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Methodology 2

METHODOLOG®nline Discussion Board using the Recollective

- — =
platform. The participants logged in each day to address the assigned = 0 -
activities for the day. The discussions were programmed to appear as s ; @

LINA @ 6SE a2 GKS NBaLRyRSyidGa O2dz F . -Sa 2NJ
¢ in order to maintain their privacy and eliminate groupthink. . Wi
oes L U " ewm
WHEN March 22¢ April 24, 2021 s O iy, @ .
- . ® &
.

WHQ Parents and their children from across the USA: o
A The parents: e , O e

i Ly@g2t SR 2NJ a2YS8sKI G Ay@2ft gSR At RS

T Have never purchgsed any bra}nds that use'CCX for self or others Snapshots of this study

in household (provided brand list for screening)

T No one in household works in marketing, pharma, etc.
A The children:

i 4-12 years old

T Child currently takes, or has taken in past a gummy ORr3ega

supplement

i Healthyg i.e., not diagnosed with any condition

T No dietary restrictions or food allergies
40 participant pairs (parent + child duos) were recruited, and 38

3

completed the study.
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Discussion Design / Flow
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Executive Summaryt KS OKA f RNB Y Qa3 cadeigddys |

A Drivers of category usagdhe most prominent motivators center around brain health / development, the
belief that a healthy child is a happy child, and-#jgbeal of the category. In addition, it fills gaps in their diet,
improves clarity / focus / ADHD symptoms, and supports heart health.

A Barriers / dislikes of category usag&npleasant taste / texture and high cost emerge as the most eften
YSYUA2y SR (KAy3a O2yadzYSNE R2y QG ftA1S® LY I RRA
daily, adverse side effects, artificial ingredients, and uncertainty around efficacy.

A FORMS

A Gummies primarily liked for their appeal to children, which ensures effortless compliance. However,
they are viewed to contain too much sugar, resemble candies too closely and can have artificial
dyes/flavors that many parents prefer to minimize or avoid.

AlLiquidy ONBRAUSR GAUK G0SUGUSNI F0a2NLIWiA2yEé | yR OF
related to dosage and the me$actor are prominent barriers to usage.

A Tablets/pills tend to be avoided, as parents expect their child would not be able to swallow them.
Chewable tablets are also associated with choking concerns, especially for younger kids.

A Soft gels generally not given to kids, mainly due to a perception that they are difficult and dangerous ft
kids to swallow due to their size.

A Powder. lacks appeal among parents, because it requires an extra step to give and can have a bad tag
and/or texture.
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Gxr 7

Executive Summary ks Okit RNBy Qa3 cabiypcoriirfudl h

A Consumers learn about brands in the category from many sources. The most often mentioned ones inclu@
A Seeing in store, pediatrician, mom groups (social media), reviews, word of mouth, online (Google, Mayo Clinic site, etd
A Once they learn of a brand, they often do research by consulting sources they deem unbiased and trustworthy.

A The most prominent category purchase considerations (unaided) emerge as the form, taste and ingredients

A Pricesensitivity pretrial: Most parents consider price as a 2ndary factor in their decisiakingc A G Qa I
consideration but not a dedireaker as secondary to form, taste and ingredients. If they find a quality brand
their child can take easily, likes and is beneficial to their health, they are willing to pay more for it.

ALY 3ISYSNIt3x LIeAy3dI + O6NBFaz2ylotSo LINBYAdzY LINAOS
OKAf RQa KSFfOK Aada AYLERZNIUIYGS YR LINByGa glyid o

A However, there is hesitation in buying something premibtdNA OSR F2NJ 6 KS FANRG GAYSY A

A After the compliance test, 58% aewen more opeto paying a premium vs. prior, specifically for CCX Soft

Chews, because:

A They have learned about the product benefits
A Their child showed compliance duringth@45 S1 & ' B
A {2YS KI@S Yy2GAOSR 'y AYLINEROD

At NByida o6dz2 GKSANI OKAt RQa
selection is often (not always) a factor of convenience.

A Most prominent are Mass, Grocery or Amazon, followed by Club and Drug
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Al QAEf / NAGGSNE SYSHNEBA2 Y SR (KNS V2 NNEB R Tisigiplgntent.2 SmadyK A
Pants & Nordic Naturals are a-gmfor a few others.

Al KAt RNSD y3Quppldments parents had purchased in past but no longer buy tend to be mainly due to
their child not liking the taste.

A Secondary barriers to repurchase include high sugar content, artificial ingredients, high cost and limitg

availability / accessibility.
Al QAf [/ NAOGGSNB Fd | 3tFyOSy

Ac2L) 2F YAYR [aa20AF0A2ya FNBE LINAYEFNAREE OGKFGO A
intended for children, one that kids love.

Al QAf / NAGGSNAR GSYR&a G2 0S tA1SR F2NJAGa 1AR |
fun, easy to take & accessible.

Al 26 SOSNE Yl ye R2 Y Zaating, sugéonierd &nd likendsy tR @ady. a4 dz3 I NJ
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Executive SummaryF?reference test

Uxr 7

Ahy GKS gK2fS> QAf [/ NAGOSNB o[/ 0 2dz0 LISNF2N)YSR y/QNRA.
looks and tastes more like candit should be noted that the CCX Soft Chews sampled contain Choline h as LC does not.

A Some noteworthy positive highlights for CCX Soft Chewson initial trial:
: 76% responded neutrab-positive to CCX, and 53% were positive.
: 63% responded neutrdab-positive to CCX, and 50% were positive toward it.
: 60% were neutral or positive. Top 2 box: (of 5) for CCX => 50%
: CCX significantly outperformed LC, with 92% saying CCX did not stick to their teeth, vs. 76% for LC.
: When it came to which brand had no aftertaste at all, CCX faired better with 39% versus LC with 34%.

~

Y pmE: oMpkoyUOL alAR (KSe& g2dzZ R WYlF@0SQ 2NJ WRS

Preference amonq children: Preference amonq parents:

A Uninformed preferences favored A When initially exposed to product information, 71% preferred to give CCX
LC, driven by its likeness to candy. over LC to their child and 5% favored the brands equally => a total of 76%
16% preferred CCX, 8% both favored either CCX or both brands equally.

brands equally. A After the compliance study, 58% of parents preferred CCX over LC,
Preference for CCX increased to and 26% favored both brands equallysctetal of 84% preferred

31% following exposure to product either CCX or both brands equally
info. 11% liked both equally. A 1L y2y3 GK2asS ¢gK2 KI @S
After the compliance test, a Slidk t t Q3 Ok NA2dzd NBI
further shift toward CCX was A Some would give it to their other child(ren)

- 0 : A Both lead to compliance
Z\élcduesrt]ég g’ d/ot)é ﬁsoblgrs ti?tgzwl?)o/ A LCis easier to start kids on due to its taste/appearance while CCX
. : 0 is healthier for them; rotating the two brands will keep things
liked both equally. interesting for their child
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Executive SummaryCompliance Test + Other CCX Insights

COMPLIANCE TEST:

A Overall, parents described their participation in the Compliance Test as both positive and rewargj
A The results yielded a overall.

A Out of the total supplement occasior:s

CONCORDIX: XD
Reactions to product information compatri

A alyéd {AR&a I NB dzyvy2
azal LI NByiGa, OK223a

U

e 2 brands: . .
S OYFAyd Ay)\y NB F S S
/| - _2@SNI [/ [ NJ ZN
dzNB @

F2NJI [/
i 2

LJ

g th
SR .
/ NS
=R

in
2
S .
S

2¥ [/ /- Qa ulausS kK
Product benefitsaided(among parents):
A Omega3 content / serving, followed by no sugar content emerge as the most compelling.
A Enhanced absorption, individual packaging and stable quality are commonly viewed as other relevant benefits.
A J1f2NASa k ASNWAYy3I Aa tFO1AYy3I NBfSOIyOS |Y2y3a &az2yss
dietary supplement is deemed negligible.
Purchase intenbf CCX Soft Chews following the compliance st (top 2 box)
Likelihood of recommendin@CX foIIowm%the compliance test
Packaginghighly favorable reactions, both aided and unaided. Deemed fast and easy to handle/open, and
unique tothe category.
A 9@83/ LINA2NJ G2 SELR&dZNB (2 // - Q&8 o0SySTAila 6KAOK AyOf g
packed this way to maintain freshness, make it portable, keep it hygienic, and make it easy enough for kids to hand
which fosters a sense of mdependence in them.
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Moving Forward:
Key recommendations for consideration

To drive purchase consideration of ConCordix Soft Chews among parents for their child => address the emergent
barriers and leverage some key insights uncovered:

Eliminate perceived risk / ¢KII I N)/‘EHS;\UY EII YTRN ﬂg
barrier of buying an gummies are popular, but
unfamiliar premium most parents prefer CCX

upon learning about its

Build awareness about
CCX/Soft Chews, in order Educate / inform parents
uz2 0S AY LJ aboutthe benefits of CCX
consideration set, technology / Soft Chews:

Reward referrals:

through:

- Visibility in stores=>
physical store shelves a
well as online

- Pediatricians=>
patient consults and in
office pamphlets

- Advertisingin various

channels including on
social media

- Encouragingonsumer
product reviewsonline
so they are easy for
parents to find

- Focus consumer
communication orhigh
Omega3 content and
no sugar

- Support the above wit
enhanced absorption
andindividual
packaging

- All the above are high
compelling as well as
differentiating benefits,
YR 1LJ NEyYUa
paying a premium if it
gAtf O0OSYSTA
health!

priced brand:

- Highlight the99%
compliance rate=> to
give parents confidence
the odds of their child
taking the new
supplement are very
high

- Consider distributing
free product samples
that can help parents
establish a routine and
experience compliance
before making the
purchase commitment

advantages:

- Target those who are
buying Omege3

gummiesfor their child
=> explore leveraging
retailer loyalty programg
that collect purchase
history

- Provide the selected
consumers wittproduct
comparison info, as wel
as a highvalue coupon
or free sam{)let.o
encourage taking the,
plunge with a trial which
with compliance from
their child¢ will lead to
conversion for most!

- Explore a referral
program thatmotivates
those already
enthusiastic about CCX
Soft Chews with a
reward, such as free
product => word of

mouth and
recommendations can
be an impactful vehicle
to awareness building
and trial/initial
purchase!

11
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Moving Forward:

Additional food for thought

A

ConCordix can help parents by reminding them to give a daily dose to their esiinlthe hustle and bustle of

family life, parents struggle to consistently give their child their daily supplement(s). The challenge is heightened mtheneve
is a change in the daily routine, such as the child being away from home for a sporting event or sleepover. Considgrgorovidi
tooltohelpcg KSGKSNI AGQa |y LI gAGK | RIFIAf& NBYAYRSNE Yy | RO

A There are numerous unmet needs and white space opportunities within the categoryhese highlight

potential shortterm and longterm communication and innovation opportunities in the US for ConCordix:

CSFIavoring naturally derived1 C&Variety of shapes for young}r 7&No sugaifcoating ) 7&A multivitamin +full doseof 7&Better absorption in a chewablg
from fruit kids => car/trucks / rocket oLittle or no added sugar Omega3 in one supplement form (suggested because
aJnique flavors like ships, dinosaurs, Disney .| uNo artificial colors / flavors wCould also have other added consumers were unaware of Soft
b wlk NARSGe 2F avl i : - benefits like skin health / eye Chews)
ubblegum, chocolate wAll-natural ingredients . ! )
| d ' Ki ' for older kids => fruit, emoji, wOrganic inaredients health / immunity / hormone ALarger packs => i.e. holds enoufgh
emonade, cookies _ | sports 9 9 boosting benefits depending on supplements for 23 months so
o lads y2d a2z |ag Arlexibility to customize age / needs of child taking it no need to replenish as often arfd
reminiscent of candy flavors + shapes in the bottlg also saves money
'p AodSor Y2y

Added

ad ), Better >
More flavors i W More shapes | ,..,’ ingredients W corits

12
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Moving Forward:

Potential areas of opportunity for future exploration via consumer research
surfaced in this study. These include:

Evaluating othevarieties of Soft Chews terms of
taste preference and/or complianagamong their
relevant target group. Can also take an explorator
look at each of their categories, similarly to the first 2

days of this study

Understanding thémpact COVIEL9 has had on
dzal 3S 2F3 FtyR FdGAGdzRSa G241 1
supplements category on the whole (short term vs,
potential residual impact in future)

or activity

A deeper dive into th@urchase decisiomnd impact
of the plethora of variables of potential influence ‘
that are present within the store environment

(offline and online) => virtual shegdongstyle study

Evaluation / optimization odonsumer
communication elementsuch as advertising
concepts / creative, packaging design / content
(relevance, appeal, claims on pack, etc.)

A broaderexploratory study to uncover potential
dzy YSG ySSR&a 2F LI NByia
supplements categoryn the whole (not limited to
the Omega3 focus of this study) => to identify
longerterm opportunities for product innovation an
positioning / consumer communication

13
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¢2L) 2F YAYR |aazOAldAZ2ya
Omega3 category are highly positive, and center around
Fun, tasty, colorful gummies that support brain health /
development.Parents feel good about giving it, and kids like ther

Children Fish Hassle free /
Func ooks like candy, Gummies i
fun shapes Kid appe;l\ T / easy to give
N

Brain health /

WSSO SR ——  development / support
chewable OmegeB3

4dzZLJLX SYSyidas

Colorful «

Tasty
Healthy kids

> Improved sleep
\

/ Immune support
Happy / l \ pp
Satisfied Improved alertness /
Heart health

awareness
Responsible Reduce ADHD symptoms 15
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Parents perceive the role of the category asia-approved
delivery mechanism for essential nutriente aid their
brain / heart development and function.

