« Specialty 40% « Online 35%

« Online 26% « Specialty 31%

« Doctor or other Medical Personnel and + Doctors and Other Medical Personnel 16%

Department Store 13%
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INDU!

COLLAGEN CHARACTERISTICS R e e

KEY ITC INSIGHT:

most characteristics, such as ‘just collagen’, ‘drinks and food with collagen added’, and ‘collagen peptides,
regu\ar users exhibited a higher response than irregular users
However,rtegular users looking for a values-based seal or qualiy crtfcaton s 3% percent higher than regular

v

. The largest difference for regular users over irregular users was for types and Kosher/Halal certification
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N PARENCY
COLLAGEN CHARACTERISTICS: COUNTRY P i

@

() KEYITC INSIGHTS:
US consumers are looking for ‘grass-fed, or fair-trade sourced collagen’ and 'powder form at a significantly higher rate than other
oountnes although the latferis a sirong response in the UK as well
. look for "pillforr higher rate than other countries (also seek type Il more than others)
. Gennany and Italy users primarily look for ‘st as well
* Ursuprisingy Chinahecvly overindexes ookingfo Just oolegert, ‘ollagen peptides rd valles basese. Constmers in
China tend to use value or country of origin seals as a pseudo of quality” for their
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INDUSTRY
COLLAGEN CHARACTERISTICS: AGE P g e

fact, over half of younger
users (56%) look for a values-
based seal or certification,
higher than many other
ingredient categories

On the contrary, users in the
55+ age group primarily fjust
ook that it is collagen’

There is some discemment in
the middle group, both for
collagen peptides and
hydrolyzed collagen
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+ For users 54 and under,
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based seal or certification; in Hasa
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COLLAGEN CHARACTERISTICS: 2020-2022
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FAMILIARITY AND

REASONS THEY BUY

221

FAMILIARITY WITH COLLAGEN

KEY ITC INSIGHT:
Regular collagen users
who are highly familiar
with the ingredient are
almost twice the irregular
users as s the case with
most categories. On the
contrary, irregular users
moderately familiar with
the supplemental are
almost twice the regular
users — this is the
education/familiarity
conundrum

These findings imply an
association between the
user's of the

ingredient and the level
of usage routine
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FAMILIARITY WITH COLLAGEN: COUNTRY R e

KEY ITC INSIGHTS:

Extremely familiar and actively consume and/or recommend' had large differences by country. The US users are at the
top of this option at 23% with Germany the lowest with this response at only 13%

We generally see consistent overall familiarity by country, the exceptions being Germany and China, which saw a higher
"moderately familiar" value when compared to other countries
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L -
FAMILIARITY WITH COLLAGEN: AGE & GENDER X &iren’

= KEYITCINSIGHTS:
Q Users 35-54 have "very high awareness" compared to any other age group
+ Female users exhibited much higher familiarity with the ingredient compared to male users
+ We also saw the highest rating on minimally familiar from 55+ user groups - this is likely related to the difference in
living habits and health priorities between younger and older users
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FAMILIARITY WITH COLLAGEN: COUNTRY, 18-34 0 %/¥ e

@ KEY ITC INSIGHTS:

" Inthis youngest group. we see ciearly the difierence in familariy in Gormany at the extremely familiar and actively
consumer or recommend response, about half of the other 3 countries shown hert

+ The US shows as the most familiar for this group, trailed slightly by the UK
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FAMILIARITY WITH COLLAGEN: COUNTRY, 35-54 1 Tl

@ KEY ITC INSIGHTS:

+ In the middle age group, we see a spike for extremely familiar in Italy, as well as overall familiarity approaching the
levels of the U
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FAMILIARITY WITH COLLAGEN: COUNTRY, 55+ Caren

