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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE 

BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD 

____________________________________ 

      ) 

AYUSH HERBS, INC.,   ) 
  Opposer,   ) 

 v.     ) Opposition No. 91,172,885 

      ) Application Serial No. 76/602,470 

HINDUSTAN LEVER LTD. CO.,  ) 

  Applicant,   ) 

____________________________________      ) 
 

OPPOSER’S REPLY IN SUPPORT OF SUMMARY JUDGMENT  
 

I. INTRODUCTION 

In a last-gasp effort to avoid summary judgment, Applicant attempts to manufacture an issue of 

fact by bringing untimely and improper attacks on the validity of Opposer’s registration.  However, even 

if the allegations raised in one or both Applicant’s counterclaims are presumed for the sake of the present 

motion to be true,
1
 they leave Opposer’s common law priority use unaffected.  Based on registration or 

common law, the record confirms that there are no reasonable factual issues concerning priority and 

likelihood of confusion, and summary judgment in favor of Opposer is appropriate. 

II.  ARGUMENT 

(1) There is No Genuine Issue as to Opposer’s Priority 

 Opposer has plead and proven undisputed priority.  Applicant’s earliest possible priority date is 

July 12, 2004. See, Application, Serial No. 76/602,407.  Opposer first used its AYUSH HERBS mark on 

cosmetics and dietary supplements nearly twenty (20) years ago, and has done so continuously since then.  

These facts are undisputed.  Instead, Applicant has attempted to sandbag Opposer with two untimely and 

previously undisclosed counterclaims in an attempt to defeat Opposer’s priority by canceling Opposer’s 

federal registration.   However, a federal registration is not necessary to successfully oppose Applicant’s 

application.   Applicant’s effort misses the mark for several reasons. 

A.  Opposer’s  Summary Judgment Priority Is Not Based Upon Registration Alone  

and its Common Law Rights Are Undisputed 

                                                 
1
 Opposer denies that Applicant’s counterclaims are proper, and also denies the conclusory and 

contradicted statements contained in Applicant’s Response and supporting Declarations.  Opposer makes 

no admissions concerning any of Applicant’s statement by this Reply, unless expressly noted. 
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 Despite Applicant’s assertions, Opposer has not merely relied on its registration and has 

sufficiently alleged and proven common law priority.  Opposer alleged common law use in its Notice of 

Opposition making it a proper basis for summary judgment.  See, Opposer’s Notice of Opposition, at ¶¶ 2, 

5, 6 and 17.  In addition, Opposer’s Motion for Summary Judgment repeatedly asserts common law use of 

its AYUSH HERBS mark.  Opposer’s Brief in Support of Motion for Summary Judgment (“MSJ”), at pp. 

3, 4 and 8 (stating “Section 2(d) priority is not an issue because Opposer’s first use, application and 

registration dates” all pre-date Applicant).  In connection with its Motion for Summary Judgment, 

Opposer submitted dated evidence of common law use which pre-dates Applicant’s priority date. MSJ at 

Ex. 2 (three dated advertisements pre-dating Applicant’s priority date, appearing magazines of nation-

wide circulation).  

The Federal Circuit has determined that proof of prior use, even if only in intrastate commerce, is 

sufficient to preclude registration. See National Cable Television Association v. American Cinema 

Editors, Inc., 19 USPQ2d 1424, 1429 n.4 (Fed. Cir. 1991); Corporate Document Services, Inc. v. I.C.E.D. 

Management, Inc., 48 USPQ2d 1477 (TTAB 1998) (stating that "[i]t is well established that rights in and 

to a trademark are created by use of the mark in either intrastate or interstate commerce.").  The burden of 

proving common law rights sufficient to establish priority is not onerous.  The Federal Circuit has 

consistently held that even non-technical use (e.g. “advertising, use as a trade name, or any other manner 

of public use”), insufficient to obtain registration, is sufficient to establish priority rights as against 

subsequent users or registrants of a similar mark. See, Jim Dandy Co. v. Martha White Foods, Inc., 173 

USPQ 673 (CCPA 1972); National Cable Television Ass'n., Inc. v. American Cinema Editors, Inc., 19 

USPQ2d 1424 (Fed. Cir. 1991).   

Opposer in this case has alleged and proven use sufficient to show priority.  Opposer submitted 

dated advertisements showing the AYUSH HERBS mark used in promotion of dietary supplements and 

cosmetics. MSJ, at Ex. 2 (showing advertisements in several nationwide publications in 2002 and 2003); 

Opposer’s Reply Brief, Selected Advertisements (attached as Exhibit 1)(showing AYUSH HERBS 

advertisements published in nation-wide magazines dating from 2003-2007); Id. at  Opposer’s Web Site 
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(attached as Exhibit 2)(showing current use of the AYUSH HERBS mark on supplements and cosmetics); 

Id.  at Archive.org Printout (attached as Exhibit 3)(showing that www.ayush.com has been used since 

1998); and Id. at Opposer’s Washington State Registration, (attached as Exhibit 4)(showing Opposer’s 

Washington state registration for the AYUSH mark).
 2
  

Applicant has not provided testimony or any other evidence contravening the existence or validity 

of Opposer's prior use.  Even if its registration is cancelled, Opposer’s common law priority date is simply 

not reasonably in dispute. 

B. Applicant’s Attack on Opposer’s Registration Does Not Create  

A Disputed Issue of Material Fact 

 Rather than attack Opposer’s common law priority, Applicant chose to attack Opposer’s 

registration.  Applicant’s attempted amendment adds counterclaims to cancel Opposer’s registration on 

the basis of fraud for non-use on “candy” and “skin lotion”.  Applicant relies on the decision in Medinol 

Ltd. v. Neuro Vasx Inc., 67 USPQ2d 1205 (TTAB 2003) to invalidate Opposer’s entire registration based 

on an alleged lack of sales of candy and lotion.
3
  Applicant also seeks to cancel Opposer’s registration 

based on an alleged violation the Food, Drug and Cosmetic Act by making improper claims concerning 

four (4) of Opposer’s many products. 

 While Opposer disputes the timeliness, veracity and legal merit of the new counterclaims, for 

purposes of its Summary Judgment Motion, Opposer will concede the contentions to be treated as 

established.  Even treated as true, Applicants allegations do not foreclose summary judgment in 

Opposer’s favor.   In the context of a motion for summary judgment, a fact is material only if it “may 

affect the decision.”  See, Institut National Des Appellations d’Origine v. Brown-Forman Corp., 47 

USPQ2d 1875, 1879 (TTAB 1998).  A dispute over a fact that would not alter the Board’s decision on the 

                                                 
2
 While Exhibits 1-4 to this brief were not submitted in connection with Opposer’s original brief, Opposer 

has identified and produced each of the documents to Applicant in discovery.  The advertisements are 

cumulative of the advertising material originally submitted with Opposer’s Motion and Brief.  The 

website is available to Applicant online, and has been repeatedly cited by Applicant in its Response.  

Likewise, www.archive.org is available to Applicant online.  Thus, this evidence will not result in unfair 

surprise or prejudice to Applicant.  It is being submitted in response to the new matters which were raised 

for the first time in Applicant’s Response (namely, the Counterclaim attacks on Opposer’s registration 

and common law rights in the AYUSH HERBS mark). 
3
 It should be noted, however, that if the Board denies either of Applicant’s two Motions to Amend, Opposer’s 

registration will remain in tact. 
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legal issue will not prevent entry of summary judgment.  See e.g., Kellogg Co. v. Pack’Em Enterprises, 

Inc., 14 USPQ2d 1545 (TTAB 1990), aff’d, 951 F.2d 330, 21 USPQ2d 1142 (Fed. Cir. 1991). 

(i) Applicant’s Fraud Claim Will Not Affect Opposer’s Common Law Rights 

Here, conceding Applicant’s first counterclaim for fraud as it is set forth in Applicant’s 

counterclaims (i.e. non-use on “candy” and/or “lotion”) will result only in cancellation of Opposer’s 

registration (possibly only two classes).  It will not affect Opposer’s common law rights, nor would it 

foreclose Opposer from re-filing and re-registering the same mark with a corrected identification of 

goods.  See, McCarthy on Trademarks, Vol. 6, § 31:60 (Thompson/West 2007)(if a defendant succeeds in 

canceling plaintiff’s registration, plaintiff’s common law rights continue unabated); Standard Knitting, 

Ltd. v. Toyota Jidosha Kabushiki Kaisha, 2006 TTAB LEXIS 9 (TTAB 2006).  Applicant has not 

challenged Opposer’s common law priority, and has not offered any evidence to rebut the dated Exhibits 

attached to Opposer’s motion.  Opposer’s priority is unaffected. 

(ii) Applicant’s “Unlawful Use” Claim Will Not Affect Opposer’s Common Law Rights 

 

 Applicant’s second and final counterclaim for unlawful use is similarly unavailing.   Applicant’s 

Second Motion for Leave to Amend cites to the 9
th
 Circuit’s decision in CreAgri Inc. v. USANA Health 

Sciences Inc., 81 USPQ2d 1592 (9
th
 Cir. 2007), presumably to argue that alleged improper claims on 

Applicant’s website in connection to several of the Applicant’s products under the mark warrant the 

cancellation of Applicant’s registrations and obliteration of its common law rights.   

First, Applicant’s counterclaim does not allege misconduct that rises to the level that warrants 

cancellation of Opposer’s registration.  A de minimis violation of federal labeling laws will not result the 

draconian result of invalidation.  General Mills, Inc. v. Health Valley Foods, 24 USPQ2d 1270, 1274-75 

(TTAB 1992).  Applicant must allege and prove that the noncompliance was “of such gravity and 

significance that the usage must be considered unlawful -- so tainted that, as a matter of law, it could 

create no trademark rights -- warranting cancellation of the registration of the mark involved”.  Id.  

Applicant’s own authority, Santinine Societa v. P.A.B. Produits, 209 USPQ 958 (TTAB 1981) points out 

that “while some unlawful uses are of such a nature (e.g. use of a mark in connection with an illegal drug) 



 5 

that it would be unthinkable to register a mark, other uses should not result in refusal of registration (or 

cancellation of registration) because of some purely collateral defect.”  In the present case, a violation in 

connection with the online promotion of four (4) of many products is collateral and de minimis. 

Second, CreAgri addresses the situation where there has been no lawful use of a product 

trademark whatsoever due to pervasive mislabeling, and not where some improper labeling on a select 

few product occurs long after a house mark has been lawfully used on numerous products. Applicant 

misreads the holding in CreAgri.  In CreAgri, the mark at issue was a product name used in connection 

with a single product.  The violation revolved around a literally false claim knowingly placed on the 

product label.  The Ninth Circuit sustained the unlawful use defense based on mislabeling where it was 

shown that there was not a single instance of compliance prior to a certain date.  The non-compliance was 

significant, in that there was not even one instance of prior lawful use upon which to base priority.  

Without any lawful use in commerce, the registrant could not claim to be the first to use the mark in 

lawful commerce.    

Such is not the case here.   Oppose has used AYUSH HERBS as a house mark on a large variety 

of goods, including supplements, cosmetic and herbal products for nearly twenty (20) years.
4
  Applicant’s 

counterclaim makes allegations as to only four (4) specific products.  The claims are neither printed on, 

nor alleged to be printed on, any product label.  They appear only on Opposer’s web site as collateral 

material.  There has also been absolutely no allegation that Opposer has failed to engage in any lawful on 

any product use prior to July of 2004, as was the case in CreAgri.     

 Under Applicant’s supposed interpretation of CreAgri, every lawfully established trademark in 

existence is imperiled the moment a wrongful claim is made on a product website, regardless of how 

famous the mark is, the number of other products upon which it is used, or the resulting confusion that 

would result when an intent-to-use applicant rushed in to capture the mark for themselves.  For example, 

under Applicant’s interpretation, were AMWAY to violate a labeling regulation on just one of its many 

products, all rights in the AMWAY mark would instantly be lost.  Such an expansion of the CreAgri 

                                                 
4
 Incidentally, this undisputed fact strongly favors Opposer with respect to the 9

th
 DuPont factor (i.e. the 

variety of goods on which the mark is used) cited in Applicant’s Response at page 8. 
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ruling is untenable, and none of Applicant’s remaining authority supports this extreme position.  Put 

simply, limited unlawful use of a 20-year-old house mark on a select small number of products on a 

dynamic website will not invalidate all rights in that house mark (which has been and continues to be 

lawfully used on many products). 

(2) There Are No Genuine Factual Issues On The Likelihood of Confusion Factors  

 

 Applicant’s Response is not supported by facts or evidence, but merely expresses disagreement 

with Opposer.  This is insufficient to overcome summary judgment.  Octocom Systems Inc. v. Houston 

Computer Services Inc., 918 F.2d 937 (Fed. Cir. 1990).  A verified statement of the non-moving party that 

is unsupported by documentary evidence may be given consideration only if the statements contained 

therein are clear and convincing in character and uncontradicted.  TBMP § 528.05(b).  Applicant raises 

only legal questions, which are well-suited for determination as a matter of law by the Board. 

A. The Marks AYUSH and AYUSH HERBS are Effectively Identical 

The marks at issue are AYUSH HERBS and AYUSH.  Both are word-marks.  Applicant has admitted 

that “AYUSH” is a “strong” trademark, as well as its belief that the consuming public would perceive no 

meaning in the term.  MSJ, Ex. 37 at Req. No. 30 (“Admit that Applicant’s [AYUSH] Mark is a strong 

trademark” – "admitted”); Nos. 38 and 39 (“admitted” that “Applicant believes that the consuming public 

would perceive no meaning in the word AYUSH” and “admitted” that “Applicant believes that the 

consuming public would view the word AYUSH as an invented term”).
5
  Both marks share the admittedly 

“strong” AYUSH element.  However, Applicant now argues, with no evidence, that the disclaimed and 

descriptive term “Herbs” should be given more weight (not less), and that it creates an entirely distinct 

commercial impression.
6
  Regardless, comparison of the two word marks requires no further evidence, 

and certainly does not require a trial.   

                                                 
5
 Applicant did qualify its responses by excluding “Indian” consumers.  However, Applicant’s evidence 

shows “Indian” consumers make up less than 1% of the consuming population in the U.S. 
6
 Tellingly, Applicant supports its purely legal argument with non-precedential TTAB decisions.  See, 

Applicant’s Response, at Attachments 1-3.  This is clearly improper.  TBMP § 101.03 (and cases cited).  

Indeed, if Opposer had chosen to cite non-precedential decisions, it surely would have cited to In re 

BioGenesis USA, Inc., S.N. 75/513,763(TTAB Oct. 19, 2000) (attached as Exhibit 6), which found that 

services identified as “health spas featuring wellness services . . .” were closely related to “nutritional 
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B. The Goods and Services at Issue are Highly Related 

Opposer has submitted uncontested evidence showing the relatedness of the relevant goods and 

services.  Opposer’s internet evidence shows Opposer’s goods being promoted, used and sold within the 

very health spas and health clinics that Applicant intends to open.  The removal of ¶ 12 Dr. Sodhi’s 

declaration has no consequence because Opposer had not relied “solely” on that statement as proof of the 

relatedness of the goods and services.
7
   

 Opposer’s failure to use the AYUSH HERBS mark in connection with its Ayurvedic Clinic is 

similarly of no consequence.  Applicant relies on Physicians Formula Cosmetics, Inc. v. West Cabot 

Cosmetics, Inc., 8 USPQ2d 1136, 1138, n.1 (2d Cir. 1988).
8
  In that case, the Court noted that a refusal to 

apply the “expansion of trade doctrine” must be based on the equities of each particular case, and is 

proper only where the senior user’s delay was coupled with extensive promotion by the junior user.  Here, 

Applicant has made no effort to market its services.  Thus, the equities favor Opposer. 

 Relying on Cognis Corp. v. DBC, LLC, 73 USPQ2d 1766 (TTAB 2004), Applicant next argues 

that the very existence of its counterclaims preclude summary judgment.  Response at p. 13.  In Cognis, 

the applicant had counterclaimed to partially cancel opposer’s registration by specifically limiting 

opposer’s goods.  Id.  The counterclaim specifically alleged that the proposed restriction would avoid a 

likelihood of confusion.  That is not the case here.  First, Applicant’s proposed counterclaim does not 

allege that cancellation of Opposer’s registration will avoid a likelihood of confusion.  Second, even if 

Applicant wins its counterclaims, there will be no affect on Opposer’s common law rights.
9
   

                                                                                                                                                             
supplements and vitamins” and that both goods and services used the same channels of commerce and 

were promoted to the same consumers. 
7
 In fact, Opposer’s Motion never cited to that particular paragraph of the Declaration at all.  It was 

superfluous and unnecessary in light of Applicant’s admissions and Opposer’s objective documentary 

evidence. 
8
 Physician’s Formula, a Second Circuit decision on appeal from a District Court, is yet another cite to a 

decision that is simply not binding on the TTAB. 
9
 To adopt Applicant’s position, there would never be summary judgment.  All a non-moving party would 

need to do is file a Motion for Leave to Amend simultaneously with its Response brief, asserting a 

counterclaim upon information and belief.  That is exactly what Applicant has done here.   
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Applicant’s challenge of Opposer’s third-party registrations is misleading.  Opposer submitted 

twenty (20) registrations.
10

  Applicant has challenged only a handful of those registrations.  As its leading 

case on this point, Applicant cites to the non-precedential decision in 7-Eleven, Inc. v. HEB Grocery 

Company, 83 USPQ2d 1257 (TTAB 2007).  In 7-Eleven, the Board gave limited probative value to third 

party registrations where “all but three of the third party uses and registrations presented” were “store 

brands”. Id.  In our case, roughly fifteen (15) of Opposer’s registrations have gone entirely unchallenged 

because they are limited to solely to the relevant goods and services. 

 Applicant’s never disputes that it in fact promotes the relevant goods and services together, to the 

same consumers, under the same mark.  Instead, it attacks Opposer’s evidence on the basis that 

Applicant’s actual use of the AYUSH mark in India is irrelevant.  To the contrary, this particular evidence 

is most relevant and quite persuasive.  The TMEP confirms that, as long as it is written in English, 

material originating from a foreign website may be relevant and may have probative value.  See, Internet 

Evidence, TMEP § 710.01(b).  

