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» Fielded by Dynata March 1-26, 2022
« Written & analyzed by the Industry Transparency Center (ITC)
« Survey of more than 2000 consumers
- 1,000 US, 1,038 China
« Disqualified poor quality responses and respondents who did not fit survey consumer profile
parameters
» General Criteria for Participation
« Supplement users
» Corrected for people who proclaimed they are ‘not a user’ in questioning

The information in this presentation is for the recipient only and should not be shared in its entirety.
You may share components of this survey data with attribution:

Consumer Perceptions on Omega-3 Supplements: A Survey of Supplement Users in the
US and China
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Omega-3 Users: Demographics

o b1

US Female users n=327,
Male users n=363
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Health Attitudes 'savPLE] GBED

KEY ITC INSIGHT:
« Omega-3 users had very similar health attitudes to general supplement users
» Health attitudes for omega-3 users never varied more than 2% compared to the average supplement user

80%
60%
40%
20% .
0%
| believe that eating | use/have used | exercise for 30 | am proactive about | regularly purchase | read articles, books | use/have used | look to specialty
good food is vitamins, minerals, minutes atleast5 my health and take at least some natural or magazines about alternative diets (i.e.,
important to herbs or other times per week steps to lower health & organic foods health and wellness healthcare providers vegetarian, vegan,
maintaining good dietary supplements risks such as nutritionists, low-carb, etc.) to
health to help manage my chiropractors, and/or support my health
health naturopaths to help

manage my health

US Omega-3 Users m China Omega-3 Users

Note: US Omega-3 users n=697, CN Omega-3 users n=413. Question: “Please read the following statements and select ALL that apply.”



) KEY ITC INSIGHT:
« There were significant differences between regular and irregular users of omega-3s

Health Attitudes: Regular/Irregular Users [SAl\/l Pl :] G8ED

OMEGA-3

» Regular omega-3 users were significantly more likely and less likely to
80%
60%
40%
20%
(]
| use/have used | believe that eating | exercise for 30 | am proactive about | regularly purchase | read articles, books | use/have used | look to specialty = China Omega-3 Regular Users
vitamins, minerals, good food is minutes at least 5 my health and take at least some natural or magazines about alternative diets (i.e.,
herbs or other important to times per week steps to lower health & organic foods health and wellness healthcare providers vegetarian, vegan,
dietary supplements maintaining good risks such as nutritionists, low-carb, etc.) to
to help manage my health chiropractors, and/or support my health
health naturopaths to help
manage my health
80%
60%
40%
20%
0% m US Omega-3 Irregular Users
(]
| use/have used | believe that eating | exercise for 30 | am proactive about | regularly purchase | read articles, books | use/have used | look to specialty m China Omega-3 Irregular Users
vitamins, minerals, good food is minutes at least 5 my health and take at least some natural or magazines about alternative diets (i.e.,
herbs or other important to times per week steps to lower health & organic foods health and wellness healthcare providers vegetarian, vegan,
dietary supplements maintaining good risks such as nutritionists, low-carb, etc.) to
to help manage my health chiropractors, and/or support my health
health naturopaths to help

manage my health




Health Attitudes: Gender

KEY ITC INSIGHT:

« Females
«  Among omega-3 users they were

[SAMPLE
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80%
60%
40%
0,
20% m US Omega-3 Male
0% China Omega-3 Male
| believe that eating | use/have used | exercise for 30 | am proactive about | regularly purchase |read articles, books | use/have used | look to specialty
good food is vitamins, minerals, minutes atleast 5 my health and take at least some natural or magazines about alternative healthcare diets (i.e., vegetarian,
important to herbs or other dietary  times per week steps to lower health & organic foods health and wellness  providers such as vegan, low-carb, etc.)
maintaining good  supplements to help risks nutritionists, to support my health
health manage my health chiropractors, and/or
naturopaths to help
manage my health
80%
60%
40%
20%
- mUS Omega-3 Female
) S O I I I @ Ee—— @ I @ IEE— @ .
| believe that eating | use/have used | exercise for 30 | am proactive about | regularly purchase |read articles, books | use/have used | look to specialty = China Omega-3 Female
good food is vitamins, minerals, minutes atleast5 my health and take at least some natural or magazines about alternative healthcare diets (i.e., vegetarian,
important to herbs or other dietary  times per week  steps to lower health & organic foods  health and wellness  providers such as vegan, low-carb, etc.)
maintaining good  supplements to help risks nutritionists, to support my health
health manage my health chiropractors, and/or