KEY ITC INSIGHTS:
@ + In this oldest group, the UK is clearly the most familiar and motivated, but we see a spike in China for extremely
familiar
+ While Germany sits at 14% for being extremely familiar and actively consuming or reckmmending,it sits at less than
10% for extremely familiar
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FAMILIARITY WITH COLLAGEN: COUNTRY, GENDEI@'«':'EQ#?S""”C"

KEY ITC INSIGHTS:
@ : Females overall rank a bit more famifar than males, and this is especially ruo in all countries except for Germany.
+ Intop 2, US and talian females are the most familiar, and while US and UK males are quite similar, in top 2, the UK
males take top spot

Female collagen users by country Male collagen users by country
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FAMILIARITY WITH COLLAGEN: 0 NATIIRency
US SUPPLEMENT USERS 2019-2022 CENTER

() KEY ITC INSIGHTS:

¥ . While an extra response was added for 2022, it s still apparent that familiarity in the US continues to grow even as
the level of those having never heard of it is declining

The top response sitting at 13% compared to 9% in 2019 is significant, and when you consider that technically that
9% was all those that were extremely familiar in 2019 while in 2022, the top 2 responses are extremely familiar and

are now at 29%
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FAMILIARITY COMPARISON ALL USERS N PARENCY
ACROSS SUPPLEMENTS CENTER
() KEY ITC INSIGHT:

W . Compared to a reference set of supplements, we see collagen with the 3 highest top 3 familiarity level (48%)
from the users' perspective, nearing probiotics and omega-3s

All Supplement Users — Top 3 Familiarity
700
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INDUS F
PERCEIVED EFFECTIVENESS OF COLLAGEN CENTER
(a) KEYITC INSIGHT:
W - Users' perceptions of the effectiveness of collagen is positively skewed for both regular and irregular groups
+ Both majorities of regular and irregular users thought they had experienced collagen benefits as believers in the
effectiveness of collagen. Nearly half of regular users (48%) and 40% of irregular sers chose this option
+ This experiential perception is a key element for compliance and also for ongoing engagement of younger
demographics
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PERCEIVED EFFECTIVENESS OF B MR v
COLLAGEN: COUNTRY CENTER

= KEYITC INSIGHT:

"+ Except for the UK, all countries' collagen users exhibited the highest rating for believing in collagen's effectiveness and
having experienced its benefits

Itis worth noting that collagen users in China reached the highest percentage of believers (58%) compared to the other

countries. This implies the growth of the collagen market in China might be due to the ancient Chinese culture that

treats collagen as an effective way of maintaining beauty (Khmaladze et al.)
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PERCEIVED EFFECTIVENESS OF COLLAGEN: | veusmy_
AGE/GENDER cenren

) KEY ITC INSIGHTS:
Older users tend to have experienced collagen benefits more than those younger at 52%, compared to 39% of
those 18-34

The percentage of female users who have experienced and believe in collagen's benefits are much higher (48%)
than male users(37%)
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PERCEIVED EFFECTIVENESS: wousrer
ACROSS SUPPLEMENTS centen
(=) KEYITC INSIGHT:

¥ - Comparing across ingredient categories, when it comes to those that have experienced the benefits, collagen
has ranks slightly above similar categories with the exception of probiotics and omega-3s

Experienced the Benefits

Probiotes Omeg-3s Colbgen Curaimn/Tumert. Pretiotes. Guosmhe Vitann K2
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SUPPLEMENT SELECTION CRITERIA:
PHYSICAL CHARACTERISTICS

(=) KEY ITC INSIGHT:

+ Collagen users' preferences on physical characteristics closely align with all supplement users generally, while
under-indexing slightly on some of the convenience aspects

- “Easy to swallow' and 'single pill daily dosage' are the top two characteristics collagen users keep in mind when
making purchases, both at 40%
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SUPPLEMENT SELECTION CRITERIA: PHYISICAL
CHARACTERISTICS - COUNTRY

INDUSTRY
D M hency
CENTER

(= KEYITCINSIGHTS:

¢ Inthe US and UK, collagen users prefer the collagen characteristics as ‘easy to swallow although it was a
string response across all countries

