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I. IDENTIFICATION OF PARTIES AND NATURE AND STATUS OF CASE

Bayer Aktiengesellschaft, a German joint stock company, (“Opposer”or “Bayer”)

respectfully submits this Brief in support of its Opposition to Stamatios Mouratidis’

(“Applicant”) application for registration of the mark ORGANIC ASPIRIN onthe Principal

Register for “dietary supplements for human consumption”in International Class5,

Application Serial No. 77/208,071 (the ““071 Application”). Applicant filed the ‘071

Application on June 17, 2007. The application was approved for publication on May 14, 2008

and was publishedin the Official Gazette on June 3, 2008.

Bayertimely filed a Notice of Opposition on July 29, 2008 because Applicant’s mark is

deceptive under 15 U.S.C. § 1052(a) and deceptively misdecriptive under 15 U.S.C. §

1052(e)(1). Applicant answered the Notice of Opposition on September8, 2008.

Opposer requested that the Board participate in the discovery conference which was

held on October 14, 2008. The Board issued an Order on October 16, 2008 that contained two

factual stipulations agreed to by the parties, detailed Board resources available to the parties,

and emphasized the need to follow the Board’s regulations (Order Re Discovery Conference,

TTABVue Document No.6).

Bayer submitted its Notice of Reliance on August 3, 2009 duringits testimony period

(TTABVue Document No. 13). Applicant did not submit any evidence and thus Bayerdid not

submit any rebuttal evidence.



Il. DESCRIPTION OF THE RECORD

The evidence of record consists of the following evidence introduced by Opposer. The

parties stipulated to the introduction of Internet evidence by way of Notice of Reliance. (See

August 3, 2009 Order granting Opposer’s consented Motion, TTABVue DocumentNo.12).

Applicant did not introduce any evidence. The following evidence was submitted in the Notice

of Reliance:

Exhibit

e Bayer U.S. Trademark Registration Nos. Exh. A
2,063,685; 3,345,876; and 2,065,441.
(B00600-B00605).!

e Various web pageprintouts and Printed Exh. B
Publication excerpts.

e Applicant’s Responses to Requests for Exh, C
Admissions. (abbreviated as “RA”’)

e Applicant’s Responses to Interrogatories. Exh. D
(abbreviated as “RI’’)

e Documents produced by Applicant during Exh. E
discovery and authenticated by discovery OA
responses

e Physicians Desk Reference (“PDR”) Exh. F
excerpts. (B00524-B00599),

Additionally, pursuant to 37 C.F.R. § 1.22(a), the ‘071 Application is of record.

The parties also entered into the following stipulations:

(1) Applicant’s goods do not contain acetylsalicylic acid;

' Bayerrefers to documents in the Notice of Reliance by document production numbers in the format B0000X,for
Bayer-produced documents, or OAOOX, for documents produced by Applicant.
* Order Re Discovery Conference, TTABVue Document No.6.



(2) acetylsalicylic acid is a synthetic chemical compound;? and

(3)to allow the introduction of Internet evidence accompanied by a Notice of

Reliance.*

Asstated in the Notice of Reliance, and pursuant to 37 C.F.R. § 2.122(a) and Fed. R. of

Evidence 201, it is also respectfully requested that the Board take judicial notice of the

following:

Exhibit

e The term “organic” means “simple, healthful, Exh. G
and close to nature: an organiclifestyle.”
(See The American Heritage Dictionaryfor
the English Language, Fourth Edition,
Houghton Mifflin Company

e The term “aspirin” means“[a] white, Exh. H
crystalline compound,
CH3COOC6H4COOH,derived from
salicylic acid and commonly usedin table
form to relieve pain and reduce fever and
inflammation. It is also used as an

antiplatelet agent. Also called acetylsalicylic
acid.” (See The American Heritage
Dictionaryfor the English Language, Fourth
Edition, Houghton Mifflin Company

3 Order Re Discovery Conference, TTABVue Document No.6.
* The Stipulation was acknowledged by the Board at TTABvue DocumentNo.12.



Wl. STATEMENT OF THE ISSUES

Whether Applicant’s proposed mark ORGANIC ASPIRIN for“dietary supplements for

human consumption”is deceptive and deceptively misdescriptive. Bayer contends that

because Applicant’s Supplements do not contain aspirin, the mark is misdescriptive of the

goods and purchasersare likely to believe the misdescription, and such misdescriptionis likely

to affect purchasing decisions.



IV. RECITATION OF THE FACTS

Bayer and its related companies are engaged in the development, manufacture,

distribution and sale of a wide variety of pharmaceutical products, dietary supplements,

nutritional supplements, vitamin supplements and mineral supplements, amongother products.

(Exh. A at B00600-B00605; Exh. B at BO0508-B00523; Exh. F at BO0524-B00599). Bayer

currently sells aspirin containing and non-aspirin containing products, including supplements.

(Exh. A at BO0600-B00605; Exh. B at BO0508-B00523; Exh. F at BO0524-B00599). Bayer

once owned the trademark ASPIRIN in the United States, which was deemed generic in the

United States by the courts in 1921. (See Bayer Co. v. United Drug Co., 272 F. 505 (D.C.N.Y.

1921); see also Exh. B at BO0068-B00069; Exh. C at RA 31-34). As such, Bayerhasa real

interest in this proceeding andbelievesthat it will be damaged if the ORGANIC ASPIRIN

markis registered.

The term “aspirin” means“[a] white, crystalline compound, CH3COOC6H4COOH,

derived from salicylic acid and commonly usedin tablet form to relieve pain and reduce fever

and inflammation. It is also used as an antiplatelet agent. Also called acetylsalicylic acid.”

(Exh. D at Supplemental RI 15; Exh. H at The American Heritage Dictionaryfor the English

Language, Fourth Edition, Houghton Mifflin Company; Jn re Broyhill Furniture Indus., Inc.,

60 USPQ2d 1511, 1514, n. 4 (TTAB 2001) (stating Board mayproperly take judicial notice of

entries in dictionaries and other standard reference works)). Aspirin, acetylsalicylic acid,is a

synthetic compoundandis not naturally occurring. (Parties’ stipulation, TTABVue Document

No. 6). In the United States, aspirin is a generic term for the chemical acetylsalicylic acid.

(Exh. C at RA 31-34). Acetylsalicylic acid has certain health benefits that have been

recognized by the FDA and studies have shownthat aspirin consumption benefits the heart.

(Exh. C at RA 39; 41; 93; Exh. B at B00001-B00018; B00029-B00034 (FDA); B00180-



B00184 (FDA); B00245-B00282 (Aspirin Foundation website); BO0290-B00292 (article about

FDA); B00416-B00426; B00430-B00444 (LEXIS excerpts)).

Manyproducts on the market today contain aspirin, including over-the-counter

(“OTC”) products such as supplements. (Exh. B at B00245-B00282 (Aspirin Foundation web

pages); B00508-B00523; Exh. F at B00524-B00599). Consumers choose between products

that contain aspirin and thosethat are “aspirin-free” and manufacturers commonlylabeltheir

products as containing aspirin or as “aspirin free.” (Exh. F at BO0579 (2007 PDRproduct

guide)),

Applicantfiled the ‘071 Application for the ORGANIC ASPIRIN markfor use on or in

connection with “dietary supplements for human consumption.” (June 17, 2007 Application

for ORGANIC ASPIRIN mark). Applicant’s date of claimed first use in commerce is April

26, 2007 and Applicant has made no claim of acquired distinctiveness for ORGANIC

ASPIRIN.(id.).

Despite the fact that Applicant has labeled his Supplements “ORGANIC ASPIRIN”

and wants to register the ORGANIC ASPIRIN markfor dietary supplements, Applicant admits

his Goods do not contain aspirin. (Exh. C at RA 43-44; Exh. D at Supplemental RI 2).

Applicant’s Goods do contain meadowsweet, white willow, calcium carbonate, and hawthorne

berry. (Exh. D at Supplemental RI 2; Exh. C at RA 53-56). Although these ingredients may

contain salicylates, salicylates, by themselves, are not aspirin. Salicylates can be used to create

the chemical acetylsalicylic acid, or aspirin (Exh. B at BO0063; BO0068; Exh. C at RA 31-34).

In explaining aspirin’s heart healthy benefits, Applicant’s website states that aspirin wasfirst

manufactured by “chemically modifying extracts of’ one of the ingredients of Applicant’s

Goods. (Exh. B at B00063; see also BO0068).



Not only do Applicant’s Supplements admittedly not contain aspirin, it is unclear

exactly what the Supplements do contain because Applicant does notlist the amount of each

ingredient used in the Supplements on his productlabels and,in fact, calls it his “proprietary

formula.” (Exh. E at OA0004, authenticated Exh. C at RA 100; Exh. B at B00168). Evenif

requested, Applicant will not disclose the composition of the Goods andwill not provide

assays on the composition of his Goods. (Exh. D at Supplemental RI 42; Exh. C at RA 95),

The only thing that is knownfor certain is that Applicant’s Goods do not contain aspirin.

(Exh. C at RA 43-44; RA 31-34; Order Re Discovery Conference, TTABVue DocumentNo.

6)

The mislabeling of Applicant’s Supplements with the term “aspirin” is especially

misleading because of the recognition by the FDA ofthe health benefits of aspirin. (Exh. C at

RA 75; 93; Exh. B at BO0001-B00006; B00063-B00064;). Applicant advertises his Goods as

though they do contain an “organic” form of aspirin and, according to Applicant, his “Organic

Aspirin capsules [are] sold to promote cardiovascular health and general well being in healthy

individuals.” (Exh. D at RI 11; Exh. E at OA0002 authenticated at Exh. C at RA 98).

Applicant claims on his labels that the ingredients in his Goods“offer cardiovascular benefits”

(Exh. E at OA0004 authenticated at Exh. C at RA 100) and that Applicantis “dedicated to

providing the best botanical cardioprotective alternative to industrially synthesized

medications.” (Exh. B at B00063). Rather than aspirin, the Goods may contain a precursor of

aspirin, salicylate (Exh. B at B00063), that is not regulated by the FDA andthe statements

made by Applicant regarding these ingredients have not been reviewed by the FDA. (Exh. C at

RA 57-64; 72-73; Exh. B at B00168). The FDA has never determined that Applicant’s Goods

or the ingredients contained in Applicant’s Goods offer cardiovascular benefits, as has been



determined with regard to aspirin. (Exh. C at RA 39; 41; 57-64; 72-73; 93; Exh. B at B00001-

B00018; B00029-B00034 (FDA); B00168; B00180-B00184 (FDA); B00245-B00282 (Aspirin

Foundation website); BO0290-B00292 (article about FDA); B00416-B00426; B00430-B00444

(LEXISexcerpts)).

Applicant markets his Goods to consumers whoare interested in keeping theirhearts

healthy and who have heart health concerns. (Exh. C at RA 29-30; 94). In fact, Applicant

draws many parallels between his Goods’ ingredients and actualaspirin, stating that “aspirin

(aka acetylsalicylic acid) owes its name to Spiraea Ulmaria [meadowsweet, an ingredient of

Applicant’s Goods] (the a in aspirin is for acetyl, and the spir for Spiraea).” (Exh. B at

B00068; B00074). Applicant advertises the supplements sold under ORGANIC ASPIRIN as

“cardioprotective capsules.” (Exh. C at RA 3-4),

Applicant also claims on his website that his Goods haveanti-clotting effects, anti-

inflammatory action, reduce bloodlipids, and alleviate hypertension. (Exh. B at BO0063).

However, the FDA has not evaluated any statements on his website or product containers (Exh.

C at RA 72-73; Exh. E at OA0004, authenticated Exh. C at RA 100; Exh. B at B00168), the

FDAdoesnot regulate his products (Exh. C at RA 69-71, 74; Exh. B at BO0011), and the FDA

does not regulate the ingredients in Applicant’s Goods (Exh. C at RA 57-64). The FDA has

approvedaspirin for certain treatments and conditions (Exh. C at RA 75; 93; Exh. B at

B00001-B00006; B00063-B00064) and aspirin is commonly knownas a treatment for

conditions such as inflammatory diseases (Exh. B at B00105). In contrast, no medical

conditions can be treated by any of Applicant’s Goods (Exh. D at Supplemental RI 10; Exh. B

at BO0168), The FDA is charged with the responsibility ofprotecting the public and in

carrying out this responsibility regulates products containing aspirin. (Exh. C at RA 65-68).



The public relies on FDA approval regulations and recall information (Exh. B at B00190-

B00233; B00287-B00289; B00244). Organic products are becoming more and more

commonplace in the U.S. marketplace, including organic supplements. (Exh. B at B00049-

B00062; B00107-B00162; B00293-B00401; B00405-B00414; Exh. F at B00562-B00574).