AtKS NRtS 2F OKS g 3§tén8s tabK descRobdy Q & S
parents as: T
V An easy and tasty way to give children some of the essential nutrients they
may not get in their regular diet
V Format is appealing to kids, which leads to striese compliance
V Omega3s are viewed to aid the development and support of the brain /

and/or bone health
V Also perceived to help children sleep better, be more focused, and reduce
symptoms of ADHD

V Some also feelOmega KSf LJA O2y GNRARO6dzGS G2 K'
health wellness and helps reduce their anxiety

Y2y 3 Ylyeée 2F GKS o0SySTFAdGaxX NBRAzZOAyYy 3 a&cé [fChilderi's On®da suppldméntsialiow KK th §eR NI
health, improved brain, heart and bone health...For children it is a perk that the some healthy vitamins if they do not eat enough

supplement comes in a gummy, because it can help disguise them as something fun for @ fish. The vitamin is good for their eyes and brain
GKSY G2 LINIFTS Ayod ¢KSe& SEA&G (2 adaly BXSYOGOGKY I yRSGRSEAOGENE B¥S
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Amon man%/ parentsattitudes toward the category have
shifted over the past few years. Overaliositive changes
seem somewhat more prominent vs. negative.

A Over the past few yearspme parents remained consistemtith giving their child(ren) a chewable Omegaupplement daily.
A Howevermany experienced a shiih perceptions and consequently behaviors, relating to the category, such as:

Negative changes

. = a s oA PR A x A oShifted to a multivitamin for convenience and stopped giving
koarenesshelghte_n_ed AR 7 OA_ S O & .a _)\ y pKs Omega3 separately to the child, though most are unsure whethdr
od_earn_ed aboutdditionalg relevant to thel\r persqnal situation 3 . there is any, or enough Omegain the multivitamin

e ot SoHo o L = 0K 18 ST W8y a0 Y 3G V08 R e okseuncems v
wCompliance of child evolved: symptoms) after a few months of giving it to the child, so stoppefl
P . . WMPACT OF COVIgbme have stopped / paused giving Om&ga
At & very young age (~3), kids can be picky and refuse to take the their child over the past year or so, focusing on immune boosting,
supplement . A P A . _ | multivitamins, and/or vitamin C instead because of the pandemi: |
Wa lARa YhddNB2 GKSe ©SHNY AdQad | (omega3 became alower priority to them Al Ay
taking it for their own health . wAnd/or they don't want to give their child too many supplement
aDoctor or mom group recommendgt_hem and mformgd them of at once (cumbersome to buy, to remember, to take) so it has bgen
the benefits => triggered to start giving Omeggto child RNELILISR FTNBY NRGFGAZ2Y &aF2NJ ylzsoé
where aremore optionson the market vs. in past ohey hope to return to Omega though, as they still feel it's
a5ot better atrememberingto give it each day important for their child in the long run

I 17
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Numerous factors emerge as drivers of .usage of s
ARaAaQ OKS ﬁa-cétégﬂy. hYS3l

he most prominent motivators appear to center around brain health
development, the fact that a healthy child is a happy child, and-kid
appeal of the category.

Healthy child Kids likeit] » °
= happy child b

y-,wr\

‘f 'I' a
Improved . A \ Miscell e

clarity / focus | ! Heart health iscellaneou *\ :
[ ADHD  [SSs LN S [/ other \%1
symptoms v LA ;

Pictures on this page are from the collage exercise research participants completed.

Brain health
and
development

18
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Y2y 3d G0KS RZ2YAYIFEYU RNARODS N
Omega3 supplement usage tends to benproved brain

health and development.

A Improved brain function and overall brain health
A ¢2 AR k 2LIGAYAT S GKS OKA%

A Overarching desire (emotional) of wanting their child to
develop a sharp and healthy brain, in order to be set fof
successful life ahead. Knowing they are doing somethi
to help them in this regard gives parents peace of mind
and a sense of joy

a |
I 19

Pictures on this page are from the collage exercise research participants complete
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Another primary category usage motivator is the
perception that ahealthy child Is a happy and active chjld
and the category helps in achieving / maintaining their
overall wellness and energy.

A tNRrY2(1Sa OKAfRNByQa KSIf K
maintain their overall wellness, both physically and mentally

A Parents believe their kids feel at their best / happiest when
their wellness and health is optimized

A ¢CKSNBQa Fftaz2 | O2YY2yfe
WKSIFfiKeQ fSIRa G2 1ARA

(@I
wm A

to my daugh}er being strong mentallyA and A healthy child is a happy
LIKeaAOlffte YyR 0SAYy3a KI [@}hﬂj}|f&|%h@pd’mégg7\q
of my child goes hand in
hand with his health and .

JU GkAyl Ad KStLE Ye OKAtR oKsSeKsFﬁfuLf%e“aleS%LIJLYLJ’eacéstf;ﬁé)aaq? ASa
GKSY G2 NMzy FyR LXF & 20

' IThey promote good overall health and contribute

Pictures on this page are from the collage exercise research participants completed.
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Often-mentioned drivers of chewable kids Omegausage
Includekid appea) and a desire fonutritional balance.

Kids like it = streséree compliance Help achieve nutritional balance

A A variety ofcolors shapesandflavorshighly appeal A Ahealthy, balancedliet is broadly viewed a@isnportant to
tochildrena LG Qa tA1S I GNBI GH¢ health and wellnessn the short and well as loAgrm

A Makes both child and parehiappyandstressfree: A Rounding out / supplementing the nutrients children get from

their food is perceived by many as important, to ensure they

A Effortless to giveas kids will happily comply achieve nutritional balanceno matter the reason for the

A Easyandfun for childrento take deficiencies, such as: ) .
A Kids are often picky eaters A Gl AF S .K L
A {2YS K2dzask2t Ra o2 My 1Busy iy festyle

A Not all meals consumed are nutritious

U2 62NNE | 02 dzi
e don't eat fish.. taking

a\u
S ;
ItheOmegai%suerlements L R2y Qi lfolea IABS Yo

0y 2 g/ q is the only way my family the need to give them good supplements to fill in
have to force them to takeit. It is They aré fadty. easy an can.get the important i KS ereda Xreally busy time of life an
best of both worlds, they like it, Fdzy FT2NJ KSNJ 02 SFTrua 2F FTRAKSRBE®E | t20 2F yASK

{
IThey@fZZe SIiaAay3 2 R
FyR Al Aa F22R F2N (piure¥ dh this page are from the collage exercise research participants completed.
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Several turn to the category to help their kidscusbetter,
and/or to protect their heart health.

Better focus, clarity, and improved ADHD  Protect / promote heart health
symptoms A Believed to contribute t@ healthy heartnow and in future

A Expected te help children l;ccalmerand morefocusedg in A Some have &eart condition in the familyand have
school, during homework time, etc. heightened concerns about their child also developing them

A Viewed to provide generalognitive clarity _ they consider Omega supplements as a proactive measure
A Perceived tdhelp with ADHD / hyperactivitysymptom relief

'fead Omega 3 helps children with " hea3|/trg];(vrl]r?g?rrtnyI o | think it helps with heart health and cholesterol
P31 5XL gl a K2LIHAY3 'Yer%% a%%;a#? ¢!7\éédzéé NHzy AY Y& Kdzaol
pre

Homework and school is the K&fL) Ye RFdAKGSNH

reasonl chose this picture. We

devote time to it every day. . S ) issues for her |n thefuture

Focus and clarity on getting L 0StASOS UKLl W  Rnd asxan a0uttSl ant to 4 ag

things completed for school are provides balance and allows my do everything that | can Sifficient consumption of Omeg@ifatty acids

a must. Omegas can help with kids to be calmer. It seems to give G2 SyadaNB K GINEQ@W OUG 3L Ayald KSINI

KEGo¢ (iKSY Y2NB TF20dzao¢ll LINRGSOGAY3 Nﬁﬁtmmhltdr@maﬁ@ supplements to protect ,
KSANJ 2NBIlya Ay (KS £%2)

Pictures on this page are from the collage exercise research participants completed
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Additional, infrequently-mentioned category usage
motivators include the following:

Immune system support Improved sleep

Omega 3 supplements also promote good health and make your o
AYYdzyS deaidSY auNBY3ISNIIYR 0S FoftS 02

Safe / no choking concerns

(A i‘i
%*‘—w

. ’chose this plant growing to represent how Omega for hi
Lhaigancf tri]\% tg%/e%gg Cuhﬁv%?gsl%srgn%gfr 3 are important for children, as they play a key role Sn;eaga}? gulmfrmesfarse |gr§‘1t/ grysaeye;s FQNSIth
Chokin |gs somethin gI worr about>\/N|th allm Ay INBGUK |y RhisRSMHAEAELIY S y i all day due to having to stare at a computer
cthrer? This allowsgme to fgel secure when ﬁ/e me because | want her to have all the tools possible screen for over 8 hours. | feel like the
ir15a GKSY gKSy L LY y do be able Eoiulsc(%ed in liée. supplements will help reverse the dama:‘gez.3

Pictures on this page are from the collage exercise research participants completed.
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There are also a plethora if things parents dislike
about the category. Some are compensated for or
accepted, as the benefits are viewed to outweigh t

downside. Other factors may limit category usage.

Un§)lea§ant taste / textyre and highv cosl emerge as the most qften .
YSYUAZYSR UKAYyda 0O2yadzYSNARA R233.Qu f{ A

Y
P

~ Tw
Remembering §
to give daily .'

o WV - h
£ # b
& A N =
Y y e | ]
Dislike e 5 A
taste / Expensivel ] ot : .
texture 2 B ‘
Adverse Artificial e vnsure ' Miscellaneous gl @
side effectg] ingredients cliL r / other :
- efficacy [ ‘ i

Pictures on this page are from the collage exercise research participants completed.
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Among the most commonly occurring category pain point
IS kids not liking the taste or textureParents have a variet
of compensating strategies in their toolbox to address it.

A

A

(D
Pictures on this page are from the collage exercise research participants complled.

Taste and occasionalliexture, that islacking in appeal to the
childis a commonlymentioned category pain point

I KAt RNByQa Gl ausS odzRa | NB ¥
ONYYRA&a FTYR fA1TS 062N Wl OOSLJ
frustrating process of trial and errofor many parents to find
one that will lead to compliance. Thougince they find one
UKS OKAftR fA1Saz AuQa dzadz f
Tocompensate parents do a variety of things:

Try a different brandmost common)

Cut up the supplement and hide it in foqduch as a peanut
butter sandwich

. NA0Sé¢ GKS OKAfR gAGK F NBEGI
DAG@S GKSY 2dzi OBashiitzlowB NA y {1 | Fi
2 AGK 2t RSNJ 1 AR&T SELXIFAY (2
Pause and try giving the (typically young) child a chewable Ome
Zonce they/are a bit older

To I Do To I Do



US CONSU,I\/IER RESEARCH: CONCORDIX (PAREN,TS AND THEIR CHILDREN)

' YV2U0KSNI R2ZYAY YU WRAatA] S
be aperception of high price However, it Is not a barrier,
as parents either accept it or find ways to mitigate.

Al KAt RNByQa OKSgl of S -3dinkaudlet, Gy
quickly add up in costespecially since they are consumed
daily and need to be purchased every month or two
(depending on pack size and # of kids in household)

A Several feel chewabl®mega3 supplements tend to be e
SallSOAlrfte SELISYyaAgdS o602YLW NESEDG Eae —_
supplementsy NB Il NRft Saa 2F 0N { { . - A BB
products /brands are viewed as even more costly T

A This appears to be @ain point butnot a barrierto category
usage as parents in our study tend to keep to buying it des
the high price association

A Compensatingehaviorsinclude:

A Buy them anyway => perceived benefits

N\

Athing FAYR (NRPdzof $3a2WS sAGK 1ARAQ

outweigh the burden of the cost Omega 3's is no matter what brand you g Supplements can add up and be
A Clip coupons / seek sales buy; they can still be on the expensive siffle.expensive after awhile, and Omega
A '"aS W{dzoAONAOGS 3 { ©@8QmeT NBYWddS Y | dec2wth thill are even higher ﬂrlce&() that's a big
A Buy them in bulk at Costco concern by watching for sales on them con. But | try to think about the
A

% i x A = 5e ' g ah e lhu he BNG- TAOU Yeé ]1JARa I N
hidi ¥2NJ b auzNb5 0Nl Y’Ro?@'&f‘%@kgl LIS HE @5@%‘? 2y LYl I12>/CD€' .
Pictures on this page are from the collage exercise research participants complet



US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)@

Other frequently-mentioned negative category associatior
iIncludeadded sugarandfishy breath/smell/burps

Sugar content Fishy breath, smell and/or burps

A I KSgloftS OKAfT RNEIMANG Ondegdst IPSA SyIiR o NBI G KX | FA &Kk adsdadfly painl y F
are viewed by several toontain added sugar point for some

A Though recognized as being present to make it palatable A Tocompensate for the smellsome have the child plug their nose
to kids, some are concerned about the impact of sugar when taking it, mask it in food, oy avoid_the category because the
on their overalhealth, hyperactivity, or dental health OKAf R WOlyQi aulyR GKS "aYStt

A Somedo nothingto compensate, othersheck labelgo without it

see if they can find a lower Sugar Option’ have their chil A Tocompensate for fIShy breathseveral have their child brush their

brush their teethafter taking it,reduce sugar intakdérom teeth arter taking it =~ .. . _ .
other parts of thelr diet and/or give far from bedtime A ToO2YLISyal GS 7T 2dde givie it @itk a medtN1 Ja ¢

& y
,a' ; U , {
| | , ‘ gtj\\ :‘::/:f

Omega3 supplements are linked to bad
ae az2y Ol yQd adil JRredhhladgallingve my ddughten brush
Unfortunately, hey contain sugar. {dz3FNEX L fAYA (PR foynzedAyusually jst KSN] GSSGK FHFGSNI O2y
| compensate making sure my candy they eat and account for R2y Qi ode 3 y20KAYy3 Oly oellad (KS
daughter brushes her teeth after the supplement being like a_ aYStt 2F FAaK LygR & &' @5 Q@‘S Fi2 dg/IRR 2
GF1Ay3 adal)d SySy iMmlweSOS 2F OFyRe MY YEKIANUKRHBI( GKS BG4 OPPea2YS ¥ NHzA &7

Pictures on this page are from the collage exercise research participants completed.