 Applicant’s attempted challenge of Opposer’s internet evidence is similarly misguided.    The 

evidence shows both Opposer’s goods and Applicant’s services being promoted at the same internet site, 

to the same consumers, by the same companies.  Opposer’s evidence shows Ayurvedic spas and clinics 

(like Applicant’s) selling, promoting and using cosmetic and supplement products (like Opposer’s).  MSJ, 

Exs. 32-36 and 38. 

Finally, Applicant offers no evidence to support its conclusion that Opposer’s goods are not 

related to Applicant’s services.  Given the opportunity, Applicant’s Vice President, Vipul Chawla, cannot 

even utter the words that the goods and services at issue are unrelated.  See generally, Chawla 

Declaration.  In fact, Mr. Chawla’s declaration supports Opposer’s position.  Chawla Declaration, at ¶ 12 

(“HUL consumers who are familiar with ayurveda use ayurvedic products or seek ayurvedic 

services)(emphasis added); ¶ 14 (“HUL . . . will not be selling any third party’s traditional ayurvedic 

                                                 
10

 Indeed, there are hundreds if not thousands of additional similar registrations and applications.  In the 

interest of judicial economy, Opposer submitted only a representative sample. 
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products at [its] centres.” This carefully worded qualifying language implies that Applicant will indeed 

sell “traditional ayurvedic products” at its centres). 

C. Trade Channels and Consumers are Unrestricted 

As the Board has pointed out more times than one can count, the likelihood of confusion 

determination is to be made based upon the goods as identified in the involved registration, 

regardless of what the record may reveal as to the actual nature of an applicant's goods, channels 

of trade or the class of purchasers to which the sales of goods are directed.
11

 Yet Applicant 

continuously attempts to limit its channels of commerce and consumers.  Response at pp. 17-18.  

Applicant argues that its consumers are “sophisticated” and implies that its services are high-end 

and expensive.  Chawla Declaration, at ¶¶ 12 and 14.  However, Applicant submits no evidence 

regarding the cost of its services.  Id.  In fact, in promoting his allegedly expensive and “high-

end” wares, Mr. Chawla has been quoted as saying that that Applicant’s AYUSH products and 

services are for “everyday” use “offer[ing] high functionality, but its pricing is affordable”.  See, 

Hll launches “Lever Ayush” Ayurvedic Health & Beauty Care Products, available at 

http://www.reachouthyderabad.com/business/biznews/hll.htm (Aug. 2002)(attached as Exhibit 5). 

  Mr. Chawla also testifies that the majority of Applicant’s customers are Indian.  Not surprising, 

considering Applicant’s clinics are currently located in India.  However, Applicant’s classification of the 

American Indian population as “significant” contradicts its own evidence, which shows that less than 1% 

of the U.S. population is Indian.  Aplert Declaration, at Ex. C (U.S. census report showing that Asian 

Indians represent less than 1% of the total U.S. population). 

      D. Applicant Has Readily Admitted the Strength of Opposer’s Mark 

Applicant has already admitted the trademark strength of the term “AYUSH.”  MSJ, Ex. 37 at RFA. 

No. 30 (“Admit that Applicant’s [AYUSH] Mark is a strong trademark – admitted”); Nos. 38 and 39 

                                                 
11

 Welsh, John L., Top Ten Losing TTAB Arguments, AIPLA Advanced Copyright/Trademark Practice Seminar 

(Boston, June 1, 2001) (identifying limitation of goods/services as the #1 most “popular” losing TTAB argument). 
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(“admitted” that “Applicant believes that the consuming public would perceive no meaning in the word 

AYUSH” and “admitted” that “Applicant believes that the consuming public would view the word 

AYUSH as an invented term”).  Applicant has also admitted that the consuming public would perceive no 

meaning in the term AYUSH.  MSJ, Ex. 37 at RFA. Nos. 38 and 39 (“admitted” that “Applicant believes 

that the consuming public would perceive no meaning in the word AYUSH” and “admitted” that 

“Applicant believes that the consuming public would view the word AYUSH as an invented term”).  

Applicant cannot argue that AYUSH is a weak trademark.  There is no evidence that any portion of the 

consuming public associates any meaning to the term AYUSH.
12

   

E. One Mark Does Not A Crowded Field Make 

In Old Tyme, 22 USPQ 1542, cited by Applicant, there were 217 similar marks and registrations.  

Here, Applicant has submitted two:  AYUSHMAN, which is no longer registered or in use in the U.S.; 

and AYUSHAKTI. There is no evidence that any consumers are aware of the AYUSHAKTI mark. 
13

 

Finally, Applicant already admitted that AYUSHAKTI and AYUSH were dissimilar. MSJ at Ex. 26. 

III. CONCLUSION 

 Despite extensive argument, Applicant has offered no credible supporting evidence.  There are no 

genuine issues of material fact for trial.  Even conceding Applicant’s counterclaims, Opposer is still 

entitled to judgment in its favor based on unabated common law rights.  Any issues raised by Applicant 

can be resolved by the Board, thereby obviating the need for a costly trial.     

 Dated:  July 13, 2009    AMIN TALATI, LLC 

         

       _/s/ Ryan M. Kaiser_______________ 

       Rakesh M. Amin 

       Ryan M. Kaiser 

       444 N. Orleans St., Suite 400 

       Chicago, IL 60654 

       Attorneys for Opposer 

       ryan@amintalati.com 

                                                 
12

 Those who do know the meaning of the word would associate the same meaning to Opposer and 

Applicant.  Further evidence of the identity in commercial impressions of the marks. 
13

 In fact, Applicant’s investigator has shown how difficult it is for anyone to even purchase 

AYUSHAKTI products.  Elfeld Declaration, at ¶ 3 (stating that it required “a series of telephone calls and 

emails” before she was able to place a “telephone order”). 
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PROOF OF SERVICE 

 I am over the age of 18 and not a party to the within action; my business address is Amin 

Hallihan, LLC, 444 North Orleans Street, Suite 400, Chicago, IL 60654.  On July 13, 2009, a copy of the 

attached REPLY IN SUPPORT OF SUMMARY JUDGMENT was served on all interested parties in 

this action via email and U.S. Mail, FedEx or the equivalent, postage prepaid, at the addresses as follows: 

 

To:  Robert Alpert 

BRYAN CAVE LLP 

1290 Avenue of the Americas  

New York, NY 10104 

 

 Executed on July 13, 2009, at Chicago, Illinois.  I declare under penalty of perjury that the above 

is true and correct.  I declare that I am employed in the office of Amin Talati, LLC at whose direction 

service was made. 

 

       /s/ Ryan M. Kaiser________ 

       Ryan M. Kaiser 

 

 

 

 

 

 

 

 

 

CERTIFICATE OF TRANSMISSION 

I hereby certify that this correspondence is being transmitted to the United States Patent and 

Trademark Office using the ESTTA system on July 13, 2009. 

 

      /s/ Ryan M. Kaiser__________ 

      Ryan M. Kaiser 
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 Influenza A Supplement

>

of TNF-alpha and IL-1 by a human
monocytic macrophage cell line.“

Antioxidants (Collectively):
Antioxidants collectively (vitamin A,
vitamin E, vitamin C, NAG, glutathione,

and alpha lipoic acid) have reduced serum
levels of TNF-alpha and IL-6.97 Another
study reported that antioxidants
suppressed reactive oxygen
intermediaries-stimulated production of

the pro-inflammatory cytol-tine IL-6 in
bronchial epithelial cells.“ An
authoritative commentator (Peterhans)
noted that antioxidants that

downregulate pro-inflammatory

cytokines “may be a useful complement
to specific antiviral drugs in the therapy
of viral diseases.“

Vitamin A, Vitamin C, Riboflavin
(Vitamin B2), Pantothenic Acid
(Vitamin B5), Folic Acid, Cobalamin
(Vitamin B12), Vitamin K1, and

Magnesium: A larger complement of
micronutrients may play a supporting
role in the antagonism ofH5N1 influenza
pathogenesis. For example, research has
shown that vitamin A supplementation

in patients with low levels of the vitamin
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-t.‘

results in an increase of the anti-

inflarnmatory cytokine interleukin 10
and a decrease in TNF-alpha in both

plasma and monocyte supernatants.’°°
Vitamin C helps preserve intracellular-
reduced glutathione concentrations.“
The antioxidant activity of riboflavin
(vitamin B2} is derived principally from
its role as a precursor of ilavin adenine
dinucleotide (FAD) and the role of this

cofactor in the production of reduced

glutathione.“ Pantothenic acid has been
shown to increase levels of cellular-

reduced glutatbione.“ Low folate status
is thought to be common among the
elderly, and dietary folato improves age-
related decreases in lymphocyte
function.“ Cobalamin (vitamin B12)

deficiency is accompanied by

overproduction of TNF-alpha.‘°’
Lipopolysaccharide-stimulated
production of IL-6 is inhibited by
naphthoquinones [vitamin K
compounds).1°3 And magnesium-deficient
rodents have been found with high
elevations of the macrophage-derived

cytokines IL-1, IL-6, and TNF-alpha. 1°‘

Conclusion

Taken prophylactically, prior to an
H5N 1 influenza infection and throughout
the duration of illness and recovery, the
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nutritional supplement formula
described herein may redundantly

antagonize the major pathogenic
processes of H5N1 influenza by multiple
therapeutic mechanisms, and thus
increase the likelihood of survival

without major complications, according
to the preponderance of evidence

presented here. Given also the multiple
therapeutic mechanisms involved
(antiviral, anticytokine, antioxidant) and
the redundancy by which these
mechanisms act {including by selenium-,

NAC:'glutathione-_. resveratrol-,
quercetin-, curcuI.nin—, and vitamin E-
mediated mechanisms), the formula may

be less likely to lead to H5N 1 resistance.
The therapeutic value of the formula
likely would be low if used as a treatment
upon onset of an H5N1 infection, without
prophylactic use prior to an H5N1
infection. It may also present individuals,
as well as government, public-health,
health care, and corporate organizations,
with an adjunctive means of

preparedness for an H5N1 influenza
pandemic. Given the plausible
prophylactic properties of
formulation, we urge that laboratory and
animal experiments be conducted to gain
more data with respect to the antiviral,

anticytolcine, and antioxidant capabilities
of the formulation and its ingredients

with respect to the pathogenesis ofHSN 1
influenza. Finally, given the evident
involvement of micronutrients in the

virulence and replication of influenza

type A viruses, and in the activation and
production of pro-inflammatory
cytokines, we additionally urge
investigations into the rnicronutrient
status of annuals and humans infected
with H5N1 influenza and the

relationship of this status to the clinical
course and outcome of the disease.

Howard Friel is coauthor (with Richard
Falk) of The Record ofthe Paper: How The
New York Times Misreports US Foreign

Policy (Verso, 2004), and is coauthor (with
Falk) of IsracI—Po£est£ne on Record: How
The New Kirk Times Misreporrs Conflict
in the Middle East (Verso, 2007). He is

researching and writing a book on
emerging viruses. climate change, and
globalization, from which much of this
research emerged. Harvey Lederrnan, MD,
is Medical Director of the Pioneer Valley

Family Practice, Northampton,
Massachusetts, and a former Associate
Clinical Professor at Yale and Tufts

University Schools of Medicine.

Correspondence
Howard Friel
howardfriel@verizon.net
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AWARD WINNING

W0RLDVVIDE

SUPPLIER

OVER 100 STANDARDIZED

EXTRACTS

- Acorns Caiarnus
' Adhatoda

Vasica
° Amla

* Andrographis
Paniculata

- Asllwagandha
- Bacopa

Monnieri

' Barbcrry
' Bilva
- Bittermclon

- Bhringraj
- Bosweilia

- Capsicum
Oleoresin (40%)

- Coleus Forskoli
- Centella
Asiatic-2

' Curcuma Longa
- Disogenio
- Eclipta Alba
- Embelia Ribes
' Garcinia

Cambogia

AND MANY MORE!

- Ginger
- Guggal (10%
Guggul lipids}

<- Gymnema
Sylvester

- Haritaki

- Holy Basil
- Inula Raccmosa
- Kava Kava
- Morinda

Citrifolia
* Noni
- Mucuna
Prurens

- Neem

- Pterocarpus M
- Phylanthus
Amarus

- Picrorhiza

° St. .Iohn’s Wort
- Sheelsjeet
- Sitavrari
- Tcrminalia
Belierica

- Trifal

- Tyiophora

Himalayan Green Tea

IN BULK

Naturally grown in the pristine
Himalayas!

OVER 30 ESSENTIAL OILS!

Angelica - Basil - Cardamom
Carrol seed Cedanvood

Celery seed - Clove ° Coriander
Costus root - Garlic ° Ginger
Jaws citronella - Juniper berry

Juniper leaf ' Kapur Kuchri
Lemongrass * Nagarmotha

Sandalwood - Tagetes - Turmeric
Call for ti complete list

TO ORDER PLEASE CALL:
1-800-925-1371

FAX (425) 451-2670
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While there have been products in these
categories for many years, demand—and
awareness—fina||y seem to be increasing.
’’Interest in natural approaches tends to
increase with availability," said Grace
Ormstein, M.D., scientific advisor for

Houston-based Himalaya USA. “Ayurvedic
products are becoming more available and
therefore demand is increasing in Western
culture.“ However, the dilemma at the store
level remains the same: How much

background about the healing system does a
consumer need to use these remedies?

Understanding the basic principles may
offer more than enough information.
Ayurveda is the traditional medical system of

India that originated more than 5,000 years
ago and means “the science of life.“ Its

written origins are found in the Vedas, the
sacred texts of India, which were written in

approximately 2500 B.C. Ayurveda inherently
focuses on the individual, whose own blend

of emotions, physical characteristics and
mental qualities make up his constitution. The
qualities are expressed through the doshas-
three keys that, when balanced, ensure the

body's overall health.
The dosha Vela is associated with air or

space elements and is often referred to as

wind flight, cool and dry}. Vata governs what
moves in and out of the body and controls

movement within the body {digestive
enzymes, lubricating fluids, muscle
movement, etc.l. Pitta is comprised offire and
water, and affects digestion, metabolism and
nutrition. imbalances are seen in conditions

such as inflammatory disorders, digestive

pain and digestive upset. The final dosha,
Kapha, is dominated by water and earth, and
is cool, moist and heavy. Kapha governs the
structures of the body, and when out of
balance, congestion and lethargy can result.

”Ayurveda is so logical that many of life's
concepts we routinely face suddenly seem to fit

nicely into the principles of Ayurveda,“ Dave

said. For example, pitta is the “fire” dosha, so
pitta-dominant individuals tend to have fiery
traits—ambitious, warm skinned, active

digestive power, red hair, etc. in addition, “flame"
is a root word for “inflammation ;“ as such, pitta

imbalances may be linked to inflammatory
conditions such as arthritis.

Beyond knowing the differences among
the doshas, there is a concept of natural
balance. ”The concept of prakruit states

everyone has a unique, natural state of
balance, and the wellness goal is to maintain
that balance,” Seguine said. “This takes into
account that no one diet or exercise program

will be right for everyone. We must all find our
own path to wellness that's right for our
individual constitution.”

Traditional Ayurvedic formulas and

products support an overall lifestyle plan.
Many are considered adaptogens, a category

l.'l'l'.l1.'.l.llSI'll'lfi§E1ll'iIi.|IDIl'| £50864

of botanicals that are neither stimulating nor
depressing. lnstead, they have a general

tonifying effect, enhancing the body's ability
to handle stress and supporting the function

of the body's organs and glands. One of the
best known Ayurvedic adsptogens is
ashwagandha. This shrub is traditionally used
to enhance immune function and moderate

the stress response. Another Ayurvedic
adaptogen is Chyawanprash. a traditional
herbal jam made in a base of alma llndian

gooseberry}, a rich source of antioxidants. it

contains around 40 different botanicals, such
as ashwaghanda and cinnamon, and is

designed to balance the body and particularly
support digestive function, enhancing
nutrient assimilation.

Other botanicals have been used for

chronic conditions or to correct imbalances.

Gymnema was traditionally used for sugar
balance, and newer research studies support

its role in blood glucose management.
The resin from the boswellia tree lflosweiiia

serrate} was considered an anti-

inflammatory; one recent study conducted by
Sabinsa Corp. on its patented Boswel|in®
extract found 97 percent of arthritis patients
taking the extract reported moderate to
excellent improvement in inflammatory and
pain responses. Two herbs traditionally used

for cardiovascular function include guggul

[Commrphora rnukul} and arjuna {Terminate
arfuna L. }. Sabinsa’s patented Gugulipid® has
been shown to reduce LDL ("bad") and total

cholesterol. Arjuna, meanwhile, has been
shown in studies to prevent atherosclerosis
and benefit patients with chronic angina.

Ayurvedic dietary supplements tend to
focus on the ingredients, rather than trying to
educate customers about the history of the

health care system. ”We sell the benefits of
the herbs,” said Russell Frankenfeld,

president of Boulder, Colo.-based Om
Organics. “Consumers want to find a specific
herb that meets their needs. If someone has

problems with regularity, the answer is
triphala. They don’t need to know about
doshas or anything else.”

Similarly, products are often formulated
with multiple ingredients to offer benefits
over time. ”Multi-herbal formulations are tri-

dosha." Orrnstein said. “They address each of
the three doshas to create total balance in the

body. This holistic approach supports weak
areas in the body first, then provides ‘whole
body’ support.” Himalaya USA offers such
multi-herbal formulas, developed by its

parent company, the Himalaya Drug Co.,
which was founded in 1930 with the goal of

placing Ayurvedsbased formulas on par with
pharmaceuticals.

TCM is a newer player in the dietary

supplement field. though its own history
extends back more than 3,000 years. "TCM is

a relatively new concept to the industry," said

*Mu.1;;.,;.':T=I=,-'_§;_,,,.,,,,.‘,-,,..,_.,_,,-_t_,_...
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HAFFS Announces Food

Ingredient Speakers
Drs. Paul LaChance and Claire

Kruger are scheduled to appear at the

upcoming National Association of

Food-Ingredient Systems (NAFFS)

Technical Meeting on April 15 at the

New Iersey Conference & Expo Center,
Edison, NJ.

national Association of flavors
amt Fund-lnarenlent Systems

Director of the Nutraceuticals Insti-

tute at Rutgers University, LaChance
will talk about wl1at’s fact and what’s

fiction in the nutracentical industry, said

NAFFS marketing director Diane Davis.