Germany, ltaly, and China users though appear to be interested in a 'single pill daily dosage'. In particular,

Chinese collagen users exhibited a much higher preference (48%) for 'single pill daily usage' compared to

other countries
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INDUSTRY.
TRANSPARENCY
CENTER

SUPPLEMENT SELECTION CRITERIA: ATTRIBUTE

=)
(& KEY ITC INSIGHT:

« For most attributes, collagen users’
perceptions align with all
supplement users. For example,
most collagen users look for a
doctor's recommendation at 23%,
while all supplement users register
at 26%

o othe exert
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Clifal rseach
Orgariccentiiton

Pag experenc wih tre brand 1sdf

Interestingly, collagen users are
less likely to value past experience
with the brand as only 14%
indicated it as an important
attribute compared to 19% among
all supplement users

Online ratings and reviews and
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influencer recommendations do
over-index, perhaps as a result of
recent category popularity in the
online world

Infunce endremat
singleingedentiormuas

Noneofthe dowe.

Coll

=
E]
8

bga Usas =AllsuppementUsers

237




N

SUPPLEMENT SELECTION CRITERIA: COUNTRY £ [fiiener

(@) KEYITCINSIGHTS: aotior opert
W - Italian users siill heavily look to Detdlat Irgredrt iformation
their doctor or other experts for
recommendations, with a Natwal ou @
percentage of 28% Gial rseach
+ Italian users also over-index for
“addresses a specific condition’ a
and organic certfcation' as Pas apsion wih te brnditsf
important attributes

We see the ‘online ratings and
reviews' rate much higher with the
UK supplement users than in any
other count Contis tranda ngratierts
The strongest response seeking Infuence encorement
‘natura’ was from Germany
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SUPPLEMENT SELECTION CRITERIA: CHINA 2 [iiec

=)
(&/KEY ITC INSIGHT:
* Inthis category,the sirong
doctor

Natual oure

influence of a aothe exert

recommendation must be noted, Detdlal irgredert inbrmdion e ———
following only 'natural source' as o

the most important selection

criteria; at 27% that is almost as Glirial rmeach E——

high as in It

In this category in China, branded
ingredients under-index as do
condition formulas

Clinical research, however, is more
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SUPPLEMENT SELECTION CRITERIA: COUNTRY moustRy
2021-2022 Eenven

KEY ITC INSIGHT:

Nalural souro a5 acrtrion s inreasing nthe US whi decreasing o
* Infact, many criteria are decreasing in both the UK and Germany, lnoiudmg Ginica research (6% i each), detaled ingreient information
(8% in Germany) and addresses specific oondllmns (-8%in the UK but up 2% in Germany); addresses specific conditions is also down
6%in the US

Part of the analysis here is that fewer sers are choosing multiple criteria, but also that new responses have been added causing a dilution
effect on any specific response; we believe the market is maturing and stratifying

Natural source Y '
Detailed ingredient information EAR D 18% 7% % § 1%
Ciiical research 6% % 19% 2% § 1% u%  § 1%
Reoo by doclor or other u% §  21% 20% 18% A% & 2%
Recommended by friendfamiy 2% b 12% 0% b 0% 15% %
Contains branded ingredients 0% & 1% W% b 1% % b 7%
Single ingrediient formuias %  + 9% % & 10% %+ 9%
‘Addresses spedific condiions wh §  10% % § % % %
Combination formuas o+ % % 4 10% ™ & 0%
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N

CHARACTERISTICS ENCOURAGING PURCHASE 2. g renet

@ KEY ITC INSIGHT:
+ Regular collagen users tend to rate higher than irregular users for each characteristic
+ What s most apparent here is that especially regular collagen users showed high interest in scientific studies,
clinical trials and interest in branded ingredients

Always
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Never
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CHARACTERISTICS ENCOURAGING D N hency
PURCHASE: COUNTRY CENTER