US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)@

Occasionally forgettin@ daily dose, andidverse side
effectsare also a categoryelated challenge for several.

Remembering to give it daily Potential adverse side effects
A Parents are juggling a lot, have busy schedules and a lot gf A Some parents araware of possible minor sideffects of
things to remember through the day. Sevevatasionally Omega3 buttheir child has not experiencedny
forget to give their child their daily supplement(s) A Some kids occasionally get an upset stomach, headache or
A Parents of Old_el’ kids often let their Chlld take their ) gas when tak|ng Omeghsuprﬂements; especia”y if taken
su?glr%rr?]?l?éstﬁré?regrﬁ%dgggml?tut at timésrget to check in on an empty stomach
or : S
A Kids who love their supplement(@mind the parent A ]E:)e(l)réants of kids that are effectambmpensateby giving it with
A Some set a daily digital calendalert to compensate

Omega3 supplements are linked to headaches and
d have AdaadzSaodé

PR VROV Gy K3 G S Sidpdopiobbestit B o Wland gve

an)(gther t%ing to my brai ﬁ' I compenzsate %%yThats We |tPttrk]1§§/)rle {0 herwith food tahnd In the AM before school is when he takes his vitantias
60e dzaiAy3a RA 3 7\ ul t giﬁﬁ yg 2 ¥ %7\ 3 ;\? %@fg\'ﬂ gn the doesn't always have time to gaind the supplements can
68at L OFY NGt e s g dzLJa 84 KAa aG2YlkOKX L GNB8 I

Pictures on this page are from the collage exercise research participants completed.
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Some areunclearg KSOUKSNJ 0 KSABJIS OKA f
72 NJ. Qthers dislikeartificial ingredients

Uncertainty about efficacy

A aLa Al =5%nmg eﬁ?ﬁﬁlsl{re whether the Omegja
supplement is making a difference because tReg y Qi
any change in their child

A A few arenot clearon whether they are giving their child
the best brand / best type / ideal dosageyield optimal
efficacy,due to conflicting information they may read / he
from friends, family, doctors, advertising, etc.

A Tocom}g\)ensatefor the uncertainty, some have stopped
A0 3 A0 _ 02 GKSANI OKAfR
R)\TTSNSVOS AY UKSANI 0SKI@
consult with the paediatrician for a recommendation to
overNA RS 20KSNE® {2YS {SSLJ

\\1 am» \.in"

It did not work for my

daughter. She still was not able
to sit in her seat at school or
GAGK LIk &Ay3 | Gd

0wy .8,

Is it working? Should | notice a
difference in behavior or even
their learning capabilities? |
just keep giving it to them
because of the benefits | would
NI §KSNJ 3A @S Al

ass

KRy LyAag@dsllISR IASGAN I YANT@2 t k ynNoas

Artificial colorsandflavors

A Artificial dyes are associated by some with having adverse
AYLI Ou 2y OKAf RNByQa 0SKI gA

A Some prefer to avoid artificial ingredients, for fear of negativ
AYLI OG 2y GKSANJ OKAf RQa KSt

A Tocompensatefor this concern, some parentheck the

ingredientson the label and/o2 LJi F2NJ WYz NB

vsupplement hrands,.tgo minimize the art|f10|al in redlents
ﬁ@mEARyQu y o

WATKINg |

L R2yQid fA1S GKS Lvy2dylG 2F | NIATAOA
O2f 2NAYy3 | YR Tt g2 NJgXariticialldye@ e akdhsedn O
be harmful. | want something close to cially their impact on
Yyl GdzZNEX ' gl & GKI qb&%woudﬁd’w@lﬂoa@g&)f

compensate with this is by trying brands
yli xhatykndware Gdsér 8 aaxure such as
AlUa

children. I try to avoid them
as much as | can by checkin

200K S LAz2y(3 N&BYR Aosd?&

Pictures on this page are from the collage exercise research participants completed.



US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)@

Additional, seldomheard category usage papoints
Include the following:

Not enough flavors / shapes available

Too much like candy / kids want more than dose

't GK2dz3K GKSNB FNB 2LliAz2yax Adda ?h@@meﬁaﬁgﬁupﬁlé}r@dts%§ doh BKISaYe s@dbliivls jisKiiReNdndy! N

characters involved. It's difficult to find an Omeg¢hat represents a so | am afraid he will eat the whole bottle. | usually hide the bottle so |
character that my child would know. A way that I've tried to compensate foll can keep him from eating the whole thing. If he did eat the whole
this issue is by picking up the Flintstone Om&gabut let's be honest the 0200GELSY L 42ddZ R 68 aOFNBR KS g2dz R

CtAyGatuzySa 2dat R2ydd O2YLI NB G2 5xaySé dé

St'Ck to teeth Kids are inconsistent Small bottles run out quickly

Oh no!

Sometimes my child will take his gummy with UKSOndeal3t t aAl
Yhb prdblend Sandkothd? times he is reluctant to Ay tFNBS aaAl s
take&itGust M@ cauSe el riay be in a certain 2FTU0SYy 2NJ 62 NNE
mood. | tell him you will get big and strong in -
Y2 NRSSNY AINB a¢S 0 KAY G2 Gl GF YAy D¢

30
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US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
Forms GUNMMIESare primarily liked for their appeal to
children, which ensures effortless compliance. However,
they are viewed to contain too much sugar, resemble
candies too closely and can have artificial dyes/flavors.

A Of note: by design of the recruiting criteria for this study, all participants have and/or currently give
their child a gummy Omega supplement. Despite its popularity, many, though not all, perceive a
downside to the gummy format.

Advantages Disadvantages

-Kids like them => easy to give and | -Contain added / too much sugar

easy to take, reliable compliance -Resemble candy too closely:

¢FadsS 3I22RZ f221| & FKig¢ want more than dosage

-Easy to digest -Might mistake for candy

-Easy to dose -Sets false expectation that all supplements
-Not messy taste like candy

-Flavor variety -Encourages child to take something that

resembles candy which is bad for health
-Added artificial color or dyes / flavor
-Stick to teeth
-Can have fishy smell or taste
-Can melt and stick together in package 31

-Easy for kids to eat/chew/swallow




US CONSUMER RESEARCH: CONCORDIX (gARENTS AND THEIR CHILDREN)

R
Forms I,.I?{UID,S credited Wlth etter absor I\|i3t|on and can
0S aOKARRSYE o |
related to dosage and the mes‘actor are promlnent
barriers to usage.

A Out of our 38 participants, 4 had given their child Om8gaupplements in a liquid format in past. The
rest avoided this form altogether due to the associated / perceived disadvantages of the format.

Advantages Disadvantages

QELISOGIGAZY 2F [nBadéased aieriastez>needsiobe v
Sty 68 Slarte a @agg’egwmnﬂ itin adenjg\ehich '%aaa
-Zero choking hazard -Dosage=> challenging to get it right,
-Easy to swallow requires a spoon, timeonsuming and

-Purity of ingredients MESET 10 =EELie O
-Messyto handle

-Resembles medicine

t+A01& OKAftRNBY 2y Qi Gl

-Parent must be present for it to be dosed ~

K U0lF1Sy2 {ARa OFyQu YSI :

b2G aFdzyé €A1S | 3IJdzvyvye
32




US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)

Forms TABLETS / PILténd to be avoided, as parents
expect their child would not be able to swallow them.
Chewable tablets are also associated with choking
concerns, especially for younger kids.

A Of 38 participants, 5 had given their child Om&gsupplements in a tablet or pill format in past ]
0K2a4S 6SNB Ftl @2NBR IyR OKSgloftS (GlofStaod -

7 ) g “‘) \ w
ability to swallow the pill, and fears over choking. . _ N = g
- ‘ < ¢ VE .’

Advantages Disadvantages
-Less costly vs some other formdts-Difficult for kids to take / swallow

-Ok option for some older kids -Choking hazard
but mainly chewable and flavorefl _ -
e Resembles medlcme- |
-Convenient / easy to dose -Can taste bad, especially if chewed

-Requires a liquid to take / swallow
b2 G1AR FTNASYRfe&ész ARSIt ¥F2N I RBEzaked

I 33

-Fast to take and swallow




US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)

Forms SOFT GElate generally not given to children,
primarily due to a perception that they are both difficult
and dangerous for kids to swallow.

A Out of our 38 participants, 3 had given their (older) child Orf@gapplements in a soft gel in the

A ‘ . past. Barriers are comparable to those for pills / tablets
f
QJL'
-E

asier to swallow vs. a tablet / pi|| -Too big, hard for kids to swallow
-No sugar -Can make kids gag or choke

-Kids may bite into it and break it open =>
leading to bad taste or a mess

-Bad taste
1221 fA1S YSRAOAYS: yz2i
appealing to kids

I 34

-No added dyes, flavors etc.
-Cood absorption




US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
Forms POWDEappears to lack appeal among parents

because it requires an extra step to give and can have a
bad taste and/or texture.

A Only one participant has given Omeg4o their child in powder format, deeming it easy to mix into
food / drinks.

Advantages Disadvantages

- Dissolves easily in liquid or -Labor and timeintensive, requires an

shakes extra step of measuring and then mixing
- Can control amount given (i.e. | into food or drink
dosage) -Bad taste

-ldeal for kids who refuse to take| _\ot convenlent ta |v e othe-
AdzZlL) SYSyda ba |[Au OFyeo sIORR
in food / beverages -Messy

-Can have an unpleasant texture

fksya
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t F NByuda Sl NJ -8wahdiziromlaiRig @
sources U%on discovery, mostarg NA 4 4 S NER ([
the brand by consultinginbiasedsources they trust.

A Consumerawarenesf O K A f R NB y3Quppldmers @dndstemsfrom many
sources:

i Often heard Seeing in store, pediatrician, mom groups (social media), online revie\]‘
friends / family / word of mouth, online (Google, Mayo Clinic site, etc.)

T Ocpavsionally heardAmazon, ads (in print, online, social media etc.), pamphlets in _
LISRAFUNROALIYQa 2FFAOSZEZT FTNRBY 20y OKALER
health, coupons

AhyOS (KSeQ@S tSIFENYSR Fo2dzi I 0N} YRZ
consulting sources they deem unbiased and trustwortiygluding:

i Amazon / Google / Social media and retailer sites for consumer reviews, pediatrici
pharmacist, reading labels, WebMD or Healthline websites, etc.

A Questions during the research phasend to encompass the following topics, whic
are generally perceived as easy to find answers to for the category: A\
i Overall satisfaction by others, ingredients, general pros and cons, efficacy, safety / #® 4

recalls, ease of taking it, dosage, appeal to children (i.e., Does it taste good? Do ki
like it?), side effects, flavors, form, sugar content, cost / where to get a coupon

v)»

v
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US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
(Unaided The most prominent category purchase
considerations emerge asrm, taste and ingredients.

aGummy is unanimously preferred by parents in this study due to kid appeal, easy to take / eat, deemed safe
and not a choking hazard

o 2YLIX AFYOS Aa 1Séx FYyR YlIyé (1ARa g2yQd Gl 1S | &adzZii Sy
children, and come in flavor options their child likes ) o L

uConsumer reviews, feedback from other parents help the parent weigh the likelihood of their child liking the ;
LINE RdzZOU OAYLIEZNIIlIyYyu AT UKSeQ@dS SOSNJ KIR AU O0S¥T2NBXI 02

uManydyvant to minimize or, if possible, avoid added sugar, artificial colors, flavors and / or other unnatural
ingredients

oPotency of product, by reading labels and comparing them to find thedsghgnes

AN established, recognized, popular brand gives confidence to several about the quality of the product

@ Yy adzNR y 3 A &idnotalciol8ng Bazardd | 1 S .
uDnline research to ensure there are no major adverse side effects, product recalls or safety issues reported

wFor most, price is somewhat of a consideration but not a dealbre&@e next slide for more detail!

of AYOS AilQa a2YSGKAY3I 1ARa GF1S RrHAtex AGQa AYLRNIIYG
replenished on an ongoing basis for consistency

cd?]et e’>)<pectations for what to expect in terms of impact => i.e., what will this do for my child? How will it help
them?

uNot wanting to,give too margf gummies atonce . . , . . <.
o faz KStL@A 02 S@FfdzrdS UKS WGl fdz2S F2N Y2ySeQ FI O02NEX
opposed to how many gummies)
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Pricesensitivity pretrial) Most parents consider price as :
Z2ndary factor in their decisiormaking Form, taste anc
iIngredients tend to be perceived as more crucial. If they
find a quality brand their child likesthey are willing to pay

more 1or It.