Kruger, who is principal at Environ Cor-

poration International, will give a talk
titled “Current Status of GRAS and the

Self Affirmation Process." Davis said

guest speaker Janet Scalese is slated for

a presentation titled “Current and Forth-

coming Regulations That Impact Fla-

vored Beverages.”

The half-day session will run from 9

am. to noon. After the moi-ning°s

events, there will be a networking lunch.

The Institute of Food Technologists

(IFT) Suppliers Day Show will begin
after the networking lunch. For more
information, contact NAFFS at (732)
922-3218.

IFT Bospnnsnrs

Labeling conference
The Institute of Food Technologists

(IFT) Continuing Education Committee

is co-sponsoring “Labeling Require-
ments For Foods Marketed In The

United States.” It is scheduled for

March 24-25 at the Woodfield Hyatt,
Woodfield. IL.

The program has been redesigned to

include the basics of Food and Drug

Administration (FDA) and U.S Depart-

ment of Agriculture (USDA) labeling

regulations. Topics covered include

UOS96

principal display and information pan-

els, proper naming of products, ingredi-
ents’ statements, declaration of weights

or volume, nutrition labeling, health and

nutrients content claims, and require-

ments for “healthy.”
Course fees are $895 for IFI‘ mem-

bers and $945 for nonmembers. The

event is also cosponsored by FDA and

USDA. Call (312) 782-8424 for more
information.

ISM Offers

Six-Step Program
The Tempe, AZ-based Institute for

Supply Management's (ISM) “Six

Sigma: A Process Improvement Tool

for Supply Management Professionals”
is intended to cover the steps organiza-

tions go through to begin the journey

of implementing an effective Six

Sigma program using breakthrough

strategies. ISM’s “Six Sigma” will be

offered in Las Vegas, and is scheduled
for June 25-26.

According to ISM, each purchas-

ing and supply professional needs to

be acutely aware of the impact of Six

Sigma on suppliers and customers.

Participants will learn how to use

date-driven, Six Sigma concepts to

enhance the value of the supply chain

and impact the bottom line of their

organization.

This program is intended for both

non-manufacturing and manufactur-

ing supply rnanagers, according to

ISM. Purchasers and supply man-

agers of materials and services, qual-

ity assurance professionals, and
those involved with manufacturing

processes, supplier selection, and

supplier evaluation wanting to learn

the importance of Six Sigma and its

application within their firm would

be the appropriate audience for the

workshop, ISM said.

Topics covered in this program

include: “The importance of Six

Sigma to supply managers including
the ‘why do it?‘ factor," “The basics

of customer-focused Six Sigma and

its date-driven methodology,“ “A

process to use to introduce Six Sigma
(continued on page 58)





 
 
  
 

  
 

 

  
 
 
 
 
  

 
  
 
  
 
 

  
 

 
  
  
    
 
 
  
 
  
 
  
 
  
 
 
  
 
  
 
   
  

 
 

  
 
 
   
 
 
 
 

RC. 30% 52
Ol'E-[Ll 5500. Levin.
64 5 363 2475
FAX.‘ 64 5 363 2476
info@ve|veteni:rgy.co.nz

Crystals International. inc.
SUOVV. Dr. M.L Kingjr. Bird.
Plant City. FL 33566-S I I I-'
(3[3]3S9-5123
(300)237-7529

' n».>t{ai3)7s;r.eoao
- nil:-ian:hard@crysra|s—inr..:

Year Founded: E955
Company Founder: Elli Carr

3"’ ypes of Products: Foods.I'Beverages- P.-cserr: No. of PrDduct:'.400+
‘est Selle.-s:i‘-rz-dried Fruit &Veg.Pw-rds &F|-av$.Dry Pwdr Bev 8. Pie

_- 'rx.True Crystals Cockd Mix. Cr)-stale: Fr:-dried Swcnd Hm: Fwd
7 Personnei.-Jennifer Closshey. Pres. 3: CEO: Linda L Harrell.
xtegic mitt; cemmns; Lewis Marshall. Fdsn-..SisJDav.: Steve
.-lps.R&D Mgr.:Liia Csandell. Finaneo Mgr.

horn Formulations
2 S. FigueroaI‘ den.-1. CA 90248

(0)5 I6-3273
pes of PruducIs:C'FC.

.:~y Personnelrjay Da.l}I'.Owner

Custom Printed Products
- 24 Hazel lone: Rd.
Bo5aierCity.LA 7| Ill

_. (3I3}74'.i'-7460
..' i300l122-SE33

'- FA>(:(3I3}?'4?-D]'J'9
" ferIny@cpp-|'|exo.:orn

www.cpp-flexckcom

CVTecl1nologies. Inc.
513.308. 8625 - I llrh Se
Edrnon:'.on.AIhen:i.ABT6rG IKB
(403)431-0431
FAX: (403}1432—I-"W2

C\N'R Envimnmermli. Inc.
IUD Carney Sr.
Glen Con-e.N'( H542

‘is l6}6?4-244i
(800)444-3563
FAX: [SI 6}6?4-~37-'83
cw-rerwim@atx.net
mmcwrenvimcmn
Year Founded: !98?
Company Founder: Dr. Roy H. Speiser
Types of Products:Wabe1:aEr and shower filtersPresent Na. oi’ Produ<:“s:50>+
E-es: S»e||ers:Care 2000 air film: douioon weber filter. Spores bode.
high output a3‘IcMer filter
Key Personnel: Dr. Roy Speisen Pres»: D: Diane Romeo.V.P.

Cypneu Systems. Inc.
5i5O N.i5d1 Sr.#I55
Fresno. CA 93?ID-75 I I
(559)229-7350
(833)662-6649
FAX:(559)1?j~'9U0?
i'n€o@cypsystems.r.orn
wwu-.cypsysr.ams.com
Year Founded: I996
Company Founder: Paul Awillis
Types cIfFrDduc1“s:DEe::ar'y SupplementsPresent No. of Producc.‘:24
Best Seliers: Selenium ‘feast. Glnornium ‘feast. Zin:‘l'ca.st. Nutritional
Yeast. Beta |.3 Gilman.
Key Personnel: Paul A.W'llIis. Pm: Nick Mayan Bus. l‘TgI'..' Dr. Lou
Banyi1.Te:l1. Dir.

Cyunl-ife. Inc.5'5 Bell Rock Blvd.
5edoi'Ia.AZ 3635 I @600
[92B)284-9?‘3B
[888)6D5-269?
FAX: (929)234-952i
cynu1ife@sedcna.net
ww\-ncyna|'rfe.com
Year Founded: I999
Company Fourider:AdrlanWbber
Types of Producrs:D|e1:iry Supplements. Health 8. Beauty Care
(HBC) Products, Raw Manerials.
Best Selierszspecial Delivery Coloscrurn. First Harvest Colostruirn.
|"|i:‘acelTherapeutic Skin Ge|.Pe1:ITalk Pm.Ren'iedium.
Key Pei1onna|:Adr':an Weber.C.E.OJPreside1'It:}er1'y Co1burn.V.F!
SIsi'l*1krg.: Elise Weber, Sec.

Cy»-ex NutritionIBSI Kaiserfiu-e.
in-‘inc. CA 926I4-S207
(949

(933)991-9839
FAPQ (949)622-9033
sales@cyvea<.r.orn
www.cyve><.corn
‘fear Founded: 1984
Company Founder: Gilbert Giuck
':‘ypl.-3 of Produ::cs.'Die\':ary Supplernenes. Ingredients.
Present No. of Products: 20
Best Sellers: B|oVi'n,Aer1'.hroCol| Chicloen Collagen Type ll, Biol-"inca
\-"nnpooetine. Bmcooll Sprout Exlracn. Benecosanol Rice Policcsanci
Key Personnel: Gilbert Giuck. Pms.:Cec|1ia l‘1cCo||urn. Bu:c.\I".P.:
Denise Lam, M31-.TechL Sven.

D

D 3: E ?l‘|aI'|'i‘Iaoeutica.ls. Inc.
206 Hacopln Rd.
Blooi'ningdale.N] O?-103
(9?3)a3s-3300
(8:00)21i . I833
FAX: (923)833-0550
info@dnepharIn.c0m
www.d11epharrn.oamYear Founded: I978
Company Founder: Eric Organ
Types of Products: Dietary Supplernenu. Herbal
Produ-cuiSuppiemenr.sPresent No. of PI'Od|.II'.'l:.'.C 24
Best Sel|ers:Su.per Caps. Nau.n'e'sW'l'ii1:e Cross.‘i'd|ow Subs. Herbal
Dynamite. Krypto Caps.
Annual 5ales'.$6.0Cl'0.0|3O
Key Persormei1Eric Organ. C.EO.:Denise Organ. Pres.'.Rici-lard
Qu:'r1e.\F.?.: Kevin Flakefiys Global Sls. Plgr.

Deeriand EnzymesI680 Roberts Boulevard
Suits: 4-D6
Kennaaw. GA SOI44
(770)?! 9-890?
(BvDCI)697-8I79
FAX: [770)‘.?I9-F I94
saJes@deer|and-erlzymemc
www-.deer|a.nd-enzymesecom
Types of Products: Dietary Supplements. Foodsi'Bev¢u-ages.
Horneopathic Products

Degussa Sinfizctives3 H32 Clark Road
Champaign. IL 6 I815-641 9
(2 l7)352-5300
(BUO)?98-2226
FAX: (2 l7}3 5246433
bioar:i:ives.us:@degussa.r.cm
w\I\|‘W'.dEgI.l5$3-blOaCtiva£.DOl'fIYear Founded: I985
Company Founder: Mr. Sid Tracy
Types of Prod-uc1s:HerbaJ Producufiupplemenu. Dietary
SupqalernumiPresent No.of Producn:50+
Best Sellers Lem‘ PS. Cholestadn. Creapure,AI-i:hred.GLA Oils.
Key Personne|:l‘1:'.SidTl'aic'_.I: PresJC.E.O.: Hr. I-larlee Sor|cing.\n".P.
l"1kIg.: Mr. Ed Saxmn.v.P. Sis: D: Ivo P1chei.V.F*. R 8: D!Tecl'I: Ms.$arah
Swindford. Cust Svc Mgr

Den: Co. Inc.
I 750 Rte. 34
Flo. 30! I I05
V\"a.|l,N} {i?'.I"i9-l W3
(732)6E I-0200
[B00)3-9442?'O9
FAX: (732)6B l -3468
s:i|es@deiu;cn.oomwww.dei2cio.con1
Year Founded: I960
Company Founder:$I:epl'Ien ]. De1'I1.Sr.Present No.01‘ Products: I0
Best Sellers: PI'iarrna‘filiTOOa.z. Pharrnafill C5-i
Annual Sale-s:$| 500.000
Key PefionneI:james Deicz. Pms.'.C.haries 'DeiI:.V.P.‘. S.JDl‘In Dela.
]I'. Eng‘rg.

Descale-II: Products. Co.
4357 S.Sanm'REaAve.
Tucson.AZ 857' I4
(520)294-5616
FAX (520)294-9217
d¢scale@rni11dsprirg.coIriwwwdescale-lt.uorn
Year Founded: I985
Company Founder‘: Marianne Muller
Types ol'Producu: EODX Biodegradable Household CieanersPrestni: No.01’ Products: I0
Ben: Seliers: Des-tale-It Bathroom.Desca|e~|r. Lime-Eat.er.Foo| 3:
Spa. Desr.ale—It Cooler. institutional.

Dfiert King lnternatiorral
7024 l“IaII)-'3 CI.
San Diego. CA 9?_I5-‘i
(6I9]-429—5222
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' AVUSH HERD5 Z

Ayush Herbs Inc.
Award Winning

Wortdwide Supplier

Over

standardized extracts

Arnla

Ashwagandha

Anclrographics

Asparagus
race-mosus

Bacopa
monnieri

Bitter Melon

Bosweiiia

Capsicum
oieoresin

Coleus forskoii

Centeiia
asiatica

Curcumin 95%

Echinacea

Eclipia aiba

Garcinia

cambogia

Ginger

Gingko biloba

Guggal

Gymnema
sylvesrre

Haritaki

Holy Basil

Green Tea

lnula
racemosa

Kava Kava

Mucuma

prurens

Milk Thistle

Nee.-rn

Noni

Phyiianthus
amaruniniruri

Picrorihiza

Pippli

Sida Cordiiolia

finospora
cordifolia

Tribuius
terrestris

Trifia

Tyiophora

Valerian

Sitawari

Si..Johns Won

and many more...

Over 30 Essential Oils

For more information

please call

1-(300) 925-1371

Fax 1-(425) 451-2670

w'ww.a3rush. com
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AYUSH H FIRES

Ayush Herbs Inc.
Award Wirzrzing

Worldwide Supplier

Over 100
standardized extracts

Amla

Ashwagandha

Andrographics

Asparagus
racemosus

Bacopa
rnonnieri

Banaba P. E.

Bitter Melon

Boswellia

Capsicum
oleoresin

Coleus forskoli

Centella
asiatica

Curcurnin 95°;-3

Echinacea

Eclipta alba

Garcinia

cambogia

Ginger

Gingko biloba
Green Tea

Guggal

Gyrnnerna
sylvestre
Haritaki

Holy Basil
Inula
racemosa

Kava Kava

Muouma

prurens

Milk Thristle

Neem

Noni

Phyllanthus
amarunmiruri

Picrorihiza

Pippli

Side Cordifolia

Tinospora
cordifolia

Tribulus
terrestris

Trifla

Tylophora
Valerian

Silawari

St.Jol-ins Wort

and many more...

Over 30 Essential Oils

For more information

please call

1-[800] 925-1371

Fax 1 -[ 425] 451 -2670

wvvutayushcom

Coral Calcium

type sex hormones.
Chromium - Chromium is part of a
molecule that has been called glu-
cose tolerance factor, wbjch pro-
motes normal fat and glucose han-
dling. It also may be an important
dietary factor in treating syndrome X,
a metabolic syndrome that may pre-
cede the onset of diabetes and other

ailments. Chromium deficiency can
lead to high blood cholesterol levels
and intolerance to glucose. It may
also be a cause of heart disease and
contribute to diabetes mellitus.

Fluoride - While highly controversial,
fluoride has some proponents who
believe it is essential for the produc-
tion of strong bones and that a defi-
ciency leads to tooth decay.
Iodine ~ Iodine is an important compo-

4‘-‘."‘.s-vsi'..¢‘

appetite, central nervous system dis-
orders and symptoms of arthritis.

0 Selenium - Selenium is essential for

healthy heart and immune system
functioning. It promotes the produc-
tion of many hormones and it is neces-
sary for the function ofthe important
antioxidant enzyme called glutathione
peroxidase. A deficiency of selenium
has been associated with cancer, heart
disease, birth defects, arthritis,
cataracts and autoimmune disease.

Melctis has no problem supporting
this argument. He notes that today’s diet
is “suboptimal” in numerous nutrients
and minerals, and he further remarks
that minerals tend to work best when

they work in synergy with one another.
Thus, he recommends taldng coral cal-
cium with other critically needed miner-

Coral calcium has over 600 years of history
and thousands of testimonials on its benefits

nent of thyroid hormones and it is
necessary for normal growth and
general body metabolism.
Deficiencies of iodine have been asso-

ciated with crelinism, low thyroid
function and fibrocystic disease of the
breasts, goiter and hypothyroidism.
Lithium - Lithium is an important
modulator in the conversion of essen-

tial fatty acids to prostaglandins that
play an important role in several body
functions, including the production of
white cells and T-suppressor cells.
Molybdenum - Molybdenum is im-
portant for the normal handling of
carbohydrates by the body. it helps in
the elimination ofwaste products
from the body. Molybdenum deficien-
cies are rare, but can result in abnor-

rnalheartbeats, migraines, anemia,
partial blindness, gastrointestinal
upset and mental disorders.
Nickel - Nickel is essential for main-

taining the normal functioning of sev-
eral hormones and is a co-factor for

several enzymes. It also maintains
cell membranes and is involved in

protein replication. Low levels of
nickel have been reported to cause
liver problems, abnormal reproduc-
tive functioning and skin rashes.
Phosphorus - Phosphorus is essential
for the proper balance of body chem-
istry, bone structure and energy pro
duction. Phosphorus joins with fats to
produce phospholipids, which are
vital to the function of cell mem-

branes and to the structure of the
nervous system. A phosphorus defi-
ciency rnay-lead to weakness, loss of

08430

ale and trace minerals. Finally, he says,
“The use of high bioavailable ion trace
minerals that readily disassociate in solu-
tion can help provide an added vehicle
for overall absorption.”

According to Japanese folklore, the
islands of Okinawawill cure the world.
Wouldn't it be wonderful if this indeed

were coming true as the Western world
discovers the health benefits of coral cal-
cium? This -“powerhouse of health,” as
Barefoot calls it, combines many differ-
ent minerals to promote substantial body
chemistry, and inhibit disease. Coral cal-
cium has over 600 years of history and
thousands of testimonials on its benefits, _

says Barefoot. Looking at the people of
Okinawa as evidence, the effects of coral

calcium promise to be far-reaching. WF

References:
mow. ioiziccoralcalcium.com

ww_w. co-rolmfrserols. com
Barefoot on Cam! Calcium: An Eran ofLife? by
Robert R. Barefoot

Natures Benefit From Coral Calcium: Sorting
Facts From Speculation by Stephen Holt, M;D.
Coral Calciom byBruceW. Halsteacl, M.D.
“Fabric of a long life 1 Centenarians on Okinawa
credit healthy diet, youthful outlook” by Paul
Wisernan, USA Today, January 8, 2002
“Coral Calcium — An Ancient Source of More

than Calcium” by Chris D. Meletis, N.D., dean
of naturopathic medicine/chief medical officer,
National College of Naturopathic Medicine,
Portland, 05!,
Material provided by Coral Corporation of
America LLC _
Material provided by Trace Minerals Research
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KeepYour
Personal Data

Semi-Private

BY Scorn" TIPS

ou could wallpaper a room
with them—you know, all of
those privacy notices that
come to you folded three or
four times and tucked away

inside mailed envelopes along with state-
ments from your bank, credit union, insur-
ance company, stockbroker, mortgage
lender, and even lawyers in certain in-
stances. Most likely. your only notice of
them is as they sail from your hand into the
nearest trashcan. You don't pay any atten-
tion to them, but perhaps you should.