-+ KEY ITC INSIGHT:

"% * With the exception of scientific studies, which is the most important characteristic in Italy, experience and trust
consistently resonate as important characteristics in all countries

The US and the UK, match istics closely (the US d

In China, collagen users under-index across all characteristics, as does Germany with the exception of experience and
trust, trust actually being the top response in Germany
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PURCHASE: COUNTRY 2021-2022 CENTER

/oy KEYITCINSIGHTS:
W *° Asacharacteristic encouraging purchase, brand trust has soared in both the UK and Germany in the past year (up 10% and 15% respectively)
* Infact, all listed characteristics are up in the UK, with both transparency and branded ingredients on front of label up 12%
* Branded ingredients on front of label and on marketing material in general were both up 10% in Germany.
* The strength in the UK and Germany suggests numerous approaches will work with users in this category, further refined with age and gender targeting
* All numbers were consistent YoY in the

Germany Germany

2021 2022

Trust In Brand % g 68% 55% 65% o o
Transparency of a Brand 6% § 6% 51% 63% AR
Experienced the Benefits % 4 7% 59% 65% 5% 4 60%
Scientiic Studies/Ciiical Trials &% § 6% 5% g 6% 53% em 5%
Branded Ingredients Frort of " " » "

Do 6% 4 6% 49% 61% EE B2
Branded Ingredients on Marketing , . .

i s g e% 49% 50% % g %
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CHARACTERISTICS ENCOURAGING B AR v
PURCHASE: AGE CENTER

[ KEY ITC INSIGHTS:
+ Those 35-54 significantly over-indexed compared to the other age group across all characteristics in this category
with the most difference being with brand transparency and branded ingredient identification
« Interestingly, all age groups value experiencing benefits most when purchasing; this is great for experiential
ingredients of which collagen is one

%
T abrard e

§558%8

0%

Exprioed the tondits Trust i abrand
trids. idntied onthelatel  icentiial onmaketng

=1834 "3554 =55

244

. INDUSTRY
CHARACTERISTICS ENCOURAGING PURCHASE: P TRINEPARENCY
COUNTRY/AGE
KEY ITC INSIGHTS:
+  The US spikes for those 18-34 for iencir redients marketing materials, Italy for clinical trials
« Inthe middle group, the US spikes for all characteristics, especially those related to branded ingredients
« For older users of collagen, Italy spikes for branded ingredients identified on the label
- R
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CHARACTERISTICS ENCOURAGING PURCHASE: Jox TERNSPARENCY
COUNTRY/GENDER
KEY ITC INSIGHTS:
+ In this data set, US and Italian females stand out for many isti especially for i ing the benefits

and scientific studies as well as branded ingredients identified on the label
For males, those in the US rated experiencing the benefits highly, and in both the US and UK, all aspects of branded
ingredients
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PREFERRED SOURCES OF COLLAGEN 0 TR Rency

KEY ITC INSIGHTS:

+ We continue to see a variety of sources in our response, including even vegetarian, but marine is at the top for both
regular and irregular users followed by egg
Once we get to the third response our user group diverge, with regular users moving to chicken and irregular users

choosing vegetarian
L I don’t pay
Bovine Porcine attention to
Chicken | Vegetarian (cow) (Pork) source

Regular

Collagen 35% 31% 28% 27% 27% 22% 16% 12%

Users

Irregular

Sollagen 34% 24% 19% 22% 17% 18% 19% 16%
sers

35% 26% 22% 24% 21% 19% 18% 15%

All Collagen
Users

PREFERRED SOURCES OF COLLAGEN: COUNTRY o iﬁ-ﬁ?ﬁzsnc

KEY ITC INSIGHTS:

+ Once we can break data into countries, we see that Chinese users are not confused by collagen sources as those
elsewhere are, and that especially in the US and Italy, vegetarian-sourced collagen appears to be preferred source