A Pricingin the category tends to bsomewhat of a consideration

buty 2 0 | & R Sferinosd NB I 1 S NE
A Most parents seek halance of quality and valueand often end
dzLJ 60dz8 Ay 3 az2YSUOKAYy3 GKFEG A& Y+ ]

costliest option.
Ara t2y3 | a 0K@asoddldeEdS Y28 IRINEBSwAa t Ay d uz

pay for a brand their child will like, and that is deemed of quality | look at the price as well but i its something that my

(in terms of ingredients and/or Omegacontent and/or brand child likes, and they take it easilyy) @am more than willing

reputation). w2 LI e | oAU Y¥Y2ZNB T2NI AlD
. : i~ Cost is not the most
A Among a few that are limited kyght household budgetspricing lpricin_g )i\s gfa%to; g“; not. i@p%rtagtéﬂTge }gr r%ji%r“}ég
i i i i i ' o - are bat oes r ;
is of helghtengd relevance> they.S|te the importance of being spend a bit more for good [l 1-am willing o ayymore
able to afford it regularly for consistency. dz f AGe® LiQall foraBedaiqu |tg € g !
Sdzit Ad KEa G2 WINBR GO @ 2 e 8%
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n general, pa a (reasgnable) premium price is deem
dgz NJJ'TREyI\IA?uoaSu USN p|j dzl fp)\ Uue j\y
KSFftO0K Aa AYLERZNIFYyOGXE |

However, there is some hesitation in buying something premitypriced for the first tlme if
UKS OKAfR R2SayQu fA1S AGZ AUQa Y2ySé R

A Pricing tends to benore of a consideration for something their child
has NOT tried before.

i Several ar®n the fenceabout spending a premium on
something without knowing whether their child will like it or
whether it will end up going to waste.

I For many, their hesitation is rooted tihis scenario having
happened before

A Some aim twffset choosmg a pricier / better quality Omega

OKAf RNBY Q& & dzLJLJ s&éle6Snthicoupahiswidedze A Y :
they can, and/or irbulk (i.e. club pack at Costco or stocklng up on

| do pay a prem|um pnce for one of the a I f S LJN\B R dZO U Z O dZU U K I U Q a U e LJ}\ O I
Omega3 supﬁlements | have purchased for their child ||kes_)
my child.The higher quality fish oil, more

natural ingredients and lower sugar content

Wasworthpaylngabltmorefor _Thankfully, _ LOPS LIEAR 2QPSNI Pun FT2N | eﬂeNJOoKSHfQRNfKI VS
akKs tA] Al a2 AU RAR MN{BZLJUE)\;{ES?ZNJ\I\HEEBCDBdzIf)\u 0 dzi %éy
YFETS | O2YYAUYSyd (2 LINAROASNI 2y S zf\u (



US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
Following the compliance s_tuél;somew_hat of a majority
are even more open to paying a premium vs. before,
specifically for ConCordix (CCX) Soft Ch@wsHA and Choline.

PFASNILGKS O2YLX Al yOS Si Siaits] S NXy(dal ®SNBNJ IgaAfSR yidy Saa 02 NJ f | G3 supplen®mBagliar
Ay UK aldzRed b2g UKI U & @odddisSoK Chirwslwith@KA ahdDCholameRyoulr child Nad thé apfodaiity to try it, has anything
OKI y 3 K

cC-

wnw»
¢
™

A p yE:E OHHKO y 0 al AR l-] KSeQ N‘B1 dué 20N, Willingness to pay a premium price for CCX
i The various product benefits they learned during the study (after the compliance test)
i Their child showed compliance duringth@#sS S1a 'p f A1 S
G2 tA1S Alé¢ I'p GKdza AG g2dzxZ R y 2
i{2YS KI®S y20A0SR Iy AYLNR@GSYSY
ability to focus.
A 37% (14/38) said nothing has changed
il 3ISYSNYt aSydAaySyd 2F aeéz2dz 3Si
have and continue to be willing to pay a premium for quality, period. 9 m more open Lo paying 2 premium price vs. before the stucy

Nothing has changed
T Prevalent answer among those who appeared to be the least{price : ’
sensitive for the category earlier on
A 5% (2/38) said they are less willing to paypremium now: ) -
( ) y 9 payp QY Y2NB 2LISy 02 LIl eAy3d | I

L
T Their children strongly disliked the taste / texture of CCX Soft Chews I/It[}he study. | realize the importance of finding a

DHA and Choline supplement that is not only healthier, but also thatmy
a2y Kla €SIFNYSR (2 tA1So%L

2
14

I'm less open to paying a premium price vs. before the study
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tF NByuda USYR U2 0dze U0UKSANJ
multiple stores + channels, rather than just orgthelr store
selection Is often (not always) a factor of convenience

Most prominent Often-mentioned Infrequently mentioned

1 2 1 ‘
;@i Raer a cosree [ SNIC

AMAZON HEALTH &

(Walmart, Target)

-Convenience=>
often there for a
variety of
household and/or
grocery items,
proximity to home

-Savings=> Low
everyday prices

-Selection

-Convenience=>
already there,

proximity to home

-Selection(some)

-Can have good
sales (some)

Loyalty reward
program (some)

-Convenience=>
no need to leave
home, saves time
and energy, free
and fast délivery.
Of heightened
relevance due to
pandemic

-Selection=>
broad variety, can
even find brands
that are not in
their local store

0/ 2a002%
Club)
-Can buy in bulk
=> no need to
restock as often +
provides savings

-Quality brands

-Selection
-Convenience=>

proximity to home

-Can have good
sales (some)

Loyalty reward
program (some)

WELLNESS

-Selection of high
quality brands /
products

-Knowledgeable
staff (some)
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CHILDREN)

Participants shared aariety of unmet needawithin the

OKAT RNBY Qa Kcategbryp f S

C More gummy / chewable optionsspecifically:
i Flavors
A Flavoring naturally derived from fruit => apple, watermelon, pineapple, blueberry etc.
A Unique flavors like bubblegum, chocolate, lemonade, cookies, etc. o
Ac¢lLadsS y20 a2z asSSi GKIG A00Qa NBYAyYyAaosS
i Shapes
A Variety of shapes for younger kids => car/trucks / rocket ships, dinosaurs, Disney chal
A+ NASGe 2F aYIlGdzNBe aKlFLISa F2N 2f RSN |
i Customizable 5 o )
ACt SEAOAEfAGE (2 OdzadG2YAT S Ffl @2NAR b akKlk
C Better ingredients specifically:
T No sugaicoating
i Little or no added sugar
i No artificial colors / flavors
i Alknatural ingredients
T Organic ingredients
C Added benefits
T A multrvitamin + full dose of Omegain one

i Could also have other added benefits like skin health / eye health / immunity / hormone boosting
benefits depending on age of child taking it

C Better absorptionin a chewable form
C Larger packs>i.e., holds enough supplements foi32months so no need to replenish as often and save $

hYS3l
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LD
(Unaided)] OA T / NAUOUSNAE JUSy Ra U
mentioned favorite brand2 ¥ OKA f R y Qa |
supplement.Smarty Pants & Nordic Naturaare a geto

REN)

for some others.

(uNearIv halfof participants r(»beout_20°/<.n1 mention Smarty Pa@ S (oAmong those who deem Nordi? r(.Jl'he following brands were )
VIEYS [ QAf / NAGGSN, astheirged 2 F2NJ I OKW{E Naturals their preferred kids mentioned by 12 participants in

OKA £ RNB y3Qupplem¥n$ :
uDrivers of preference center
around thegummyformat,
children likingthem, wide
availability and the fact that it is
familiar andtrustworthy brand

I N (

[ QA
dominant
favorite

Omega3 supplement => a
multivitamin with added Omega&

uDrivers of preference tend to
include the fact that itall-in-one
(multi with OmegaB), kids like
the taste, and theggummyis easy
for them to take

Smarty Pants =>

~1in 5 prefer

Omega3 brand, drivers of
preference includénigh quality /
more naturalingredients high
Omega3 content,gummiesand
soft gelsare easy for kids to take
andno added sugar

Nordic Naturals

=>~1in 7 prefer

the study as their category ¢go:

uDlly,Flinstones Sundown, Nature
Made, Emulsion Scott, store
brand

wPreference tends to be driven by
lower price, accessibility multi-
generationalbrand use in family,

or a perception of higlguality

Other,
miscellaneous

brands

& FILPJ2NAGS aNJ RMyXayorite lmpand is ImEmy G (i S g vfavioriie brandNordic :
% g | NJ?S:f méj aari C%GWG : gzs.Tb(ePgummy is easy or = Ng%ura S. They are soft gels M G"’_‘V()r'tr\?gang 1S thTarlget N
the gummy easily... | feel that he er to eat, and she likes it. It has that are easy for my son to R)a[ A1 % g KS 3ds
sosinapeR e g | Rlagterismpsate 01, § fhcy Thcueg b ol
- - . . 44
SIS RS KT ot Braim a7 F S NEitdi v & § @ 4K AS0 KA I K (o Y2dzyGa 2F FAAK 2Af &¢



US CONSUMER RESEARCH., CONCORDIX (PARENTS ANLX THEIR CHILDREN)

(Unaided)) KA f R NI yY3Qu@pplem¥rtgzlents bought
In past but no longer buyend to be mal_nI?/ due to their
child not liking the taste However, multiple secondary
barriers to repurchase also emerge.

A The most common barrier to repurchase in the category appears to
No thanks

be lack of taste appeal among childremvhich often translates to
conflict, lack of compliance and wasted product/money.

A Additional, less often occurring barriers to consumers buying a
category brand again includegh sugar contentartificial
ingredients(sweeteners, dyes and flavorg)gh cost andlimited
availability in stores (hard to find or inconsistent availability.)

A¢CKSNE R2SayQid FLIISFEN G2 6S YdzOK ,
O2yadzYSNAR ¢2y Qi o06dz2 |3l AY YR gKed

g K.
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US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
(Unaided)When it comes to brands they areware of but

will never purchasewithin the category, there are avariety
of factorskeeping parents away.

A There does not seem to be a dominant barrier to never buying a specific bran
in the category.

A Occasionally heard reasons include:
T Lack of a trigger to switck> found something both child and parent are happy with and

NOT

there is no need to make a change

Format=> not available in desired gummy format

Store brands=> associated by some with lower quality ingredients and/or poor taste
Perception the brand is unpopular =brands that have little or no reviews online and/or
asSsSy uz2z KIS tAYAUSR [GFEAtFOoOATtAUE R2YyQi
Lack of kid appealnainly on packaging => expectation it will not look/smell/taste like
something a child will enjoy

Very high price point=> cost prohibitive and seems unnecessary to some as there are <
many more affordable choices available

Ingredients=>t00 'much 'sugar @and/or artificial’ingredients

X6
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{2YS 27

a L LidAdare PantS kids
complete. In addition to having
omega3, it has multiple
vitamins and is noiMO. | am
surer of the benefits and know
there is little risk associated

GFraagsS 2F GKAA

O

because the kids always like the
0 NJ

adzt GAGAGE YAY

G 2e have Smartpants

ome a 3 because my
daug tertrled them at
Ye ASOSQa
really liked it and begged
YS® (2 o0dz
uKIF G

Omega 3 in them. | bought

SmaRTY  Smarty pants 2 months ago from

aL LIzNOKF aSR
was looking for an omega 3
supplement for my son and

my brotherin-law who is a
dietician recommended this
ONJ} YRDE

t20S

i K

>g o

N ¢

Amazon. | read great reviews
about the product and was ver
intergsted in trying. And the kids
GFradSoé

QAND w»

0«

S

—0
=

>
RCa

KI @S

2dzNJ LI NOUAOALI yvia
supplement is currently in their home:

K2Y
AlGog

D

a K3 NJ

a & son currently takes the Lil
Critter Omege3 gummies. |

have chosen this brand because
AGQa dzadzr £ 8 (KS
supplement | see that is only
Omegao ¢

aL LIJzNOKFaSR UKA
because it was available to me
in the supermarket while | was
shopping Also, | thought that it
p2dA R 0S 1AR TN

GL LIzZNOKF &SR (KA
was at Target. It was on an end

& cap and was a good price and a
S prand | have used before, so |

Pedzald 02dAKIEG AGPE
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TOIQI Qf mind associations for the Q A £ mask@rpramds N
I NB LINRA Y | Ndweee popukiand acaegsDla |
ummysupplementintended for childrer one thatkids
ove.
Colorful . Popular Tasty Accessible Fun Familiar
Sweet Gumm \ \ / %hildren Cartoon bear
E— // kid
Sugary . / ounger kids

l

Kids love it

Sugarcoated 4*””///
t

Healthy Cute
Stressfree

Safe

v

Cheap / lowend

- Cute shapes

\

Goto brand

Trustworthy
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| QAT

and family-friendly, reliable, safe, wetknown, accessible.
ad y Ay 3 LI Lzt F NE | LILIS|
J AOFE oN}YRZ FyR AlQa