These "privacy" notices that build up
your wrist-flicking strength are the darling
children of the Grarnm-Leach-Bliley Act
(GLB Act or Financial Services Moderniza-
tion Act) that took effect on July 1, 2002.
The GLB Act supposedly protects privacy,
but the “exceptions” to the Act make it a pri-
vacy-protection failure. Under the Act,
three industries—banldng, insurance, and
securities—may affiliate under one corpo-
rate roof.

These financial institutions are then al-

lowed to trade back and forth among them-
selves their customers’ private and per-
sonal inforination. They can even share this
personal data with others, such as “insur-
ance service providers,” “marketing ser-
vices,” and any other entity that has a “joint”
marketing agreement with the financial in-
stiurdon. As ifthat were not enough, theAct
permits these financial institutions to sell
the consumers private inforrnation to oth-
ers (third parties) for additional profits
without ever telling the consumer!

Don’t kid yourself. These institutions
have a lot of inforniation about you (Includ-
ing the key to unlock the door to virtually

 
 

93-‘ties ‘trade crash. =.-and.--frifetn
rional corporate _. forrnatiori and-man
agemeriif; 'l_-l_e has". been 'i_.oi'rolveb'- in.
the nutrition field for 'rnore__1‘_han.ttiree _
dec.ades-_'-an<_:."- may {be -_ rL9'za'_E)1fi_e.d' at -
'(415)'29_6-Zoos. ' -

all ofyour personal and private information:
your Social Security number). Insurance
records can include your cradle-to-grave
health history, while your brokerage and
banking records can reveal the wealth of
your assets and your spending and Saving
l'1abits—-wllat you buy, whom you make po-
litical and charitable contributions to, and
your entertainment and recreation choices.
Leaving aside the very real danger of use
by identity thieves and stalkers that this
treasure trove of personal information pre-
sents, such data-rich profiles on you and me
will also offer tempting targets to govern-
ment tax and criminal investigators as well
as simple citizens who might want to crush
you in a business dispute, divorce, or child-
custody lawsuit

Opt-out vs. opt-in
Under the GLB Act, the financial lI1Sllll1l-

tions have to tell you what they do with that
personal data You cannot stop them from
sharing your data with their subsidiaries or
affiliates, but if they want to sell it to a third
party, then they must give you a chance to
“opt-out” (say “no”). If the legislators had
really wanted to protect your privacy. then
they would have adopted an “opt-in” sys-
tem. With "opt-out,” you must take the attir-
mative step to tell the company that you do
not want your personal information shared
with third parties. With an “opt-in" system,
the company must take the affirmative step
to obtain your consent to such data sharing
flrst Some states, such as Vermont, have
“opt~in” privacy laws that automatically pro-
hibit these companies from data sharing
unless their residents give their permis-
sion.

Residents of most other states, however,
have to send (or call) in the form to obtain
some small privacy protection. So, what do
you, the consumer, do in these instances?

First of all, the law requires financial in-
stitutions to issue privacy notices once
every year. But, watch the mail because
you may get additional privacy notices
when you open a new account or when an
lI1Sl.‘l.lII.[l.l0Il changes its policy.

Second, take the time to read the line
print in the notice. Most privacy notices
offer a form (sometimes a toll-free number)
that allows you to “opt-out,” that is, block
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Ayush Herbs Inc.
Award Winning

 

 
 

Worldwide Supplier

Over 100
standardized extracts

Amla

Ashwagandha

Andrographics

Asparagus
race-rnosus

Bacopa
monnieri

Bitter Melon

Boswellia

Capsicum
oleoresin

Coleus forskoli

Centella
asiatica

Curcumin 95%

Echinacea

Eclipta atba

Garcinia

cambogia

Ginger

Gingko biloba

Guggaf

Gymnema
sylvestre

Haritaki

and many more...

Over 30 Essential Oils

For more information

Holy Basil

Green Tea

Irtula
racernosa

Kava Kava

Mucuma
prurens

Milk Thfstie

I‘-teem

Noni

Phylfanthus
amarunlniruri

Picrorihiza

Pippli

Sida Cordffolia

'Fnospora
cordifotia

Tribulus
terrestris

Trifia

Tylophora
Valerian

Sitawari

St.Johns Wort

please call

1-(800) 925-1371

Fax 144251451-2070
vvvrw.ayush.com
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rnum Male.

Key Personnel: Candis Scott.
C.E.O.; Lennez Hilzemann, Custom
Sales; Brain Taschereau, Salas

l-lobe Laboratories. inc.
6479 3. Ash Aye.
Tempe. AZ 85233
(480)413-1950
(800)523-4482
FAX: (480;-11 3-2005
ho1belabs@ao|.com
www.hobeIabs.corn
Year Founded: 1975
Company Founder: Bill Ftobertson
Types of Products: Health & Beauty
Care (HBC) Products
Present No. of Products: 70
Best Sellers: Slim Tea, Energizer
Hair Care. Great Stuff, Sunaturals.Hand Sanitizers.
Key Personnel: Bill Robertson.
Pres: Brenda Martin, Natl. Sis. Mgr;
Peter Sarnuell, Dir, Manufacturing;
Debbie ‘fills, warehouse Mgr: Drea
Yellowhair, Customer Service

Homeopathy 1- Herbal Labs
1445 30111 St‘.
Suite B
San Diego, CA 92154
(619)429-6012
(800)641-3332
FAX: (619)429-7512
Year Founded: 1994
Company Founder: Michael Martins
Types of Products: Dietary supple-
ments, homeopathic products
Present No. of Products: 400+
Bestsellers: B-Complex. Candida,
Bio-Plus, Homeopathy. MemoryPlus

Key Personnel: Michael Martins,
Pres; Ana V. Sanchez, E.E.O.

Hsu's Ginseng Enterprises Inc.
T6819 County Highway W.Wausau. WI 544-03
(715)675-2325
(877)446-7660
FAX: (71 51675-9730
Flon @hsuginseng.com
wwi-11.hsugEnsang.com
Year Founded: 1974
company Founder“. Paul C. Hsu
Types of Products: Heitnal Prod-
uctsfsupplements
Present No. of Products: 1 1
Best Sellers: American. Asian. Eu-
thero Powder, Amer. Powder Ex-
tract, Asian Powder Extract
Key Personnel: Paul Hsu. Pres:
Sharon Hsu. \l'.l’.

Humanetics Corp.
1200 Middle Set Rd. Ste. 500
Eden Prairie. MN 55344
(952)937-7660
FAX: (952)937-7667
info@humaneticscorp.corn
www.hurnaneticsoor.p.com
Year Founded: 1988
Company Founder: Ron Zenk
Types ot Products: Dietary Supple-
ments, Herbal Prod1.rctslSupplemerits

Present No. of Products: 3
Best Sellers: 7-Keto, Inzitoi, Micro-Lactin

Key Personnel: Flcn Zenk, C.E.0.;
John Dukstra. 0.0.0: Dr. John
Zenk, Cniet Science Oflicer; Scott
Steil. Sis. 81 Mktg.
l
Inca Organics
330 N.Jetlerson Suite 1401
PO Box 61-8154
Chicago, IL 60661
(312)575-9880 (866)328»-4522
FAX: (312)575-9881
incaorganlcsdaolcom
www.incaorganics.corn
Year Founded; 1996
Company Founder: Bob and Mar-

jorie Leventry
Types of Products: Foods2’Bever-
ages
Present No. of Products: 2
Best Sellers: Organic Quinoa, BlackAmaranth

Annual Sales: $1,000,000

lnstitut Rosell,iLallemand
8430 St. Laurent Blvd.
Montreal" QC l-l2P 2M6 Canada
(514)381-5631
(800)452-4364
FAX: (514)333-1493
human@lallemand.cor11
www.lallemand.corn
Year Founded: 1932
Company Founder: Dr. Brocnu
and Dr. Resell

Types of Products: Dietary Sup-
plement lngredlents, Probiotics,
Etio-Supplements
Best Sellers: STAR, Probiocap. L-
acidophitus Resell-52, L-rarnnc-
sus Resell-ll, Lalmin
Key Personnel: Ollzier Clech,
Pres.; Henri Durand, Scientific
Din; Patrice Malard, Sis. Dir. Eura-
sia; Aldo Puocc, V.P.; Nathalie
l'-ladptont, Mgr.

Integrated Bioceuticals
120 Eider Lane
Eastharn. MA 02642-3401
(508)240-5773
FAX: (508)255-1121 4
gary@ibopc.c0m
Year Founded: 1999
Company Founder: Gary Seneca!
Types of Products: Herbal Prod-
uct5lSuppIements
Present No. of Products: 3
Best Sellers: Masqueliers OPC, An-
thogenol
Key Personnel: Gary Seneca, Mar.-
aging Partner

Integrity Nutraoeuticais international201 Field St.
Sarasota, FL 34240
(941)342-0007
(800)479-8994
FAX: (941)342-7337
gus'@ integritynutcom
11mrw.integrity111.rl.oom
Year Founded: 2000

Company Founder: Lloyd Slabacn,Tim Romero

Types of Products: Dietary Supple-
ments, Herbal Pr0ducts1’Supple-mehls

Best Sellers: Cinnulin PF, RC-Nos,
Thermodiamine. Osteo CO
Key Personnel: Lloyd Siabach,
President;1'1m Romero, \1'.P.: Gus
Flomero. Sales, Dave Bender Ware-
house Mgr,

lnterHealth Nulraceutioals, inc.
5451 Industrial Way
Benicia, CA 94510
(707)751-2800
(300)733-4535
FAX: (707}751-2301
inlofl interheatthusaoom
www.interheaithusa.corn
‘rear Founded: 1987

Company Founder: William A. Seroy
Types of Products: Dietary supple-
ment Ingredients, Herbal Product in-
gradients
Present No.01 Products: 15
Best Sellers: Super CitriMax Clinical
Strenth. Alter-7, Cltromelylate.
Dptibeiry, UC-II.
Key Personnel: Pn.D. Debasis
Elagchi. AdrninlMgr; William “Skip”
Seroy. Pres.iC.E.0.; GaryTr0xei,

Exec. y'.F!: Mary Helen Lucerc..F.O

lmierness
51 Sawyer St.
Suite 200
Waltham, MA 02453

(781)314-4033
(877)696-2525
edkeohan @invrnad.:::om
www.invernessmedical.oom

use

1361 Alps Fid.
Wayne. 11.: 07470
(973)523-3000
FAX: (973)623-4117

J . _ __ M

1:-.."..°:'.,'f:;.':.::..:.:s;,'.:*1:..... ( AYUSH HEWLos Angalee, CA 90035-431 7
(31 01204-6936
(800)726-0836
FAX: (31 0)204-2520
lnto@]arrow.corn
\nrww.jarrow.oom
Year Founded:1976
Company Founder: Jarrow Flo-
govin

‘types of Products: Dietary Sup-
plements, Herbal Productsi Sup-plemants
Present No. of Products: 350
Best Sellers: Jarrow-Dophilus
EPS, Eliosil, GI-Absorb, Bone- up,SAM-e

Key Personnel: Jarrow Rogcvln,
Pres.; Sid Shastri, lr‘.PJProd. Dam;
clay Duflose, VP Sales; Ben
Khowlng, CFO; Perla Guo,VP
ftlnctiona food, clinical research
81 Asia rnarkel develop:-nemt

 
 

 
 

 

 
 
 

 
 

Jan-ow industries
12246 Hawkins Street
Santa Fe Springs. CA 90670
(502)906-1919
FAX: (562)905-1979
siva@jiimtg.corn
www.jiirnfg.com
Year Founded: 2001

Company Founder: Jarrow Ftogouln
Types of Products: Dietary Supple-
ments. Herbal Productsi'Supple-
merits. Contract manufacturing ser-woe

15.... 1
-standardized ex1:r'act's"'..

;-\mIa —

.»\sI1wagandI'ta
Holy basil
Green Tea 11113;)€l£)[A.lOS.10p12;-13917'01“313.113Present No. of Products: 500+ A - . ._

IE8at Seuers: comm manufacim ‘ . ndrograplns lriula raoemosa
|}21Egysgf\.I'|ce I 3' Ha _ P I Asparagus racemosus have kava

ersonne: Me It, ress- - - 3. -.
denflC'E_O: Jamw Rogmjnr Chaifi Bacopa monrnon . Ilucuna pnrrens
man; age, Bjomstadl D5,-_,1pod_ Mgn Bitter melon Milk thistle

John Henry P mg ‘ Boswellia Dieern101 H Street Ste, Mg C-apsrcum uleorestm hon:
Petaluma, CA 94952 Coleus fcrskoli Pir\'ll:1ntl11.rs
(707)778-1250 . . 1 zuriaruniniruri(30032-_;_5997 Centella asaat .1

\l";:XiF(7D?}752-12:3 Curcumin 95% Picrorihiza
ar ounded: 191 . .

Company Founder: John Henry Efmnacea 1133'?" _ _gyépes o_lProducts:Mrsoellar_1eous: Eclxpta alba Sula cordifoha
Begtk§%'IT§rg'g?;i:]CL:b"§:fl;,eXo Gar-cinia cambogia Tiriospora cordifolia
Labels. Flexo Cartons. Offset Car- Ginger Tribulus terrestris
ions - . - -Annual Sales: $120 million Gmkgn Mob“ Tnfla

Key Personnel: Dan Welty, Market Guggal 'r3rIopI1ora
D"e‘7‘°' Gymnema syls-'est're Valerian
Juice Man, inc, Haritaki Sitawari
6755 JLJUG Lane 3 J h I “,1-
West Hills. ca 91 3:17-2727 ° _"_ 5 "'1
(313)992-4442 _
(377}B88-‘l)0‘l 1 'FAX: (818 992-4479
juloemmmamm and many more...........iniww.juicemart.oom

Over 30 Essential Oils
Year Founded: 1995
Company Founder: Linda Renaud
Types of Products: F0ods.lBever-
ages. Herbal Products’ Supple-

ments. 3Present N0. of Products: 100 ,1
Best Sellers: Juice Concentrates, g
Nutritional Supplements Eii

1r

Ayush Herbs, inc.
2115112111 Ave. NE

'Bellevue, Washington 98004
1-800-925-1371

www.ayush.com

Key Personnel: Linda Renaud.Pres.

K

KGK Synergize Inc.
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qnzex Nutrition buror-.._ at .._..-... ..
Nutritional lntema- DNP international Co..Inc. i-‘lye Continent Enterprises

tional ' .4-_— Doctors Nutraceutzcals inc. Lactoferrln
A E. A Pharmaciiern inc. Eckhari Contract Manufao Functional Foods com. A Si A Nutritional Interna-
ABOO Laboratories. inc. luring Future Foods. inc. tional
AOH Health Products inc. Ecuadorian Hainiorest LLC. Garden State Nulritlonals ABCO Laboratories. inc.
Albion Advanced Nutrition Elixir lnt'l of New Mexico. GCI Nutrients Alia Chem
Alla Chem Inc. Genesis Research Corpora- American ingredients inc.
American Health it I-lerb Essential Fine ingredients. lion Atlas Operations Inc.
Ministry Inc. Global Laboratories B.O.S.S.-Bob O’Leary Soon
American Ingredients inc.
American Int‘! Cliernioal Inc.
American Supplement Tech-
nologies
Arizona Nutritional Supple-
ments (ANS)
Ashlend Distribution Co.
Atlas Operations inc.
B.O.S.S.-Bob O‘Leary Sport
Science
Biotrorl Laboratories
C 8. L Health Products
California Energy Nu’a-icauti-cals
Crielateo Minerals Corpora-
lion
Cherni Nutra
Doctor's Nutraoeuticals
Eckhart Contract Manufac-
turing
Falcon Trading lntemational
Corp.
Famaroo Ltd. Inc. {also see
B&i< Intl.}
Garden State Nutrltionals
Gerierichern Corp.
Global Botanical Corporation
Global Laboratories
Global Nutrients incorpo-
rated
Hawk Biophanna
Healtlico international
Healthy ‘N Fat Nutritionaislntraceli Nutrition Inc.
Licata Enterprises
Marta industries
Minister International. Inc.
Nature's Products
NHK Laboratories. inc.
North West Marketing Co..
inc.
NOW Foods Private Label
Nuirite Laboratories
Pacific Nutritional inc.
Paragon Laboratories
Pnarmachern Laboratories.
Inc.
Pharrnline inc.
Purac America
Reliance Private Label Sup-
olements
St. John's Botanicals Inc
Stauber Perlorrriance Ingre-
dients. inc.
Superior Nutraceuticals. lnc.
Taiyo International. Inc.
'l"isiicon Corp.
To Your Health
Trace Minerals Research
Tri-Light
Unique Vitality Products Inc
Vitamer Laboratories
Watson industries Inc
World Organic Corp.