Applicant’s mark combines the term “ASPIRIN”with the term “ORGANIC.” The

term “organic” means“simple, healthful, and close to nature: an organic lifestyle.” (Exh. D at

Supplemental RI 25; Exh. G at 3(d); In re Broyhill Furniture Indus., Inc., 60 USPQ2d 1511,

1514 n. 4 (TTAB 2001) (statingit is settled the Board may properly take judicial notice of

entries in dictionaries and other standard reference works)). Thus, the mark ORGANIC

ASPIRIN suggests the associated Goods have to do with nature and health, contain aspirin, and

thus are likely to be attractive to the typical purchaser. (Exh. C at RA 14-15); See also, In re

Organik Techs., 41 USPQ2d (BNA) 1690, 1694 (TTAB 1997) (finding purchasing decision of

those seeking environmentally friendly products would be strongly affected bybelief that the

goods are “organic”). There has been a proliferation of organic goods in the U.S. marketplace

in recent years, including organic supplements, (Exh. B at B00049-B00062; B00107-B00162;

B00293-B00401; B00405-B00414; Exh. F at B00562-B00574). Applicant’s relevant

consumer would be a typical person, not one with specialized knowledgein the field of

chemistry.

The ‘071 Application is not limited to any channel of commerce and can besold to any

class of consumer. (See June 17, 2007 Application for ORGANIC ASPIRIN mark; April 26,

2008 TRAM snapshotof application at publication). Applicant currently sells his supplements

at his website at www.organicaspirin.com. (Exh. C at RA 7-10). However, at least tworetail

outlets, a pharmacy and a health food store, have inquired as to carrying Applicant’s goods.



(Exh. E at OA0005, authenticated at Exh. C at RA 101-2; Exh. E at OA0006, authenticatedat

Exh. C at RA 103-4). Applicant has advertised the offer to sell his Goods wholesale. (Exh. D

at RI54). Additionally, access to Applicant’s website is not restricted to chemists or medical

personnel. (Exh. C at RA 86-91). Applicant admits he has received inquiries regarding the

ingredients in his Goods, even by chemistry students. (Exh. C at Supplemental RA 80; Exh. D

at Supplemental RI 40). Applicant’s consumer would be a typical person, not one with

specialized knowledge, (Exh. C at RA 86-91),

The evidence adduced by Opposer and presented here strongly supports a finding that

Applicant’s ORGANIC ASPIRIN mark is deceptive and deceptively misdescriptive of his

Supplements. Accordingly, the ‘071 Application should be refused registration.

10



V. ARGUMENT

A. Legal Standard

Bayer provided significant evidence demonstrating that the proposed mark ORGANIC

ASPIRIN is deceptive and misdescriptive. Section 2(a) of the Lanham Act prohibits

registration of a trademark which consists of “deceptive” matter. 15 U.S.C. § 1052(a). A mark

must be considered in relation to the goodsor services identified in the application when

determining whetherit is deceptive or deceptively misdescriptive. T.M.E.P. § 1209.04. The

U.S. Court of Appeals for the Federal Circuit has articulated the test for determining

deceptiveness under Section 2(a) as: 1) whether the term is misdescriptive of the character,

quality, function, composition or use of the goods; 2) whether prospective purchasersare likely

to believe that the misdescription actually describes the goods; and 3) whether the

misdescriptionis likely to affect the decision to purchase. In re Budge Mfg. Co., Inc., 857 F.2d

773, 8 USPQ2d (BNA) 1259, 1260 (Fed. Cir. 1988). Deceptiveness under Section 2(a) is an

absolute bar to registration. T.M.E.P. § 1203.02. Because Applicant’s markis deceptive,it is

respectfully requested that registration be refused.

If the first two elements above are met, the markis at least “deceptively

misdescriptive” under Section 2 (e) (1) of the Lanham Act. 15 U.S.C. § 1052 (e) (1).

Applicant’s mark is also deceptively misdescriptive because his Goods do not contain aspirin

and the consumeris likely to believe they do. A markrefused registration pursuant to Section

2 (e) (1) of the Lanham Act “may beregistrable under Section 2(f) upon a showing of acquired

distinctiveness.” T.M.E.P. § 1209.04. Applicant has not claimed acquired distinctiveness.
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Section 13 of the Lanham Actbroadly sets forth who may opposea registration.”

Ritchie v. Simpson, 170 F.3d 1092, 1095 (Fed. Cir. 1999) (recognizing that Section 13 is the

starting point in determining standing in an opposition proceeding and that the statute

establishes a broad class of persons whoare proper opposers). There are, however, two other

judicially created requirements for standing under 2(a). An opposerhas to plead and prove

facts that show it has (1) a “real interest” in this proceeding and (2) a “reasonable basis” for a

belief that it will suffer damageif the markis registered. Bishop v. Flournoy, 319 Fed, Appx.

897, 900, 2009 U.S. App. LEXIS 7378, *6 (Fed. Cir. May 15, 2009); se also Ritchie, 170 F.3d

at 1095,

The Federal Circuit has explained “this is not a rigorous requirement, as statutory

standing requires only that the party seeking cancellation reasonably believe thatit is likely to

be damagedbytheregistration.” Bishop, 319 Fed. Appx. at 900. To establish a “real interest”

a party has to show thatit has a direct and personal stake in the outcomeofthe opposition.

Ritchie, 170 F.3d at 1095. Additionally, an opposer can establish a reasonablebasisfor its

belief of damage in several ways, including by alleging a pecuniary interest in the mark or by

alleging that it has a trait or characteristic that is directly implicated by the proposed mark. See

id. at 1098; Universal Oil Prods. Co. v. Rexall Drug and Chem. Co., 463 F.2d 1122, 174

USPQ (BNA)458, 459 (C.C.P.A. 1972).

Even classes of persons offended by deceptive marksare likely to have standing under

these liberal requirements. See Ritchie, 170 F.3d at 1097 (holding that an opposerhas “a real

° Section 13 provides, in part: Any person whobelieves that he would be damagedbytheregistration of a mark
upon the principal register may, upon paymentofthe prescribed fee, file an opposition in the Patent and
Trademark Office.... 15 U.S.C. § 1063.
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interest, a personal stake, in the outcome of the proceeding and is more than a mere

intermeddler [because] his concerns are shared by a large numberofpeople, perhaps even the

vast majority of the American public). Where an opposer’s pecuniary interest is the basis for

its belief that damage will result from registration, it is even morelikely to meet theseliberal

requirements. See Universal Oil, 174 USPQ at 459 (reasoning that a parent corporation had

established standing becauseofthe potential of financial injury to its subsidiary); Tanners’

Council ofAmerica, Inc. v Gary Inds., Inc., 440 F.2d 1404, 1406 (C.C.P.A. 1971) (holding that

a trade association had established a pecuniary interest and therefore standing on the basis that

the markis deceptive or deceptively misdescriptive). Bayer sells aspirin and non-aspirin

products including pharmaceutical preparations and nutritional supplements, and believes that

it will be harmed byregistration of Applicant’s mark.

B. Applicant’s Markis Deceptive

Applicant seeks registration of the name ORGANIC ASPIRIN for his non-aspirin

Supplements. It is clear that when an applicant uses a word in its proposed mark which

mislabels the goods, the proposed mark is deceptive: “Wefindit difficult to escape the

conclusion that denominating a product as something whichit is not is deceptive and

deceptively misdescriptive.” R. Neumann & Co. v. Bon-Ton Auto Upholstery, Inc., 140 USPQ

(BNA) 245, 247 (C.C.P.A. 1964). The proposed ORGANIC ASPIRIN markis deceptive

and/or deceptively misdescriptive of Applicant’s Goods because the Supplements do not

contain aspirin.

This Board has consistently held that when, asin this case, the proposed markis

misleading to consumers based on the identified goods and/or services, that mark is deceptive

and/or deceptively misdescriptive and the application has been refused registration. See, e.g.,
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Inre ALP ofS. Beach, Inc.,79 USPQ2d (BNA) 1009 (TTAB 2006) (affirming a refusal to

register CAFETERIA forrestaurant services because cafeteria services were not offered); Jn re

Phillips-Van Heusen Corp., 63 USPQ2d (BNA) 1047 (TTAB 2002) (finding SUPER SILKis

deceptively misdescriptive for clothing madeofsilk-like fabric); Jn re Shapely, Inc., 231

USPQ (BNA) 72 (TTAB 1986) (holding SILKEASEdeceptive as applied to clothing not made

of silk); R. Neumann & Co. v. Overseas Shipments, Inc., 326 F.2d 786, 140 USPQ (BNA)276

(CCPA 1964) (refusing DURA-HYDEas deceptive for shoes madeof a plastic material having

a leather-like appearance); In re Intex Plastics Corp., 215 USPQ (BNA) 1045 (TTAB 1982)

(holding TEXHYDEdeceptive as applied to synthetic fabric for use in the manufacture of

furniture, upholstery, luggage, etc.); Tanners’ Council ofAmerica, Inc. v. Samsonite Corp., 204

USPQ (BNA) 150 (TTAB 1979) (finding SOFTHIDEdeceptive for imitation leather material).

In this case, Applicant’s Supplements do not contain aspirin and thus the mark ORGANIC

ASPIRIN is deceptive and at least deceptively misdescriptive.

1. ORGANIC ASPIRINis Misdescriptive of the Character, Quality, Function,
Composition or Use of the Goods Because Applicant’s Goods Do Not Contain
Aspirin

Applicant has admitted his Supplements do not contain aspirin and thus the phrase

“organic aspirin” is misdescriptive of Applicant’s Goods. There is no such ingredient as

“organic aspirin.” Aspirin is a synthetic chemical compound whichisartificially created by

man and whichis not naturally created. For this reason alone, Opposer has metthefirst prong

of the test.

Applicant’s Goods do contain meadowsweet, white willow, calcium carbonate, and

hawthorne berry. These ingredients in Applicant’s Supplements might contain salicylates;

however,this is not certain because Applicant does not allow any analysis of his Supplements
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and provides no specifics regarding his “proprietary formula.” (Exh. E at OA0004

authenticated at Exh. C at RA 100; Exh. B at BO0168; Exh. D at Supplemental RI 42; Exh. C

at RA 95). Even if the Supplements do contain salicylates, aspirin (acetylsalicylic acid) is not

the sameas salicylates. The term “aspirin” means:

“Ta] white, crystalline compound, CH3COOC6H4COOH,derived from salicylic
acid and commonly usedin tablet form to relieve pain and reduce fever and
inflammation. It is also used as an antiplatelet agent. Also called
acetylsalicylic acid.” (Exh. D at Supplemental RI 15).

It is clear that ORGANIC ASPIRIN is misdescriptive of the character, quality,

function, composition and/or use of Applicant’s Goods because the Supplements do not

contain aspirin.

2. Prospective Purchasers are Likely to Believe That the Misdescription Actually
Describes the Goods Because the Mark Includes the Term ASPIRIN and

There are Supplements on the Market That Contain Aspirin

Manyproducts on the market today contain aspirin, including OTC products. (Exh. B

at B00245-00282; B00508-B00523; Exh. F at B00524-B00599). Consumersdistinguish

between products that contain aspirin and those that are “aspirin-free” and manufacturers

commonly label their products as containing aspirin or as “aspirin free.” (Exh. F at B00579);

see Inre Budge Mfg. Co. Inc., 857 F.2d 773, 775, 8 USPQ2d (BNA) 1259, 1261 (Fed. Cir.

1988) (considering evidence from Examining Attorney that seat covers can be made from

lambskin and affirming Board’s finding that LOVEE LAMBfor automobile seat covers made

from synthetic fibers is deceptive under §2(a)). Prospective purchasersare likely to believe

that Applicant’s Goods do contain aspirin because they are labeled with the term “ASPIRIN,”

while in fact they do not contain aspirin.
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The addition of the term “organic” to Applicant’s proposed mark increases the chances

that a prospective purchaser would believe the misdescription. The term “organic” means

“simple, healthful, and close to nature: an organiclifestyle.” (Exh. D at Supplemental RI 25;

Exh. G at 3(d)). The mark ORGANIC ASPIRIN suggests the associated Goods have to do

with nature and health, contain aspirin, and thusare likely to be attractive to the typical

purchaser. (Exh. C at RA 14-15; see In re Organik Techs., Inc., 41 USPQ2d (BNA) 1690

(TTAB 1997) (holding that the mark ORGANIKwould strongly affect the purchasing decision

of consumers)). With the proliferation of organic goods in the U.S. marketplace, including

organic supplements (Exh. B at B00049-B00062; B00107-B00162; B00293-B00401,; B00405-

B00414; Exh. F at B00562-B00574), it would be reasonable for the typical purchaserto

believe that an “organic”or healthier version of aspirin had been developed and thus be

deceived by Applicant’s Mark.