L

GLG g2dzZ R 0S lfuneal itsunBi&iiodkX A g & . . P
at from theshape andeveryone recognizes i ® ® ® ¢ 4 .Safe(iﬁgléggg%née, 0‘6 dC 2”’]\'@@'ng&1{3{'€|& ?(”d SQ‘E & LG Y A I -bgcause of théun
a +2 o -SméyiafeSiteandfun driving carssmartcars, E%nan‘é"é e i s LA € colorsanddesign / shape ¢
they are somethingids loveX nicecolorsX € appealingl YR & U NHzO (i dZNB R d ¢

A VW beetlebright colored, it's ehappyfun car and looks d YARAAT % "

. R . m : : ( guenNddlX T 2 NJ
) _ likealotoffunu 2  RNAGS Ay de £ Om b incomepeople. Great car ansafety /
a!  Buy-itis afunbrand. | know they use primacplors il features butot top of the lined &

on the front, and it i&id friendly® € - %A Eord- A {cénimon and Inever have
a! WLizy OK 0dza3e Q =+ 2ftinjadddots 8fS 3P w S \gﬂy\y Ra 2 & moéb erns{findingd whery! Reed to buyd £ )
colorsH YS 2F a2YSGKAY3d (KIGQA @ C 2WiRang. ltmakes its
presence knowrand is very
colorful. Itsfun-loving
attitude masks the fact that
it may not be the most
practicalNA RS X €

0A VW Beetle-un small, wellknown, bright, colorful® ¢ little and movedast® &

@1 0+as Y2RSE YAYASIyo | 2dig B KSYy 22d2. Kl OS_ K o .. -
baby, because it has sunshades, the special mirror etc § F YK yu R witttpechright taibow pirated
for a young childButas your child gets older, you . .- . . across the sidelt has afun laid back vibe andtun for
realize your kid is embarrassdseing in the minivan a52R3S /Relbledl y & _ kids/familiesto ride in. _
perfect forfamilies. Very, 4! +2 @I ycohssicakdSvidelyredtBnized Like the 49

¥ R Y I & oagede alxrid& somethjng that A ,
y FA [38% 2dzNJ OK& f ROa I 38 wekbkhgwgaqNI Yy RPE VW van, the Uil Critters brandfish andcolorfuld ¢

I adyii el a%“éimi brand: cute, fun, colorful, kic
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US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDRggﬁiaza

| QA £ téndNdvaibe lkédHor its<d appea) equated with
easy compliance. It is also recognize tast%, fun, easy to
take & accessibld | 29 SAOS NE Iy e 2
sugarcoating, sugaicontent and likeness tacandy

t SNOSAQOGSR ! Rl yil 3Sa tSNbS)\@SR 5Aal ROy G 3ASaA
AChildren like it=> stresdree for parents to give, kid$ wCoated in sugar
proactively ask for it wContain lots of sugar (multiple gummies / serving)
Araste great wLook too much like candy> kids want more than
Aun, colorful the dosage and/or might mistake it for candy and|
A asy for kids to take eat too many
Kasily accessibB §H 6 A RSt & | @I Af | 6t §wMultiplegummies per serving =>more sugar
priced ingested, and use up bottle fast
Acun packaging> Appealing, colorful with bright wArtificial ingredients
colors and different characters wToo childish for older kids => kids outgrow it
Aestablished, trustedrand wCostlier vs. some other brands
Adeal for younger kids => shapes, colors, pack wCan stick together in the container
graphics, sweetness all seem geared to young kids «Can cause upset stomach or gas
ASmells good uJses pork gelatin as an ingredient
AConvenient => can buy at Costco and via Amazon obow quality ingredients / lower absorption 50




US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
Unaided There tends to beninimal awareness o&oft

news 35/38 participants were not familiar with the name.

A Priorto the Preference Test and Compliance Test, participants were asked whether they
have ever heard about Soft Chews from ConCordix, and what they expect it to be like if
they are not familiar with them.

A Parents whohave not heard of Soft Chews (a vast majoritygve various expectations,
derived from the name. They tend to respopdsitivelyand are interested to learn more.

i Often-heard:
A Soft texture
A Easy and safe for children to take / eat
i Occasionally heard: I
A A candylike or chocolate flavor
A Resembles a crunchy yoghusrtack for babies that dissolves in the mouth
A A sublingual supplement
A Has a liquid center
A Among thesmallminority who have heardabout Soft Chews:
i Slower release of the nutrients
i Easy to chew
I Naturally sweetened / no added sugar
i Stay fresher vs. a gummy o o 5 \ I £
I/ 2YOSNYSR AU Yl e 3IS0 audzOl Ay OKAfRQAa O0ONJ OSa



US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
Aided) When exposed to additional product info about

oft Chews via the ChildLife Essentials webpage on theil
SoftMelts (I.e. Soft Chews), on the final day of the study,
parents were impressed and interested

CHILDLIFE
A Afterto the Preference Test and Compliance Test, participants were _—
asked to visit this linkittps://childlifenutrition.com/best - Vi
multivitamins-kids-newborns-our-products/#softmeltsand then share )L = £
reactions to the information provided. We explained to them that T E )
— T u

{2FGaSfia I NB LINBRRdZOG YIRS dzaA =
different brand name.

A Parents unanimouslsesponded favorablyto the information. L B L

A Overall, the SoftMelts (i.e. Soft Chews) were perceiveueaithy, . s = e
YIEUdzNI £ 2 KAIK [jdzr t AleX RAYDSNASZ V!g dl uA 'ti YR @S
and development. B rha o, A

A The product line was viewed agyhly differentiated, mainly due to
low/no sugar content, unique texture and packaging.
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US CONSUMER RESEARCH: CONCORDIX
EAldecb Multiple factors drove

l.e. SoftMelts) in this
tended to dominate.

The taste / texture were the top relevancé A YA GA Y I FI Ol 2 NA

%PARENTS AND THEIR CHILDREN)

context, howeverpw/no sugar

not care for Soft Chews during the preference / compliance tests.

Often heard:

V Low / no sugar

V Natural

V Healthfocused

V Easy and safe for kids to eat / swallow
Vil NASUe 2F LINRRdzOU & X
V High quality

Occasionally heard: . o

V Bettera GA U | YA Ws. QuniigdsS y U €
V Individual packaging => portable, keeps it fresh
V High absorption

V Non-GMO ingredients

V Flavor variety

V52SayQi adAoO|l G2 GSSi
V No pork gelatin i

Vat NAOSR NAIKUE _ R
VatcKSNSE Aa I R20uU2NJ 0S

GFAf 2NBR

PERCEPTIONS LIMITINCGE
APPEAL AND RELEVAN
AMONG A FEW:

Often heard:

V' Taste / Textureg if their child
glrayQi | FlLy

V' Use of artificial sweeteners
Occasionally heard:

V' Individual packaging (minor
dislike for a few) => creates
waste, unsure if recyclable,
O2NYSNB YI @&

€€ G2 OK

O dii

O
u»
ax

K K

(@]]
Z
-

LINR RdzO G a H¢

[N
R
(0p))
Qx
(0p))

KAYR

he appeal of Soft Chews

FY2y:

P
Ny

0
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US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDIy

About the Preference Test Methodology:

Each participant was shipped a package containing a packageooiCordix Omeg8 Soft Chews with DHA and
| K28 AYS YR [QauinmiéesNA GG SNAR hYS3t
They were instructed not to open them until we asked them to do so pamy in the study when the
Preference Test was starting.
Parents were asked to sit down with their child, along with some water and unsalted crackers to cleanse the
OKAfRQa LI ffSid ¢KSY GKS LINBYyld 61a&8 IABSY AyaildNHzOI
GKSANI OKAfR FYR (2 NBO2NR (GKSANI OKAf RQa | yag
The order of the tasting / evaluation of the two brands was randomized among participants to eliminate order
OAlL&ad ¢KAA o6l a GKS WdzyAyT2NNXSRQ LE2NIAZ2Y
Following the randomized tasting and comparison of the two products, the participants were provided some
AYF2NXYIGA2Y | o2dzi SFOK LINRPRdzZOG FyR GKSyYy Fai1s

A note of cautionalthough the results have been quantified in this report, the sample size was relatively small
(n=38) and thus may be somewhat limited in statistical significance.

Soft Chews contain Choline mmies do not.
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Priorii 2

GFradAy3as OKAf RNBY

6 S NBNhat Ke2ysuy |

think about the color and appearancef this sample®

RO/ GKS 6K2tSx [QAf T NXGGSN
fewer negative reactions vs. ConCordix Soft Chews (CCX)

A However, only a minority of 24% (9/38) were unfavorable
toward CCXA majority of 76% (29/38) responded neutrid-

A Top 2 box: CCX =>53% (20/38) / LC => 61% (24/38)

positive to CC¥and over half overall were positive toward it.

Color / Appearance (pre-tasting)

25
20

15

21
13
10 10
10 °
6
5 3 3
K . L]
|
Somewhat like Love it

Strongly dislike Somewhat dislike Neutral

WCCX mLC

Looks like a gummy candy
Expect it to be sweet b/c of
visible sugar coating =
compelling to most

Color variety appealing,
iK2dza3K a2vy$sS TS

A Looks fresh, bright, colorful

A Orange color has broad appeal

A Unique in appearance and
texture =>polarizing at first

glance / touch: intriguing and
W LJdzR R Aegfid@iRe t@ NJ W

a2YSz atAivye 2N

turnoff to others
A{KILS A&
A Most like the smell

bright enough

Fun shape

Feel soft to the touch
Most like the smell

aAyYL

a1'S GKAyl1a Ad
probably tastes ggod. The ¢o
ONRA IKUU I-yR

al S alAR AldUa&
S li
7\ I

{22 a8 KENBAKSAYRKSA RS T
from, and also look like real gummies.
t zlfmkiéyj\zie@laot vitamins, she would

oris

02

08 NaTE BRSO it % 0
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US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
Afterd F auAy3ad GKS al YL S2Z OKAf RNbBY WhasNDb
you think about thelook and tasteof this sample®

o

A On first impressions following trial, LC received higher ratifigs
and fewer negative reactions vs. CCX.

A Similarly to the pretasting feedback, a somewhat lesser A Polarizing first impressions .
majority 0f63% (24/38) responded neutréb-positive to CC) tend to be due to the Broad appeal driven by candy
and half overall were positive toward it. appearance, taste and texture like appearance and taste
) _ _ of the sample Flavor variety also appealing
A Top 2 box: CCX =>50% (19/38) / LC =>92% (35/38) All of these are broadly Most enjoy the overall
deemed unique and thus consumption experience
unfamiliar to children => many smell, taste, texture, sugar
Look and Taste like some, but not all 3 of coating, chewiness
30 these variables upon trial.
25
25
L 18 SR I
0 f OF yR& LY
15 Ge¢KS 0FadsS Aa  322REI D dal ARHK KA |NBY Ady2
10 10 tA1S Al y2G a2 &Ly msteiggood.”
10 2 2 GLG avyStta oSHOSNBGKSYt 281 (kaisnbbid:
5 5 uraaosa 21o [221a 6SAARSEKZAREK PEI € &
> .1 2 . Gaz2YYes Al t2214&8 fALSfODSRAD b SOF dz4
. — - 0 2N y3Sae LuQa ediYWRHEGUA OKSge Iy
Strongly dislike  Somewhat dislike Neutral Someawhat like Love it alL t _-g\fcl |S® 2K I?LE@ {\Uu Qg 2 gz %x}ili\]%(gadz? INE @ 3? llj e (lﬂ'lzz Qz <
ECCX mIC dakKsS fA1SR K24 -ikel 8weétand they tzave difféceht flavér§ f
USEUdzZNBE INRBaaSR KSNItAdzS I StYRWU il YBs
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Next OKAf RNBY #MSNIB yduahiSaRovit théflavor of this sample?

A A majority of kids liked the flavor of the LC sample.
A CCX Omega Soft Chews with DHA and Choline appear to
have a somewhat polarizing taste following initial tria60%

(23/38) were neutral or positive, while 40% (15/38) disliked
the taste (bottom 2 box.)

A Top 2 box: CCX =>50% (19/38) / LC => 89% (34/38)

Flavor

30

25
20
15
10
10 8 ; B
6
5 3 4
™ - W
0 —-—
Strongly dislike  Somewhat dislike Neutral

Somewhat like Love it

EMCCX mLC

A Appeal drivers:
A Citrus flavorg orange,
grapefruit, lemon
A Some describe as
mango, peach,
pineapple or
strawberry taste
A Appeal barriers:
A Medicinelike or
soapy taste

il Critters}

A Appeal drivers:
A Tastes like candy
A Variety of flavors;,
several kids picked
the color / flavor they

usually like best
A Sweet
A Appeal barriers:
A Too sweet or too sour
A Unpleasant aftertaste

A Too sour / tart and/or
not sweet enough
A Unpleasant aftertaste

all ff-?ﬁtﬁﬁésﬁkejt@dpéfd’é
IV R. 20S

P g Kgl asfygaﬁfbsaz 2 R%K L
u

%b% %1’%2%3%(% § |8f
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GDFoo& ala&a AU Gl aud Sx &
FyR AKSTNBRtte fATSA] gld@"agsr f_)\uuﬁf
atKS dl-ﬁtésﬁadlﬂ«eﬁsoag)@t R B f.2.08 f SYZ )/a (DS
FANEG odi y2o LJSIQI(-50§<t]\éCI)DsQ
618 albAR. GKS. Tt} 02¢ L @
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/

KAt RNBY

g S NBw sird Sof welaldis] e Ra¥oofdhe sample

A

A

flavor to be too weak.

too strong.