Isoflairone
A 3. A Nutritional Interna-
tional
A it A Pharrnacbem Inc.
A.S.l. international
ABCO Laboratories. Inc.
Acatris inc. LISA
ADH Health Products Inc.
ADi'utlArcher Daniels Midland
AlDF‘ Inc.
Alia Chem
American Ingredients inc.
American Supplement Tech-
nologies
Anliltar 1nt'1 Ltd.
Arizona Nutritional Supple-
ments LANG‘:
Atlas Operations Inc
ATZ Nalural.lDi\r. Of ATZ
Chemical]
Ayusii Heme. Inc.
B.0.S.S.-Bob 0'Leary Sport
Science
California Energy Nutriceuti-cats
Cargill Health is Food Tech-
nologies

Falcon Trading International
Corp.
Famarco Ltd. Inc. {also see
SEEK Intt_i
Fortune Bridge Go.. inc.
I-‘u notional Foods Corp.
Future Foods. inc.
Garden State Nutriiionals
GCI Nutrients
GCI Nutrients {Canada} Inc.
Global Laboratories
Global Nutrients Incorpo-
rated
Harten Corp.
Hawk Biopharma
Healthco lntemationai
Healthy ‘N Fit Nutritionels
integrity Nutraceuticals inter-national
l<DN-Vita international. Inc.
Kingchem. LLC.
Licata Enterprises
Maypro Industries Inc.
MegaCare. Inc.
Minister International. Inc.
Nature's Products
NHK Laboratories. inc.
NOW Foods Private Label
Nutriscience innovations
LLC
Nuvite Laboratories
OptiPu-re Brand Chemco In»dustries
P.L Thomas 3. Co.. Inc.
Pacific Nutritional inc.
Paragon Laboratories
Phannachem Laboratories.inc.
Piiarrrtlirie Inc.
Sabinsa Corporation — Utah
Soft Gel Technologies. Inc.
LSGTI}
St. John's Botanicals Inc
Steila Labs. LLC
To Your Health ,
Unique Vitality Products inc.
Van Drurren Farms
Vitamer Laboratories
Watson Industries inc

Joint Care
A 5: A Nutritional Interna-
tional
ABCO Laboratories. inc.
Acia Health Products
ADI-I Health Products Inc.
AIDP Inc.
Alia Ciierri
American Health 3. Herb
Ministry
American Nulraceuticals Inc.
American Supplement Tech-
noiogies
Ameriden International. LLC
Ancient Forrnulas. inc.
Ancient Sun
Applied Nutritionals
Arizona Natural Products
Arizona Nutritional Supple-
ments (ANS)
Atlas Operations Inc.
ATZ NaturaI.(Div. Of A12
Chemical]
B.O.S.S.~Elob 0'Leary Sport
Science
Bl Nutraceuticais
BioTech Corporation
Botanical Lahoratones Inc.
Caiilomia Energy Nutriceuti-
cats
Collagen Nutraceulicals. Inc.
Compound Solutions. Inc.
Coral Minerals inc.
Curarriyx inc.
Cyirex Nutrition
Deodorant Stones of Amer-
ica
Doctor's Nutraceuticals
Eartir's Bountyrwlatnx Health
Prods. inc.
Eckiiart Contract Manufac-
turing

Global Nutrients Incorpo-
rated
GMP Laboratories Of Amer-
ica. Inc.
Hawk Biopharma
I-iealrn Plus Inc.
I-Iealtnco international
Healthy ‘N Flt NutritionalsHerbal Answers inc.
Hsu's Ginseng Enterprisesinc.
Humanetics Corp.
Indiana Botanic Gardens.
Inc.
lnnollr‘-arl< Inc.
integrity Nutraceuticals inter-national
lnlerHealth Nutraceuticals.
inc.
lnrracell Nutrition inc.
Ucata Enterprises
Liddell Laboratories
LycoFled Corp
Megacare. inc.
Minister International. Inc.
National Enzyme Company
Nature's Products
Natures Purest
Next Pnarmaceuticeils
Ni-IK Laboratories. inc.
North west Marketing Co.
Inc.
NOW Foods Private Label
Nutraceutix. inc.
Nutragenesis LLC
Nutrition Farm. The
Nuvite Laboratories
Orcas lnten-rational, Inc.
Organic By Nature
P.L. Thomas at Co.. Inc.
Pacific Nutritional inc.
Pacific Flainbow lntl. Inc.
Paragon LaboratoriesPnarmiine inc.
Phannore Ingredients. inc.
Proprietary Nutritionals. Inc.
Flexarn Closures at Contain-ers
Sabinsa Corporation - Utah
Science 8. Ingredients. Inc.
Sea-Health lrrlpor‘3
SoaTech Bloproducls
St. .lohn's Botanicals Inc
Stella Labs. LLC
Technical Sourcing interna-
tlonaI.. inc.
To Your Health
Trace Minerals Research
UAS Laboratories
Unique Vitality Products Inc.
Valentine Enterprises. Inc.
tniarner Laboratories
Vita-Vista
Watson Industries Inc
World Organic Corp.
Wysong Corporation

Kosher Supplements
A & A Nutritional interna-
tional
ABCO Laboratories. Inc.
AIDP lnc.
Ancient Sun
Atlas Operations Inc.
Blue California Co.
Carotech Inc.
Earth’s Bountyrmairix Health
Prods. Inc.
Fitness & Nutrition Center
Freeman Industries. l..L.C.
GCi Nutrients
Hawk Biopharma
Hsu's Ginseng Enlerpnses
Inc.
Innolioladr inc.
Ufe Science Laboratories.
LLC
Pacific Rainbow inti, inc.
Penta Manufacturing Com-
pany, inc.. Div.
Sabinsa Corporation — Utari
Valentine EnierpriSes_ Inc.

Science
Canfomia Energy Nutrioeuti-
cale
Doctors Nuiraceuticais
Falcon Trading International
Corp.
Future Foods, inc.
Garden Slate Nutritionals
Global Laboratories
Global Nutrients Incorpo-
rated
Hawk Biopharma
I-lealtliy ‘N Ht Nulritionais
Kingcherri. LLC.M.ai< Wood, inc.
Millennium Health Supple-
ment Inc.
Minlstar International. inc.
NHK Laboratories, inc.
NOW Foods Private Label
lilutrlscience Innovations.
LLC
Pacific Nutritional Inc.
Paragon Laboratories
Paul Schuelier international
inc.
Pharrnline Inc.
St ..iohn‘s Botanicals inc
Unique Vitality Products inc.
Valentine Enterpnees. Inc.

Lecithin
A at A Nutritional interna-
tional
ABCO Laboratories. Inc.
ADH Health Products Inc.
ADMrArcher Daniels Midland
Alfa Chem
Amax Nutrasource. Inc.
American Health 8. Herb
Ministry
American Ingredients Inc.
American lnl'l Chemical inc.
American Supplement Tech-
nologies
Arizona Nutritional Supple-
ments (ANS)
Ashiand Distribution Co.
Atlas Operations Inc.
El.O.S.S.—Bob 0'Lea.ry Sport
Science
Blue California Co.
C St L Health Products
California Energy Nutriceuti-c‘-‘ais
DNP International Go..lnc.
Doctor's Nutrsceuticals
Eckhart Contract Manulacv
luring
Essential Fine Ingredients.
inc.
Faicon Trading international
Corp.
Farnaroo Ltd. inc. [area see
B&K lnt|.}
Future Foods. inc.
Garden Slate Nutritionals
Global Laboratories
Global Nutrients Incorpo-
rated
Hawk Biopnarma
Healthco International
Healthy ‘N Fit NutritionalsHerbakralt Inc.
Hsu's Ginseng Enterprisesinc.
Indiana Botanic Gardens.
Inc.
Liberty Natural Products Inc.
Licata Enterpnsea
Martec Industries
Mayrpro Industries Inc.
Megacare, Inc.
Millennium Health Supple-
merit inc.
Minister international. inc.
Nature's Products
NI-IK Laboratories. inc.
Nortriland Organic
Foodsrnlorthland Seed
NOW Foods Private Label
Nuvile Laboratories

08424

 

 
  

Ashwagandha
Andrographis

Asparagus racemosus

Bacopa monnieri
Bitter melon

Boswellia

Capsicum oleoresim
Coleus for-slroli

Centella asiatica

Curcuruin 95%
Echiuacea

Eclipta alba
G-arcinia can-rbogia

Ginger

Ginkgo biloba
Gug-gal

Gymnema syhrestre
Haritaki

and many more...........

Over 30 Essential Oils

Green Tea
Inula racemosa
Kai-"a kava

Mucuna prurens
Arlilk thistle
Neem

Noni

Phyllanthus
amarunlniruri

Picrorihiza

Pippli
Sida cordifolia

Tinospora cordifolia
Tribulus terrestris
Trifla

Tylapltora
Valerian
Sitawari

St. John's Wort

Ayush Herbs. Inc.
2239 i52nd Ave.NE .

Redmond. WA 98052

' 1-800-925-1371

www.ayush.corn

WHOLE Fooos -Sr 
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CircleNo.22ReaderServiceCard Asliwagandha

Andmgraphis
Asparagus raceinasus

Bacepa monnieri
Bitter melon

Boswellia

Capsicum oleoresin:
Coleus forskoli

Centella asiatica
Curcnmin 95%

Echtuat.-ea

Eclipta alba

Garcinia camboga
Ginger

Ginkgo bilnha

Guggal
Gymnema sylvcstre

I-Iaritaki

Green Tea

Inula racemosa
Kava kava

Mucuna prurens

 

 
Neem

Noni

Phyllanthns
amarunfnimri
Picrnrihiza

Pippli
Sida curdifulia

Tinuspora cnrdifolia
Tribuius terrestris
Trifla

Tylo-phora
Valerian
Sitawari
St. Jalm's Wort

 
 

and many more...........
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.' ern"products'offeredi: __, _ _ - _
" ' Chung states 'that.'Supe'rior -'1‘ratlirtg’s_rnost.
3 -popular product"is Nin Jiom Loquat Syrup,

Milk thistle ' ' '

i _ and illness. but the explanation and ‘understand-
ing of the detrimental effects of imbalances in

- thebody is still appropriate in today’s world,"
she notes. _

With all of this said, it must again be reiter-
_- ateti that SllT].ll£].1"I0 Ayurvedic medicine. TCM

also stresses individuality. Chan, for instance,
i_ says. “We tackle the issue individually—a
7 major difference compared to Western medicine

.' Cln'hese'doc,tors find solutions like a tailor.”
5 Chan explains that Chinese medicine views the

.boc1y-as a combination of systems rather than a
_ single en_t.ity._“_We’re_ not singular paIts——every- '

_£l:1_iI1g in the body is;connected,"" he -

.Annmuenao

inf__'_luertces_; Yet spine of your cu_s_tomers_t_his

may}"iB.,f"%'Ct-_(nietaphofical1y' be an-;

" . -'A'1though"'mt_ist of would love evocation"
-j_ "to China and o'th'er in-the B"ast,_'it?s'-n'ot' "
‘I. 'so_rhetI1in_g- we ’]l all get. to have during" our lit_'e- "
‘ Bn't'luclcily,'as mentioned earlier. the East " '

come.‘ {o_t_r_s,: with it tons of 'cultI1ril " '

,._ ' ftijenough;_ais they-may wantto sample ti taste ‘
-_ of'_'the East by _irr_1proving'.'their health. So in

many _:ega.rd;_s;fa.'nip "to. a natural "products store, .

takinga ship to the as'reta'ile'_rs_c-an provide.
 
 

 
 

 

 
which is a traditional remedy for coughs and

_ sore throats. This formula, he says, is over 45

' years old, but what’s even more noteworthy
about the product is that it has been registered as
an over-the-counter drug" with FDA. “We also

"carry a formula called ‘Superior’ Hong Kong
Soothing Herbal Tea that helps with cold symp-
toms. This is also a traditional formula that was

.rece'nt1y"refonnulate'd as "an ephedra—free prod-
uct. We also carry a few external products .-for

reliefnamed Superior Dragon Balm", Supe-
rior Dragon Analgesic Plasters, and Superior
Zheng Gu Shni,” Chung adds. _ . "

Yellow Emperor, Inc.,- located in Eugene,
, COR, isa __custorn. tnannfac_tnrer_that makes liq-
'_,_,hid extracts..for'other compatnes,_accor_ding to
" _"_I'. Levine”;"pre.sident. “We ‘mate’ c_o'ri:E—

: __binatior1s of herbs into formulas in everyway
-imaginable.-"We add ‘flavors to the herbs" to
--make them more palatable.” he says. Some of
these products also include tonics and-.“symp-

.- {pi-niorientcd medicatnents ,. such as digestive
,_-.--hitters." Interestingly, Levine says that the
_._Cl1'inese medicine category is expanding to

tzosrnetics. “One. irnportant product‘ that we
have developed is cosmetic superconcentrates.

_ __ _ _ ____.'These'__prfo_ducts"'are concentrated up‘to_-.2'4-
mzistomers-with the-Ayiirvedic ' .po'n.nd_s per end gallon. As little as one :nl"_can

‘ be_'used"effe‘c1:ive1y.'in an eight ounce lotion or
thet;topica1,”='he'_rela'tes- _

Aynrvedic_'Ol?ferin'gs _ _. _ --
__ ' Chinese x_nedicine_a1_oI_1e isn_’t the only East-

medioine that is penetratingthe health and
beauty-care industry. As Vanzetti says, “An-

Snme Freuuentlv Asked lluestiuns
lthough traditional Chinese

Ameclicine (TCM) and Ayurvedicmedicine are in fact ancient. in the

United States. they aren’t quite familiar to
the mainstream public. For this reason. if
you have customers who are becoming in-
terested in Eastern medicine, they may have
some questions; luckily, some of the sources
for this story have told WhoIeFoods what
they think are the most frequently asked
Eastern medicine-related questions:'con-
cems and their answers.

P.K. Dave, president of Nature‘s Formu-
1-at-y.LLC in Albany. NY says that in regard to
Ayurveda. one of the most frequently asked
questions is, “In what way is Ayurveda differ-
ent from Western herbalism‘?" Dave's re-

sponse to this question is as follows: “West-
ern herbalism offers many great traditions.
Yet. a holistic practice that treats the whole
body emphasizing prevention rather than cure
is not as emphatic as it is in Ayurveda.”

According to Michael Chung, a partner at
the San Francisco. CA—based Superior Tind-
ing Company, the most common question he
hours with regard to TCM is. "Are there any
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side effects from taking these products?" “I
generally advise people to see a licensed Chi-
nese doctor or acupuncturist and steer them

away from patent medicines. The biggest
worry is that the symptoms may be aggra-
vated from the side effects of the herbs in a

product. Another worry is that there was a
problem with various Chinese patent
medicines (pills. tablets) containing pharma-
ceutical ingredients such as codeine. Retailers
should advise their customers to seek profes-
sional advice before taking any herbs if they
do not feel well. They should also confirm al-
lergies or existing medical problems before
recommending the herbs."

Lastly. Dakshina Vanzetti. president of
Auromere Ayurvedic Imports. located in
Lodi. CA. makes mention of the fact that

some consumers may question the safety of
Eastern medicinal products. She says, “Gen-
erally. these Eastern methods have not under-
gone the type of double-blind studies and ani-

mal—testing that Western medicinal products
are subjected to. Instead. these ingredients
have been time-tested over thousands of

years of practical experience."

 

 

 
 
 
 
 

 
 
 
 
 

 

 
 
 
 
 
 

 
 
 

 
 
 

 

 



 

__sta_ndard1zed extracts

Amla

Ashwagandtm
Andmg;-aphis

Asparagus racemosus

Bacopa mormieri
Bitter melon

Boswellia

Capsicum oleoresirn
Coleus forskoli

Centella asialica

Cureumin 95%
Echimacea

Eclipia alba
Garcinia camhogia.

Ginger
Ginkgo biloba

Guggal
Gymnema sylvestre

Haritaki

Holy basil
Green Tea

[nula racemosa
Kara kava

“ucuna prurens
Milk thistle
-.‘l'eern
Noni

Phyllanthusamarunfniruri

Picrorilaiza

Pippli '
Sida curdifolia

Tinospora cnrdifnli-a
Trihulus terrestris
Trifla

Tylophnra
Valerian
Sitawari
St. John's Wort

and many more...........

Over 30 Essential Oils

Ayush Herbs,|nc.
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Redmond,WA 98052
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www.ayush.com
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Vivion, Inc. Pharmachern

Protein Research
SELENIUM Sabinsa

A-zeto Corporation The Wright Group
Ac-rChern, Inc.
AI-ID lntl. ZINC

AIDP Aceto Corporation
Albion AerChem, Inc.
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AMT Labs American Ingred.
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Nutraceot. Labs
Nutrition 21 Inc.
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Wilke Resources
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Aceto Corporation
American Ingred.
Asiamerica
Dews Research
Geni Herbs‘
E-Ian-Fortune
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RF1 Ingredients
Telephone: 845-358-8600
Fax: 845-358-9003

E-innit: rrishacl@rfiingreclients.com
Website: www.rfiingredients.com
Contact: Trisha Devine

Aritioxidont Products: Ox}/Phyte line of natu-
ral antioxidants standardized to ORAC:

freeze dried and spray dried ben-y powders;
agai juice powder; acerola extract; AC-11
DNA repair product; yerba mate; quercetin;
pomegranate extract

Sabinsa Corporation
Telephone: 801-465-8400
Fox: 801-465-8600
E-mail: todd@sabi.nsa.corn
Website: www.sabinsa.corn
Contact: Todd Norton

Antioxidant Products: Curcumin C3 Complex;
Selenium SeI.EC'l‘; Zealutein; alpha lipoic
acid; Methyselene; green tea; rosemary
extract; n-acetyl-cysteine

Soft Gel 'l'ech_nologies, Inc. (SGTD
Telephone: 800-360—SGTI (7484)
Fox: 323-2726-'?065

Email: dianeh@s0ft-gel.4:0m
Website: wwwsoft-gel.c0m
Contact: Diane Hembree

An!io.rirlimt Products: CoQsol patented,
clinically studied, all natural, enhanced
absorption, soft gel formulation of CoQ10;
Wasabisol real wasabi in a unique soft gel
formulation for enhanced detoxification
and immune function; Carnisol, Lonza's
,CarniPure L-Carnitine L—Tartrate in an

exclusive soft gel delivery system; Car-
nisol-Q10, Lonza’s Cat-niPure L-Carnitine

L-Tartrate and CoQ10 in an exclusive soft
gel delivery system

Solbar Plant Extracts

Telephone: 972-8-8632111
Pox: 9%-8-8561455

E—moiI: spe@solbar.com
Website: www.solbar.com
Contact: Karima Bedrock

Antioxidant Products: Solgen 3/S, Solgen 10,
Solgen 10/S, Solgen 40, Solgen 40/S, Solgen
SR, Solgen C, Nutragen 3/ 10, Nutragen 10

Synergy Production Laboratories
Telephone: 435-259-4787
Fax: 435-259-4919

E—mail:slattey@synergy-co.com
Websit.-2: wwwsynergyproduction.com
Contact: Steven Lattey
Antio_ridont Products: Synergized Berry
Powder, 2: full spectrum, proprietary pow-

Nutraceuticals

dered blend of organic and wild fresh
freeze dried whole and juiced berries and
fruits; Synergized Wolfberries (goji
berries); Synergizecl Apple Powder
(including peel); Synergized Acerola
Extract Powder, standardized to a mini-

mum 25% naturally occurring vitamin C:
Synergized Camu Carnu Extract Powder,

standardized to a minimum 20% naturally
occurring vitamin C; Synergizecl Sprout
Powders, standardized cruciferous sprout
powders of broccoli, cabbage, kale, cauli-
flower: Synergized Tomato Juice Powder,
water soluble; Synergizecl Beet Juice Pow-

der, freeze dried and water soluble; Syner-
gized Carrot Juice Powder, freeze dried

and water soluble; Synergized Active 15+
Manuka Honey Powder, freeze dried and

water soluble; All above mentioned prod-
ucts are certified organic and Kosher, with
the exception of carnu camu, which is cer-
tified wild

Taiyo
Telephone: 763-398-3003
Fax: T363-398-3007

Email: biIId@taiyoirit.c0rn
W'ebsite: www.taiyointemationalcom
Contact: Bill Driessen

Antio.-cidont Products: Sunphenon green teacatechins

WILD Flavors

Teleplton.-2: 859-342-3573
Fox: 859-3-1-2-3688

E-mail: ghorn@wild.tlavors.corn
Website: www.wildflavors.c0m

Contact: Greg Horn
Antioxidmit Products: Water soluble

CoQ10; water soluble vitamin E; de-fla-

vored green tea polyphenols; white tea
polyphenols; chloragenic acid (green cof-
fee extract); water soluble lute-in esters;

water soluble lycopene; vitamin A and E
water soluble emulsion; high anthocyanin
juice extracts; apple polyphenols

The Wright Group
Telephone: 337-783-3096
Fax: 337-783-3802
E-mail: wei@wenr:1ch.com

Website: www.thewrightgroup.net
Contact: Joel Mcspaclden
Antioxidant Products: Alpha lipoic acid,
CoQ10, green tea catechins, herbs (flavou-
oids, quercetin, grape extracts, pomegran-
ate), minerals (selenium, zinc), tocopherols
(synthetic and natural vitamin E),

carotenoids (beta-carotene, iutein, lycopene),
vitamin C (ascorbic acid)
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Aslnvagandha
.-tndrographis

Asparagus racemosus
Bacopa monnieri

Bitter melon
Boswellia

Capsicum oleoresim
Coleus forskoli

Centella asiatica
Curcumin 95%

Echinacea

_ Eelipta _aIha
Garcinia cambogia

Ginger
Ginkgo bilobn

Guggal
Gymnema sylvestre

Haritaki

Holy basil
Green Tea
fnula raccrnosa
I\’.ava kiwa

I\-Iucuna prurens
Milk thistle
Noam
Noni

PI1yIlanlh1.tsatnaruniniruri

Picrorihiza

Pippli
Sida cordifolia __
Tinospora cordifolia
Tribulus terrestris
Trifia

Tylopllora
Valerian
Sitawari
St. John's Wort

and many more...........

