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FORWARD LOOKING STATEMENTS

Safe Harbor Statement

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 aevaea,®aippopas meniir
Nestimates, 0 Nexpects, o nprojects, o Aplans, 0 nl oo Kooking statementd, but their absdneemdes c i pat
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

Reporton Form10-Q under the caption nNnRisk Factorso and i n ot her ddé&achange Gammission.l ed by
We caution you not to place undue reliance on the forward-looking statements contained in this presentation. All forward-looking statements are based on

iInformation 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.

Health Claims Disclaimer

Statements made in this presentation and appendixes have not been evaluated by the Food and Drug Administration. LifeVantage products are not
l ntended to treat, cur e, prevent or mitigate any di seasparposesbny. st at ement s |



N
1
-




T RENDS




AUGUST 25, 2017

AR il W) FOX NEWS
N“'IH"G['N“'M'BS NNutrigenomicséis changing ev

THE SCIENTIFIG STUDY OF THE INTERAGTION OF NUTRITION AND GENES.
ESPECIALLY WITH REGARD TO THE PREVENTION OR TREATMENT OF DISEASE. once thought we were powerless is now an area

ﬂﬁ £ A over which we have at least some control. The ability

D1AGNOSTICSRAN AR ABLESANN 67N 0N IS RN, to use nutrition to affect our genes means that we're

no longer at the mercy of our DNA. i
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PROJECTED M ARKET

NUTRIGENOMICS

MNutrigenomics market Is

expected to reach

$17,313,500,000

by 2023. 0
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LI FEVANTAGE

ADDITIONAL TRENDS

Market trends relating to specific LifeVantage products.

ANTI-AGING SKIN CARE NOOTROPICS WEIGHT LOSS
(BRAIN HEALTH)

Nrf2, NRF1, TrueScience Axio, NRF1 PhyslQ

TrueScience Skin Care

2015: $140.3 bn 2015: $121 bn 2015: $2.3 bn 2015: $158 bn

2021: $216 bn 2021: $154 bn 2021: $11.6 bn 2021: $241 bn

Sources: Statistica, Research and Markets and Stratistics MRC




TRENDS Biohacking

LifeVantage Is a biohacking company. Using
nutrigenomics to hack the human body for
Increased health.

The rise of the health
activated individual

Rapid democratization of genomic and other R These trends have led to the emergence of
personalized health data is giving rise to a new ANBi ohaoking

wave of health-conscious individuals _ | |
R The art of hacking your biology using

More than ever, education and understanding of nat ur e-mmsecbanisnls to stack the
oneds own healwdbspread becoming cards in your favor and become the best

. . version of yourself
Individuals will research, measure and manage

their overall health much like their personal R Bio-hacking Is using science and
finances personalized results to take control of and

_ _ _ o upgrade your body, your mind and your life
Millennials have become a major driving force,

empowered by ready access to genomic testing, R Our missioHaclk tlme nMgiong Codeo
health tools and a social network environment through the relentless pursuit of science-based,

filled with influencers, all with a desire to hack nutrigenomic products with the intent of helping

the code to a healthier lifestyle our customers live longer, healthier lives






DIRECT
SELLING CHANNEL

A large global sales channel ideally
suited for our products

R Global sales of $183 billion in 2016

R CAGR of 5% since 2013
More than 107 million direct sellers worldwide

: World Federation of Direct Selling Associations 10



STATISTI1ICS

DIRECT SELLING (US)

PEOPLE INVOLVED IN DIRECT SELLING

(in millions)
PEOPLE INVOLVED BY AGE

2016 20.8
2015 20.2
2014
2013
2012
2011 15.6
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US RETAIL SALES
(in billions)
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Source: Direct Selling Association



LI FEVANTAGE

ROOM FOR GROWTH

Direct selling regional sales and top 3 product categories.

Western Europe: $29.5 billion

A Wellness: 34%
A Cosmetics & Personal Care: 16%

A Home Improvement: 13%

North America: $37.8 billion

A Wellness: 34%
A Cosmetics & Personal Care: 17%
A Household Goods & Durables: 14%

Asia-Pacific: $84.1 billion

South & Central America; $25.2 billion
A Wellness: 41%

A Cosmetics & Personal Care: 62%
A Cosmetics & Personal Care: 29%

A Wellness: 21%
A Clothing & Accessories: 8% A Household Goods & Durables: 13%

- Current LifeVantage Market 12

Source: Direct Selling News, 2015 data



WA & SOIMG TO DRIV Z CRCOW HI?