NH: OMCKOYyU 2Ff OKAL RNBY T2
right, while 45% (17/38) deemed it too strong. Few found t

LC faired better on this metricr4% (28/38) of kids found the
auNbBy3dJuK 2F [/ Qa Tt @d2N 2dz

30
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20

15

10

5

0

Strength of Flavor

16
10
6
1
o M- N
—-—

Just about right

7
F
I

Too strong

1
—_—

Too weak Somewhat weak Little bit strong

EWCCX mLC
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Next OKAf RNBY @#SNBeetls &g SuRpreg &

A CCX was found to be either just the right sweetness amon -
47% (18/38) or not sweet enough with 37% (14/3®)nly a ConCordix mﬂ%
minority thought it was too sweet.
A LC generated more favorable resultwith 68% (26/38) findin aLi Aadydi a6SSi SeedImpaLiaa NIOKESE;
it is just the right level of sweetness. However, 26% (10/38 agssSu byR 42YSUKAY3I SURGIE2 NP
- abSSRa (2 08 a6S55GSNI I yR A35H%P e 2 dznape
1S area GkIG GKS 3908 &ilySey & MlaS 13PNFS
Sweetness Wdza i GKS NRAIKG fSOEE BFARGBERLVSAHSE
30 Ga2NB {A]1S ONBL yaa BYsgestbytingt hgdightimigd tgo, §
. - Sy2dAK®E ) %% K1
= g = S LIS NIF:S;Oi0a | 5Y2:dzy
. } aLi Aa yaid (22 .caﬂé.fﬁ;u%q: SO0 fj\(c}jk nguzggt
aLu glayQu agsSsSi lud4|-fézﬂ 2S aaé R
15 14 G{KS areéea Al GradasSa 1 I _ LIS ¥.N3z
10 that they have just the right amount of @ ¢ k% '%dz ) UL% %3)\ §§/R ;\k
10 ; A6SSiySaads 0dzi L Al |
; , L GKAY1 AG akzdz9% Yo & 138 $Ladzdglly STl
aLGQa G agSSizx i 73NN &\ 2UdzNgD AL
— s LGQa Y2 6580y AdSS PdbiR srlazNGd a
0 , Y2NB a¢SStiySaaovéalLid 2dad dGFradsSa
Not sweet enough Just about right Too sweet | N = _ . B v B PR - N B PR
al'S arAR AU ¢l a OAUUSHKI BRYR aR&NAbBHRIU
BCCX EmLC agSSuode
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| KAt RNBY 6 SNBIwaKiStfe shndpeS RY a

At SNOSLIUA2Z2Y a | NB dzy Raskids-(adathea
taste buds) seemed to have a range of opiniei®¥o (15/38)
FStd AGQa 2dzad NRIKGZ o1z
and 24% (9/38) felt it was too tart.

A LC faired betteywith a majority of 66% (25/38) deeming its

sourness just right.

OMNKOYU

Sourness
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Just about right

Not sour enough Too sour

EMCCX mLC
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Next OKA f RNBY dFoNEwlsght SaRiYeg a

A For CCX, 45% (17/38) deemed the chewiness just rightle mﬂ%

34% (13/38) found it to be not chewy enough. A Those wiho foundlij 1o be.too

iori 0 i i i chewyR A RY Q (ito have taS
A El.?évl\'/%eismalomy of 76% (29/38) felt it was Just the ”ght chew,_ it muchc ifgt all, due to _ A Most kids felt that LC was the
' UKS aZS6E 2| LIIS right level of chewiness, easy
the sample and/or the Soft I
Chews name. to swallow after a few chews
Trf:ose who feE lit wag not and comparable to gummy
Chewiness chewy enough found it bears / gummy candies
disappeared after a while. : :
45 Some described it as squishy A few felt it took a long time to
29 or slimy. Several were = chew the sample, deeming it
30 comparing it with the familiar too chewy
chew of a gummy and felt it_
2 gl ayQu Fa OKSg
20 17
15 13
10 8 7
| 2 Bl
0 [
Not chewy enough Just about right Too chewy
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US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
| KAf RNBY ¢ S NBesihk Syipldtick jo SdrrYeettns

A QCX significantly outperformed LC on this metnith the o e
nCordix ‘mm

vast majority of children @ 92% (35/38) saying CCX did npt -
stick to their teethcompared with only 76% (29/38) for LC

aLG 6138 aft ALIISNE oddiSyRERSE
aLG RAR y2i ataol dz2 Y&

Gb2dG 4 Fff dé ﬂ

Sticks to Teeth al'S &aFAR GKIG A %7\_

teeth but just slipped past and was
40 SlaGg G2 SFaog hadto

35 aDlFooé& alAR Al RAR
R AL h34
u
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TR Gb2s Al RARyQG adxrolWel S“E

w

a{KS araR ayz2a NBF s P B0



US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)

Next OKA f RNBY @®6&eNBe shrdnS\R ¥ taghe in your moutlafter
you swallow it&

A Perceptions around attertaste varied for both products.
Of note, ConCordix Soft Chews contain Choline, LC does not

A LC significantly outpaced CCX on havingpad aftertaste, mﬁﬂ%

whereas CCX was more dominant for havinpad aftertaste.
However, when it came to which brand had aftertaste at all

(good nor bad), CCX faired bettwith 39% (15/38) versus L
with 34% (13/38).

(@)

Q
—
[N
puji
SN o Sy U = ax

w

D';U( - U Z Cx D/

uSaa uEGz Al
5 SAR. NUBIED ¢

[
,%
S5
@)

o
s
C

_<
N
o
(et

Z

SN

QO g

R o> M
(0p)) I

SI\EJ 2I'-Fff
i .

sy
ax U xNJ

——>" N (D —h —

Q
o
= &
w

Aftertaste

< oS <

25

Q-
Qx

_<?
RS W

20

Q- =
= > (N
N oy
M

20

15
15

10 8

5
5 .
0

Yes, a bad taste Yes, a good taste \ No U

i i LESIJLOKQSlééll)/RO la
F FGSN) e2dz SId Aldde a2YS8S 461

F?
s
S STl Ag, yezylzdzax@é a
tA1S K2g YENB2GMNKYLLE
L FGS AdaE tA1S K2g Y 13
ga Gradgs R |1521r§JML &
(OF3 LG tSTFG O wz2ffe
YSRAOAYS F TGENIYKPE s Ag @

Q
—
c
c
QD
C:
w
Qx
—
>
—
w

ECCX WLC ' ! abzz



US CONSUMER RESEARCH CONCORDIX (PARENTS AND THEIR CHILDREN)
| KAt RNBY ¢ S NBuldiyKiSsk vobirdnbrs /RIYI / duardian to buy

you this?¢

In comparing the two brand&C outperformed CCX on this

metric. mgg

However, it is worth noting thaialf of the children in the

sudyo I 42 GF 27 mdroyld AFAR|GKSE 420 R #YhE %%aaezmoﬁ%émw@@g@a

ask their parent to buy them CCX Soft Chews upon initial ffia ) vu Ks’an Ga{KS Sye228S8R Al
4L RARYQI t)\ls A uKIdJ X0 KO (K5 fuéj
g |

1O

{

- a ‘[GJS

. a1S R28ayui 6 yu e 6,2 hk (g% VE
Ask Parent / Guardian to Buy Lida y2a OSSN aé?géoéét %vén LFLE%t@ LJf
35 G{KS ariAR akKs I-ayQu LbFBZZq}ElF%U{LbNQS%(gLSR
30 asking me to buy vitamins, but she -
g2dz R GF 1S GKAA ORGAZ pdikNBY I | YR
> 41'S &FAR b, SaH L 62.d8&R tl2 ol K kKEKSHS |
20 said that he likes them betterthanthe ¢ Sas AG Gl a3 SR NB

- 2ySa KS Slkiua y2a@sBpretty tolook at and tasted

3 4., SFKE L fA1SR Aqua'Y")\Yﬂ‘DE
. db2d alé&o6S 06S0ldasS L 29f\|q<>@00187\15 K26
> . Auda a2 alky3dege 2905 (KA&E GAG
' ] - 6 Sad Li (raGSR OSAAASOISR AFURSAKAYI
No, | would not ask Maybe, | would ask Yes, | would ask YIRS KSNJ FSSt KSI f OKe dzZNB P €

YR GKSy L gAttoég FYZUKSN 2ySde



US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
BRAND PREFERENCE AMONIEDREN

A Uninformed preferences skewed heavily to LC (76%), driven by its likeness to candy in both appearance and t

A Howeverpreference for CCX grew from 16% to 31% following exposure to product informgaibene older kids
recognized CCX as healthier and felt that was more important than a-tiaadgupplement. 11% liked both equally.

A Following the compliance test, a further shift toward CCX was evidé)( as kids grew accustomed to it over time
13% preferred both equally.

Postcompliance study:
p féSh%initialéy péertlferred tlhke Lilr?rigerf?g}]is whk;';\t | was gh/ing her G0t
. efore the study. She now likes the So ews because she got used to t
Brand Preference (Children) GFa08 YR GSEGdND®E

4. ST 2NBsusjm %ummies and she said they were really chewy wher
Child's preference (POST-COMPLIANCE STUDY) | 5 a {2Fu0 / KSga 6SNb Slaais

Gl Aa AYAGALFE, LING s W grairmushithie orflyQre

Child's preference (INFORMED): |, KS Kt

a SOSNI GF{Syd IS alea K.
Child's preference (UNINFORMED): NGNS

0 5 10 15 20 25 30 35 40

Informed:
ECCX ®mLC mBothequally d,,SéZ Y e LJN\BTSN\BYQS Kl & OK|y'3Aé|“QA¢A
UKS 2yS 0UKIO A& O0SUUSNI F2NIE&YS SUS
a es, my preference has changé&le learned that the Soft Chew is better and
healthier-A U R2SayQu Kl @S adzal NE O2yiul AyS3
OKlIyaISR KSNJ YAYR® {KS &alAR | QAft
al S auaAatt tA1S OKS [QAf / NARGUSNI

_Uninformed: N = .
aL tA1S [ QAAMU QaNRATUAUIISINEF 063SddaYUYSENI O S | NIp €
G[ UAE -L/ NRMOOSSNBO KA & 2yS 0SGGSNE AG 61 a OKSGXESNE NBYAYR
@The Soft Chews, becausaél G adSa tA1S Yly3a2 |yR gl & @&dzYYa

w
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US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
BRAND PREFERENCE AMBARENTS

A When initiallyexposed to product information A  After the compliance study>5% of parents preferred CCX over
71% preferred to give CCX over LC to their child LC, and 26% favored both brands equallya total of 84%

and 5% favored the brands equadya total of preferred either CCX or both brands equally
76% favored either CCX or both brands equally A Preference for LC was based on their child not enjoying CCX _
A Their preference for CCX was driven by the A 1y2y3 GK2aS o6K2 KI@S aKAFTGSR
perception that it ihealthier, more beneficial ON} yYRa SldzZtteQy
and contains less sugmompared with LC. A Some with multiple children: LC would be ideal for their
A Those who did not favor CCX didreluctantly, | young child, CCX for the older one(s)
RdzS 02 UKSANI OKAf RQa auNZy 3IA LB6H feidNdonipiancd @hied i§ Key fdf parents
dislike of CCX upon initial tridhey expected A LC s easier to start kids on because of its taste/appearanc
polor complianceand that guided their while CCX is healthier for them
selection. A Rotating the two brands (LC as a weekend treat, CCX as tl
weekday dose) will keep things interesting for their child
Brand Preference (Parents)
Informed: PostCompliance Study:
G¢KS {2F0 /KSsa 2yS A& 6l & _ G¢KS {2Fi0 / KSsa.
KSIfGKASNI I YR 0 S TT"SNF " NI ey _ i because it is easier to eat and
GCKSNB Aa 6Fte fSaa adaAlN Ay (KS the ingredients are betterfor
Soft Chews, and | want to , Ye FrYAteaoe
minimize the sugar she eats . A _ a¢tKS {2Fu / KSga |
SALISOAFEER Ay @K G Y XU sgrence INFORMEDY _2 sugar, and after a few weeks
G58FAYAGSEE GKS /2y/ 2NRAE {270 she got used to them and
Chews is better. It absorbs ) . . o 5 10 15 20 5 30 a5 a0 aul NOSR 02 tA]
0SUGSNE R2SayQi| 32 aidktsS IyR
Aay Qi O2FdSR Ay &adzal NIé mCCX mLC mBothequally 67



COMPLIANCE TEST




US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDIff |

About the Compliance Test Methodology:

The Compliance Test followed the Preference Test during the study.
For the Compliance Test, participants were instructed to use the ConCordix Soft Chews that were shipped to
them ¢ the same Soft Chews used for the Preference test.

Over a 4week (28day) period, parents were instructed to give their child one ConCordix Or@goft Chew
with DHA and Choline each day over the course of four weeks, then share with us the outcome and their
experience in a daily diary housed on the online research platform.
Following the Compliance Test, parents answered a series of questions to debrief on, and summarize their /
GKSANI OKAf RQa 2@SNItf SELISNASYyOSd
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US CONSUMER RESEARCHE CONCORDIX (F_’ARENTS AI_\ID THEII_? (_ZHILD_REN)_
Parents overwhelmingly described their participation In

the Compliance Test asf@sitive & rewarding experience.