Over 30 Essential Oils

Ayush Herbs, Inc.
2239 1S2nd Ave. NE

Redmond, WA 98052

1-800-925-1371

www.ayush.com
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prevents wasted inefficient effort, and

allows the various partners to focus on
the customers they can influence most

effectively,” said Mr. Israel. ”Assuring
message discipline is perhaps the most

important benefit of co-branding
because it can help create a consistent

product message throughout the sup- .
ply chain.”

Most branded ingredient companies
have strict formulation guidelines for
manufacturers to ensure efficacy. From

the consurner’s standpoint, they can feel
confident that the product they are pur-
chasing contains the proper ingredient
dosage, and that the structure/function
language on the label is accurate.

Making the Co-

branding Commitment
Co—branding is not new. However, over

the past few years, it has certainly grown
in importance to nutraceuticals compa-

nies that want to develop and maintain

sales. Co-branding is also not cheap.
Indeed, annual marketing budgets of a
$500,000 to $2 million are not uncommon.

As is the case with all branding, how
quickly you become a recognized brand
can most often be measured by the rate
at which you can get targeted media
exposure. So the smaller the budget, the
longer it takes to build a brand.

Success comes to companies that nev-

er waiver in marketing support, espe-
cially those that continue to support the
brand even after it appears the brand
has sufficient sales momentum. Remem-

ber, just as consumers and health pro-
fessionals become aware of your prod-
uct, another up-and-coming star will
appear on the horizon every few

months. If you let your branding cam-
paign slide, or limit its layers, you might
as well put out the welcome mat for
your competition.

By the time a co—brandecl nutraceuti-

cal product hits store shelves these days,

chances are excellent that people have

heard about its proprietary ingredient
from a variety of reliable sources.
including doctors or even medical

reporters on the evening news.

Nutraoeutioals World*‘

—f.'
,._.-.,.._... _._.,_..:.m.

Baanoinnci ;:(___[_ppA«*rE

An effective co-branding marketing
campaign should focus on five keyareas:

° Targeted special interest media such as

Prevention Magazine and Vegetarian
Times. This is your core audience

because they tend to understand the val-
ue of blending traditional and homeo-
pathic medicine.
- Consumer health and medical media.

The public has come to trust the med-
ical doctors and reporters on TV who

write columns in regional or national
publications.

- Tradeshows and ads reaching medical
and healthcare professionals. This target
is key because they represent a primary
source of information among con-
sumers. Your branding campaign should

focus on the research supporting the
product, specifically safety, efficacy and
the brands ability to support or supple-
ment traditional prescription drugs.
0 Specialized health conferences and
seminars. Reach out to the ultimate

experts. If the branded ingredient or fin-
ished product targets hypertension, for

example, its research might ideally be
presented at the American Heart Associ-
ation Annual Conference.

- Retail and Point of Sale Displays. The
importance of this layer cannot be

emphasized enough. Branding cam-
paigns should seek to educate retailers
about ingredient differences. Point of sale
materials should clearly differentiate

brands at a glance. Don't leave any corn-
munications avenue to chance because it

is far too easy for misinformation to

spread by word of mouth.

About the author: Mike Dcmielson joined
Media Relations, lric., Minneapolis, MN, in
1988, and has been {I clrioingforce behind the
launch and growth oftla: agency's Health 65*
Medical Division. In addition to helping
clients build brands from the ground level
and develop effective marketing coinpoigns,
Mr. Dtmielsoit has also brokered book deals,

negotiated celebrity emlorseoients, coordi-

nated inertia and speaking tours, managed
largo direct response programs, and worked
on cmnpoigrls involving some of the notforfs
largest netrrllers. He can be reached at
mikerl@msdiorelotloris.com.
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_.-iiper fruits," said Alex Moffet, presi-
dent and CEO of Renaissance Herbs,
Chatsworth, CA. "In fact, there have
recently been some exciting product
and clinical research developments
related to rnangosteen, goji berry and
pomegranate.”

Steve Slegel, vice president, Ecuadori-
an Rainforest, Belleville, NJ, also believes
in connecting the herbs/botanicals mar-
ket with the growing popularity of fruits
and vegetables. He claims consumers are
turning to herbs and botanicals with more
frequency because they want to get their
vitamins and nutrients from whole food
sources rather than heavily processed
foods. ”Even some multivitamins, which
previously consisted of only common
vitamins and minerals, now contain
botanical additives,” he added.

UNPA’s Mr. Israelsen believes con-
sumers are headed back to more tradi-
tional roots, presenting many opportu-
nities for product development. ’’I think
the adoption of a lifestyle approache to
health is really good news for the herbs
and botanicals category," he said. ” Con-
sumers are waking up again to the
beauty of plants in every aspect of their
lives, whether it is in their kitchen while
cooking a meal, working in the garden
or using beautiful essential oils in a
bath. Getting back to a traditional
appreciation of these things will only
help boost the image and value of herbs
and botanicals."

There is another opportunity that
seems to be gaining some momentum
among herb enthusiasts and that is a
new regulatory category currently being
explored by several companies. This
new category is called Botanical Drugs,
which allows companies to rely heavily
on history or traditional use in order to,
more or less, skip the pre-clinical step
and head right into clinical trials for a
particular composition. The “Botanical
Drug Guidance” issued by FDA in lune
2004 made it possible to bring to market
a complex mixture for which adequate
safety and efficacy evidence had been

Those cornpanies success-

fully making it through the process
would then be awarded a certain period
of exclusivity. But navigating this new

established.

regulatory scheme has n
ot been easy for

companies, and only one product has
actually received approval and been
allowed to go to market

Mr. Blumenthal believes the botanical
drug route is a potential direction for
pharmaceutical and herb companies that
have significant capit
pharrnaceutically oriented corporate cul-
ture. The problem, as
sees it, is that the regulation has created
an easier and more attractive way for
companies to get in but
antee they will ever

by taming to page 78.)
Other opportunities

make it through the

process. (For more infonnafion on Botanical
Drugs, see this issue's feature on the subject

alization and a

Mr. Blumenthal

there is no guar-

avail themselves

in the functional food market, according
to Paul Dijkstra, executive vice president,
lnterl-lealth Nutraceuticals,
CA, who sees an incr
consumers who prefer
efits of herbs and botanicals vi
and beverages when an
"This trend has create
ties for

native forms of deliv

appealing to consumers
increase compliance, results and repeat

‘Companies can
increasing knowl-

erest in these

purchases,” he said.
leverage consumers’
edge, familiarity and int
options. As consumers become more
knowledgeable and so
arena, they will expec

ingredients with researc
products’ claims."

Julie Hirsch, director,
New Brunswick, N

touched on tunctional foods and botanical
ment, Wellgen,

drugs. “The growthof
the role

manufacturers

lnc.,Benecia,

eased number of
to obtain the ben-

dne

a foods

d where possible.
w opportuni-

to develop alter-

ery that are more
which, in turn,

phisticated in this
t to see branded

h supporting the

Product Develop-
l.

funclional foods and

that herbs and botanicals play will
require a higher level of sophistication from
ingredient suppliers with regard to efficacy
and quality. Because ‘new’ drives the cate-
gory, new TCM (traditional Chine

se medi-

cine) and Ayurvedic herbs/botariicals will

R&rD from compani
new botanical drug

have their effects.
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Fax.‘ 512-?32-8301

Web: www.app|iedfoods.::om
En'mi'l; «.‘u.st0merser\’ice@
appiiedfondscom
Caumcr: Chris Fields

Aqualon, a Business Unit of
Hercules incorporated
1313 N. Market Street

Wilmington, DE 19808-1599
Plrum 8U0—345~U4-1?’
Fax: 302-992-728?‘

Welt www.aqualon.com
Emmi: pharm-u5@hr.‘rc.com

Arista Lndust-ties. inc.

557 Daribury Rd.
Wilton. CT 06397
Phone: 203-.761-1009
Fax: 203-761-4980
Web: www.arislaindu.'5i'ries.C0m
Email: info€.}aristaindu5tries.con1
Contact: Ms. Mary Ann Siciiiano

Armor Proteines
35460 Saint Brice
Cogles, France
Plxonc: 33-2-9918-5252
Fax: 33-23997-7991

Web: www.armor-proteineszom:
www.vita1-news.com

Email: ben0it.1ap1ai?,e@a1'mor-
pmteinesfr
CU?1£'i‘lCI’.' Benoit LaP‘l:iize

Aroma New Zealand
12 Senior Pl.

Christchurcli, New Zealand
Phone: 546-339-9005
Fax: 64~3-389-9095
Web: www.aromanz.cm'n
Email: aroma@=sroma.nz.com
Contact: Ben Winters

See ad on page 35.

ARTEMIS
I1\FTERNATIOI\’AL. INC.

From Field To Ffiinctionm

Artemis International
3711 Vanguard Drive
Fort Wayne, IN 46309
Phone: 250-436-6399
Fax: 260~=1.7B-6900
Web: www.artemi:9-intemafionalcorn
Ermril: lgaiIo@artemis-
intemationalcorn
Contact Ms. Leslie Gallo

Nutraceuticais World o De-oer;

Qji :8};-IPPLIERS AP-BA

Asiamerica Ingredients, Inc.
38 Flint Terrace

Harrington Park, N] 07640
Pfiom’: 201-750-2730
Fax: 201-730-2734
Emm'I.' asiameri@hotn1ai1.com

Contact: Mark Zhang
See ad on page 101.

Atlas World USA
2601 Manhattan Beach Blvd.
Redondo Beach, CA 90273
Phmze: 31 0527-1565
Fax: 310-643-7643
Web: www.at]aswor|dusa.oom
Email; info@at1aswor1dusa.con1
Contact: Yori Takeda

Avoca. Inc.
13.0. Box 129

Merry Hill. NC 2'I='957
Phone.‘ 252-482-2133, x284
Fax: 252-482-5622
Web: \-V‘1u\?\«V.('IV0CfllI'|C«C0IIl
Emm'£: :aa1es@avocainc.-tom
Contact: Richard Maier

Ayush Herbs
2239 152nd Ave NE
Redmond, WA 98052
Phone: 800-925-1371; 425-637-1400:
415-637—1424
Fax: 425-451-2670

Web: www.ayush.com
Email: ayurveda@ay-ush.com
Contact: Shailindcr Sodhi, President
See rm‘ on page 73.

B&D Nutritional ingredients
9'61 Park Center Dr.
Vista, CA 92081
Phone: ?60-597-U933
Fax: F60-597-9670
Web: www.bndni.corn
Enroll: info@br1dni.com
Contact: Michael Sodaro

Balchern Corporation
52 Sunrise Park Rd.
B0. B0): 600

New Hampton, NY 10958
Phone: 845-326-5681
Fax: 345-326-571?
Wztb: www.ba1cl1em.com
Email: il1emandez@balchem.com
Contact: Lucien Hernandez

Barrington
Nutrilionals,

a Division of Barrington
500 Mamamneck Avenue
Harrison, NY 10523
Phone: 914-381-3500
Fax: 914-381-2232

Weir w\.-v'w,barring1onchem.C0m
Email: annaz®bam'ngtond1em.com
Contact Anna Z.ie]t'mka
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Ashwagandha
Andrographis

Asparagus raeemosus
Bacopa rnonnieri

Bitter melon
Boswellin

Capsicum oleoresiln
Coleus forskeli

Centella asiatica
Curcumin 95%

"-I‘- “' Echiniicea
Eclipta alba

Garciuia cambogia
Ginger

Ginkgo hilnha
Guggal

Gymnema s_\rlvestre
Haritaki

"1-'

:s_tfii1d'ard1zed extracts:

Holy basil
Green Tea
Innla raecmosa
Kava kava

Mucuna prurens
Milk thistle
Neem
Noni

Phyllanthusamarunfniruri

Pier-nrihizai
Pippii’ ' ‘
Sida cordifolia

'l1nospara cordifolia
Tribulus terrestris
Trifla

Tylophora
Valerian
Sitawari

J .

St. .loIm's Wort

and many more...........

Over 30 Essential Oils

Ayush Herbs, Inc.
2239 ‘I52nd Ave. NE

Redmond, WA 98052

1-800-925-1371

www.ayu'sh.corn
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"This raises many questions about the
purity ofginseng root products and how to

ensure that ginseng extracts meet safety
standards." Using a proprietary process,
Naturex tests to make sure that its ginseng
root products are not contaminated with

procyrnidone and quintozene or their

metabolites and related impurities, includ-
ing l-ICE (hexadilorobenzene), PCB (pen-
tachlorobenzene), TCA (tetrachloroani-
line), PCA (pentachloroaniline), a—BHC
(benzene hexachlororide), R-BHC, y-Bl-IC
(lindane) and b-Bl-{C residues.

Also popular on the energy front,
according to Rodger Jonas, national busi-

ness development manager, PL Thomas,
Morristown, N}, are rhodiola rosea and
antioxidants. "Rhodiola rosea has been

shown to increase brain energy and accel-
erate the recovery processes after work-

outs. It also stimulates muscle energy sta-
tus, glycogen synthesis in muscles and liv-

er and anabolic activity,” he said. "And

antioxidants, like green tea extract, grape
seed extract and lycopene, provide a sci-
entifically applied way of obtaining ener-
gy by helping to prevent damage of free
radicals in the body.”

stricter Standards?
A relatively unenforced regulatory envi-

ronment has finally caught up with the
energy market. Recently, certain groups
have asked for a crackdown on claims
made by energy product manufacturers.

"There is a nonprofit consumer group
called Center for Science iii the Public

Interest (CSPI) (Washington, DC.) that
has been aggressively lobbying the FDA to
enforce stricter standards for functional
foods,” said Nutratech’s Ms. Thomas.

"Much of its focus seems to be on energy
drinks. CSPI states that some alcohol
drinkers rely on energy drinks to ’sober

them up’ after imbibing and thus may
falsely assume they are not too impaired
to drive. Other young drinkers are mixing
the drinks with alcohol for a ‘better buzz.’

The FDA doesn’t seem to be listening to
CSPI at present, but if adverse event

reports start filtering in, some of these

drinlcs may come under greater scrutiny"
Sigma Tau’s Dr. I-lassen believes it only

takes one irresponsible member to make

 

NutraceutfcalsW 

things difficult for everybody else. He said
while DSHEA (the Dietary Supplement
Health :3: Education Act) was a very good
attempt to fulfill a need in the industry,
there is too much uncertainty of what is
allowed and what isn’t . ”And too much

leeway allows for certain people to make
a quick dollar and escape,” he said. “This
kind of activity injures us all.”

Mr. Phillips from BI Nutraceuticals

agreed. ”At the moment the regulations are
not that great. Beverage manufacturers are

releasing most of these products, and they
generally develop a formula, market it and

sell it,” he said. “There has been some talk

that the regulatory agencies may put cer-
tain restrictions on caffeine intake, howev-
er, nothing has been passed to date.”

A Stimulating Outlook--:-uwnn-:-t—.--mm.-u.w—nunn—-aua

Despite recent controversy, the desire
for energy-enhancing products will
remain strong in the future. As quick fix
products lessen in demand, sustainable

energy products will rise to the top. "The
major trend will be to move from caffeine-

laden energy products to more natural
products," said Mr. Ionas of PL Thomas.

Ms. Vickeiy also feels consumers will

start demanding healthier energy options.
”Energy beverages will continue to be hot

and very popular," she said. “But you are
going to start seeing more healthy func-
tional food applications for energy prod-
ucts that are low in caffeine and calories."

An educated population will increase

the interest in botanicals, according to
Naturex’s Mr. Dauby. ”The distributors
will have to communicate more about
the targeted benefits, the active com-

pounds content and the proven effica-
cy," he said. will be accompanied
by an increase in the level of active com-
pounds and the development of blends

of several botanicals in order to satisfy
customer expectations.”

