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FORWARD LOOKING STATEMENTS

This presentation contains forward-looking statements made pursuant to the safe harbor provisions of the Private Securities Litigation Reform Act of 1995. 

Words and expressions reflecting optimism, satisfaction or disappointment with current prospects, as well as words such as ñbelieve,ò ñhopes,ò ñintends,ò 

ñestimates,ò ñexpects,ò ñprojects,ò ñplans,ò ñlook forward to,ò ñanticipatesò and variations thereof, identify forward-looking statements, but their absence does 

not mean that a statement is not forward-looking. These forward-looking statements are not guarantees of performance and actual results could differ 

materially from those contained in such statements. These forward-looking statements are based on our current expectations and beliefs concerning future 

events affecting us and involve known and unknown risks and uncertainties that may cause our actual results or outcomes to be materially different from 

those anticipated and discussed herein. These risks and uncertainties are discussed in greater detail in our Annual Report on Form 10-K and Quarterly 

Report on Form 10-Q under the caption ñRisk Factorsò and in other documents filed by us from time to time with the Securities and Exchange Commission. 

We caution you not to place undue reliance on the forward-looking statements contained in this presentation. All forward-looking statements are based on 

information currently available to us as of today, and we undertake no obligation to revise or update these forward-looking statements to reflect events or 

circumstances after the date of this document, except as required by law.

Statements made in this presentation and appendixes have not been evaluated by the Food and Drug Administration. LifeVantage products are not 

intended to treat, cure, prevent or mitigate any disease. The statements in this presentation are for investorsô educational purposes only.

Safe Harbor Statement 

Health Claims Disclaimer



LifeVantage is a pioneer in Nutrigenomics - a new 

science dedicated to cracking the human aging code.  

We agree with leading researchers that extending human 

life is inevitable. However, we believe that in order to truly 

enjoy extreme longevity, we need to biohack both our 

physical and financial health. That is why we have 

combined our pioneering nutrigenomics efforts with a 

powerful entrepreneurial vehicle.

Our products are sold exclusively through that 

entrepreneurial vehicle - our network of independent 

distributors.

THE COMPANY: 
LifeVantage (NASDAQ: LFVN)
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T R E N D S
I N D U S T R Y
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FOX NEWS

A U G U S T  2 5 ,  2 0 1 7

ñNutrigenomicséis changing everything. Where we 

once thought we were powerless is now an area 

over which we have at least some control. The ability 

to use nutrition to affect our genes means that we're 

no longer at the mercy of our DNA.ñ

THE TODAY SHOW

S E P T E M B E R  1 2 ,  2 0 1 7

ñThe latest trend in nutrition isn't a fad diet or newly 

discovered supplement; it's your DNA.ò
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NUTRIGENOMICS

P R O J E C T E D  M A R K E T

ñNutr igenomics market is 

expected to reach 

$17,313,500,000 

by 2023.ò

M A R K E T  R E S E A R C H   

F U T U R E
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ADDITIONAL TRENDS

L I F E V A N T A G E

M a r k e t  t r e n d s  r e l a t i n g  t o  s p e c i f i c  L i f e Va n t a g e  p r o d u c t s .

A N T I - A G I N G

2015: $140.3 bn

N r f 2 ,  N R F 1 ,  

Tr u e S c i e n c e S k i n  C a r e

2 0 2 1 :  $ 2 1 6  b n

S K I N  C A R E

2015: $121 bn

Tr u e S c i e n c e

2 0 2 1 :  $ 1 5 4  b n

W E I G H T  L O S S

2015: $158 bn

P h y s I Q

2 0 2 1 :  $ 2 4 1  b n

N O O T R O P I C S
( B R A I N  H E A LT H )

2015: $2.3 bn

A x i o ,  N R F 1

2 0 2 1 :  $ 11 . 6  b n

Sources: Statistica, Research and Markets and Stratistics MRC 



The rise of the health 

activated individual

Ṝ Rapid democratization of genomic and other 
personalized health data is giving rise to a new 
wave of health-conscious individuals

Ṝ More than ever, education and understanding of 
oneôs own health is becoming widespread

Ṝ Individuals will research, measure and manage 
their overall health much like their personal 
finances

Ṝ Millennials have become a major driving force, 
empowered by ready access to genomic testing, 
health tools and a social network environment 
filled with influencers, all with a desire to hack 
the code to a healthier lifestyle 

Ṝ These trends have led to the emergence of 
ñBiohackingò

Ṝ The art of hacking your biology using 
natureôs built-in mechanisms to stack the 
cards in your favor and become the best 
version of yourself 

Ṝ Bio-hacking is using science and 
personalized results to take control of and 
upgrade your body, your mind and your life

Ṝ Our mission is to ñBio-Hack the Aging Codeò 
through the relentless pursuit of science-based, 
nutrigenomic products with the intent of helping 
our customers live longer, healthier lives

TRENDS
LifeVantage is a biohacking company. Using 

nutrigenomics to hack the human body for 

increased health.

Biohacking
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HOW WE GO TO MARKET
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DIRECT
SELLING CHANNEL

A large global sales channel ideally
suited for our products

Ṝ Global sales of $183 billion in 2016

Ṝ CAGR of 5% since 2013

Ṝ More than 107 million direct sellers worldwide

10Source: World Federation of Direct Selling Associations



Source: Direct Selling Association

DIRECT SELLING (US)

S T A T I S T I C S
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Current LifeVantage Market

North America: $37.8 billion
ÅWellness: 34%

ÅCosmetics & Personal Care: 17%

ÅHousehold Goods & Durables: 14%

Source: Direct Selling News, 2015 data

Western Europe: $29.5 billion
ÅWellness: 34%

ÅCosmetics & Personal Care: 16%

ÅHome Improvement: 13%

South & Central America: $25.2 billion
ÅCosmetics & Personal Care: 62%

ÅWellness: 21%

ÅClothing & Accessories: 8%

Asia-Pacific: $84.1 billion
ÅWellness: 41%

ÅCosmetics & Personal Care: 29%

ÅHousehold Goods & Durables: 13%

ROOM FOR GROWTH

L I F E V A N T A G E

D i r e c t  s e l l i n g  r e g i o n a l  s a l e s  a n d  t o p  3  p r o d u c t  c a t e g o r i e s .
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WHAT IS GOING TO DRIVE GROWTH?WHAT IS GOING TO 
DRIVE GROWTH?
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