Further, Applicant advertises his Supplements as though they contain an “organic”

form ofaspirin and, according to Applicant, his “Organic Aspirin capsules [are] sold to

promote cardiovascular health and general well being in healthy individuals.” (Exh. D at RI

11; Exh. E at OA0002 authenticated at Exh. C at RA 98). Applicant claimson his labels that

the ingredients in his Supplements “offer cardiovascular benefits” (Exh. E at OA0004

authenticated at Exh. C at RA 100) and that Applicant is “dedicated to providing the best

botanical cardioprotective alternative to industrially synthesized medications.” (Exh. B at

B00063). Applicant’s own advertising and product information can provide evidenceof the

believability of the misdescription of a proposed mark. See In re Shapely, Inc., 231 USPQ

(BNA) 72, 73-75 (TTAB 1986) (considering applicant’s own labels in affirming the

Examining Attorney’s deceptiveness refusal of the SILKEASE mark for polyester garments).
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In determining deceptiveness, it is irrelevant that Applicant might provide an

explanation of his goods on his web site. Applicant currently sells his Supplements at his web

site at www.organicaspirin.com (Exh. C at RA 7-10); however, at least two retail outlets, a

pharmacyanda health food store, have inquired as to carrying Applicant’s Goods and

Applicant has advertised the offer to sell his Supplements wholesale, (Exh. E at OA0005,

authenticated at Exh. C at RA 101-2; Exh. E at OA0006, authenticated at Exh. C at RA 103-4;

Exh. D at RI 54). Further, the goodsidentified in the ‘071 Application are not limited to any

channel of trade and can be sold to any class of consumer. Thus, there is no guarantee that

every consumer of Applicant’s Goods would see Applicant’s web site with its “explanation” of

the ingredients of Applicant’s Goodsand anyclarification in the fine print that the Goods do

not contain aspirin. Even assuming, arguendo, that every consumer was exposed to

Applicant’s web site, the Board has madeclear that a mark must stand on its own and

“extraneous explanatory statements” do not negate the deceptive nature of a mark. Jn re

Phillips-Van Heusen Corp., 63 USPQ2d (BNA) 1047, 1054 (TTAB 2002) (discussed infra

Section V (D)).

Finally, Applicant cannot try to excuse the deceptive mark by claimingthat his

potential purchasers would knowthatthere is no such thing as “organic aspirin.” Applicant

has provided no such evidence and, moreover, access to Applicant’s website is notrestricted

to chemists or medical personnel. (Exh. C at RA 86-91). Applicant admits he has received

inquiries regarding the ingredients in his Goods, even by chemistry students. (Exh. C at

Supplemental RA 80; Exh. D at Supplemental RI 40). The relevant consumer would be a

typical person, not one with specialized knowledge like a chemistry student. If a chemistry

student is confused by the ingredients of Applicant’s Supplements,it is not hard to conclude
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that the average consumeris likely to believe the misdescription that Applicant’s Goods do

contain “aspirin” or a form of“organic aspirin,” and thus be deceived by the ORGANIC

ASPIRIN mark.

3. The Misdescription is Likely to Affect the Decision to Purchase Because
Aspirin has Certain Health Benefits

Aspirin (acetylsalicylic acid) is well known as having certain health benefits and these

health benefits have been recognized by the FDA and studies have shownthat aspirin

consumption benefits the heart. (Exh. C at RA 39; 41; 93; Exh. B at B00001-B00018;

B00029-B00034 (FDA); B00180-B00184 (FDA); B00245-B00282 (Aspirin Foundation

website); B00290-B00292 (article about FDA); B00416-B00426; B00430-B00444 (LEXIS

excerpts)). Because Applicant markets his Supplements to consumers whoareinterested in

keeping their hearts healthy and who have heart health concerns, they will be likely to choose

his products because of the ORGANIC ASPIRIN name. (Exh. C at RA 29-30; 94), Applicant

uses this in his marketing and draws manyparallels between his Goods’ ingredients and actual

aspirin, stating that “aspirin (aka acetylsalicylic acid) owes its name to Spiraea Ulmaria

[meadowsweet, an ingredient of Applicant’s Goods] (the a in aspirin is for acetyl, and the spir

for Spiraea).” (Exh. B at B00068; BO00074). Applicant advertises the supplements sold under

ORGANICASPIRIN as“cardioprotective capsules” in order to entice the consumerto

purchase. (Exh. C at RA 3-4). A belief that a certain feature or characteristic of the goods

provides a health benefit is an example of an objective criteria upon which the Board can rely

when assessing whether a misdescription would affect the decision to purchase. (T.M.E.P. §

1203.02(d)()). A consumerofApplicant’s Supplementsis likely to base his decision to

purchase Applicant’s products on the perceived health benefits of aspirin and the

misdescription of the ORGANIC ASPIRIN name.
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Applicant even claims on his website that his Supplements haveanti-clotting effects,

anti-inflammatory action, reduce bloodlipids, and alleviate hypertension. (Exh. B at B00063).

Despite these claims, the FDA has not evaluated any statements on his website or product

containers (Exh. C at RA 72-73; Exh. E at OA0004, authenticated Exh. C at RA 100; Exh. B at

B00168), the FDA does not regulate his products (Exh. C at RA 69-71, 74; Exh. B at BO0011),

and the FDA does not regulate the ingredients in Applicant’s Goods (Exh. C at RA 57-64). By

his own admission, no medical conditions can be treated by any of Applicant’s Goods. (Exh.

D at Supplemental RI 10; Exh. B at BO0168). In contrast, the FDA has approved aspirin for

certain treatments and conditions (Exh. C at RA 75; 93; Exh. B at B00001-B00006; B00063-

B00064) and aspirin is commonly knownas a treatment for conditions such as inflammatory

diseases (Exh. B at B00105). The fact that the FDA regulates products containing aspirin is

important. (Exh. C at RA 65-68). The public relies on FDA approval regulations and recall

information andis likely to purchase Applicant’s Supplements relying on the FDA’s approval

and findings regarding aspirin’s heart healthy effects and thus be deceived by the ORGANIC

ASPIRIN mark. (Exh. B at B00190-B00233; B00244; B00287-B00289). Because the FDA

regulates aspirin containing products and has determined that those products have certain

health benefits, the consumeris likely to believe that products labeled “organic aspirin” would

provide them with the proven health benefits of aspirin containing products.

When confronted by the ORGANIC ASPIRIN mark, consumers arelikely to believe

they are getting the health benefits of aspirin, while they are not. It is axiomatic that many

consumers want to ingest something healthy, particularly when they are looking for health

benefits. This perceived benefit is material to the purchasing decision of the consumer. See In

re Victoria Principal Productions, Inc., 78245283, 2009 T.T.A.B. LEXIS 233, at *26

19



(T.T.A.B. March 25, 2009), nonprecedential ex parte appeal of Serial No. 78/245,283, copy

attached at Exh. I ) (holding that the perceived benefits of “Silver Birch”[an extract] as an

ingredient in the identified goods would affect the decision to purchase the goods and thus the

Board found the mark was deceptive).

In addition to the “aspirin” portion of the proposed mark, the “organic”portion of the

mark adds to the deception. Organic products are becoming more and more commonplace in

the U.S. marketplace, including organic supplements. (Exh. B at BO0049-B00062; B00107-

B00162; B00293-B00401; B00405-B00414; Exh. F at B00562-B00574). It is not unusual to

find cosmetics, supplements and many other consumer products advertised as “organic” in

order to attract consumers who are becoming more and more health conscious and consumers

are likely to choose goodsthat are “organic.” See In re Organik Techs., Inc., 41 USPQ2d

(BNA) 1690 (TTAB 1997) (holding that the mark ORGANIKis the phonetic equivalent of

“organic” and when used on textiles and clothes would “strongly affect” the purchasing

decision of consumers). Consumersare likely to rely on the name ORGANIC ASPIRIN’s

misdescriptive nature, believe that Applicant’s Supplements contain an organic form ofaspirin,

and purchase them on that basis. In other words, consumersarelikely to base their decision to

purchase Applicant’s products on the misdescription of the ORGANIC ASPIRIN nameand be

deceived in the process. It is clear the ‘071 Application should be refused registration as

deceptive.

C. Applicant’s Markis at Least Deceptively Misdescriptive

1. ORGANIC ASPIRINis Misdescriptive of the Character, Quality, Function,
Composition or Use of the Goods Because Applicant’s Goods Do Not Contain
Aspirin

If the first two elements of the test for deceptiveness under Section 2(a) are met: 1)

whether the term is misdescriptive of the character, quality, function, composition or use of the
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goods; and 2) whether prospective purchasersarelikely to believe that the misdescription

actually describes the goods, the markis at least “deceptively misdescriptive” under Section 2

(e) (1) of the Lanham Act and should be refused registration. 15 U.S.C. § 1052 (e)(1); see In

re Budge Mfg. Co., Inc., 857 F.2d 773, 8 USPQ 2d (BNA) 1259, 1260 (Fed. Cir. 1988). As

discussed above, Applicant’s Goods do not contain aspirin and therefore the name “ORGANIC

ASPIRIN”is misdescriptive of the character, quality, function, composition and/or use of the

Goods.

2. Prospective Purchasers are Likely to Believe that the Misdescription Actually
Describes the Goods Because the MarkIncludes the Term ASPIRIN and

There are Supplements on the Market That Contain Aspirin

As explained above, many OTC products are available in the marketplace that do

contain aspirin and the prospective consumeris likely to believe that the Goods do contain

aspirin. Accordingly, ORGANIC ASPIRIN isat least deceptively misdescriptive of the Goods

and the ‘071 Application should not be allowedto register.

D. Other Factors Weigh Against Registration of ORGANIC ASPIRIN For Dietary
Supplements

The sale of supplements under a mark which mislabels their ingredients, such as the

ORGANIC ASPIRIN markused on non-aspirin containing Supplements, presents health

concems for the consuming public. For instance, the proper dosage of such supplementsis

difficult to determine. In this case, Applicant does notlist the amount of each ingredient used

in the Goods on his product labels and, instead,calls it his “proprietary formula.” (Exh. E at

OA0004 authenticated at Exh. C at RA 100; Exh. B at BO0168). Exacerbating this issueis that

Applicant will not provide assays on the composition of his product even if requested. (Exh. D

at Supplemental RI 42; Exh. C at RA 95), Under such conditions, the actual dosage of any
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given ingredient of Applicant’s Goods that a consumeris ingesting is indeterminable even if

inquiries are made. This is problematic and could lead to overdoses or under-medicating.

This problem is further aggravated by the fact that the inert ingredients of organic drugs

can affect the absorbability and activity of the active ingredient (Exh. B at B00030). In

addition, the development of the Goods themselvesis suspect. Rather than being FDA

regulated and subject to stringent development and product standards, as aspirin is, Applicant

developed his Goods throughliterature research using Wikipedia and

www.mountainroseherbs.com. (Exh. D at Supplemental RI 14). Wikipedia has generally been

considered an unreliable source and such sourcesare not held to the standards of the FDA.

Additionally, Applicant admits in his advertising that his Goods are not guaranteed safe

for pregnant women or for those with severe kidney orliver disease. (Exh. B at B00081-

B00083; Exh. C at RA 76-78). Finally, consumers who need the recognized benefits of

aspirin, suchas its anti-inflammatory affects or heart healthy benefits, could be denied those

benefits unwittingly because they are fooled by Applicant’s ORGANIC ASPIRIN mark. In

fact, Applicant acknowledges this problem on his website, stating that if a consumer has

“BEEN ADVISED TO TAKE ASPIRIN FOR ANY REASON, CONSULT WITH A

MEDICAL PROFESSIONAL BEFORE ALTERING YOUR REGIMEN. ORGANIC

ASPIRIN™ CARDIOPROTECTIVE CAPSULES ARE NOT A SUBSTITUTE FOR ANY

MEDICATIONS PRESCRIBED BY YOUR PHYSICIAN.” (Exh. B at B00072). This

warning is insufficient to overcomethe potential problem of the typical consumer who has

been told take aspirin by a physician for any numberof conditions, and who sees ORGANIC

ASPIRIN labeled products and believes that the goods contain a healthier version ofaspirin.
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Public policy concerns such as these should prohibit consumers from being exposed to such

deception.

EK. Applicant’s Advertising, Product Container Information, or Web Site Information
Does Not Mitigate Potential Consumer Deception

It is well established that the mark stands on its own, independentof “explanatory

statements in advertising or on labels which purchasers may or may not note and which may or

may not always be provided.” Jn re Budge Mfg. Co., Inc., 857 F.2d 773, 776, 8 USPQ2d

(BNA)1259, 1261 (Fed. Cir. 1988); see In re Phillips-Van Heusen Corp., 63 USPQ2d (BNA)

1047 (TTAB 2002); Tanners’ Council ofAmerica, Inc. v. Samsonite Corp., 204 USPQ (BNA)

150, 154 (TTAB 1979); T.M.E.P. § 1203.02(f)(i). It is the “mark standing alone [which] must

pass muster, for that is what the applicant seeks to register, not extraneous explanatory

statements.” In re Budge, 857 F.2d at 776.

The fact that Applicant states on his labels, on his website, or in his advertising, that

his Goods do not contain aspirin does not preclude a determination that “ORGANIC

ASPIRIN”is deceptive or deceptively misdescriptive. See In re Budge Mfg. Co., Inc., 857 F2d

773, 776; 8 USPQ2d 1259, 1261 (Fed. Cir. 1988) (stating that a mark stands on its own,

independentof “explanatory statements in advertising or on labels which purchasers may or

may not note and which mayor maynot always be provided”); In re Shniberg, 79 USPQ2d

(BNA) 1309 (TTAB 2006) (SEPTEMBER11, 2001 held deceptively misdescriptive of books

and entertainment services which did not in any way coverthe terrorist attacks of September

11, 2001; the fact that the nature of the misdescription would become known after consumers

studied applicant’s books and entertainment services does not prevent the mark from being

deceptively misdescriptive); T.M.E.P. § 1209.04. In this case, it does not matter what
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statements Applicant has on his web site or his packaging; the name he has chosen,“organic

aspirin,” is deceptive on its face.