BI Nutraceuticals’ Mr. Phillips claims
energy will be a dominant category as
long as consumers continue to eat poor-
ly, don't get enough sleep or exercise reg-
ularly. "I anticipate the category to grow
at double-digit rates over the next couple
of years,” he said. “Consumers continue
to demand more products.” -‘~v.t=‘
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Asliwagandha
Andrograpliis

Asparagus racemosus
Baa-opa monnieri

Bitter melon
Boswellia

Capsicum oleoresim
Coleus frskoli

Centella asiatica
Curcumin 95%

Echinacea

Eclipta albz

Garcinia cambogla
Ginger

Ginkgo biloha
Guggal

Gymnema sylvestre
Haritaki

Holy basil
Green Tea
Inul.-.1 racemosa
Kava kava

Mucnno prureris
Milk thistle
Ncem
Noni

Pliyllantlius
amarunlniruri

Picrorihiza

Pippli
Sida cordifolia

Tinospora cordifolia
Tribulus terrestris
Trifle ' ' '

Tylophora
Valerian
Sitawari

St. John's Wort

and many more...........

Over 30 Essential Oils

Ayush Herbs, Inc.

2239 152nd Ave. NE

Redmond, WA 98052

1-800-925-1371

www.ayush.com
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AYUSH HERBS

Agurvccla

Aware! ‘.«‘/liming

Wuritltvisle Supplier

--"Over
. ' standardised extracts

- GM P: S_C)§-.Ccr_t: .- c'__ .l

‘H-*9-Commitment to high .-
- qualitg 8' Service

- Free oi: Harmful

_-_'-__.chcrnicals

_,_-.—.l__n House lab te5i:ing_'_

'5': ll ilorgan updated iistloi: es

and many more......... ..

Over 30 Essential Oils

,9-gush Herbs, Inc.
22.59 zjznci Ave. Ne

Redmond, WA 95052

Markets vitamins and fine chemi-

cals, including pantothenic acid
derivatives.

www.daiichifinechem.com

Danisco Sweeteners

Manufactures and markets a range
of specialty sweeteners and related
ingredients worldwide. The com-

pany’s products can be used for a

variety of functional purposes but
focus on improving the health and
nutritional profile of foods and
beverages. '
www.danisco.com

Decas Botanical Synergies

Develops, manufactures, and mar-

kets value-added ingredients de-
rived from fruits for the dietary sup-
plement, functional foods, animal

feed and nutrition, personal care,
cosmetics, and oral health indus-

tries. The company uses the cran-

berry as the foundation to provide
proprietary botanical ingredients
targeted toward specific health-
related issues.

Degussa Corp.

Supplies amino acids, keto acids,

and derivatives. The company op-
erates two production piants under
CGMPs located in Ham, France,

and Wuming, China. The company
also offers purification services for

specific products using unique
ion exchange chromatography
technology (IEC).
www.rexirn.fr

Denofa

Produces marine omega-3 (EPA and
DHA} products for dietary supple-
ments and functional foods. Prod-

ucts include TG 1812, cod liver oil,

and pure salmon oil.
www.c1enofa.no

Desert Lake

Technologies LLC

I-larvests, processes, and supplies
Klamath Lake blue-green algae
(Aphrmizomcnon flos-cause).
www.desert1al<e.com

' Daiichi Fine Chemicals Inc. Desiccare Inc.

A controlled atmospheric packager
that provides standard and custom

desiccant products. The company's
product line includes clay, silica gel,
molecular sieve, and activated car-

bon ranging from 0.25 to 2500 g.
www.desiccare.com

Designed Nutritional
Products

Supplies specialty ingredients in
areas relating to weight loss, im-
mune support, hormone balance,

mood, and energy. The company is
the only source for U.S.-manufac-

tured germanium sesquioxide.
www.designednutritional.con1

Diversa-Graphics Inc.

Provides commercial printing, fold-
ing cartons, lamination, UV coating,
custom packaging with in-house

packaging design, printing, die-
cutting, folding, and gluing. Central
location saves freight.
www.diversagraphics.com

DIS Enterprises
Offers used, reconditioned, and new

processing and packaging equip-
ment to the pharmaceutical, vitamin,

food, and confectionery industries.
www.djsent.corn

DNP International

Company, Inc.

Supplies high-quality raw materials
and fine ingredients. Offerings in-
clude more than 2000 of the follow-

ing: acidulants, food and feed addi-
tives, amino acids, antioxidants,

beverage bases, flavor ingredi-
ents, gum hydrocolloid stabilizers,
herbs, minerals, nutritional supple-

ments, preservatives, sweeteners,
and vitamins.

www.dnpint.com

Draco Natural Products

Manufactures full-spectrum herbal
extracts standardized to contain

recognized marker compounds
and balanced proportions of plant
constituents.

www.draco11erbs.com
I—*iOO~9Z§~i§,7l

www.a uslmcom

S6 ' tritional Outlook I nutritionaloutlooiccom
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INGREDIENT SUPPLIER

"ANNUAL SUPPLIER PROFILE

Ayush
Herbs Inc. I I 
 

 

Modern Science Validating Ancient Medicine AYUSH HERBS

or rate H uart r Lgcationg Qf Othgg
Ayush Herbs Inc. Qfficeg egg Eagilifles

2239 152nd Ave. NE Nagrota. i-limachai Pradesh,
Redmond, WA 98052 ' India

 
  

Aivurd ‘rV.imi.iug

WurlLli*/isle Supplier

Over D
Description _1_¢ . 1 . _'_ Ni _ P.‘
Ayush Herbs Inc. offers the highest quality Ayurvedic herbal products. extracts. minerals. ”"‘-1-U51‘-1; 3115551 35*:515-*-‘-’
and enzymes available. All materials are tested for heavy meteis and go under
microbiological testing before they are processed with extraction. All of the raw rnateriais

are further extracted at three different facilities. where only approved solvents like water,
alcohol. or methanol are used to extract the hams to ensure potency. These extracts are
either spray-dried or oven-dried, or freeze-dried under vacuums. based upon the quality of
extracted material.

The samples of extracted materials are taken throughout various stages to ensure that the
specs are met in the laboratory. Our laboratory uses the most advanced equipment and
testing methods. including HPLC and TLC, and independent laboratories certify the
potency of every ingredient. e-‘GM?/i50'E:c'rtiEi¢:i_ _

— Commitment-to high -
quality 84 Service

'4 Free oi: Harmucul

_-j_-.__c:i1emica|5

'.~«_l_n House [ab testing”

I ‘an updated iistci: c

All standardized extracts are listed on the Ayush website and may be available through
special orders as well. Minimum quantity is 5 kg.

and many more...........

Over 30 Essential Oils

L15['l Herbs, inc.
2..,. r;3:;ncl Ave. NE

Redmond, \-VA 95052
l~800—f?Z5~i§}’i

WWW.aL ush.-com

1-ritiona] Outlook * nut:-itionaloutloolccom O O [3 1 45
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All contents © Copyright 1999-2009 Living Naturally and Ayush Herbs In:.. All rights reserved. This internet site is hosted by Living Naturally, a Web site service
provider to natural health stores nationwide. Living Naturally and Ayush Herbs Inc. have no means of independently evaluating the safety or functionality of the

products offered by their suppliers and affiliates and thus can neither endorse nor recommend products. Information presented is of a general nature for educational
and informational purposes only. Statements about products and health conditions have not been evaluated by the US Food and Drug Administration. Products and

Information presented herein are not intended to diagnose. treat. cure, or prevent disease. If you have any concerns about your own health, you should always
oonsult with a physician or other heaithcare professional. Your use of this site indicates your agreement to be bound by our Terms and Conditions.
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Multi Vitamini'Ayush 90c - Ayush Herbs

  
0;‘

-3. _ ..A°-'

s~ o HERBS
Ta: 1*-1. ~. rt‘

I T YourE—rnail:_..- '

AYLJSH HEREIS .

I I 800—9Z‘5— I57 1

I Healthy Recipes Weltness Library

Search Site I ll _ W _ _§ ___ _. . : \ f ' _ .- - f -

Entire Site : >‘L| :\ Y L ~‘ L‘
GCI

Departments

Home

Products A to 2

E Buy Onlirte
Articles

 
product pmme C.o.nt.inue $l‘.r9_ppi_r.=G
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Resource Links

Raw Materials

Veterinary Care

Ayurvedic Ctinlc
Ayush Herbs

R” “E” Illlultl Vltaminmyush 90::
Wellness Library Barcode: 40077110501SKU: AY0038News & Features  
Health Caiculators Reg‘ Price: $3330
Health Assessments

CAM Links Larger jlie_w Quantity:
24/1 - » Add to CartHealthy Recipes

Ingredient Glossary

7 Multl Vitaminmyush 90c is available by Ayush Herbs.

5’ Sign In Multivitamin Dietary Supplement. Each nutrient undergoes a process of individual
F? My,Acco_unt micro-coating that prevents oxidation and provides a time release action of the

1-‘_._ Gomacws nutrients in the body.

Shopping Carl Email 8 .F!'_i$_|'.‘.id

chacisoiit

‘_'-‘-"~.' Set as homepage Ingredients:

_. Serirmgfie 2 capsules
'E‘3_r'ci'5_r§i_~Lé§'"rr~ii_;§r':i'i:i_tic:n J §gr_\_«r_ings Per C_3gn_t§n_gr; 45and lfioiicl-35

i?iv_i:_'1e:e _ _. . .

1

Vitamin A ...21. 400 IU
(47% [10, 000 IU] as paimitate 53% [1 1, 400 IU] as beta carotene)Vitamin D ...300 IU

(as cholecaliierol)
Vitamin E ...40 IU
{as cl-alpha tocopheryl acetate)
Mixed Tocopheryl 40 IU
Vitamin K ...960mcg
(as phyla-nadlone)
Thiamin ...i4mg
(Vitamin B-1)
Riboflavin ...14mg
(Vitamin B-2)
Niacin ,..66mg
(as niacinamide)

http:2’fwww.ayush.con‘u’shopr'product_view.asp?id=14863S&St0reID=DC2E0DAD 1 PE 14. . .

Page 1 of 2

Free Membership Offer! Fleceive free email
ziowslezsors about ht;-Ell-‘.i1y iiuirsg. our store and more.

Monday, July 1.3, 2009

Product Finder

'UP_CfProduct Name

 

Choose Brand

Choose Category

3- ir.Jup F: as 553- ‘
Ca rt ,-o__.

Qty: ltemts): Ea.
No items in your Cart

Sub Total: $0.00

Your cart is empty.
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Cooidng?
Yogurt Cheese and
Blue Cheese Dip

Use only 1.2 cup for the
Blue cheese Topping and

save the remainder to
i'l"l...

 
2239 i52nd Ave. NE
Redmond. WA 93052
800-925-‘l3?i
425-63?-1400

{Q5-§51v26?0 (tax)i Email our Store
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Vitamin 38 ...?2mg
(as pyridoxine}
Folic Acid ...1600mcg
Vitamin B12 ...140rnog
(as hydroxycobalaminel
Biotin ...4D00mcg
Pantotherilc Acid ...270mg
(Vitamin B-5)
Iodine ...200rnog
(as potassium iodide)
Zinc Ias malate) ...20n1g
Selenium (AACI ...?0mcg
Copper (as citrate} ...2mg
Manganese (as citrate) ...2mg
Chromium ...100mcg
[as polynicotinate)
Molybdenum ...4-Otlmog
{as chelate)
Boron ...2mg
(as aspartate)
L-Cysteine HCL ...152mg

Dosage:

2 capsules a day, with meals or as directed by physician.

Recommendations:

Keep out of reach of children.

Contains:

Rosemary Extract, Trikatu {long pepper, black pepper. ginger). Hesperidin. Hesperidin
Methyl Ghalcone. Naringin, Cellulose, Natural Oils in Vegetarian Capsules

Does Not Contain:

Milk. Soy. Egg. Wheat

Warnings:

Do not use ii seal is broken.
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Ayush Face Pack 402 - Ayush Herbs

Your E-mail: 
 

Search Site
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RU VED
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Ayush Face Pack 4ozBarcode: 400771036053
SKU: M0050

Reg. Price: $15.90

News & Features

Health Calculators

Health Assessments

CAM Links °“a"“W‘ _ 3
1 251‘! Add to Cart

 
Healthy Recipes

ling redient Glossary
Larger ‘View

Signln Ayush Face Pack -402 is available by Ayush Herbs.
'3 Mraccount .

.-~. Contact Us Ayush Face Pack is lcrmulated especially for acne prone skin. The lace pack works
to dry up blemishes and acne while providing a cooling sensation that leaves your

Shopping Carl skin smooth and soft.

.=. -_ t_;n_e_ck_ouI ' '3 _E_~ma_iI_a Friend
"_"._'j Set as homepage

Ingredients:

tic§réere.irj":¢£5r§ii';i'iEii:f I
;ar.-.3 Policies
iiiirclr Here _

Noam. man]lshta,tun1eric powder, Indian glacial clay, rose powder, mentha
piperita, sandal wood powder 

Supplement Facts:

DOSAGE: Take one (1) teaspoon of powder and add 3 tablespoons of water to make
in in paste. Apply paste on face (preferably with brush) and let It dry for 20 to 30
minutes. Rinse with warm water. Apply twice a week or as needed.

Recommendations:

Keep out of reach of children.

For External use only.

Page 1 of 2

Free Membership Offer! Receive free e-mail
newsletters about healthy living. our store and more.

Monday, July 13, 2309
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Sub Total:
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$0.00
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Hi Pro Pudding

A great way to boost your
prrJtein intake.

\: ~ ' r_i1...rStore
3.

2239 152nd Ave. NE
Fledrrlond. WA 98052
300-925-13'r'1
425-837-1400

§2s«_1s1—2a7o {fax}
." -. ErnalloL.1r.S1o.r.e

Driyic,e.Directions
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Warnings:

May cause tearing from eyes. Do not apply too close to eyes.

In case of allergic reaction, stop using this product and Contact your physician.
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ayush.com WHOIS domain registration information from Network Solutions Page I of 2

Ci:stome.'Fee:lba-sk Give Us Your Edeas Aboutus My30_iL.l1i_0ttSpl}!"‘ D°""" U5” Stsoppéng can to:

Call Us tU.S. Only} Login Here

Network 3o? ttizion 1-80°-333-mo °vm=r SUW
Domain Web Sites Online ‘ . 351. All Educ-attan Mr: nage
Names Se Hosting Marketin 5 “ad Certificates Services Develupers Cooler AccountT1’ '  Ffi3U& ?:vfi‘ _5UHRDLL‘jZJFEi dCKEI-1l'lj1Z

WHOIS Search Results

Your WHOIS Search Results

_M€ isabout YOU!
ayush.c om ..

1
' '1 3 ME ciomairi

AWHLAELE regiotrant. Learn More
MI7faké'$n'onerTu'hojrtnis-uuriiéin "L |

Imam N03 Make an instant, anonymous offer to the current domain  
Ganomnnr n" r :-._

SEARCH AGAIN

Enter a search term:

e.g. networksolulions.corn
Visit AboutUs.org for more inlormation about AYUSH.COMADouIUs; .A‘r‘USH.C«0.M

_ Search by:
Make this into private! (3, Darwin Name

IP Address

s;"e}m:r; , 
Domain Name: AYUSHCOM

Promote your business to millions of viewers for only $1 a month!
Learn how you can get an Enhanced Business Listing here for your domain name.

Learn More

Acministrative Contact :
Soclhi, Drvlrender
webmaster@B1.0SSOMlNGWAY.COM
2115 112TH AVE NE
BELLEVUE. WA‘3l3l2l04v29-I6
US
Phone: 206-‘E37-1400

Technical Contact :
Hosting.corn. Domain AdminTele<::»m_ inc
dornainsupDoi1@wsrnUornalns.com
PO Box 22?‘B9
Contact abusa@ho~.;ting.corn
Louisville, l-W-10252
US
Phone: 800-455-1795
Fax: 123 123 1234

Fl d expires on 22-Ju|- 15

eta ae a.-at updated o — t:t—2U

Domain servers in listed order: Manage DNS

N51 .LiVlNGNATURAL L.Y.COM
NS2‘..!\.-'|i'\!C-‘ii~.|.%1"|'U|'-l.£\'..'..Y CUR-1

5t1ow.under1ying_rogistry niaia for this record

Current Registrar: NEJWORK SOLUTIONS, LLC.
IF‘ Address: 1.1.1.1 [ARIN 8. RIPE IP search}
IP Location: -{-)
Record Type: Domain Name

when you regifi-19:‘ a domairi name, t:=.Im?r:l ooticios require that the contact inlorinatr'oi“- for your rtornztiri uaine
regi.5tra:ion be included in =1 public: database known as WHOES. To learn ztlnout actions you can take to nrotacl
your WHCJIS Information visil wwwinterne1prluacyadyucate.or_t;.
NO'TlC;E AND TERMS} OF" USE‘ You are not authorized to access: or query our WH0lS dasaoase thrciiigh the use
of high--vo!:.-mo. automated, electror-.':t: processes or for the purpose or purposes of usirsgtl1e flair": in any manner
that violates these terms of use. The Data in Network Solutions‘ WHDES database is provrdacl by Network
Solutions for utlonnzition purposes only. and ID ezasist persons in obtaining information about or related to :1
domain nanxe regis:tr'.tt-.oii record. Network Solutions does not gL:arantoe its accuracy. By suhrnilting 21 WHOIS
-query. you agree toabido by the. following l:?'n1!3 ol use: You agrm: that you may use lhis Data only for Eai.-irtul
purposes and that under no £l?'ClJf3'|St8l'1(i9S w::' you use this Data it) til aliow. enable. or cthmyrse sLIr>.Dnr1 theu..m.....-.:r-r-:1-.-. A’ ......n- ...-.r-nli.-:+.\.r NV»:-..-....:...i -Id.-zudir-inn nr -.-.|:,.:i....i:..m- -,'.— .q:—,-...1 ......:u .. .......r lo\l.a.-J\ru~n 1.,

http :i'r’www.networksoluti0ns .c0n1;’wh0is- search;/ayush.con1 07f13f2009



ayush.c0m WHOIS domam rcg1strat1on 1nformat1on from Network Soluuons Page 2 of 2

Server Type: H5 5
Lock Status: o£i9mTransIerProhibiIs-6
Web Site Status: Active
DMOZ no listings
Y! Directory: see listings
Secure: No
E-commerce: ‘(as
Traffic Ranking: 1
Data as of: 22-Apr-2008

Need to get your business Pay Per Ciick from Network
amine? Solutions

Create am} manage your pay
per c|ir;_k ad\terti5Ir1g Iron: as
low as S125-month plus $99
one time set-up fee

Our ;.:u'oIessior:a| desrgners
c.-an buiia :4 CL. .or“. website
for your bL:Sinr:E‘.‘a'.
$1 1.95:-'m<‘.r\?I~., pins .':1 $499.00
design fee

  
 

SOLUTIONS TO GET SOLUTIONS TO GET SOLUTIONS FOR ONLINE CORPORATE
ONLINE CUSTOMEHS SECURITY INFORMATION
SOLUTIONS TO SELL PROFESSIONAL LEGAL 8: POLICY INFO PROMOTIONS 8: OFFERS
ONLINE BUSINESS SOLUTIONS

RESOURCES
CUSTGMEFI SUPPORT

  
SEARCH FEB A D'Gh'1AET-I: .com search .; ITH HEISTING

.. . . ill!‘ \_ _

K" 1.9333,. §‘;‘::;"‘.1:Li.... Ira: _ 2 , j _"'5Y"’*'="'

_:.:_rr2_.g pat.- 
1DD‘% Secure Transacfion

For your protectlon, Ihis Web site is secured with the hjsghesi Ieve1 of SSL Certlficale encryption.
® Copyright 2009 Network Solutions. All righls reserved.

http :!fwww . networksol utions .com!whois-searchfayush.com 07;’13f20{)9
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I, SAM REED, Secretary of State of the State of Washington and custodian of its seat,

hereby issue this" certificate that according to records on file in this office,
trademark:

AYUSI-I

registered in the State of Washington to

AYUSH HERBS INC.

names of partners: (if any) ,

state of incorporation: (if any) Washington and I fiirther certify that such trademark

with file # 25449 was renewed on August 1, 2002 and will expire on August 28, 2008.

