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Prepared for takeoff

Trends converging for pracittioner channel success

NBJ Takeaways

» Consumers look to practitioners
for confidence in supplements

by Rick Polito
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» Personalized medicine is an
opportunity for practitioners and
practitioner channel brands to
work together

» Research provides legitimacy with
mainstream medicine and can be
an advantage with consumers

UNIVERSE OF U.S. PRACTITIONER CHANNEL SUPPLEMENT COMPANIES IN 2016

Wholesale
No.of Practitioner % of

Market Supp. Sales Market
Greater than $100M $494  25%
$20M-5100M $674  34%
S5M - $20M $430 2%
Less than $5M 275 $358  18%
Total Practitioner-Based Wholesale Sales 345 $1,955  100%
Total Practitioner-Based Consumer Sales 93,046

Total Health Clubs/Athletic Trainers Consumer
Sales 9638

Total Practitioner Channel
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The gateway doc



The first step

Factors Driving First Practitioner Channel Purchase

Trust that the practitioner was getting me
exactly what | needed

Convenience

Trust in quality of products

Could not find the brand anywhere else

| wanted my practitioner to know exactly
what | was taking

| felt pressured into purchasing from the
practitioner

Other

Best value

Habit

0% 10% 20% 30% 40% 50% 60% 70%
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Opening doors

Why practitioners start selling supplements?

Wanted patients to have access to high quality supplements
Understood that nutrition is the key to health

Personal experience with taking supplements

Personal Research/Review of scientific studies, journals, etc.

Desire to start practicing a more holistic, functional medicine...
Education from supplement companies
Desire for additional revenue stream
Education from practitioner focused associations or institutions...
Frustrations with limitations of traditional prescription drug...
Patient testing programs (such as blood or genetic testing) proving...
Patient requests
Colleague testimonials/networking

Other
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ew and improved!

How do
Efficacy of formulations praCtItlonerS
Trust in manufacturing process C h O S e

Clinical trials related to brand's products

Allergen-free b ra.n d S a.n d
Exclusive distribution in the practitioner channel p rOd u CtS?

Carried by the distributor | use
Endorsement by other doctors
Patient requests/inquiries
Other

Patient ordering platform

Brand sales representative visit
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A little help from vour friends

Educational webinars focused on diet trends,
medical advancements, formulation...
Education regarding implementation of functional

medicine practices Wh at d O
Educational literature on common consumer needs

based on symptoms

Partnerships with genetic and other testing services p rOVi d e rS

to optimize and validate supplement efficacy

Streamlined online ordering systems n e e d fro m

Supplement finder App or database to help find

correct formulations for a patient b ran d S ?

Customized formulation options

Supplement manufacturer advertising spending to
help drive consumers to practitioners

Address bad publicity

Other

Nothing, I'm not interested in assistance from
supplement manufacturers
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On shelves now!

How many
brands are
enough
brands?

34 5-6

B Alternative = Allopathic



Pointers of sale

My office

Stuck on the
shelves —

Health/Natural Food Store p raCtItI O n e rS

Supplement manufacturer restricted website

Practitioner Channel Supplement Distributor m a-y be
My own restricted website I g n O rl n g th e I r

Supplement Manufacturer Websites

My general website (open to public) b@St' b et
Supplement Store C h an n eI

Amazon
Online supplement retailers (vitacost.com, etc)

Never recommend purchase location
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Missing the (sales) point

and the opportunity

]
My own restricted website Illlllll
-




The Amazon ambivalence

Are brands
et ol 10rc worried
I'm ok with it if the products are of the same _ than the

high quality and pricing is at MSRP

. practitioners?
Imukﬁrm:::f;:?z:ﬂu;:::weraslm .

Other ‘

I'm okay with it no matter what I
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Paying attention?

NP Script Wellevate Fullscript Pure Other Plan to start Do not plan
Prescriptions next year to use

T

m Alternative m Allopathic



Missing transactions

60%

What share
of patients

come back
for the
second
purchase”?

10% -

0% -
Almost all (more than Majority (50-80%) Less than half (20-  Very few (less than
80%) 50%) 20%)

M Alternative = Allopathic




In case
you missed

the first plug ...

If you haven’t met kim, you will
kmerselis@newhope.com
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« Consumers lock to practitioners
for confidence in supplements

by Rick Polito

Suchis the case with supplements n the
practitioner channel. Muliple factors and
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But somet d in supplement distributors and brands work-
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« Personalized medicine is an
opportunlty for practitioners and
practitioner channel brands to
work together

» Research provides legitimacy with

mainstream medicine and can be

an advantage with consumers

UNIVERSE OF U.S. PRACTITIONER CHANNEL SUPPLEMENT COMPANIES IN 2016

Wholesale
No.of Practitioner % of
Market Cos.  Supp.Sales Market
Greater than $100M 3 $494  25%
$20M-$100M 16 $674 4%
$5M - $20M 51 $430 2%
Less than $5M 275 $358  18%
Total Practitioner-Based Wholesale Sales 345 $1,955  100%

Total Practitioner-Based Consumer Sales $3,046
Total Health Clubs/Athletic Trainers Consumer
Sales $638

Total Practitioner Channel $3,685
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