« Chinese users strongly prefer marine collagen
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PREFERRED SOURCES OF COLLAGEN: AGE 'p.:v:‘ré“:‘fé&%m-«

KEY ITC INSIGHTS:
« Our younger demographics favor marine source, while our older group admits they don't pay attention to the source
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PREFERRED SOURCES OF COLLAGEN: GENDER
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KEY ITC INSIGHTS:
+ 23%of
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: ales appear to be a it more discering about calagen sources than their female counterparts
emales and 25% of males claim they select a vegetarian source
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KEY ITC INSIGHTS:
@ 40% of boih US and ‘and for ti the US, UK
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@ KEY ITC INSIGHTS:

- Egg over-indexes for males in the U

Here we sce that s largely females in taly driving the vegetarian source fesponse

Females don't pay attention to the Source as much as males do, across all countries with the exception of China
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PREFERRED COLLAGEN FORMAT 0 TR Rency

KEY ITC INSIGHTS:
@ « When it comes to format, all users prefer capsules, while regular users prefer powder more than do irregular users

+ Regular users also rank snacks and bone broth higher than do irregular users
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PREFERRED COLLAGEN FORMAT: COUNTRY ye) if«z.'fé?lmc

KEY ITC INSIGHTS:

+ Capsules was the top response in every country

+ German users rank capsules very highly, while those in Italy prefer pills

Germany under-indexed conspicuously for pills, beverages and bone broth, while China over-indexed sharply for beverages
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PREFERRED COLLAGEN FORMAT: AGE b.'é"ré“ﬁ‘fé:.;%mv

KEY ITC INSIGHTS:
@ Older users tended to favor capsules and pills while the youngest group showed almost equal responses for each

format
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PREFERRED COLLAGEN FORMAT: COUNTRY/AGE o 17T e

C INSIGHTS:
. Chinese for bever d bone broth, '+ German users -index for snacks
Q TR Run pe gt o s ety o g
+ Intt ergg%mp. Chinese users switch to snacks and bone broth, with users in Germany, Italy and China noting powder as a
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PREFERRED COLLAGEN FORMAT: p THLPRRENCY
COUNTRY/GENDER CENTER

KEY ITC INSIGHTS:

+ While overall patterns are mostly similar, we see a spike for German females for capsules and a strong spike for Chinese
females for beverages (along with a lesser one for bone brothy; Italian females scored strongly for pill format

« For males, we see Chinese Users index for capsules primarily, and to a lesser extent beverages
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IMPORTANCE OF BRANDED INGREDIENTS 0 TR Rency

KEY ITC INSIGHT:

* 36% of regular collagen users responded that they always look for branded ingredients and are willing to pay a
premium, with even an additional 25% of irregular users looking for and willing to pay

« This is higher than many other categories and when one considers that 21% of iregular users are always looking
for and almost 40% of irregular users are appreciating branded ingredients — they are already noticing them. If they
can be converted to regular users, their brand ingredient loyalty becomes tangible and monetizable
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IMPORTANCE OF BRANDED INGREDIENTS: ) AR
COUNTRY canTeR

KEY ITC INSIGHTS:

When looking by country the rle of branded ingredients in the marketplace i starkly difirent but we can clearly see
that even in China, in this category, it is above the all respondents line
The US and UK, as we normally see, value branded ingredients most highly (Top 2 are almost neck and neck) but
here we see a spike for ltaly at always looking and willing to pay a premium
Appreciation is very high in China
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INDUSTRY
IMPORTANCE OF BRANDED INGREDIENTS: AGE . cavien ¢

@ KEY ITC INSIGHTS:
- When looking by age, we see that 35-54-year-olds are significantly more likely to be looking for and willing to pay a
premium, with 35% of those confirming that, highly over-indexing in this category particularly
- This group also over-indexed in always looking for branded ingredients and is clearly the primary target
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IMPORTANCE OF BRANDED
INGREDIENTS: GENDER

KEY ITC INSIGHT:

When we look into how branded ingredients influence purchase based on gender in this category, we see males
much more willing to pay a premium (+10% points) and much higher than in any other categories

This leads to a clear proposition: males, ages 35-54, both irregular and regular users, the first to confirm and
institutionalize, the latter as a transition target
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)< AN PARENCY
BRANDED INGREDIENTS VALUE PROPOSITION  ° & ™
@ !(EYITC INSIGHTS:

Quality, safety, efficacious dosage, and regulatory are top qualities related to branded ingredients in users' minds. This
shows the essential importance of these attributes for future collagen market development and appeal to both existing
and new users

Safety is the top response at extremely important, but when we examine top 2, extremely and very, the top response
becomes quality at 80%

sasigwosto e

oty 4% T S

e toyieplcore s

Brauaigedentap onfat o g [ N S S
G L
Ry e —,

ot B
St b atartpresrs- Rotokinsgane: NS
% 0% o%  ow  on D% o% o @% 9% oo
Nt gl _Radyimptet L Soreha Mpatat 4 Veylmptan , Extesy motart

. INDUSTRY
£: TRANSPARENCY
CENTER

BRANDED INGREDIENTS VALUE PROPOSITION

KEY ITC INSIGHT:

If we look at the top-5 between regular and iregular users, they're precisely in the same order. But a gap starts to open
as we go down the list confirming that regular users rate all aspects associated with branded ingredients very highly
and so conversion of any users to regular users does ultimately factor in these ingredient atributes

Quaity 84%

Qualty 82%
Established safety 83% Establshed safety 79%
Efficacylefficacious dose 82% Efficacy/efficacious dose. 7%
Trust 81% Trust 76%
Regulatoryllegal compliance  78% Regulatoryflegal compliance  75%




BRANDED INGREDIENTS VALUE D M Rency
PROPOSITION: COUNTRY cenTER
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PROPOSITION: AGE CENTER

Top 2 Box: Extremely + Very Important

KEY ITC INSIGHTS:

* The middle group (35-54) calty |
consistently ranks each of

tnese branded ngredien e —

attributes as more important [T ——
than the other two groups; this e —
difference is largest for iy s d o
efficacy

«  The oldest group ranks higher T —
than the youngest for Crialy s |

attributes such as
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BRANDED INGREDIENTS VALUE D NI ARRency
PROPOSITION: GENDER cEnTER

KEY ITC INSIGHTS: Top 2 Box: Extremely + Very Important
* While, quality and safety ranked
highest for both genders, efficacy auatty |
was next for females while trust
Esablsred sicy |
was next for males (actually equal
to safety as the second highest) Effcag efimdon dse ™

Females over index on the top 6 —

the biggest difference is +6% on T

safety Reguabry/bgd ompgima
* Men valued social media 10%

more than women (50% vs 40%) Clinaly tuded
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BRANDED INGREDIENT PRICE PREMIUM
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KEY ITC INSIGHTS:

roughly equal in ability to extract a price premium

3 - Quality associated with branded ingredients is clearly the biggest reason users will pay a significant premium
(41% over 10%); however, after that, trust, clinically studied, established safety, and efficacious dosing are all
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BRANDED INGREDIENTS PRICE PREMIUM: TOP 5

INDUSTRY
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 CENTER

{ KEY ITC INSIGHTS
« This view of the top of the range really shows this branded ingredient premium
+ We found that, in general, collagen users are looking at a healthy premium for each of these top attributes (all at least
62% for at least a 5% price premium)
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BRANDED INGREDIENTS PRICE PREMIUM
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KEY ITC INSIGHT:

a premium with 58% willing to pay more than 5%

Social

media
Regulatory/ support and
Tegal
‘compliance presence
Branded Media '
. coverage o
ingredient logo the branded
e ingredient

+ The largest difference in these qualities to the previous slide is the sheer volume of people who are unwilling to pay any
mium

+ Regulatory compliance, while missing the top 5, still has is another attributes that collagen users will consider for paying
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BRANDED INGREDIENTS PRICE PREMIUM

%) KEY ITC INSIGHT:
.