SO, HOW DID IT GO?

A Vast majority of parents in the study described theerall journey of the Compliance Test as a
favorable one for both themselves and their child

A Several kids enjoyed the supplement from first trial, while many others (those who did not initially
like it) got used to the unique taste and texture after the first week or.9y the end of the stuc
many wereproactively asking / reminding their parentfor their daily Soft Chew.

A After some time, some older kids (including some who initially disliked ConCordix Soft Che
first taste) weretaking it daily without parents prompting themand this made parents feel go
about their child exhibiting a sense of responsibility & proactively taking care of their own h

A Parentswere pleasedfor multiple reasons:

V Together with their child, they successfulistablished a daily supplement routine
Vazal 2F (K2aS 1ARa ¢KpewRAKRy®drtinieA {S GKS
A Regardless of taste/texture appeal, they took it daily => big relief for parents
A Kids felt a sense of accomplishment / pride for taking it daily
V Their child was getting@ 32 2 R R 2 & SZdailg, and paredsFeélt good about doing _ )
AZ2YSUKAY 3 LI2ZaAuUAGBS T2NJ UKSANI OKAt RQa KSIFftuK
V They had thepportunity to teach their childabout taking care of their health
V Somenoticed an improvementt Y G KSANJ OKAf RQa O23yAGADS FdzyOQliAz2ysS FoAf AL
V Some said (unprompted) theackagingwas great userfriendly and portable / convenient,
much more so than what they are used to (jars of gummies typically) 70




US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
The results of the Compliance Test yielded an impressive

99%compliance ratewverall.

4-Week Compliance Test Results

11 (1%)

WYES, my child took the ConCordix Omega-3 Soft Chews with DHA and
Choline today

@NO, my child did not take the ConCordix Omega-3 Soft Chews with DHA
and Choline today

38 participants took part in th€ompliance Study,
over the course of 28 days => totaling 1064 total
occasions.

99% of occasions were successiwhereby the
child took / consumed the CCX supplement.

1% of occasions (11/1064) were unsuccessful
resulting from:
A (Most) Parents forgetting to packfiir an overnight
stay outside of the home / disruption to routine

A (A few) Child feeling unwell that day and either
refused to take it as a result, or the parent opted not
to give them any supplements on that day because
they were not feeling well

71



US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
Out of the total supplement occasion§0% were a

positive or neutral experience for thehild.

A As the study progressedhildren grew accustometb the CCX Soft Chews, amegative experiences declined

A A majority ofthose who did not like it on initial taste got used to d@ver time, and mangnjoyedit so much after a
while they asked their parents for it / reminded them for their daily dose.

A By the final day of the compliance test, only 2¥88) of kids found the experience of taking it to be a negative on

Child's Daily Experience Child's Daily Experience
(Total for study) (At beginning, middle and end of study)

106 (10% 29

16 15

22
14
15
10 7 7
o [ [

Day 1 Day 14 Day 28

W Positive @Neutral @ Negative W Positive B Neutral B Negative

S KS gla Oldzatte FalAy3a YS F2NIAG FFASNIKAa oNBF1FlLaad Iy
'.F

g Wwould say mrqaybe the first week was g little rough as he would complain about the taste. After the first week he stopedicgrapbut the taste. By
u
3{] NEBIffe SVBQéSIV?h
y

Gad azy _ SR GF1Ay3a 2yS 2 idKS édzLJI__Jf_éYéYﬂﬁidtBa@tSeM%pl%lerﬁqu |
just slip down his throat and, it never got stuck in his teeth (which was something that has bothergd him in_the pasewstipptements). He liked 72
UKSY Sy2dzaK 02 lal YS T2N 2yS SOSNE Rle YyR RAR | 3I22R 220 2T NB°



US CONSUMER RESEARCH: CONCORDIX (RARENTS AND THEIR CHILDRE é K

Parent) S ELISNRASY O S thanzhatoof thei
child:92% of parental Ooccasions were a posmve Or neutr:
OnNe out of the total # of times they gave their child CCX Soft Chews, skewing
more to positive and less to neutral vs. kids.

A AstheirOKA f R NJS)/Qa SE loie e SoyireeSf the ¥drdpBN@eSddt,2 RAR (G KS LI NBY
¢tKS atAaKiIfte KAIKSNI WLRaAAIGADBSQ SELISNASYOS |yz2y3a |
child may not have always loved the consumption mompatents felt good about their compliance general. If
I OKAf RQa SELISNASYyOS g1 y' S dziioNudsd +Xomplirgd Niappdt phi@ny (i Q &

Parent's Daily Experience Parent's Daily Experience
(Total for study) (At beginning, middle and end of study)

25

20

15

10

s i
0 |

Day 14 Day 28

84 (8%

WPositive  @Neutral ENegative W Positive M Neutral B Negative

G¢2RFe KSNJ SELISNRASYOS 61 & ySdziNI ftd { KS RARY QiU O2 YL} kritndswasipisiivep dza
0SOlFdzAS / KFINXYAS KFIR y2 AaadzSa dGF1Ay3 GKS &adzi) SyYySyid FyR AG 61 a
73
GLO o6Fa ySdziNIf F2NJ KAYI AdGQa NRdAzZiAYyS y2eXd ¢KS Y2YPaNE AR 2 RLIFEN



US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
88% of total occasions were struggfee, while 12%

presented some pain point or challenge Tor parents.

A Most parental moments of struggle occurred at the beginninghen some children were not overjoyed about
taking a CCX Soft Chew => thsisaggles tended to diminish as kids grew accustontedaking the product,
getting used to the taste/texture as well as the daily routine over the course of the compliance test.

A Later during the study, when a pain point emerged, it was generally on days whehilthevas cranky / unwell

A There were very few children who still strongly disliked the taste / texture of CCX Soft Chews by the final day -
their parents therefore had a negative experience throughout as well.

Struggles or Challenges Experienced by Parent Struggles or Challenges - Parents
(Total for Study) (At beginning, middle and end of study)
126 (12%) 40 35 35
35 31
30
25
20
15
10 7
3 3
W NO issues today Z . [ ] [ |
@YES, | encountered challenges or struggles today while giving my child a Day1 Day14 Day 28
ConCordix Soft Chew B NO challenges today ~ BYES there were challenges
G/ FNBE2Y 66L& | fAQGGES ONIXyleée GKAA Y2NYAy3I: az KS & |after JoiBetiomihe yhatle ai 2
3J22R OK2AO0OS FyR (G221 KAia OAGFYAY FFOSNI It oé
a1'S R2SayQi tA1S GKS GSEGAINBE FyR GKS FilI @g2NE a2 »rés$IEakd NR (2 .3
G¢KS 2yfte aaGNXzZZ3ItS 6S KIR gla 6KSYy KS grayQid FSStAay3a 22 ¢Sttt |y



US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDRESJ

The Compliance Studyn their own words

It was a great and positive experience! | was very happy that my son !onestly, it went great, and it did change because my child was

was getting extra DHA in his daily diet and we made a great routine
out of it by taking the vitamin every morning with breakfast. Carson
RAR ANBIUH 1 SQa 2yfe nod L Y a
morning | think there were only a couple of times out of the whole
four weeks that he had issues taking it but overall, he liked taking it
every morning and was very proud of himself in doing so. Overall, th
whole experience was very positive but one thing that really stuck ou
to me was how accomplished Carson felt while taking these vitamin
SOSNE Y2NYyAy3ad ¢KS FTANRU UAYS
couple days to get use to it but after that he was so excited to take it
gKAES gl UOKAY3I YS OKSSNJI KAY 2V

The experience was great. Givikgtaleah the Soft Chews every day
was super easy. Never had issues. She even commented that it tast
great because the first time she took one she said it taste different bu
everyday she took one she got used of the tdsitaleah enjoyed

taking the supplementit looks unigque and different than the regular
gummies she was taking before. And she knows it makes her health
and not get sick especially with Covid she needs the nutrition and
vitamins. | had no issues giving it to her daily. She took it everyday, a

it gave me a sense of relief that she is protected, and she is getting th

getting the supplement out in her own without being asked or havin
me do it for her so that was nice. Having her be excited to take it ar
@idnny e inithRedeR hepown wag aypleasaniNd Bablly vgs3 A
happy and motivated to get up and go, and get the supplement eac
morning on her own and take iShe really enjoyed it taking it every
morning. The positive was seeing my child taking responsibility for
her own health and taking the task seriously. It was so nice to see t
motivated and so happy to take her supplement without any

S petspanich Romime. We §id rRtieRpgriante anyichaiengediin takiy
the supplement just a couple of late mornings due to volleyball
U BdzBY BY PP WNR PEINRP dzR 2 F KA YASE FHE

In the beginning Emma would insist on having some water with it bt
then it grew on her and she took them just like a regular gummy. W
made it routine to take it every morningve did wind up taking it )
tFUOSNIAY UKS RlIle | O2dzLldt S 2F% U
day. The experience was gredte liked it | had no problemiske a
ueLIAOFt 1AR aKS alAR AuQa FAYS
mornings when almost forgot.he highlight wasedting a routine _
FYR 1y2¢gAy3 LQY KSf{t LAY WWerealy Had d
y2 Aaadz$Saode

GAGFYAya aKS ySSRaod !'yR YF{dFfSIK {(y2¢a GKIG AdGa 322R ?2NJKSN%é



The Compliance Studyn their own words

US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDRE

| had a positive experience. While she initially did not like the
texture or taste, she got used to it and took it on her own each
day.She never complainedlike that she had the independence
and maturity to take it each morning, or actively. It made me

Although Charlie didn't give me any issues taking them, the
consistency caught her off guard. This supplement is made completel
different from other supplements we've given her (or that I've seen
before). But with time she became used td hie consistency threw
(harlie off at F, but she got used to it. And she really liked the smell happy that she did what she needed to do without my
of them Charlie liked opening the supplemektsually, | would give promptlng UnI|ke nagging her to pick up her room or wash her
her all her vitamins but | she liked the packaging because it made her R A f (D £,

FTSSt fA1S F o0A3 IANI> FyR aks oM a"ANEIR LF Rsna st 7os

At first it was a bit different giving my child this type of supplement. | had never used this kind with t was a little bit of a struggle in the
son, and | wasn't sure how easy it would be to use and if he would like it. | was pleasantly surprised@s 5 S3 A yy Ay 3o |t 8aa
began giving the Soft Chews to my child every day. | ended up really liking the kind of packaging th aking thém but conceded in the
they came in. | found it to be easy to pop out of the package and give to my son. | was also pleased@vitBnd. She needed a few reminders
how well my child liked the taste and texture of the supplement. That is always something | conside@BSis,t took them after all. But towards
mother. For the most part, it was easy to remember to give a supplement to my son evevly day the end, she asked for them herself
really enjoyed taking one each dalye liked the flavor, texture, and how easy it was to chew. He said FSe GAYSaX L GKA
that the supplements just slip down his throat and it never got stuck in his teeth (which was somethifly to taking it. She gave me some

that has bothered him in the past with other supplements and vitamins). He liked them enough to asf§ ssues a couple times but took them
me for one every day and did a good job of reminding me if | ever forgot. One of the first highlights fl iy the end. The highlights or me

me as the parent, was the packaging. | liked that it was easy to separate a single supplement from tle \vere when she asked for them

rest. Each little blister was durable and yet easy to open with light pressure from one or two fingers. @ \vithout me prompting. She willingly
also liked that they were portable and easy to slip into a bag or backpack. | also appreciated that thell 50k them, and it became part of her
supplements had a child friendly flavor that my son enjoyed. The texture seemed easy to chew. ForByNp dzii )\

azyszr GKS FawLlsSoda ddKFiG KS Syez2eSR Y2aid ¢SNB uKé\I %\ I\Yljsza FEl 02N |
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The Compliance Studyn pictures
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US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDIf |

A bit of context for this section:

Following the randomized tasting and comparison of the two brands, the participants were provided some
AYF2NNYIEGA2Y Fo2dzi SFOK 2F GKS G662 LINBRdAzOGAY |/
The information was presented in two parts: first a video about ConCordix, then a chart comparing various
attributes of the two brands.
Participants and their children were asked about their brand preference following exposure to the information =

0KS NBadzZ §a 2F GKSANI LINBFSNByOSa | NB adzYYl NRI
Reactions to the product / brand information presented are captured in this section of the report.
In addition, following the Compliance Test, parents were asked about the likelihood of purchasing and
recommending CCX Soft Chews in futgralso summarized in this section.

A note of cautionalthough the results have been quantified in this report, the sample size was relatively small
(n=38) and thus may be somewhat limited in statistical significance.

79



US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
Reactions to the ConCordwdeotend to be positive

overall, though not surprisingly, it carries more meaning tt
parents versus their children.

Al KAt ReNf®Ons@ta the video appears to heutral-to-
positive. Their comprehension of the details is limited and varies
based on their age, but their general overarching takey
tends to be thathis product is good for their health.

A Parentsgenerally find the video to beformative, compelling
andhelpfulA Y dzy RSNER Gl yYRAY 3 GKS LINE
and benefits, though many also found it a bit too long.