naturopaths to help
manage my health




Health Attitudes: Age

: KEY ITC INSIGHT:
¥ * QOlder omega-3 users, 55+, were much more likely to

are important to manage health
* Those 35-54 were the most likely to

-1 GOED
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| believe that eating good | use/have used vitamins, | exercise for 30 minutes | regularly purchase at | am proactive about my | read articles, books or | use/have used | look to specialty diets
food is important to minerals, herbs or other at least 5 times per week least some natural &  health and take steps to magazines about health  alternative healthcare (i.e., vegetarian, vegan, mUS 55+
maintaining good health dietary supplements to organic foods lower health risks and wellness providers such as low-carb, etc.) to support
help manage my health nutritionists, my health
chiropractors, and/or
naturopaths to help
manage my health
100%
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40%
20% mCN 18-34
0% mCN 35-54
| believe that eating good | use/have used vitamins, | exercise for 30 minutes | regularly purchase at | am proactive about my | read articles, books or | use/have used I look to specialty diets mCN 55+
food is important to minerals, herbs or other at least 5 times per week least some natural &  health and take steps to magazines about health  alternative healthcare (i.e., vegetarian, vegan,
maintaining good health dietary supplements to organic foods lower health risks and wellness providers such as low-carb, etc.) to support
help manage my health nutritionists, my health
chiropractors, and/or
naturopaths to help
manage my health




Omega-3 Users Health Concerns: US [SAMPLE] 0

KEY ITC INSIGHT: OMEGA-3
* Inthe US, was among a top concern for both regular and irregular users
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Note: US Omega-3 users n=697, all US and CN supplement users n=2038, US Regular omega-3 users indicated using supplement at least 4 times per week n=387, irregular omega-3
users n=253. Question: “Which of the following health conditions impact you currently or have impacted you within the past year?”




Omega-3 Users Health Concerns: China [SAMPLE] GOED

KEY ITC INSIGHT: OMEGA-3

* In China, overall supplement users as well as omega-3 users reported
« Of concerns more associated with omega-3s,
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Note: CN Omega-3 users n=413, all US and CN supplement users n=2038, CN Regular omega-3 users indicated using supplement at least 4 times per week n=99, irregular omega-3
users n=292. Question: “Which of the following health conditions impact you currently or have impacted you within the past year?”




Omega-3 Users Top 5 Health Concerns: US [SAMPLE] GEBED

KEY ITC INSIGHT: OMEGA-3
 US females over-indexed in almost all health concerns,

being the biggest differences
* US males responded more to concerns such as

Uus
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Note: US Omega-3 users female n=327, male n=363. Question: “Which of the following health conditions impact you currently or have impacted you within the past year?”




Omega-3 Users Top 5 Health Concerns: China [SAMPLE] G8ED

/@ KEY ITC INSIGHT: OMEGA-3
. was the top issue for both genders in China, but didn’t make the top 5 in the US.
» Between women and men, the biggest difference was that females’ concern with while men
reported concern over

- CN |
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Note: CN Omega-3 users female n=264, male n=164. Question: “Which of the following health conditions impact you currently or have impacted you within the past year?”
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Omega-3
Supplement Users:
Usage




What Characteristics Omega-3 Users Look For: Gender 1P| G'B-ED

KEY ITC INSIGHT: R ~ OMEGA-3
'S e US consumers, particularly females, were looking for while Chinese consumers looked
specifically for
* Chinese females ranked