On average, we found that
collagen users over-index
by 8% compared to general
supplement users

The most significant
differences are at the top of
this list and collagen users
index almost 30% over on
these features (+8% over
all supplement users)
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BRANDED INGREDIENTS PRICE PREMIUM:
COUNTRY

INDUSTRY
TRANSPAR
CENTER

@ KEY ITC INSIGHTS:

US consumers are willing to pay much
more for each attribute than other
countries. Particularly, US collagen
users over-index on quality, almost three
times that of Chinese consumers (23%)
willing to pay at least a 10% premium
The UK users value trust most, and the
German users consider social media
support worth a significant price
premium ranking it slightly ahead of
efficacy, at least in this category

In ltaly, while quality ranked

first, efficacy was right behind it as
deserving over a 10% premium
Chinese users ranked consistently
lower, but safety was the most
deserving of the premium

These findings imply that collagen
marketing and sales strategies should
be customized considering local cultural
and social impact

Willing to pay >10% premium

Qalty

Clrialy sual

Tog

RegUdaylaplonpa e

Mo avemed

ifondtion

afrot d polege

0% D% D% 0%
2US 4 UK 4DE 41T 4CN

BRANDED INGREDIENTS PRICE PREMIUM: AGE

KEY ITC INSIGHT:
+ The differences in willingness

to pay a price premium remain
relatively consistent across the
age groups. Specifically, users
tend to pay fewer price
premiums as they get older.
This implies that people
between 18-34 are still the
mainstream collagen consumer
groups where branded
ingredients are important and a
premium associated with them

exists
Though people under 54 value
quality as a top feature
premium, people 55+ consider
established safety the most
demanded feature — at least
when it comes to price
premiums
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TRANSPARENCY, TRUST
AND SUSTAINABILITY

274

INDUSTRY

SIGNALS OF BRAND TRANSPARENCY ) e

7} KEY ITC INSIGHTS:

% - When looking at what elements signal transparency to collagen users we see detailed ingredient information is top for
both regular and irregular users, slightly under-indexing compared to all respondents
After that, we see differences with regular users valuing the quality seal on the label for the product, while irregular users
are valuing a certficate of analysis and ingredient supplier njormation

The biggest variation from the all respondent trend line is with ingredient supplier information and irregular users
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INDUSTRY
SIGNALS OF BRAND TRANSPARENCY: COUNTRY £ caien ¢

4 KEY ITC INSIGHTS:
&/ + Over half of Chinese collagen users (54%; value the access o a Cerlifcate of Analysis andlor proof of product testing
as a signal of both stron, and g the under-indexing of this signal

Bl Ot ooy vanus deratod marodients iommation most

Quality seals slightly over-indexed against all respondents, especially in the US and UK
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SIGNALS OF BRAND TRANSPARENCY: AGE D Ry

&/ KEY ITC INSIGHTS:
+ Among all age groups, ingredient information s the most important signal of transparency, especially for the older

roups
. Yeerre-aa prefer access to a CoA or ingredient supplier information, the middle group ranks highest for quality
seals for the brand, actually the second strongest signal for this group
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SIGNALS OF BRAND TRANSPARENCY: GENDER

F=  KEYITC INSIGHTS:
43+ The top signal for both genders was detailed ingredient information, but then the second responses varied -
access to a CoA for females a and quality seal for males
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@ KEY ITC INSIGHT:
Transparency matters more to collagen users than the average supplement user
39% of collagen users indicate that transparency greatly increases chances they would buy compared to only
33% among general users
For 45% of regular users, transparency directly influences purchase
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INDUSTRY.
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TRANSPARENCY PURCHASE INFLUENCE: COUNTRY ciiren "

KEY ITC INSIGHT:

* The US over-indexes on the response rate for transparency ‘greatly increasing chances | would buy' with 46%, with
the UK, ltaly and China all at 39%

Germany strongly under-indexes here, both compared to the other countries and all respondents as it does across
the response set

Chinese users are above the all respondents line for both greatly and somewhat indicating the importance of this
issue in this category
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TRANSPARENCY PURCHASE INFLUENCE: AGE

%} KEY ITC INSIGHTS:

Those 35-54 are much more likely to have transparency impact their decision making with 44% indicating that it greatly
impacts their decision-making compared to 36% for the users under 34 and 35% for those above 55

If we look at somewhat increases chances | would buy as well, then 18-34 year olds are 5% points higher than the other
two age brackets to have transparency impact their decision making at least 'somewhat'
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INDUSTRY
CENTE!

REASONS FOR TRUST

KEY ITC INSIGHTS:

« Al collagen users, but
especially irregular users
looked to health care
professionals at a much
higher level than other W
categories

Their next strongest trust
motivator was consistent
product quality, again with
this being a factor more for
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Regular users had a higher
response for long-term
brand usage an:
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REASONS FOR TRUST: COUNTRY
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]
i+ KEY ITC INSIGHTS:

+ Recommendations from a
health care professional
are rated as the most trust
characteristic for the US,
UK and Germany while the
top trust reason in Italy
was consistent product
quality
Italy also significantly over-
indexed for transparency in
the supply chain as
a reason for trust
There was a spike for an
informative website in the
UK
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REASONS FOR TRUST: CHINA
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KEY ITC INSIGH

response for users 18-34
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With a slightly different set of responses, Chinese collagen users also value the health care I —— peen
professional recommendaion, especilly imegular users at almost 50%. and defiitely more Corsison prodct ity 31%
females than males (+10%), and at 52% with those 35- nsupply

Branded ingredients leading to trust is strong, but only aith regular users and is actually the top

REASONS FOR TRUST: AGE
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KEY ITC INSIGHTS:

"N+ We see that 55+ over-index for
the top two reasons for trust -

health care

and

Ham o soaeame s o oo
LR S————————

consistent product quality
Moreover, 55+ users also value
clinical research as an important
trust generating source

Users between 18-34 are more
likely to consider brand values
and friends or family
rocommendations than the other
age groups
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REASONS FOR TRUST: 2020-2022

KEY ITC INSIGHT:
Most factors have declined since 2020, likely due to new options being added in the 2022 survey.

Clinical research is a new choice with 21% response rate

Despite this, trust generated by a health care professional has remained very steady, currently sitting as the top
response at 31%
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IMPORTANCE OF SUSTAINABILITY

=4 KEY ITC INSIGHT:
Among reguiar collagen users, sustainabilty was indicated a5 “slways infuencing" their purchasing decision at
25% while irregular users were 14% and all respondents were at

« Irregular collagen users are very aligned with general supplemem users in indicating sustainabilty as important

« This confirms that sustainability is a huge driver in this category
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IMPORTANCE OF SUSTAINABILITY: COUNTRY

\_} KEY ITC INSIGHT:

If we look at “always” and “frequently” responses combined for how sustainability impacts purchasing
decisions, we see the US and UK tie with 46% of collagen users indicating that sustainability at least
frequently impacts their decision-making
Comparativly. we see Germany, Iily and China much less influenced with only 35%, 34%, and 31%
indicating that impacts thei decision
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IMPORTANCE OF SUSTAINABILITY: AGE R e

KEY ITC INSIGHT:

When looking by age, those 35-54 are significantly more likely to indicate that sustainability ;always influences’ their

purchasing decision than any other age bracket among collagen users, well above other categories as well, making
them clearly the prioty target fir sustainability messaging

55+ users over-index for 'never' and 'wasn't aware' than the other two age groups, while users between 18-34 over-
index for 'frequent influences'

Here again we see that these younger two groups are solidly above the all respondents line
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