F. Applicant Intended to Adopt a Mark Which Conveys the Impression that His
Goods Contain Aspirin

The Board has previously recognized that “[a]lthough intent is not an essential element

to the finding of deceptiveness of a mark under Section 2(a) of the Act, we note with interest

the ‘creative rationale’ for the adoption” of such a mark. Evans Products Co. v. Blise Cascade

Corp., 218 USPQ (BNA) 160, 164 (TTAB 1983)(sustaining the opposition and refusing

registration, while noting “applicant intended to adopt a mark which conveyed the impression

of authentic cedar’’); see also T.M.E.P. § 1203.02 (d)(i).

In this case, Applicant originally stated on his web site that: “Actually, the first aspirin

sources were all botanical. Naturally occurring salicylates from plant extracts were thefirst

raw materials used for aspirin.” (Exh. B at B00446 (WayBackpage dated June 2, 2007;

emphasis added)). This was subsequently changed to the current wording, found on

Applicant’s web site February 20, 2009: “Actually, the first salicylates consumed were all

botanical. The use of naturally occurring salicylates from plant extracts prompted the chemical

synthesis of aspirin.” (Exh. B at B00063; emphasis added). This correction in the change in

wording evidences Applicant’s knowledgethat salicylates are very different from aspirin and

not interchangeable. Applicant’s Goods are not made of an organic form ofaspirin and heis

well awareofthat.

Additionally, Applicant originally stated on his web site that “Organic Aspirin™

capsules provideall the heart protection withoutthe side effects of synthetic aspirin.” (Exh. B

at B00447 (WayBackpage dated June 2, 2007)). This statement has been removed from the

current web site. (Exh. B at B00063). Applicant cannot state that his Goods provide“all the
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heart protection” of aspirin becausethis is not true. This revision to his current website

indicates Applicant is aware that his Goods have not been shownto be an organic form of

aspirin with the benefits attributable to aspirin.

VI. SUMMARY

It is clear that when,as in this case, an applicant uses a word in its proposed mark

which mislabels the goods, the proposed mark is deceptive. “Wefind it difficult to escape the

conclusion that denominating a product as something whichit is not is deceptive and

deceptively misdescriptive.” R. Neumann & Co, v. Bon-Ton Auto Upholstery, Inc., 140 USPQ

(BNA) 245, 247 (CCPA 1964). Applicant’s Supplements do not contain aspirin and thushis

attempt to denominate his Goods as “ORGANIC ASPIRIN”is deceptive.

Accordingly, because the mark of the ‘071 Application is deceptive and deceptively

misdescriptive of the Supplements, Opposer respectfully requests the Board refuse registration

under Section 2(a) and Section 2(e)(1) of the Lanham Act.

WHEREFORE,Opposerpraysthat this Opposition be sustained, and the registration be

refused,

Respectfully submitted,

BAYER AKTIEN SBLLSCHAFT

 
Dated: January 29, 2010  

Jennifer Fraser

Christina M. Hillson

Connolly Bove Lodge & Hutz LLP
P. O. Box 2207

Wilmington, DE 19801
(302) 658-9141
Attorneys for Opposer
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THE ATTACHED U.S. TRADEMARK REGISTRATION 2,063,685 IS
CERTIFIED TO BE A TRUE COPY WHICH IS IN FULL FORCE AND
EFFECT WITH NOTATIONS OF ALL STATUTORY ACTIONS TAKEN
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TRADEMARK
PRINCIPAL REGISTER

BAYER AKTIENGESELLSCHAFT (FED REP
GERMANY JOINT STOCK COMPANY)

51368 LEVERKUSEN-BAYERWERK, FED REPGERMANY

FOR: PHARMACBUTICAL PREPARATIONS,
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AND ANTI-HYPERTENSIVES; VITAMIN AND
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GENTS FOR MEDICAL USE, IN CLASS 5 (U.S.
CLS.6, 18, 44, 46, 51 AND 52),

FIRST USE 9-30-1995; IN COMMERCE
9-30-1995,

OWNER OF U.S. REG. NOS. 1,482,868,
1,484,862, AND 1,531,469.

SN 74-572,762, FILED 9-12-1994.

BARNEY CHARLON, EXAMINING ATTORNEY
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United States Patent and Trademark Office
Reg. No, 3,345,876
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TRADEMARK
PRINCIPAL REGISTER
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BAYER AKTIENGESELLSCHAFT (FED REP
GERMANY JOINT STOCK COMPANY)

D-51368
LEVERKUSEN-BAYERWERK, FED REP GERMA- ,
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FOR: NUTRITIONAL SUPPLEMENTS,IN CLASS
5 (U.S. CLS. 6, 18, 44, 46, 51 AND 52),

FIRST USE 12-15-2006; IN COMMERCE12-15-2006.

THE MARK CONSISTS OF STANDARD CHAR-
ACTERS WITHOUT CLAIM TO ANY PARTICULAR
FONT,STYLE,SIZE, OR COLOR.

OWNER OF U.S. REG. NOS. 2,063,685 AND
2,065,441,

NO CLAIM IS MADE TO THE EXCLUSIVE
RIGHT TO USE "NUTRITIONAL SCIENCE", APART
FROM THE MARK AS SHOWN,

SN 78-842,917, FILED 3-22-2006.

IRA J. GOODSAID, EXAMINING ATTORNEY
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United States Patent and Trademark Office
Reg, No, 2,065,441

Registered May 27, 1997

TRADEMARK
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BAYER

BAYER ATKIENGESELLSCHAFT (FED REP
GERMANYJOINT STOCK COMPANY)

51368 LEVERKUSEN-BAYERWERK, FED REP |
GERMANY

FOR: PHARMACEUTICAL PREPARATIONS,
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MIN AND MINERAL SUPPLEMENTS; BHEFET:
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Aspirin: Questions and Answers

Q. What are the different uses for aspirin?

Strokes: Aspirin use recommendedin both men and womentotreat mini-
strokes (transient ischemic attack --TIA) or ischemic stroke to prevent
subsequent cardiovascular events or death.

e Heart Attacks:

o Aspirin:
» reducesthe risk of death in patients with suspected acute heart

attacks (myocardial infarctions)
« prevents recurrentheart attacks and

reduces the risk of heart attacks or sudden death in patients with
unstable and chronic stable angina pectoris (chestpain).

e Other coronary conditions: Aspirin can be used to treat patients who have
had certain revascularization procedures such as angioplasty, and coronary
bypass operations-- if they have a vascular condition for which aspirin is
already indicated.

» Rheumatologicdiseases: Aspirin is indicated for relief of the signs and
symptoms of rheumatoid arthritis, juvenile rheumatoid arthritis, osteoarthritis,
spondylarthropathies, and arthritis and pleurisy associated with systemic lupus
erythematosus.

Painrelief: Aspirin is indicated for the temporary relief of minor aches and
pains.

Q. What does this mean for doctors and medical practice?

A. Doctors and health care professionals will be provided with full prescribing
information about the use of aspirin in both men and women whohavehad a heart
attack, stroke, certain other cardiovascular conditions and theumatologic diseases.
For stroke and cardiovascular conditions, lower doses are recommendedthan those
previously prescribed by physiciansin practice. Information on the use of aspirin for
theumatologic diseases has also been expandedto include specific dosing
information as well as information aboutside effects and toxicity. Thus, doctors will
havefull prescribing information on aspirin and the assurance that aspirin is a safe
and effective treatment for heart attacks, strokes, certain other vascular conditions

http://www.fda.gov/cder/news/aspirin/aspirin_qa.htm 10/20/2008
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and rheumatologic diseases.

Q. Whatis the basis for the prescribing information?

A. The information on the uses of aspirin is based on scientific studies that support
treatment with aspirin for heart attacks, strokes, and some related conditions.
Convincing data support these uses in lower doses than previously believed to be’
effective in treating heart attacks and strokes in both men and women.

Q. What does this mean for patients?

A. Physicians will be better able to prescribe the proper doses for these uses for male
and female patients with these medical conditions. Dose-related adverse events for
patients with stroke and cardiovascular conditions should be minimized because
lower dosages are recommended. Thefull prescribing information now provided for
physicians who treat rheumatologic diseases will enhance the safe and effective
prescribing of aspirin to these patients as well.

Q. Is FDA concerned that some patients may self-treat?

A. FDA emphasizes that consumers should not self-medicate for these serious
conditions becauseit is very important to make sure that aspirin is their best
treatment. In these conditions, the risk and benefit of each available treatment for
each patient must be carefully weighed. Patients with these conditions should be
underthe care and supervision of a doctor.

Q. Ifa consumeris interested in using aspirin to prevent or treat symptomsof heart
problems, what should he or she do?

A. Consumers should alwaysfirst ask their doctor. In fact, aspirin products are
labeled this way: "Important: See your doctor before taking this product for other
new uses of aspirin because serious side effects could occur with self treatment."

Q. Do the data on treatment or prevention of cardiovascular effects pertain only to aspirin?

A. Yes, Although acetaminophen, ibuprofen, naproxyn sodium and ketoprofen are
good drugs for pain and fever, as is aspirin, only aspirin has demonstrated a .
beneficial effect for heart attack and stroke.

Q. What should consumers be made aware of?

A. Consumers should be informed that these professional uses of aspirin may be
lifesaving when used upon the recommendation and under the supervision of a
doctor. However, they mustalso be informed that even familiar and readily available
productslike aspirin may have important risks when used in new ways. For example,
because aspirin can cause bleeding; in rare cases bleeding in the brain may occur in
people who are using aspirin to prevent stroke. Therefore these uses should be
recommended and monitored by a physician.

http://www.fda.gov/cder/news/aspirin/aspirin_ga.htm 10/20/2008
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Q. What should consumersdoif they are taking other pain medications such as ibuprofen?

A. Consumers who have beentold by their doctorto take aspirin to help prevent a
heart attack, should know that taking ibuprofen at the sametime,for pain relief, may
interfere with the benefits of aspirin for the heart. It is alright to use them together,
but the FDA recommends that consumers contact their doctor for more information

on the timing of when to take these two medicines, so that both medicines can be
effective.

Q. What should consumers who are taking low dose aspirin for disease maintenanceor
prevention know about alcohol use?

A. Patients who consume 3 or more alcoholic drinks every day should be counseled
about the bleeding risks involved with chronic, heavy alcohol use while taking
aspirin, ,

Q. Can consumerssafely use aspirin to treat suspected acute heart attacks?

A. If consumers suspect they are having a heart attack, their most importantaction
must be to seek emergency medical care immediately. The advise and supervision of
a doctor should direct this use of aspirin and patients are encouraged to speak with
their doctor about this use.

Q. What do we know about how aspirin works for heart conditions and stroke?

A. The mechanism by which aspirin works in the treatmentofheart attack and stroke
is not completely understood. However, as an antiplatelet drug, we do know that
aspirin help reduce platelet clumping which helps cause blockage in blood vessels.

Q. Who should NOTtake aspirin?

A. Generally, people who have:

allergy to aspirin or othersalicylates
asthma

uncontrolled high blood pressure
severe liver or kidney disease
bleeding disorders

Always check first with your doctor to determine whetherthe benefit of these
professional usesof aspirin is greater than the risks to you.

Q. What other side effects are associated with aspirin?

A. There is a wide range of adversereactions that may result from aspirin use
including effects on the body as a whole,or on specific body systems and functions.

High doses can cause hearing loss ortinnitus-- ringing in the ears. (Note thatthis
usually only occurs with large doses as prescribed in rheumatologic diseases and is

http://www.fda.gov/cder/news/aspirin/aspirin_qa.htm 10/20/2008
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rare in treatment with low doses used for cardiovascular purposes.)

Q. Whatis key message for Consumers?

A. Theresults of studies of people with a history of coronary artery disease and those
in the immediate phases of a heart attack have proven to be of tremendous
importance in the prevention and treatment of cardiovascular and cerebrovascular
diseases.

Studies showedthat aspirin substantially reduces the risk of death and/ or non-fatal
heart attacks in patients with a previous MI or unstable angina pectoris which often
occur before a heart attack. Patients with these conditions should be under the care

and supervision of a doctor.

Aspirin has potential risks as well as benefits, like any drug. Patients should be
careful to ask their doctoror health care professional before deciding whether aspirin
is right for them and how muchaspirin they should take.

Q. What were the major studies used to verify the effectiveness of aspirin for these
indications?

A. Numerous studies both in the United States and abroad were evaluated to establish

the safety and efficacy of aspirin for the cardiovascular and cerebrovascular
indications and dosing information.

Majorstudies included:

e ISIS - 2 (Second International Study of Infarct Survival) (Ref 7)
e SALT (Swedish Aspirin Low-DoseTrial (Ref 22)
e ESPS-2 (European Stroke Prevention Study (Ref 23)
e UK-TIA (United Kingdom Transient Ischaemic Attack) Aspirin

Trial (Ref 11)
SAPAT(Stable Angina Pectoris Aspirin Trial) (Ref. 27)
Canadian Cooperative Study Group (Ref. 8)
WS. Fields et al., Controlled Trial of Aspirin in Cerebral Ischemia
(Ref 10)

* Note the reference numbersrefer to the citations in the Final Rule.