70%
60%
50%
40%
30%
20%
10%

0%

Just look that it's omega-3  Check that it is marine- Look that it contains at Has a 3rd party seal on the None of the above Other
based (i.e. fish oil) rather least 500 mg of EPA and label
than plant-based (i.e., flax, DHA
hemp, etc.)

mUS Male mCN Male mUS Female mCN Female




What Characteristics Omega-3 Users Look For: Age[ 1Pl E 68D

KEY ITC INSIGHT: OMEGA-3
~ ¢ Inall US age groups, looking for was the top characteristic, although the younger group (18-34) was

also concerned about
* In China, younger age groups were looking for specifics of

70%
60%
50%
40%
30%
20%
10%

0%

Just look that it's omega-3 Check that it is marine- Look that it contains at Has a 3rd party seal on the Other None of the above
based (i.e. fish oil) rather least 500 mg of EPA and label
than plant-based (i.e., flax, DHA
hemp, etc.)

mUS 18-34 wmCN 18-34 mUS 35-54 mCN 35-54 mUS 55+ mCN 55+
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Omega-3
Supplement Users:
Shopping Behavior




Average Monthly Spend: US [SAMPLE] GOED

OMEGA-3
KEY ITC INSIGHT:

. of US irregular users and of regular users reported spending per month on omega-3
supplements

US Regular

US Irregular

Omega-3 Users

Omega-3 Users

Omega-3 Users

Note: US Omega-3 users n=697. US Regular users indicated using supplement at least 4 times per week n=387, irregular users n=253. Question
“Approximately how much per month do you spend on vOmega-3?"
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Average Monthly Spend: China [SAMPLE] GOED

KEY ITC INSIGHT:
» Chinese irregular consumers were also spending , although this number is
close in the

Y

Regular CN

Irregular CN
Omega-3 Users

Omega-3 Users

All CN
Omega-3 Users

Note: All CN Omega-3 users n=413. Regular users indicated using supplement at least 4 times per week n=99, irregular users n=292. Question
“Approximately how much per month do you spend on Omega-3?"




Branded Ingredient Price Premium

'-f-;, KEY ITC INSIGHT:
 US omega-3 users over-
indexed in all categories

and Chinese
omega-3 users under-
indexed in

[SAMPLE

Willing to pay > 10% premium

Quality
Trust
Clinically studied

Established safety

Social media support and presence - Facebook, Instagram,
etc.

Media coverage of the branded ingredient
Efficacy/efficacious dose

Branded ingredient logo on back of package
Regulatory/legal compliance

Website offering further information

Branded ingredient logo on front of package

m All US and China Supplement users

0%

10%

20% 30%

m CN Omega-3 Users

G6£D
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40% 50%

US Omega-3 Users

o



Branded Ingredient Importance and Willingness to Pa[@/ﬂ\;ﬁpiyg]

KEY ITC INSIGHT:

« The biggest differences in ranked importance is for the US over China in , followed by in
, with both of these responses ranking among Chinese users
» Conversely, Chinese users ranked much important ( compared to US users)

Importance (Top 2 box) Willing to pay a premium (Top 2 box)
CN uUs Attribute us CN
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[SAMPLE]

Omega-3
Supplement Users:
Transparency, Trust
& Sustainability




Signals of Brand Transparency

KEY ITC INSIGHT:
» Access to a Certificate of Analysis and/or proof of testing was
« The C of A as a signal of brand transparency was

60%
50%
40%
30%
20%
10%
0%
The ingredient Brand has a quality Ingredient supplier  Brand provides valid Label claims are  Access to a Certificate ~ Country of origin Contract
information is detailed  seal on the label information is readily contact information on believable and have of Analysis and/or  information on label or manufacturing
on the label, packaging available (e.g., QR the label references to back proof of product testing website information on label or
or website code on label linking to (phone/email/website) them up on the website provided website

ingredient sourcing
details or provided on
website)

m US Omega-3 Users = CN Omega-3 Users

-1 GOED
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Other None of the above | do not believe any
supplement brands
operate transparently
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