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period ending March 31, 2008, its rev-
enues totaled $2.4 million.

�The company was much like many 
others in the nutritional-supplement 
arena,� Brown said. �[It was] started by 
entrepreneurs with great ideas but no 
infrastructure or marketing know-how 
and experience. My initial goal was to 
stop the bleeding and stop the down-
turn in sales, and we have been able to 
do that.�

The next step for LiveVantage is to in-
form the public, specialty retailers, 
health practitioners and the scienti� c 
community about the scienti� c break-
through in their midst. �It is an entirely 
breakthrough approach to antioxidant 
therapy, and we need to do a better job 
of telling that story in an understand-
able fashion,� Brown said.

Nutrition industry veteran Greg Horn, 
former CEO of Garden of Life Inc. 
and GNC, agrees. Horn said he was 
unfamiliar with Protandim speci� -
cally but is well aware of the emerging 
science suggesting that jump-starting 
the body�s own antioxidant production 
can slow cellular aging. He pointed out 
that several other companies have cre-
ated products hinging on the same no-
tion: Paris-based IsoCell produces an 
�antioxidant catalyst� called GliSODin 
(obtained from a melon called Cucu-
mus melo and a wheat protein), sold 
as an ingredient in Source Naturals 
supplements, as well as in those made 
by other companies. Dr. Andrew Weil 
now has a product called Juvenon (a 
combo of alpha-lipoic acid and acetyl-
l-carnetine), which also claims to �slow 
the cellular aging process.� In addition, 
other researchers around the country 
are investigating just how to jump-start 
the body�s antioxidant production.

�It is a really promising area of future 
research, and I am favorably inclined to 
think that these things are going to show 
real health bene� ts in the long run,� said 
Horn, who is now an operating partner 
with Pegasus Capital Advisors and 
a member of NBJ�s editorial advisory 
board. �But in the short run, you can�t 
say it makes you prettier. That�s the 
challenge.�

Unlike � sh oil, which can anecdotally 
make your skin supple within days, or 
glucosamine, which has been shown 
to soothe achy joints, products like 
Protandim don�t necessarily yield im-
mediate, experiential results, so con-
sumers need to be educated more about 
why they should invest in the product�
which costs roughly $50 per month, in 
the case of Protandim. Horn believes 
that, in order for such scienti� cally 
complex products to be commercially 
successful, companies must be careful 
to choose sales channels where there is 
plenty of time for explanation, such as 
the health-practitioner channel, the net-
work-marketing channel or specialty re-
tail stores. �It�s a sophisticated, cerebral 
sell with long-term bene� ts,� Horn said. 
�This clearly is a product that needs an 
avenue to tell the story.�

Eric Anderson, a brand manager with 
PL Thomas, the exclusive supplier of 
GliSODin in North America, said pro-
viding the right education and market-
ing throughout every level of the sup-
ply chain is crucial for a product such 
as GliSODin, which is also backed by 
numerous human studies demonstrat-
ing its ability to destroy free radicals. �It 
takes a lot of effort to educate manufac-
turers, retailers and consumers,� Ander-
son said. �The key is to have the right 
marketing partners and thought leaders 
in place [for the product].�

Protandim: Take Two
This year, LifeVantage has been working 
to revise its Protandim story via sophis-
ticated � ve-minute, two-minute and one-
minute television advertisements airing 
on national cable networks nationwide 
and radio ads in Denver. Right now, 75% 
of sales come through direct-to-con-
sumer channels (mostly the Internet), 
but Brown said the company is working 
hard to expand its sales through health 
practitioners. It is also negotiating with 
a Japanese multi-level marketing com-
pany to initiate sales overseas. And, it 
is trying to grow its current retail avail-
ability (Protandim is now available in 
approximately 3,000 outlets nationwide, 
including GNC and Natural Grocers 
by Vitamin Cottage) and break into 
independent pharmacies, health clubs 
and spas.

The market to support a product like 
Protandim is there, Brown said. �De-
mographically, this is a product that will 
have great appeal to a huge population 
of Baby Boomers. It is a great time be-
cause of the increased understanding 
and interest in � ghting free-radical dam-
age.�

Now that LifeVantage has what it sees 
as concrete proof that Protandim can 
indeed �slow cellular aging,� it is taking 
the research a step further, collaborat-
ing with universities from coast to coast 
to determine just what that means in 
terms of preventing or quelling disease. 
More than 20 studies (most of them 
independently funded) are underway, 
investigating what impact Protandim 
might have on everything from cardio-
vascular disease to muscular dystrophy. 
Dermatologists in Denver also recently 
launched a study of a topical blend that 
includes Protandim to see if it may ac-
tually enhance the skin�s innate ability 
to rejuvenate itself.

 �Somebody is going to be making a lot 
of money 10 or 15 years from now, and 
there may be many products that cash 
in on some aspects of this [research],� 
said McCord. His hope, of course, is that 
the company that discovered it survives 
long enough to see that day. 

As the population ages, supplement com-
panies aren’t the only ones interested in 
fi nding the key to fi ghting free-radical 
damage. In June, pharmaceutical giant 
GlaxoSmithKline purchased Sirtris Phar-
maceuticals—a leader in researching the 
antioxidant resveratrol—for $720 million. 
This represents big bucks, even for a phar-
maceutical company. So, as the science 
behind battling oxidative stress improves, 
this is likely to become an even hotter area 
of product development. Still, as LifeVan-
tage Corp. has learned, selling consumers 
on the benefi ts of a scientifi cally complex 
product that may not provide immediate, 
experiential benefi ts can be a Herculean 
task. LifeVantage has the science to back 
Protandim, but it must fi nd an effective 
way to communicate its message to con-
sumers. At the end of the day, their suc-
cess will come down to marketing.
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