Date created: August 3, 2001, updated July 6, 2006

http://www.fda.gov/cder/news/aspirin/aspirin_qa.htm 10/20/2008
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FDA

TALK PAPER

Food and Drug Administration
U.S. Department ofHealth and Human Services
Public Health Service 5600 Fishers Lane Rockville, MD 20857

FDA Talk Papers are prepared by the Press Office to guide FDA personnel in responding with
consistency and accuracy to questions from the public on subjects of current interest. Talk Papers
are subject to change as more information becomes available.

T98-76 Susan M. Cruzan: 301-827-6242
October 21, 1998

Consumer Inquiries: 800-532-4440

FDA APPROVES NEW PRESCRIBED USES FOR ASPIRIN
The Food and Drug Administration today announced a new final rule that substantially expandsthe
recommendedprescribed usesof aspirin for patients with cardiovascular and cerebrovascular problems.
The rule, which is on display in the Federal Register, also provides information for its use in treatment
of rheumatologic conditions.

Underthetule, doctors and health care professionals will be provided with full prescribing information
aboutthe use ofaspirin in both men and women whohavehada heart attack, stroke and certain other
cardiovascular conditions as well as rheumatological diseases. For stroke and cardiovascular conditions,
lower doses are recommended than those previously prescribed by physicians in practice. Information
on the use of aspirin for rheumatologic disease has also been expandedto include specific dosing
information as well as information about side effects and toxicity.

Therule updatesthe professional labeling of over-the-counter aspirin, buffered aspirin, and aspirin in
combination with antacid that had been proposed by the agency in 1988 and 1996. The new labeling is
based on FDA's evaluation of multiple studies, both here and abroad,on the use of aspirin to treat
cardiovascular, cerebrovascular, and rheumatologic conditions.

The rule, which provides labeling to help guide health care providers, does not recommend or suggest
the use ofaspirin by healthy individuals to lowertheir risk of heart attack. The final rule also concludes
that there are insufficient data to recommendthe use ofaspirin in patients with peripheral vascular
disease, such as those experiencing intense leg pain due to blockage of blood flow to that area of the
body.

The following are highlights of the updated professional labeling:

The product is recommendedfor use in both men and womento treat transient ischemic attack (TIA),
ischemic stroke, angina, acute myocardial infarction (MI), recurrent MI,specific revascularization
procedures, and rheumatologic diseases.

To minimize adverse events, low dosages (50-325mg) are recommendedfor cardiac and cerebral

http://www.fda.gov/bbs/topics/ANSWERS/ANS009 19.html 10/20/2008
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vascular uses. (75-325mg are recommendedfor angina and previous heart attack.)

Aspirin manufacturers who wish to disseminate labeling on the professionaluses of aspirin must use the
labeling specified in the final rule. The new labeling, which goesinto effect in a year, will be provided
directly to practitioners licensed to prescribe drugs.

The agency has determinedthatthe advice and supervision of a health care provider is required for these
professional uses. Patients should be careful to ask their doctor or health care professional before
deciding whetheraspirin is right for them and how muchaspirin they shouldtake.

For more information on this subject, see "FDA Issues Professional Labeling for Aspirin" on the Center
for Drug Evaluation and Research Website.

Pains 

http://www.fda.gov/bbs/topics/ANSWERS/ANS00919.htm] 10/20/2008
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Overview
Overview.

Aboutthe Office ofNutritional Products, Labeling,and Dietary Supplements
FDA-DSFL Electronic Newsletter | Recent Announcements |

Frequently Requested Information 

FDAregulates dietary supplements undera different set
of regulations than those covering "conventional" foods
and drug products (prescription and Over-the-Counter).
Under the Dietary Supplement Health and Education Act
of 1994 (DSHEA),the dietary supplement manufacturer
is responsible for ensuring that a dietary supplementis
safe before it is marketed. FDA is responsible for taking
action against any unsafe dietary supplement product
after it reaches the market. Generally, manufacturers do
not need to register their products with FDA nor get FDA
approval before producingorselling dietary
supplements.” Manufacturers must make sure that
productlabel information is truthful and not misleading.

FDA's post-marketing responsibilities include monitoring
safety, e.g. voluntary dietary supplement adverse event
reporting, and productinformation, such as labeling,
claims, package inserts, and accompanyingliterature.
The Federal Trade Commissionregulates dietary
supplement advertising.

*Domestic and foreign facilities that manufacture/process,
pack, or hold food for humanor animal consumption in the
United States are required to register their facility with the
FDA.For more information, see Registration ofFood
Facilities.

About the Office of Nutritional Products, Labeling, and
Dietary Supplements ;

http://Awww.cfsan.fda.gov/~dms/supplmnt.html! 11/4/2008BOO0O07
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e Office ofNutritional Products, Labeling. and Dietary
Supplements November 2004; Updated January 2006

FDA-DSFL Electronic Newsletter

e Howto Subscribe to the Dietary Supplement and Food
LabelingElectronic Newsletter or Obtain Past Issues

 

Recent Announcements

e Buying Fake ED Products Online January 4, 2008; Updated:
March 27, 2008 (Consumer Update)

e Fortify Your Knowledge About Vitamins November 2007
(Consumer Update)

e Satellite Broadcast: Overview of the Implementation of the
Current Good ManufacturingPractices for Dietary
Supplements Guidance for Industry October 5, 2007

 

 

Frequently Requested Information

e Whatis a dietarysupplement?

e What is FDA's role in regulating dietarysupplements versus the
manufacturer's responsibilityfor marketing them?

 

e Where can I get information about a specific dietary
supplement?

e Whohas the responsibilityfor ensuring that a dietary
supplementis safe?

 

e DietarySupplement Health and Education Act of 1994

e Consolidated Information on DietarySupplement Labeling

Consolidated Information on Ephedrine Alkaloids

Responses to Questions about Codex and Dietary Supplements
August 2005

*PDF Readers are availablefor free from the Adobe Acrobat web
site. 

CFSAN Home| CFSAN Search/Subject index | CFSAN Disclaimers & PrivacyPolicy| CFSAN Accessibllity/Help
‘ FDA Home Page | Search FDA Site | FDA A-Z Index | Contact FDA

FDA/Centerfor Food Safety & Applied Nutrition
Hypertext updated by ear/dms/shm/cjm. May 13, 2008

http://www.cfsan.fda.gov/~dms/supplmnt.html! 11/4/2008
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U.S. Food and Drug Administration
Center for Food Safety and Applied Nutrition , EmailthisPose SSEZy
January 3, 2001 eS
 

Overview of Dietary Supplements

Whatis a dietary supplement?

Congress defined the term "dietary supplement"in the Dietary Supplement Health and Education Act
(DSHEA)of 1994. A dietary supplementis a product taken by mouth that contains a "dietary
ingredient" intended to supplement the diet. The "dietary ingredients"in these products may include:
vitamins, minerals, herbs or other botanicals, amino acids, and substances such as enzymes, organ
tissues, glandulars, and metabolites. Dietary supplements can also be extracts or concentrates, and may
be found in many forms suchastablets, capsules, softgels, gelcaps, liquids, or powders. They can also
be in other forms, such as a bar, but if they are, information on their label must not represent the product
as a conventional food or a sole item of a mealor diet. Whatever their form may be, DSHEAplaces
dietary supplements in a special category under the general umbrella of "foods," not drugs, and requires
that every supplement be labeled a dietary supplement.

Whatis a "new dietary ingredient" in a dietary supplement?

The Dietary Supplement Health and Education Act (DSHEA) of 1994 defined both of the terms "dietary
ingredient" and "new dietary ingredient" as components of dietary supplements.In order for an
ingredient of a dietary supplementto be a "dietary ingredient,” it must be one or any combination of the
following substances:

e avitamin,
a mineral,
an herb or other botanical,
an amino acid,
a dietary substance for use by man to supplementthe diet by increasingthe total dietary intake
(e.g., enzymes or tissues from organs or glands), or

* aconcentrate, metabolite, constituent or extract.

A "new dietary ingredient" is one that meets the above definition for a "dietary ingredient” and was not
sold in the U.S. in a dietary supplement before October 15, 1994.

What is FDA's role in regulating dietary supplements versus the manufacturer's
responsibility for marketing them?

In October 1994, the Dietary Supplement Health and Education Act (DSHEA) wassigned into law by
President Clinton. Beforethis time, dietary supplements were subject to the same regulatory
requirements as were other foods. This new law, which amended the Federal Food, Drug, and Cosmetic
Act, created a new regulatory framework for the safety and labeling of dietary supplements.

hitp://www.cfsan.fda.gov/~dms/ds-oview.html 11/4/2
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Under DSHEA,a firm is responsible for determining that the dietary supplements it manufactures or
distributes are safe and that any representations or claims made about them are substantiated by
adequate evidence to show that they are not false or misleading. This means that dietary supplements do
not need approval from FDA before they are marketed. Exceptin the case of a new dietary ingredient,
where pre-market review for safety data and other information is required by law,a firm does not have
to provide FDA with the evidenceit relies on to substantiate safety or effectiveness before or afterit
markets its products.

Also, manufacturers do not needto register themselves nor their dietary supplementproducts with FDA
before producingorselling them. Currently, there are no FDA regulationsthat are specific to dietary
supplements that establish a minimum standard of practice for manufacturing dietary supplements.
However, FDAintends to issue regulations on good manufacturing practices that will focus on practices
that ensure the identity, purity, quality, strength and composition of dietary supplements. Atpresent, the
manufacturer is responsible for establishing its own manufacturing practice guidelines to ensure that the
dietary supplements it produces are safe and contain the ingredients listed on the label.

When must a manufacturer or distributor notify FDA about a dietary supplementit
intends to market in the U.S.?

The Dietary Supplement Health and Education Act (DSHEA) requires that a manufacturer or distributor
notify FDAif it intends to market a dietary supplementin the U.S. that contains a "new dietary
ingredient." The manufacturer (and distributor) must demonstrate to FDA whytheingredient is
reasonably expectedto be safe for use in a dietary supplement, unless it has been recognized as a food
substance andis present in the food supply.

There is no authoritativelist of dietary ingredients that were marketed before October'15, 1994.
Therefore, manufacturers and distributors are responsible for determining if a dietary ingredient is
"new", andif it is not, for documenting that the dietary supplementsits sells, containing the dietary
ingredient, were marketed before October 15, 1994. For more detailed information on new dietary
ingredients, go to: http://www.cfsan.fda.gov/~dms/ds-ingrd.html.

Whatinformation must the manufacturer disclose on the label of a dietary
supplement?

FDA regulations require that certain information appear on dietary supplement labels. Information that
must be on a dietary supplementlabel includes:a descriptive nameofthe productstating that it is a
"supplement;" the name and place of business of the manufacturer, packer, or distributor; a completelist
of ingredients; and the net contents of the product.

In addition, each dietary supplement (except for some small volume products or those produced by
eligible small businesses) must have nutrition labeling in the form ofa

"SupplementFacts" panel. This label must identify each dietary ingredient contained in the product.

Mustall ingredients be declared on the labelof a dietary supplement?

Yes, ingredients notlisted on the "Supplement Facts" panel must be listed in the "other ingredient”
statement beneath the panel, Thetypes of ingredientslisted there could include the source of dietary
ingredients, if not identified in the "Supplement Facts" panel(e.g., rose hips as the source of vitamin C),
other food ingredients (e.g., water and sugar), and technical additives or processingaids (e.g., gelatin,

http://www.cfsan.fda.gov/~dms/ds-oview.html 1 W4i2008
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starch, colors, stabilizers, preservatives, and flavors). For more details, see:
http://www.cfsan.fda.gov/~Ird/fr97923a.btml.

Are dietary supplement serving sizes standardized or are thererestrictions on the
amountof a nutrient that can be in one serving?

Other than the manufacturer's responsibility to ensure safety, there are no rules that limit a serving size
or the amountof a nutrient in any form ofdietary supplements. This decision is made by the
manufacturer and does not require FDA review or approval.

Where can I get information about a specific dietary supplement?

Manufacturers and distributors do not need FDA approval to sell their dietary supplements. This means
that FDA does not keepa list of manufacturers, distributors or the dietary supplement products they sell,
If you want moredetailed information than thelabeltells you about a specific product, you may contact
the manufacturerof that brand directly. The name and address of the manufacturerordistributor can be
found on the label of the dietary supplement.

Whohasthe responsibility for ensuring that a dietary supplementis safe? _

By law (DSHEA), the manufacturer is responsible for ensuring that its dietary supplement products are
safe before they are marketed. Unlike drug products that must be proven safe and effective for their
intended use before marketing, there are no provisionsin the law for FDA to "approve"dietary
supplements for safety or effectiveness before they reach the consumer. Also unlike drug products,
manufacturers and distributors of dietary supplements are not currently required by law to record,
investigate or forward to FDA anyreports they receive of injuries or illnesses that may be related to the
use of their products. Under DSHEA,oncethe product is marketed, FDA has the responsibility for
showingthat a dietary supplementis "unsafe," before it can take action to restrict the product's use or
removal from the marketplace.

Do manufacturers or distributors of dietary supplements haveto tell FDA or
consumers what evidence they have about their product's safety or what evidence they
have to back up the claims they are making for them?