I fiather certify that the classification number of the trademark is 31 and the

actual goods or services with which the trademark is used are

ayurvedic herbal products

The date the trademark was first used anywhere is 9-1990 and the date the

‘ trademark was first used in Washington is 9-1 -I 990.

Date: August 5, 2002

Given under my hand and the Seat of the State

of Washington at Olympia, the State Capital

mflj %
Sam Reed. Secretary of State



 
  

 

  

  
  

  
 

 

W1M11_V_1K'fliS.‘Z£E!}‘L\!}1,!’ 1‘.~!£L9 U’_1K‘J'.'i'.K'/_'1\!"#.'iE!2£k91£ ~

I, RALPH MUNR0, Secretary ofState of the State of Washington and custodian of its seal,

hereby issue certificate that according to records on file in this office,

' trademark: AYUSH '

registered in the State of Washington to

AYUSH HERBS, INCORPORATED
21151121-"H AVE SE

BELLEVUE WA 98004

names of partners: (if any) ,

state of incorporation: (if any) WASHINGTON and I further certify that such trademark

with file # 25449 was issued on August 28, 1996 and will expire on August 28, 2002.

I further certify that the classification number of thetradernark -is 31 and the

actual goods _or_sc1'viees with which the trademark is used are

AYURVEDIC HERBAL PRODUCTS

The date the trademark was-first used anywhere .is SEPTEMBER 1990 and the date the

  

     

Date: September 18, 1996

- Given under myhandand the Seal ofthe State

of Washington at Olympia, the State Capital

  R11 pi: Munro, Secretary of State _ I
D. PETERS ‘ I

 

 
 

   
' tax‘-vaxtmzaitairatra't‘a'rrarm'a'r “tax mm ?Kn\‘t?t?’\:f: '_
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Reachoutflyderabactcom.Business News Page 1 01”-2

Biz?! derabad Students Den ITH derabad

ReachoutHyderabad.com

Biz News 
Purity of ingredients endorsed by Arya Vaidya Pharmacy, Coimbatore Benefits

proven through clinical testing

Hyderabad, August, 2002 : Hindustan Lever Limited (HLL) announced the launch of its Health
are portfolio with Lever Ayush ayurvedic health and beauty care products. The purity of the

ayurvedic ingredients in Lever Ayush is endorsed by the renowned Arya Vaidya Pharmacy (AVP) of
Coimbatore. Lever Ayush products’ benefits and safety have been proven through extensive testing

at reputed hospitals of the country and research organisations. It is for the first time that rigorous

esting procedures of the pharmaceutical industry have been applied to ayurvedic products. That is
why the brand seal is ‘Truth of Ayurveda; Proof of Science’.

hese non-prescription over-the-counter products will be sold through retail and chemist outlets.

Under Lever Ayush, HLL will market personal care, and daily health care products. HLL will also set

up centres for ayurvedic care services, called Lever Ayush Therapy Centre.

e Lever Ayush range, at present, includes five products:

- Cough Naashak Syrup, which starts showing effect in 30 minutes
- Headache Naashak Roll On, which provides significant relief within 15
minutes

- Hair Poshak Oil, which reduces hair fall within 3 weeks

- Dandruff Naashak Shampoo, which is proven to be 100% effective in two
ashes

- Body Rakshak Soap, which kills 99.9% of all 7 types of skin and scalp
erms, and is India's first Ayurvedic Antiseptic Soap.

he first Lever Ayush Therapy Centre is set up in Chennai. The services will be provided under the
guidance of experts from the Arya Vaidya Pharmacy, Coimbatore.

Lever Ayush products have been launched after one and a half years of rigorous R & D and
extensive clinical testing. India’s laws do not require clinical or laboratory proof of product
performance, for ayurvedic products. However, HLL has adopted the principles and rigour of new
drug and new formulation development as practiced by the pharmaceutical industry for prescription
drugs, to develop and clinically evaluate its product range.

In developing Lever Ayush, HLL first tied up with the country's leading ayurvedic experts to identify
and then select those Ayurvedic ingredients, which best delivered the desired effects. HLL’s
cientists, specialising in biology, toxicology and pharmaceutical R&D, then designed and developed
he Lever Ayush formulations, in collaboration with external Ayurvedic experts. Comprehensive

afety evaluation of the ingredients and products was conducted in accordance with international
uidelines. The formulations were then evaluated in clinical trials, wherein the formulations were

administered to people suffering from the specific problem, and the improvement in symptoms was
independently assessed by qualified medical experts. HLL conducted these clinical trials through
reputed hospitals and with well—l<nown ciinicians.

he Lever Ayush range therefore has the power of the best ingredients recommended in ayurveda,
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selected and formulated with the knowledge of India '5 best-known experts. The clinical trials add

he internationally accepted proof of science that Lever Ayush products deliver the intended
benefits.

nnouncing the launch of Lever Ayush, HLL’s Director_New Ventures, Mr. Dallp Sehgai, said, HLL
has a deep understanding of the needs of Indian consumers. Today's aware and health-conscious

consumers need scientifically formulated and tested herbal health care products in personal care

areas like skin and hair, and for relief from problems like cough & cold and aches and pains. Our

rigorous R&D and subsequent clinical evaluation have proved that Lever Ayush delivers these

benefits, combining our in-house expertise with the expertise and knowledge of India’s best-known

ayurvedic specialists. We have now launched five products, and will introduce more as we expand
he business.

Dr.G.Gangadharan Vice President, Technical, of AVP Coimbatore, said, AVP Coimbatore, is India's

best known name in Ayurveciic products. For the last 60 years, we have been developing ayurvedic

orrnuiations of the highest quality standards. We confidently endorse the ayurvedic purity of Lever

' yush, because we have seen the rigour with which HLL has developed the products. AVP and HLL

an together meet the growing requirement of ayurvedic products and services.

a..' ' '-."_ ' .,-. -- I lid‘ -v _'.' - .'-own .—-.'_r’.2. ._ _7’ .| I I

in hisRs.2000-crore market is growing at a rate of 15 to 17%, and

almost 50% faster than similar non-herbal products. Leveri 

 Thethree legs of the business -- products with proof of performance, services

ocused on experience of authentic ayurvedic practice, and authority through AVP -- should drive

Lever Ayush to be a growth contributor to the company in the coming years. Starting with Tamil

Nadu, we will expand across the country in phases."

HLL is India's largest company in Home 8: personal Care, and Foods & Beverages. It markets such
household names like Hamam, Lifebuoy, Lux soaps, Pepsodent toothpaste, Clinic shampoo, Fair &

Lovely cream, Nihar coconut oil, 3 Roses Tea, Bru Coffee and Annapurna Atta & Salt.

-August ‘ZOO
Reachout‘s News Bureau
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In re Bio Genesis USA, Inc.

Serial No. 751513363

Trademark Trial and Appeal Board

2000 TTAB LEXIS 795

October 19, 2000, Decided

DISPOSITION:

[*11

Decision: The refusal to register is affirmed.

COUNSEL:

Katherine G. Schmidt and Donald L. Dennison of Dennison, Meserole, Scheiner 8.5 Schultz for applicant.

Darlene D. Bullock, Trademark Examining Attorney, Law Office 11 1 (Craig Taylor, Managing Attorney).

JUDGES:

Before Quinn, Walters and I-Ioltzman, Administrative Trademark Judges.

OPINION BY: QUINN

OPINION:

THIS DISPOSITION IS NOT CITABLE AS PRECEDENT OF THE T.T.A.B.

Opinion by Quinn, Administrative Trademark Judge:

An application has been filed by Bio Genesis USA, Inc. to register the mark BIO GENETIQUES for "health spas

featuring wellness services, namely, nutrition plan counseling and weigh-ins, weight reduction diet planning and

supervision, massage and sauna." n1

n1 Application Serial No. 75!Sl3,’?63, filed July 6, 1998, alleging a date of first use anywhere ofMarch
1996, and a date of first use in commerce of October 23, 1996.

Registration has been refused by the Trademark Examining Attorney under Section 2(d) of the Trademark Act on

the ground that applicant's mark, when used in connection with applicant's services, so resembles the previously

registered mark BIO GENETIC HEALTH GROUP ("HEALTH GROUP" disclaimed) for [*2] "nutritional

supplements and vitamins" n2 as to be likely to cause confusion.
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n2 Registration No. 2,128,648, issued January 13, 1998.

When the refusal was made final, applicant appealed. Applicant and the Examining Attorney have filed briefs.

Applicant filed a request for an oral hearing, but later withdrew the request.

Applicant states that its mark comprises a French term which is translated into English as "biogenetics." Applicant

goes on to point to a dictionary which defines "biogenetic" as "relating to or produced by biogenesis," which term is

defined as "the development of life from preexisting life." n3 Applicant goes on to contend that registrant's mark is

merely descriptive and, therefore, essentially that it is entitled to a narrow scope of protection. Applicant also relies on

the differences between the involved goods and services, contending that its services are provided exclusively through

its spa outlet whereas nutritional supplements and vitamins are customarily sold in health food, vitamin, drug and

grocery stores. Applicant also asserts that consumers of applicant's services and registrant's goods may be expected "to

exercise special care" in choosing and [*3] purchasing such services and goods.

n3 While applicant failed to cite the relevant dictionary or submit a copy of the listing therein, the

definitions comport with ones found by the Board in Webster's Third New International Dictionary (1993),

evidence of which we may take judicial notice.

The Examining Attorney maintains that applicant's mark is the foreign equivalent of the dominant portion of the

cited mark. The Examining Attorney also states that supplements are often used in weight reduction programs, a fact

shown by the specimens of record. In connection with her contention that the good and services are related, the

Examining Attorney submitted third-party registrations showing that goods and services of the types involved herein are
marketed by a single entity under a single mark.

Our determination under Section 2(d) is based on an analysis of all of the facts in evidence that are relevant to the

factors bearing on the likelihood of confusion issue. In re E. I’. do Pom do Nemoars & Co.. 4 76 F.2d 135 7, I 77 USPQ
563 {CCPA I9 73). In any likelihood of confusion analysis, two key considerations are the similarities between the

marks and the similarities [*4] between the goods. Federated Foods, Inc. v. For: Howard Paper Co.. 544 F.2d .7098,

192 USPQ 24 (CCPA 1976).

We first turn to consider the marks. Although we stress that we have considered the marks in their entireties,

including the disclaimed portion, "there is nothing improper in stating that, for rational reasons, more or less weight has

been given to a particular feature of a mark, provided [that] the ultimate conclusion rests on consideration of the marks
in their entireties." In re National‘ Data Corp, 753 F.2d 1056, 224 USPQ 749, 75} (Fed. Cir. 1985). For example, "that

a particular feature is descriptive or generic with respect to the involved goods or services is one commonly accepted
rationale for giving less weight to a portion ofa mark. . ." Id. at 7'51. In this connection, "BIO GENETIC" is clearly the

dominant part of registrant's mark, with the disclaimed terms "HEALTH GROUP" being relegated to a subordinate role

because they have no source-identifying function. The term "BIO GENETIC" alone would likely be used in calling for

registrant's goods. Applicant readily recognizes that the French term "biogenetique" is translated into English [*5] as

"biogenetic" and that, therefore, the terms are foreign equivalents. See, e.g.: In re Hub Distributing, Inc-., 218 USPQ 284
{TTAB .-'983). As such, applicant's mark is identical in meaning to the dominant portion of registrant's mark. Further,
unlike some situations with foreign and English equivalent words, applicant's mark BIOGENETIQUES, although a

French term, sounds similar to "biogenetics" and the terms look alike. Even consumers not familiar with the French

language likely would readily translate applicant's mark into "biogenetics". With respect to appearance, we especially
note that both marks employ a separate "BIO" portion as opposed to the normal presentation "biogenetic" as a unitary

word. We view this similar construction as enhancing the likelihood of confusion, given the normal fallibility of human

memory over time and the fact that consumers retain a general rather than a specific impression of trademarksfservice

marks encountered in the marketplace. In sum, the similarities between the marks BIO GENETIQUES and B10
GENETIC HEALTH GROUP, when considered in their entireties, outweigh the dissimilarities.
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Also with respect to the marks, we note that the record [*6] is devoid of evidence of any third-party uses or

registrations of the same or similar marks in the fields of weight reduction, supplements and vitamins. And, although

the marks may be viewed as somewhat suggestive given the meaning of "biogenetic", the same suggestion is conveyed

by the marks. n4

n4 Contrary to applicant's arguments, we do not view registrant's mark as merely descriptive. The mark

registered on the Principal Register and is an inherently distinctive mark.

We next turn to compare applicant's nutrition plan counseling and weigh-ins, weight reduction diet planning and

supervision services with registrant's nutritional supplements and vitamins. With respect to the goods and services, it is

not necessary that they be similar or competitive, or even that they move in the same channels of trade to support a

holding of likelihood of confiision. It is sufficient that the respective goods andfor services are related in some manner,

andior that the conditions and activities surrounding the marketing of the goods andfor services are such that they would

or could be encountered by the same person under circumstances that could, because of the similarity of the marks, give

[*7''] rise to the mistaken belief that they originate from the same producer. In re Inrernationai Telephone & Telegraph

Corp. I97 USPQ 910, 9} I (TTAB I978). In the present case, we find the goods and services to be sufficiently related

that, when marketed under similar marks, consumers are likely to be confused. As identified, registrant‘s goods are

presumed to encompass all types of nutritional supplements and vitamins, including those that may be used in weight

loss programs. Applicant's services and registrant's goods also are presumed to be purchased by the same classes of

purchasers, that is, ordinary consumers. See: Octocom Systems Inc. v. Houston Computer Services Inc. 918 F.2d 93 7,

16 USPQ2d 1 783 (Fed. Cir. 1990); and Canadian Irnperia! Bank ofCommerce, N. A. v. Wells Fargo Bank, 8}} F.2d

1490, I US}-"Q2d I 8} 3 (Fed. Cir. 1987). There is no evidence to suggest that these consumers would be expected, in

applicant's words, “to exercise special care" in purchasing the goods and services.

In finding that applicant's nutrition plan counseling and weight reduction dict planning and supervision services are

related to registrant‘s nutritional supplements [*8] and vitamins, we have considered the five third-party registrations

which the Examining Attorney has submitted. The registrations show marks which are registered for both types of

goods and services as those involved here. Although these registrations are not evidence that the marks shown therein

are in use or that the public is familiar with them, they nevertheless have probative value to the extent that they serve to

suggest that the goods and services listed therein are of a kind which may emanate from a single source. See, e.g., In re

Albert Trostel & Sons Co., 29 USPQ2d 1 783, 1 785-86 (TAB I993); and In re Mucky Duck Mustard Co. Ir.-c., 6 USPQ2d

I46 7, 1470 at n. 6 (TTAB I 988). Indeed, this view is buttressed by appiicarit's informational brochures which were

submitted as specimens. The brochures highlight applicant's weight loss program and read, in pertinent part, as follows:

"Bio Genetiques has combined this ‘state of the art‘ [medical diagnostic] equipment with the amazing thermogenic

supplements for the first time in a clinical setting . . . You can enjoy your life-style and still dine out with the help of

supplements to curb your appetite, [*9] increase your energy and raise the level of calorie burning." [emphasis added]

Lastly, to the extent that any of the points argued by applicant cast doubt on our ultimate conclusion on the issue of

likelihood of confusion, we resolve that doubt, as we must, in favor of the prior registrant. In re Hyper Shoppes (Ohio).

Inc., 837 F.2d 463, 6 USPQZQ’ I025 (Fed. Cir. I938); and In re Martin’: Famous Pastry Shoppe, In.-':., 748 F.2d I565,

223 USPQ 1289 (Fed. Cir. 1984).

We conclude that consumers familiar with registrant's nutritional supplements and vitamins sold under its mark

BIO GENETIC HEALTH GROUP would be likely to believe, upon encountering applicant's mark BIO GENETIQUES

for nutrition plan counseling and weigh-ins, and weight reduction diet planning and supervision services, that the goods

and services originated with or are somehow associated with or sponsored by the same entity.

T. J. Quinn

C. E. Walters
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T. E. Heltzman

Administrative Trademark Judges, Trademark Trial and Appeal Board

Legal Topics:

For related research and practice materials, see the following legal topics:

Trademark LawLikelihood of ConfusionGeneral OverviewTrademark LawProtect1'on of RightsGeneral

OverviewTrademark LawSpeeial Marksservice MarksGeneral Overview