I The 95% compliance rate, ease of taking, no need to take
multiple supplements and details about the packaging tend
to be the most memorable and relevant details.

i Some find the oil/water detail to be ey&pening and After watching | think it is showing how taking 1

informative, while others deem it confusing. Soft Chevsupplement is easy and effective. You do
. . . . . . not need to take multiple supplements to achieve
I The parent juggling a lot of things at once is described as a GKEG GKS {2Fd / KS6a OF yo
relatable moment by many. this long. But it was helpful for me to understand
gKe& (GKA& Aa a2 YdzOK 0 Sisj S




US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)

The following product attribute table was provided to participants as stimuli.

e
[ QAf / NA-BGuBINES hYS3t ConCordix Omega Soft Chews with DHA and Choline

Contains 4g sugar Contains no sugar
Sugarcoated Not sugafcoated
Contains 20 calories per serving Contains 5 calories per serving

Contains 100mg Omegha(50mg per gummy, 2 gummies per serving)  Contains 355mg of Omega(1 Soft Chew per serving)
May stick to teeth Easy to chew and safe to swallow

Packaged together in bulk in a plastic jar / container Individually and hygienically packaged to protect product against the
harmful effects of oxidation

Will degrade and decolor after opening of the container Quality remains stable throughout treheflife

44% enhanced absorption of active nutrients
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US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
Many childrenare unmoved by exposure to product
iInformation, maintaining their preference based on taste
But some older kldsAogt for ConCordix Soft Chews despit
taste preference®d SOl dzaS AudQa aoaKSI ¢

A Upon exposure to the product comparison information, many £ Py
children areindifferentci KS& GSyR G2 0S5t ASC &
are still good for them because they are a supplement. '

A Many stand by their uninformed preference based on taste and
texture => often, though not always, favoring LC.

A Howeversome older kids (8.2) understand and value the MNP
advantages of CCver LC as presented and alter their preference |
CCX following exposure to these product attributes, even though =~ &
some still prefer LC in terms of taste.

He now prefers the He likes theQ @rifters gummies {KS adGArAtt tA1PESNORYEASSNI A A
ConCordix Soft Chewde because they taste better and are Critters, lecause it is Critters because it taste
said he knows this one is still good for him from what he can sweeter , taste like sweet and yummy, but she
better for him, although he understand from the table. Even candy, and the picks the Soft Chews
auAtt Al Sa UKS g thsu§hohas yharésaigar and texture is, like a . because its no sugar and

f a
GFraagsS oSaidSNWe OFft 2NASE AGUE a0Af 3¢ GSNBro¥l W&K®BS t KA SNI F 32N



US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)

Most parentschoose CCaver LC after exBosure totproﬂuc
e minority who

NE agl o0e UK:

A After seeing the product informatiomajority of parents prefer to give
i their child CCX over LC
A CCX is unanimously recognized as the healthier option for their etld
more efficacious, contains less sugar than LC, does not stick to teeth,
easier / safer to eat, is individually packaged and has better absorptio
A Theminority who do not favor CCX do so reluctantly, due to their
OK A f R Qaf CaXuugon initialSrial.
I Among them, arexpectation of poor compliancegbased on their
OKAf RQa AYAGAIf atBhbgaBabhatigho G2
selecting CCX as the preferred brand.

Information com}Qarlng the two brands T
Tl @2 NJ
texture.
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US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
§AldeCD Among parents, thedmega3 content per serving,
ollowed by no sugar contenemerge as the most
compelling product benefits of CCX.

Q: Which of these product benefits is the most important to you? Select one.

Soft Chews have a high dose of Om&gampared to the Lil W B . _—
I NAUGUSNR® ¢KFEuQa AYLRZNUIYyU 0SOFdzasS N%”ga,,c&éd"iﬂ gZdzt R 0S O2yadzy gy 3
his body would be absorbing more Omeag#® ¢

‘ Contains 5 calories per serving .

I This is the main reason for taking the supplement, the higher Omeg@persewn

I The single most compelling item to me is the fact that the ConCorg —— 0

3 concentratiorg it is always a key point in giving the supplement to
the child, in hopes that they absorb as much as possible (unless it is ) )
proventhattoomuchomega A & | RSUNAYSY U A Yoy oo e

product against the harmful effects of oxidation

Easy to chew and safe to swallow

Quality remains stable throughout the shelf life -
I Contains 355mg Omegb)}lVSoft,CheAw er servirldike thatithas, == o S
alotmoreomegm YR GKSNBF2NB Aa o5aascrrexve B ( Ro:

None of the above

| like that there is no sugar or artificial sugars. | feel this is most [
|mEorta,nt- sugars can make her hyper and cause cavities. Also, | like . i ~
UKIF O | RAFOSUAO OKAfTR gAff OSYSTFAU FNRY cUKSASHDE e w0 =2 uw w6 w® »

lcOntainsnosugaurKS TIOG GKFG AG Aa &dalFNI FNBS Aa F Kdz3S o2yda G2 YSoHe



US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
(Aided) In addition,enhanced absorptionindividual

packagincandstable qualityare commonly viewed as
Important secondary benetits.

Q: h addition to the one you selected for Q1 (do not select the same one here),

whichother product benefits / attributes of ConCordix Omeg&oft Chews with

DHA and Choline amso importantto you? Select as many as you feel are relevanl

Contains 5 calories per serving

Easy to chew and safe ta swallow

ndividually and hygienically packaged to protect
roduct against the harmful effects of oxidation

Contains 355mg Omeg(1 Soft Chew per servin_
8

Quality remains stable throughout the shelf life

44% enhanced absorption of active nutrients

None of the above

Other - please specify

g2NNE UKI U

have to

I like that it is individuallyand hygienically packaged. | don't hav
' Augé OgVUI G SR®E

I'think it is unnecessary for a child to have sugar in their daily vitamin.
would prefer my son to take a vitamin that contains no sugatr. | like tha
it helps to absorb nutrients into her body. Since my daughter doesn't
know how to swallow pills yet, being safe and easy to chew is importa
to me. Contains 355mg Omega(1 Soft Chew per servingjore than

the otherbrand.L YLINS daa A OSHE

H gAYy 3 | adzlJlJX SYSyu uoKFuQa Aa al
Pose a chocking hazard. Being individually packaged for freshness an
rom harmful effects of oxidation is imloortant to me because oxidation
can damage molecules in our cells. Also having something that remair
stable throughout the shelf life is important because | would not have t
worry about Jt being good or lasting throughout the time we use the
LINR RdzOU & ®¢
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US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
(Aided) Calorieg pger serving is Eercelvgd by some as not
relevantz . 0.S OJ dza J- NBy ua., R?2 FXAQ
OKAt RQa OFft2NASax |yR UKS
deemed negligible.

Q: Whichg if anyc¢ of these benefits / attributes isot at all important or
relevantto you? Please select as few or as many as applicable here.

e

I Galories are not that big of a deal to kids when it comes to a oo
adzlx sysyosoe®e 0 Tmeel T T DO 1

Contains 355mg Omega(1 Soft Chew per serving).

I L O Y y 2 l:l 2 y S ) l:l 2 Qg dZ}/ l;l O |; f 2 N.Ji\ S é Easy to chew and safe to swallow e Y A y
RIOAy3 b %58 REsayll NbHItE Of Vil e e
o B N = = . . Quality remains stable throughout the shelf life | .
aL FSSt¢ uKFGOG I f ¢ 2F U0KSa 00N S Y S
don't believe that | could say that any of them are "notatall 4% enhanced absorption of active nutrents
AYLRZNIUIFYU 2N NBtSOFIyub 02 YSoE

Other - please specify

I'don't mind if it has a little bit of sugar to sweeten it. | would be
more concerned if they used a sugar supplemendiké Sy RIF d¢

0 2 4 [ E 1
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US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
Aided) The most promlnenth_f%erentlatm benefits of

CX are thendividual packaging followed byenhanced
absorption. No sugar and the Omeg@ content are
occasionally mentioned as unigue.

Q: Which of these product benefits do you feel are the most unigue to Soft Chewfl, | (i K 7&)/1] lftf GKS&S NS AyONBRAOG
O2YLI NBR 6AGK 20KSN SKupplefsibySelct sfeSarl 0t S hYSIt
2

as many as applicable. o . o P o -
2al GAUFYAYya 0KF U caneiddjarldozNIO K |
ividually sealed. | think this is a positive attribute to the Soft
t

Contsins no sugsr

0Os5Y

ind
hews because it also helps keep the product fresh, last Jonger on
.KS T YR KStLla FTNRBY LIZ2USYUALl

I 9% enhanced absorption of active nutrientshink this is the

QX<

Not sugar-coated

Contains 5 calories per serving

most unique because it releases into her Gl tract faster than a
normal vitamin would. | think it's a great thing for_her, and_that the
AUl YAYa ¢2dzf R 0S 1jdzA Ol | OuUAy3

Contains 355mg Omegfa(1 Soft Chew per servin

Easy to chew and safe to swallow

Tndividually and hygienically packaged to protect
roduct against the harmful effects of oxidation

I
S

l L R2y Qi GKAY] LQOS SOSNI asSSy |

Quality remains stable throughout the shelf life

) ¢KS aLS00Ga 2F GKS {2FiG / KSsa
contain no sugar and that they are |nd|V|duaIIyJoackaged. | have ru
across very few Omegasupplements that are esi?ned for kids
that are low in su%ar. I appreciate that there are efforts being made
to meet the need for low/no sugar supplements for kiggsothink
UKIFUO UOKS AYRAGARAzZEEfeée LI O IS

MNone of the above

Other — please specify



US CONSUMER RESEARCH: CONCORDIX (PARENTS AND THEIR CHILDREN)
Following the compliance test4% of parentdn our study

are (very likely or somewnhat likely)otivated to purchase
CCX Soft Chews In future.

A Most parents voice interest in purchasing CCX
following participation in the studg based on:

V All the compelling benefitdhey learned about it

2 V Already have daily routine established
24 . . . . . .
V Confidence in compliancdue to experiencing it
% over the 4week period

V Somenoticed an improvementA Y { K S A NJ
behavior or cognitive function

o V Easy to use, stayesh, portablepackaging

V Several told us therhild has proactively asked to
; keep taking itafter the study ends

5

- | . V Somewant to buy it for their other (often the
. _ : _ _ older) child,despite the one who participated in
Qi oo the study not having enjoyed them
e i e v A The few that are unlikely to buy CCX recognize
UKS ONFYRQa O0SYSTAUaZz
they could buy it for their child.
i However, they are opting instead by the brand

I will for sure buy this for Carson in the futuia one he already has the routine down %1?<Ir7f:F%IIdRIIIg(2e§ taking fDO.!G%e-’ I'_Daseg On_{théellré .
packed taking it every morning with his breakfast and it has many benefits to his_health. N~ a ulaus : y u 88“ |
LiQa gl & O0SUUSNI F2NJ KAY UKIYy ¢gKId KS gla 0F1Ay3 0ST2NBHE




US CONS_UI\/IER RESEARCH: .CONCORDIX (PARENTS AND THEIR CHILDREN)
Following the compliance test{4% of parents would

definitely recommendCCX Soft Chews to other parents.

A Willingness to recommend the brand is largely driven by
the same factors that motivate purchase intent, as 1 | pould notrecommend
captured on the previous slide.

A Among aminority of parents,factors limiting their
inclination to recommendCCX to others center around
concerns about the taste / texture:

i Their child still prefers LC and /or dislikes CCX, thus
they are concerned if they recommend it to other
parents that child might also not like the product.

| would recommend the supplement to other
parents especially because of the h|?h
nutritional content and the amount o

MAYEE, | would recommend it
8(21.1%)

| would definitely
recommendit's not

| would definitely recommend

only a very healthy 3th be found withi hink <
supplement, but kids omega3 that can be found within. | thin it. It's easy to eat and store and LQY 2dzai _ y2
(or_at least mine! overall it has a decent taste to it as long as has S?\ many beneﬁts for your 20KSNJ 1 ARE
NEFfte SyeczBataddhhb y2iu UKAY1AY3 A U Ol'y'Re ®é 8



US CONSUMER RESEAR_CH: CONCOR_DIX (PARENTS AI\I_D THEIR CHILDREN)
Consumers unanimously find theackaging of CCX Soft

Chews easy to open / handlandunique for the category.

A None of the participants had any noteworthy struggl@s getting a
Soft Chew out of the blister pack.

A In fact, despite our instructions for the parent to open it, several
parents had theichild get the supplement ouinstead.

A The experience of getting a supplement out was frequently
described aast, easy and effortless ¢

A9@dSy LINA2NJ (2 SELRAaAdNE G2 [/ - Qf
explanation for the packaging, consumers assumed it is packed this
way to maintainfreshness make itportable, keep ithygienic and
make iteasy enough for kids to handMhich fosters a sense of
independence in them.

A A few had aninor challenging momentwhen they found the
& dzLJLJ SY Slypmeryﬂ |- - Skl Raut of the opened blister pack
However, this was just upon first use, due to lack of familiarity, and
they were prepared for it when accessing subsequent doses.

Pictures on this page are stills taken from videos each
participant made as they opened CCX for the first time.

child to_be able to open their own vitamin and not stress the out with no issues at all. | think they made |t like this to keep it andoo

A child can open this on their own. | think they made it easy for g It was super easy to get the supﬁlement out of the package. ItPopﬁed right
res
LI NByido 'fa2 GSFOKAy3a GKSY AIP{B[LJSyPQéyéEeb@ G2 GF1S 2yS gAGK &2 dzx
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