No, except for rules described above that govern "new dietary ingredients," there is no provision under
any law or regulation that FDA enforces that requires a firm to disclose to FDA or consumersthe
information they have about the safety or purported benefits of their dietary supplement products.
Likewise, there is no prohibition against them making this information available either to FDA orto
their customers. It is up to each firm to set its own policy on disclosure of such information. For more
information on claims that can be madefor dietary supplements, see
(http://www. cfsanfda,gov/~dms/helaims. html).

How can consumers inform themselves about safety and other issues related to dietary
supplements?

It is important to be well informed about products before purchasing them. Becauseit is often difficult
to know what information is reliable and what is questionable, consumers mayfirst want to contact the
manufacturer about the product they intend to purchase(see previous question "Where can I get
information about a specific dietary supplement?"). In addition, to help consumersin their search to be

http://www.cfsan.fda.gov/~dms/ds-oview.html 11/4/2008
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better informed, FDA is providing the followingsites: Tips For The Savvy Supplement User: Making
Informed Decisions And Evaluating Information -- http:/Avww.cfsan.fda. gov/~dms/ds-savvy html
(includes information on how to evaluate research findings andhealth information on-line) and Claims
That Can Be Made for Conventional Foods and Dietary Supplements --
http://www.cfsan.fda.gov/~dms/hclaims.html, (provides information on what types of claims can be
madefor dietary supplements).

Whatis FDA's oversight responsibility for dietary supplements?

Because dietary supplements are under the "umbrella" of foods, FDA's Center for Food Safety and
Applied Nutrition (CFSAN) is responsible for the agency's oversight of these products. FDA's efforts to
monitor the marketplace for potential i/egal products(that is, products that may be unsafe or makefalse
or misleadingclaims) include obtaining information from inspections ofdietary supplement
manufacturers anddistributors, the Internet, consumer and trade complaints, occaisional laboratory
analysesof selected products, and adverse events associated with the use of supplements that are
reported to the agency.

Does FDA routinely analyze the content of dietary supplements?

In that FDA has limited resources to analyze the composition of food products, including dietary
supplements,it focuses these resourcesfirst on public health emergencies and products that may have
caused injury orillness. Enforcementpriorities then go to products thought to be unsafe or fraudulent or
in violation of the law. The remaining funds are used for routine monitoring ofproducts pulled from
store shelves or collected during inspections ofmanufacturing firms. The agency doesnot analyze
dietary supplements before they are sold to consumers. The manufacturer is responsible for ensuring that
the "Supplement Facts" label and ingredientlist are accurate, that the dietary ingredients are safe, and
that the content matches the amount declared on the label. FDA does not have resources to analyze
dietary supplements sent to the agency by consumers who wantto know their content. Instead,
consumers may contact the manufacturer or a commercial laboratory for an analysis of thecontent.

Is it legal to market a dietary supplement product as a treatmentor cure for a specific
disease or condition?

No, a product sold as a dietary supplement and promoted onits label or in labeling* as a treatment,
prevention or cure for a specific disease or condition would be considered an unapproved--and thus
illegal--drug. To maintain the product's status as a dietary supplement, the label and labeling must be
consistent with the provisions in the Dietary Supplement Health and Education Act (DSHEA)of 1994.

*Labeling refers to the label as well as accompanying material that is used by a manufacturer to promote
and market a specific product. ,

Whovalidates claims and what kinds of claims can be made on dietary supplement
labels?

FDAreceives many consumerinquiries about the validity of claims for dietary supplements, including
productlabels, advertisements, media, and printed materials. The responsibility for ensuring the validity
of these claims rests with the manufacturer, FDA, and, in the case of advertising, with the Federal Trade
Commission.

http://www.cfsan.fda.gov/~dms/ds-oview.html 11/4/2008
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By law, manufacturers may makethree types of claims for their dietary supplementproducts: health
claims, structure/function claims, and nutrient content claims. Someofthese claims describe: the link
between a food substance and disease or a health-related condition; the intended benefits ofusing the
product; or the amount of a nutrient or dietary substance in a product. Different requirements generally
apply to each type of claim, andare described in more detail at the followingsite:
(http://www.cfsan.fda.gov/~dms/hclaims.html).

Why do some supplements have wording(a disclaimer) that says: "This statement has
not been evaluated by the FDA. This productis not intended to diagnose,treat, cure, or
prevent any disease"?

This statement or "disclaimer" is required by law (DSHEA) when a manufacturer makes a
structure/function claim on a dietary supplementlabel. In general, these claims describe the role of a
mutrient or dietary ingredient intended to affect the structure or function of the body, The manufacturer
is responsible for ensuring the accuracy and truthfulnessof these claims; they are not approved by FDA.
Forthis reason, the law says that ifa dietary supplement label includes such a claim, it muststate in a
"disclaimer" that FDA has not evaluated this claim. The disclaimer mustalso state that this productis
not intended to "diagnose,treat, cure or prevent any disease,” because only a drug can legally make such
a claim.

How are advertisements for dietary supplements regulated?

The Federal Trade Commission (FTC)regulates advertising, including infomercials, for dietary
supplements and mostother products sold to consumers. FDA works closely with FTC in this area, but
FTC's work is directed by different laws. For more information on FTC,goto:
http://www.ftc.gow/bep/menu-health.htm. Advertising and promotional material received in the mail are
also regulated underdifferent laws and are subject to regulation by the U.S. Postal Inspection Service.

How doI, my health care provider, or any informed individual report a problem or
illness caused by a dietary supplement to FDA?

If you think you havesuffered a serious harmful effector illness from a product FDAregulates,
includingdietary supplements, the first thing you should do is contact or see your healthcare provider
immediately. Then, you and your health care provider are encouraged to report this problem to FDA.

Your health care provider can call FDA's MedWatch hotline at 1-800-FDA-1088, submit a report by fax
to 1-800-FDA-0178 or on-line at: http://www.fda.gov/medwatch/report/hep.htm. The MedWatch
program provides a wayfor health care providers to report problems believed to be caused by FDA-
regulated products such as drugs, medical devices, medical foods and dietary supplements.

You, or anyone, mayreport a serious adverse event orillness directly to FDA if you believe it is related
to the use of any of the above-mentioned products, by calling FDA at 1-800-FDA-1088, by fax at 1-800-
FDA-0178or reporting on-line at: http://www.fda.gov/medwatch/report/consumer/consumer.htm. FDA
wouldlike to know when you think a product caused you a serious problem, even ifyou are notsure that
the product wasthe cause, or even if you do not visit a doctor or clinic. In addition to communicating
with FDA on-line or by phone, you may usethe postage-paid MedWatch form available from the FDA
Website.

NOTE:Theidentity of the reporter and/or patient is kept confidential.

http://www.cfsan.fda.gov/~dms/ds-oview.html , 11/4/2008, 13
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For a general, not serious, complaint or concern about food products, including dietary supplements, you
may contact the consumer complaint coordinatorat the local FDA District Office nearest you. See the
following Web address for the telephone number:
http ://www.fda.gov/opacom/backgrounders/complain.html.
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See http://www.cfsan.fda.gov/~dms/supplmnt.html
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About the OfficeofNutritional Products, Labeling,and Dietary Supplements
FDA-DSELElectronic Newsletter | Recent Announcements |

Frequently Requested Information
 

FDA regulates dietary supplements undera different set
of regulations than those covering "conventional" foods
and drug products (prescription and Over-the-Counter).
Under the Dietary Supplement Health and Education Act
of 1994 (DSHEA),the dietary supplement manufacturer
is responsible for ensuring that a dietary supplementis
sate before it is marketed. FDA is responsible for taking
action against any unsafe dietary supplement product
after it reaches the market. Generally, manufacturers do
not need to register their products with FDA nor get FDA
approval before producingorselling dietary
supplements.” Manufacturers must make sure that
product label informationis truthful and not misleading.

FDA's post-marketing responsibilities include monitoring
safety, e.g. voluntary dietary supplement adverse event
reporting, and product information, such as labeling,
claims, packageinserts, and accompanyingliterature.
The Federal Trade Commission regulates dietary
supplement advertising.

“Doinestic and foreign facilities that manufacture/process,
pack, or hold food for humanor animal consumption in the
United States are required to register their facility with the
FDA. For more information, see Registration of Food
Facilities.

 

About the Office of Nutritional Products, Labeling, and
Dietary Supplements
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SPECIAL The Advantages o
Organic Food

Why not treat
yourself ora
loved one to You Are What You Eat
some Organic r
Flowers & ¢
Gourmet Gifts

Do you really know what goesinto your food? Discover the
advantagesof organic food on this site and see exactly what
producers have been adding to your fruit and vegetables to makeit

NEWSLETTER less healthy than a few years ago.

Why not sign aed
up for our free a In the rush to produce more and
newsletter and oO . more crops to satisfy growing
receive 7 free ; ga demand producers have had to resort
fantastic

organic recipes?

 
ito control disease and insect attack. We take your # Good newsfor their bank balances

privacy : = a A perhaps but not good newsfor your
seriously ” health, this is why you need to be
and hate spam informed of the advantages of organic food.
as much as you
do. Did you know that if you consumed an average apple you would be

eating over 30 pesticides, even after you have washedit?

The quality of food has definitely gone down since the second world
Home war. For instance,t he levels of vitamin C In today's fruit bear no

resemblance to the levels found in wartime fruit.

 
            

 
   

  
 
  
 

 

Articles x

Book library Organic food is known to contain 50% more nutrients, minerals and on ere
vitamins than produce that has been intensively farmed. Read more 100% Satis

Food Delivery about this here.

About us
You wil! have to eat more fruit nowadays to make up the deficiency,

Contact Us but unfortunately that means eating more chemicals,m ore Organi

Links detrimental affects on your health eating something that should be
good for you! The average

Site Map organic frurcontains mc

Also don't forgeta bout the 20 pesticide
Discover the cocktail of anti-biotics and

hormonesthat cattle and poultry

http://www.organicfoodinfo.net/ 10/19/2008
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wonderful are force fed. Organic foo
heaith benefits more rich ir

: : . minerals an
of greentea What happensto those chemicals when the animal dies? and retains

of nutrients

Digested and stored in human bodies is the answer, have you seen lenger
. pictures of animals in severly cramped conditions In battery farms?

It just does not make sense to state that any animal kept in these
conditions is healthy and produces high quality food. Your Pody¥

disease as ij

If you are as worried as I am aboutthe health ofy our family then higherlevelessential nt

you need to read the articles on this and seriously consider needsto fig
converting your family to the organic lifestyle with the organic food infection
information you are going to learn on this site.

Trust me, once you try some organic produce and taste an apple the
way It should be,a nd perhaps how you recall it tasting in your youth, You will hay
you will never go back to mass producedfruit again. energy throconsuming

em ucene levels of to>
Seeee eae . ans chemicals ti

eve c7/4 Sure there are issues with availability your body ¢
“and cost but with a bit of research
@you should be able to find local 
 

 

if you are @

gf Also,d on't forget about your local “ary or farten you arfarmer, I'm sure you will be able to eating the cfind one that has seen the2 light and opened up a farm shop to supply=drugs and
local residents, growth horr

given to the

You should be able to get some very keen prices from these shops,
why not take a look around and see whois offering produce in your
area?

Organic foo
producers n

Some morestartling facts now. Pesticides in food have been linked stringent st
to many diseases including:

Cancer

Obesity Organic fari' ' our waterre
Altzheimer's and do not
Somebirth defects nitrogens ai

pollutants fi

Not a nicelist is it? There are probably others but if you think about °°!
it, how can it be okay for you to eat chemicals and not expect some
form of reaction in your body. Our bodies are delicately balanced ~

wonderful machines. Any form of foreign chemical is bound to cause Organic foo
irritation at the least. tastes so m

/ better!

Please take advantage of the organic food articles and information
on this site and do consider taking a closer look at what you are
eating. It's for your health afterall!

Virginia Louise

http://www.organicfoodinfo.net/ 10/19/2008
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Natural acne treatment

Latest Organic Food Pages Added

Organic food versus conventional food

Delivering organic food

The advantages of organic food in the news

ORGANIC (Ltd) - News

Organic newsline from organic.com.au

ORGANIC (Ltd) - News
Newsrelating to the organic and sustainable agriculture industries.
http://organic.com.au/news

Top Australian Chefs Unite Against GM Food
It reads like a “who's who"ofA ustralia's top food experts.O ver 50 of
our most respected chefs have signed their names to a charter
opposing GM food.
Organic Milk is Cream of the Crop
A new study by Newcastle University proves that organic farmers
wholet their cows graze as nature intended are producing better
quality milk.
Majority of DarjeelingTea To Go Organic
The Darjeeling Tea Association (DTA) has mounted efforts to
increase the production of organic tea so that the majority of the
champagne ofteas is organically produced by 2010.
Nanotechnology - Sweating The Small Stuff
It seems like a Willy Wonka fantasy,b ut right now food companies
are using nanotechnology to create all sorts of bizarre products.

Newsfeed display by CaRP

 
Home Articles Booklibrary Aboutus ContactUs Links Site map

Privacy Pollcy Terms ofU se

http://www.organicfoodinfo.net/ 10/19/2008
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reduce emissions through gardening | Eleclic Lawn Mower | ubshower | science article | Natural Gas GeneratorExchange Links Here

http://www.organicfoodinfo.net/ 10/19/2008
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Foodnavigator-usa.co
Breaking News on Food & Beverage Development - North America

 

Text size Print Email this page News by email

Butter Buds takes advantage of organic growth
-26 -Oct-2004

Related topics: Financial & Industry, Dalry-based Ingredients  
In line with growing consumer demandfor organic products, Butter Buds Food Ingredients has introduced a certified organic line
of natural butter, cream and cheese concentrates.

According to the company, these products,like all Butter Buds natural dalry concentrates, offer the flavor profile of real dairy butter, cream and
cheese, but add virtually no fat or cholesterol to end products,

"Greater consumer demandfor organic food has stemmedfromavariety offactors, though at core the prevalent issues remain healthier eating,
food safety and the ongoing genetically modified organism (GMO) debate,” states a new report by Euromonitor due to be published later this
year.

'

i:
:

The report says that the organic food marketin the USis estimated to be worth $10.4 billion and it showsno signsoftiring - it grew by 20.4
percent in 2003 - and sales are expected to reach $16.1 million in 2008.

1T

| "Sales of organic food have outpaced those oftraditional grocery products due to consumer perceptions that organic foodIs better for them," said
+ the report. According to a 2002 study by the Food Marketing Institute (FMI), 61 percent of consumers felt that organic foods were more beneficial: for their health, 57 percent of them sald that they had purchased organic foods in the past six months or had used thern to help maintain their
' health. This figure was up from 50 percent in 2001.

The survey also found that fans of organic food believeit offers a "richer, deeper taste" than conventionally grown praduce. Among Americans,
the most frequently purchased organic food types are vegetables, fruit, cereals/gralns, closely followed by yoghurt, UHT milk and dried pasta
products,

However, organic products made up only 1.9 percentofalf olls and fats sales In 2004, with organic butter comprising the bulk of these types of i
products, :
"The demandfor organic butter and otherfats is expected to grow along with that of oils during the forecast period, due to increased consumer §
confidence in the organic labels and increaseddistribution in supermarket and mass channels, “ says the report, f
National standards for certifying organic foods becameeffective in the US on 21 October 2002, establishing a national definition for the term :
“organic”, Items that meet the new requirements - such as the Butter Buds food Ingredients- are able to bear a green and brown "USDA organic";
seal that certifies that the food was organically grown. jj

 92000/2008 - Decision News Media SAS- All right reserved.
ecisionnewsmedia x)

http://www.foodnavigator-usa.com/layout/set/print/Financial-Industry/Butter-Buds-takes-a... 1 VAZO8 57
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THE ORGANIC INDUSTRY pwcrganic refers to the way anaon”agricultural products— teeooe

food and fiber—are grown andprocessed. Organic production is based on a system of farming that
maintains andreplenishessoilfertility without the use of toxic and
persistent pesticides andfertilizers. The use of genetic engineering,
sewagesludge,cloning, and irradiation are prohibited in organic
production and processing.

* U.S, sales of organic food and beverages have grown from $1
billion in 1990 to an estimated $20billion in 2007, and are

projected to reach nearly $23.6 billion in 2008.
- Representing approximately 2.8 percent of overall food and

beveragesales in 2006,this continuesto be a fast growing
sector, growing 20.9 percent during 2006.

* Organically grown and produced ingredients can also be found
in such non-fooditemsas personal care products, apparel,
textiles, toys, supplements, and pet foods. Organic non-food
sales grew 26 percent in 2006.

* Total U.S. organic sales,
including food and non- 2008**
food products, were $17.7 ORGANIC
billion in 2006, up 21 PRODUCTSALES
percent from 2005. They U.S. Dollars 2007*
are estimated to have 1994-2008

reached $21.2 billion in

2007, and are projected to
surpass $25billion in 2008.
Source: Organic Trade Association's
2007 Manufacturer Survey.

OTA AS A RESOURCE

The Organic Trade Association
(OTA), founded in 1985,is the
membership-basedbusiness
association that representsall
sectors of the North American

organic industry, from farm to
retail. OTA producesa variety
of fact sheets and resources to

answer questions about
organic products.

BillionsOfDollars 
*estimated ** projected
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COMMONQUESTIONS ABOUT ORGANIC:

Price: Why do organic products sometimes cost more?
The principalreasonis that the price for organic food moreclosely
reflects the true costs ofits production, while the price for
conventional products does not. Learn more:
* "Buying Organic: considering therealcosts,"available at

www.ota.com/pics/documents/Issuel6.pdf.
- "The Ecology of Pizza," by Dr. Sandra Steingraber, posted on OTA's

consumer website, The O'Mama Report:
www.TheOrganicReport.org,click on the Organic for Kids logo.

Availability: Where can I find sources of organic products
and services?

: The Organic Pages Online, OTA's online directory, provides a way to
search for farmers, manufacturers, restaurants, specific products,
brand-nameproducts, farm supplies, raw ingredients, mail order
sources, and more. Go to The Organic Pages Online at
www.TheOrganicPages.com.

For Fact Sheets on a rangeof topics, check out
www.ota.com/organic.html.

* Definition of Organic
* Benefits of Organic
* Market Trends

* Questions and Answers About Organic
« Environment

* Food Safety
* GMOs(genetically engineered organisms)
* U.S. Organic Standards.

 

Also, visit OTA's Newsroom at www.ota.com/news.htmlfor
» Press Releases

+ What's News in Organic newsletter

To order OTA’s publications such as its manufacturer survey, go to
OTA’ Bookstore (www.ota.com/bookstore.html).

 SEESCSS aSe

Organic Trade Association,P.O, Box 547, Greenfield, MA 01302
Phone: 413-774-7511 + Fax: 413-774-6432

web: www.ota.com * www,TheOrganicReport.org
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ConsumerProfile Facts

Consumption of organic products is on therise:

e New research released in 2008 by The Natural Marketing Institute (NMI) reveals that consumersare
increasingly incorporating organicinto their lifestyles. Total household penetration across six product
categories has risen from 57 percent in 2006 to 59 percent in 2007. The research also showed that the
numberof core users has increased from 16 percentin 2006 to 18 percent in 2007.
Source: http:/Avww.nmisolutions.com/, 2008.

e According to findings published by The Hartman Groupin 2008, over two-thirds (69 percent) of U.S. adult
consumers buy organic products at least occasionally. Furthermore, about 28 percentof organic consumers
(about 19 percentof adults) are weekly organic users. Organic categories that continueto be of high interest
to consumers aredairy, fruit and vegetables, prepared foods, meats, breads and juices, according to the
report.
Source: The Hartman Group, The Many Faces of Organic 2008, Summer 2008.
 

e Consumerinterest in buying environmentally friendly products and organic food remains high among
Northwest natural and organic product consumers despite tough economictimesandrising food and energy
prices. Recent market research by Mambo Sprouts Marketing released in 2008 showedthat consumers in
Washington and Oregon see buying ‘green’as a priority. More than nine in ten consumers (92%) reported
buying the same (54%) or more (38%) environmentally friendly products comparedto six moths ago. Rather
than cutting out such products, consumersreport they are using money-saving strategies, such as using
coupons, stocking up on sales, and cooking meals at hometo stretch their grocery dollars.

e AdHarris Interactive® online survey conducted for Whole Foods Market during August 2008 showedthat
despite rising food prices, 79 percent of consumers do not wantto compromise on food quality and 70
percent continuing to buy the same amountof natural and organic foods as always. Findings also showed
two in three adults prefer to buy natural or organic products if prices are comparable to those of non-organic
products. Overall, the survey found that 74 percentof adults purchase natural or organic foods, with 20
percent saying that more than one-fourth ofall the groceries they buy are natural or organic. In addition, 66
percentof adults wouldlike to find waysto buy natural or organic foods within their budget.

e Asurvey of shoppers has found that 21.2 percent had purchased organic and natural meatin a three-month
period in 2007, up from 17.4 percent for the same period in 2006, according to The Power of Meat—AnIn-
Depth Look at Meat Through the Shoppers’ Eyes. Nearly half (48.9 percent) bought these productsin
supermarkets, more than twoin ten (22.8 percent) at natural and organicstores, and onein ten (10.6
percent) at super-centers. The report, published by the American MeatInstitute and Food MarketingInstitute,
showedchickenis the most popular natural and organic meat, purchased by 73.2 percent of shoppers,
followed by beef (50.7 percent) and ground meat (31 percent). Shopperscitedfive beliefs for buying these
products, including better health and treatmentof the animal, better nutritional value, better taste, positive
long-term health effects, and freshness, Price was the biggest hurdle to more purchases.
Source: American MeatInstitute and Food Marketing Institute, The Power of Meat—An In-Depth Lookat
Meat Through the Shoppers’ Eyes, 2007.

e Results from a national survey released by the Food Marketing Institute and Prevention magazine showed 44
percent of respondents purchased organic fruits and vegetablesIn thefirst six months of 2006, versus 38
percentfor the same period in 2005.In addition, 30 percent purchased organic milk or other dairy products
(up from 23 percent), 29 percent purchased organic cereals, breads or pasta (up from 25 percent), 24

http://www.ota.com/organic/mt/consumer.html’printable=1 . 2/20R009 50



ConsumerProfile Facts - Organic Trade Association Page 2 of 3

percent purchased organic meatsor poultry (versus 17 percent) and organic packed goods (up from 21
percent), 21 percent purchased organic eggs (up from 18 percent), and 16 percent purchasedorganic soups
and sauces (up from 12 percent). The chief motivation cited for buying organic foods was perceived
nutritional value, followed by long-term health effects. Just overhalf of respondentslisted the environmental
impactof growing or producing thesefoods.
Source: The Shopping for Health 2006: Making Healthy Eating Easier survey conducted in July 2006 by
telephone (included more than 1,000 adults).

Consumers choose to buy organicfor a widevariety of reasons. Among the most commonly cited of these
reasonsare related to health and the environment.

e According to the “Hartman Report on Sustainability: Understanding the Consumer Perspective,”
sustainability-minded customers:

*are twiceaslikely to thinkit is important that they buy environmentally friendly products
*are seven timesaslikely to perceive buying organically grown food wheneverpossible as important
*are twice aslikely to think that purchases have an impact on society.

Source: Laurie Demeritt, “Consumer Understanding of Sustainability,” in Organic Processing Magazine,
May/June 2008.

e Primary reasonsgivenfor buying organic products by participants in The Hartman Groupsurvey,
Organic2006: ConsumerAttitudes & Behavior, Five Years Later & Into the Future: :

*To avoid products that rely on pesticides or other chemicals
*To avold products that rely on antibiotics or growth hormones
*For nutritional needs

*To support the environment
*To avoid genetically modified products
*Health reasons other thanallergies
*They taste better
*To support sustainable agriculture.

Source: The Hartman Group, Organic 2006: ConsumerAttitudes & Behavior, Five Years Later & Into the
Future. .

e AGlobal industry Analysts report released in May 2008 showsthat health and well-being are increasingly
important to consumers, helping to spur double-diglt annual growth in the global organic food and beverage
market. “Recent outbreaks of food scares and heightened awarenessof the health benefits of organically
producedingredients are thought to be behind the dramatic turn from unhealthy ingredients,” according to the
report.
Source: Global Industry Analysts, Organic Foods & Beverages: A Global Business Report, May 2008. 

e Research conducted by the Natural Marketing Institute (NMI) found that the top three reasons prompting
consumers to begin using organic products are:

“These products are better for them and their families
*They promote overall health, and
*They enable consumersto avoid additives, pesticides, and toxins.

Additional NMI studies foundthat twenty-eight percent of “general population consumers”indicate that they
would like to purchase organic foodsat restaurants. This number jumps to 76 percent among consumersthat
are most dedicated to organic.
Source: Maryellen Molyneaux “Consumer Pathways and Barriers to Usage for Organic Products,” in Organic
Processing Magazine, Jan/Feb 2008.

e Astudy by Information Resources,Inc., has found U.S. consumers are increasingly becoming concerned
over social and environmental implications when choosing packaged food and beverage brands. According
to the findings, about 40 percentof the 22,000 shopperspolled indicated they look for products grown or
produced to meet organic standards.

http:/Awww.ota.com/organic/mt/consumer.html?printable=1 2/20R985 5 1
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Source: Information Resources, Inc. (hito://us.infores.com/), Times & Trends report, January 2008.
 

e A survey conducted online in January 2006 among 1,040 adults projected that haif of all U.S, adults
sometimes buy organic food. The main reasonscited were taste, environmental responsibility, freshness,
social responsibility, and a belief that organic products were better for their children. “While produce tends to
be consumers’ main pathway into this category, many are now taking advantageof the wideselection of
organic foods found in supermarkets and natural food stores,” according to a spokespersonfor the
Consumer Packaged Goods Research Practice at Harris Interactive®.
Source: Harris Interactive®, “Healthy Eating: Impact on the Consumer Packaged Goods.”
 

Organic Trade Association, August 2008

The Organic Trade Association Is the leading business association representing the organic industry in
the United States, Canada, and Mexico. Its 1,700 membersinclude growers, processors, shippers,
retailers, certification organizations and others involved in the business of producing and selling certified
organic products,
© 2008, Organic Trade Association.

Print This Page
Reprinted from The Organic Trade Association's website at www.ota.com
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Executive Summary
Organic Trade Association’s 2007 Manufacturer Survey

conducted by Packaged Facts

The U.S. organic industry grew 21% to reach $17.7 billion in consumer sales in 2006. Organic foods,
is still by the largest segmentof organic products, reaching $16.7 billion in consumersales and
making up over 95% ofall organic product sales. Organic foods are one of the fast growing market
segments within the food industry, with sales growing at an annualrate of 20.9% in 2006.

Meanwhile, U.S. sales of non-food organic products grew from $744 million in 2005 to $938
million in 2006,reflecting a 26 percent growth rate. Non-food categories include organic
supplements, personal care products, household products and cleaners,pet food,flowers, and
fiber products such as linens and clothing.

Table 1-1 '

Total Foods and Organic Foods ConsumerSales and Penetration, 1997-2006

Organic Food Organic Food =Total Food Sales Organic
Sales ($ million) Sales Growth ($ million) Penetration

$3,594 $443,790
$4,286 $454,140
$5,039 $474,790
$6,100 $498,380
$7,360 $521,830
$8,625 $530,612

$10,381 $535,406
$11,902 $544,141
$13,831 $556,791
$16,718 $598,136

 
Source: OTA's Manufacturer Survey, 2006 and 2007

Table 1-4

Organic Food Sales and Growth Forecasts by Category

Organic Food Category 2005 ($million) Growth 2006 ($million) Growth 2007
% (million)

  
 

Dairy
Bread & Grains

Beverages
Fruits & Vegs
Snack Foods

Packaged
Sauces

Meat

Total 13,831 16% 16,718 21%

Source: OTA’s Manufacturer Survey, 2006 and 2007
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Looking forward, the survey anticipates growth of approximately 18 percent overall each year on
average for 2007 through 2010 for organic food products. Nonfood productsales are anticipated
to grow anywherefrom 16 percent (organic flowers) to 40 percent (organic fiber and clothing)
each year on average during this same period.

To order a copy of the Organic Trade Association’s 2007 Manufacturer Survey, go to the
Organic Trade Association’s web site (www.ota.com), and click on the Bookstore section
(www.ota.com/bookstore.html).

Source: The Organic Trade Association’s 2007 Manufacturer Survey.
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Industry Statistics and Projected Growth

Industry Statistics and Projected Growth

The organic industry continues to grow worldwide. Here are somestatistics regarding this burgeoning market.

e U.S. sales of organic food and beverages have grown from $1 billion in 1990 to an estimated $20
billion in 2007, and are projected to reach nearly $23billion in 2008. Organic food sales are
anticipated to increase an average of 18 percent each year from 2007 to 2010.
Source: 2007 OTA Manufacturer Survey

e Representing approximately 2.8 percentof overall food and beverage sales in 2006, this
continues to be a fast growing sector, growing 20.9 percent in 2006.
Source: 2007 OTA Manufacturer Survey

® Organic non-food sales grew 26 percent in 2006.
Source: 2007 OTA Manufacturer Survey

e Total U.S, organic sales, including food and non-food products, were $17.7 billion in 2006, up 21
percent from 2005. They are estimated to have reached $21.2 billion in 2007, and are projected to
surpass $25 billion in 2008.
Source: 2007 OTA Manufacturer Survey

e Mass market grocery stores representthe largest single distribution channel, accounting for 38
percent of organic food sales in 2006. This is up from a 35 percent shareof total sales in 2005.
The natural food channelis still strong. The sales of larger grocery natural food stores combined
with smaller independent natural food stores and chains accounts for 44 percentof organic food
and beverage sales. Mass merchandisers and club stores, food service, internet/mail order and
farmers’ markets represent 8 percent, 4 percent, 2.2 percent, and 2 percent of organic food sales,
respectively.
Source: 2007 OTA Manufacturer Survey

e Nearly 30.4 million hectares were managed organically by more than 700,000 farmsin 138
countries in 2006, according to The World of Organic Agriculture: Statistics & Emerging Trends
2008report released in February 2008 bythe International Federation of Organic Agriculture
Movements (IFOAM), The Foundation Ecology & Agriculture (SOL), and the ResearchInstitute of
Organic Agriculture (FiBL). That figure represents 0.65 percentof the total agriculturalland of the
countries covered by the survey. Asin previous years, Australia led with the most organic land
(12.3 million hectares), followed by China (2.3 million hectares) and Argentina (2.2 million
hectares). The United States was fourth, with 1.6 million hectares in 2005 (latest available
statistics). The ten countries with the most organic land represented a combinedtotal of nearly 24
million hectares, more than three quarters of the world’s organic land. Other countries in the top
ten wereItaly, Uruguay, Spain, Brazil, Germany, and the United Kingdom. Basedondistribution
by continent, Oceania led with 42 percentof organic area, followed by Europe (24 percent), Latin
America (16 percent), Asia (20 percent), North America (7 percent), and Africa (1 percent).
However, according to the report summary, the proportion of organically managed land to
conventionally managedis highest in countries in Europe.
Source: The World of Organic Agriculture: Statistics & Emerging Trends 2008
 

e Global demandfor organic products continuesto grow, with sales increasing by over $5billion a
year, according to The World of Organic Agriculture: Statistics & Emerging Trends 2008.It cited
Organic Monitor estimates that international sales reached $38.6 billion dollars in 2006, double
that in 2000. The most important import markets for organic products continue to be the European
Union, the United States, and Japan.
Source: The World of Organic Agriculture: Statistics & Emerging Trends 2008
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e New research from The Natural Marketing Institute (NMI) released in 2008 reveals that consumers
are increasingly incorporating organic into their lifestyles. Total household penetration across six
product categories has risen from 57 percent in 2006 to 59 percent in 2007. The research also
showedthat the numberof core users has increased from 16 percent in 2006 to 18 percentin
2007

Source: http:/Avww.nmisolutions.com/

e According to the National Restaurant Association’s 2007 Restaurant Industry Forecast, chefs
ranked organic food asthird on a list of the top 20 items for 2007. Also, more than half of fine-
dining operators who serve organic food anticipated these items would represent a largerportion
of sales in 2007. In addition, casual- and family-dining operators expected organic items to
represent a larger proportion of their sales in 2007.
Source: National Restaurant Association's 2007 Restaurant Industry Forecast

Headquarters: 60 Wells Street, P.O. Box 547, Greenfield, MA 01302 USA (413) 774-7511
Fax: (413) 774-6432 e-mail: info@ota.com website: http:/Avww.ota.com/
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Reprinted from The Organic Trade Association's website at www.ota.com
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The organic industry continues to grow worldwide. Here are somestatistics
regarding this burgeoning market.

e U.S. sales of organic food and beverages have grown from $1 billion
in 1990 to an estimated $20billion in 2007, and are projected to
reach nearly $23 billion in 2008. Organic food sales are anticipated
to increase an average of 18 percent each year from 2007 to 2010.
Source: 2007 OTA Manufacturer Survey

 
e Representing approximately 2.8 percent of overall food and

beverage sales in 2006,this continues to be a fast growing sector,
growing 20.9 percentin 2006.
Source: 2007 OTA Manufacturer Survey

e Organic non-food sales grew 26 percentin 2006.
Source: 2007 OTA Manufacturer Survey

e Total U.S. organic sales, Including food and non-food products, were
$17.7 billion in 2006, up 21 percent from 2005. They are estimated
to have reached $21.2 billion in 2007, and are projected to surpass
$25billion in 2008,
Source: 2007 OTA Manufacturer Survey

e Mass market grocery stores representthe largest single distribution
channel, accounting for 38 percent of organic food sales in 2006,
This is up from a 35 percent share oftotal sales in 2005, The natural
food channelis still strong. The sales of larger grocery natural food
stores combined with smaller independent natural food stores and
chains accounts for 44 percent of organic food and beveragesales.
Mass merchandisers and club stores, food service, internet/mail
order and farmers’ markets represent 8 percent, 4 percent, 2.2
percent, and 2 percent of organic food sales, respectively.
Source: 2007 OTA Manufacturer Survey

e Nearly 30.4 million hectares were managed organically by more
than 700,000 farms in 138 countries in 2006, according to The
World of Organic Agriculture: Statistics & Emerging Trends 2008
report released in February 2008 bythe International Federation of
Organic Agriculture Movements (IFOAM), The Foundation Ecology
& Agriculture (SOL), and the Research Institute of Organic
Agriculture (FiBL). That figure represents 0.65 percent ofthetotal
agricultural land of the countries covered by the survey. Asin
previous years, Australia led with the most organic land (12.3 million
hectares), followed by China (2.3 million hectares) and Argentina
(2.2 million hectares). The United States was fourth, with 1.6 million
hectares in 2005 (latest available statistics). The ten countries with
the most organic land represented a combinedtotal of nearly 24
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million hectares, more than three quarters of the world’s organic
land, Other countries in the top ten wereItaly, Uruguay, Spain,
Brazil, Germany, and the United Kingdom. Based on distribution by
continent, Oceania led with 42 percentof organic area, followed by
Europe (24 percent), Latin America (16 percent), Asia (20 percent),
North America (7 percent), and Africa (1 percent). However,
according to the report summary, the proportion of organically
managed land to conventionally managed is highest in countries in
Europe.
Source: The World of Organic Agriculture: Statistics & Emerging
Trends 2008

e Global demandfor organic products continues to grow,with sales
increasing by over$5billion a year, according to The World of
Organic Agriculture: Statistics & Emerging Trends 2008.It cited
Organic Monitor estimates that international sales reached $38.6
billion dollars in 2006, double that in 2000. The most important
import markets for organic products continue to be the European
Union, the United States, and Japan.
Source: The World of Organic Agriculture: Statistics & Emerging
Trends 2008

New research from The Natural Marketing Institute (NMI) released in
2008 reveals that consumers are increasingly incorporating organic
into their lifestyles. Total household penetration across six product
categories has risen from 57 percent in 2006 to 59 percent in 2007.
The research also showed that the numberof core users has
increased from 16 percent in 2006 to 18 percent in 2007
Source: http:/Avww.nmisolutions.com/

e According to the National Restaurant Association’s 2007 Restaurant
Industry Forecast, chefs ranked organic food asthird onalist of the
top 20 items for 2007. Also, more than haif of fine-dining operators
who serve organic food anticipated these items would represent a
larger portion of sales in 2007. In addition, casual- and family-dining
operators expected organic items to represent a larger proportionof
their sales in 2007.

Source: National Restaurant Association’s 2007 Restaurant Industry
Forecast

 

Headquarters: 60 Wells Street, P.O. Box 547, Greenfield, MA 01302 USA (413)
774-7511

Fax: (413) 774-6432 e-mail: info@ota.com website: http://www.ota.com/

Pare wets

 © 2008 Organic Trade Association

http://www.ota.com/organic/mt/business.html 2/202969 62



6007/0¢/cTHYUrepeoseIosmoouiNdsvoTues.10°MMM//:dsojnsded,,,ujdsys1ue519Ang

‘aseasipAueyuaAasd4031nd
‘eax‘asoubeip0}papusyujjous}JNpodsiy‘UONneNAsIUIWpyBrigpuepooyay]AgpayenjeAeusaqJOUBARYSjUsWAjeIsBsey]“uoseasnjal)BulnpBujaqjamjesauabayowosdyoysjeojwsaysoyAydaanpajoidolpseraigenjeaymaje{dwo>-wsnewnausay]SuUONIPUODAJOJeUWeYU!YIMpajeposseuredaseapue‘ujedyo3upuexDeq‘sduieijenaysuaw‘sayrepeaydaaija.ssdjayspy‘uoewueyuypue‘uyed‘saypeasnedey}spunodwosa1]suoWOY‘sujpue|Heysold4OS[aAa]S,Apogayjsamo]Saze|AIeS*SaIINEsLuNjweldWOtysajeyAayespuesujuue}sujejuoaajnsde>yseg*sj91qe3ULIdseseinBasvey}y2ewojsJNoA0}sayuab‘sujedpueseyseJNA10jUOQISJOIdJOPaisJsowesoJSs,ainMjeuaesajnsdeowULldsy21ue619"sajnsdeoajqeyabaauypeqejnsdesuy:squaypas6uy48410

iOC!
*pinuuoyAueyodosg“paystjqeysajouanjerAjied. ;aSOWSUIUCS

$n43e}U05

MWOT>syeuoquedwnjeD
syuy]jeuoneInpy

»JapmogAegWwoymeH«J8pModJoamsmopeayueadoinyUORLAONxFRIX”™YGMOMFWYsa21n0ssajnsdeo
B.

xanenAled%GulasesJagJunowy wmULIdSY2121006JaUIeUODJegsbujAias“ajnsdeDTezigBuy~las :; syonpoid5wULdsyo1ue810

spequawayddns

oyuseynsdesBaoejo1dolpseswULdsyo1ue6iosajnsdesBaLpejo1dolpseswmULIdsyo1ueb1gUlslJeYyM

“uaupllyoJOyoeesJoynodaa“Bulpaaj-3seeiq40/pue“queuBbasdaue‘snqjuuy“sepsosipjeunsaquionsebeaney‘upidse0}21Gsa}eoeOymasoyyAqpesnaqjouPinoyspueujdsejosiguunsatoyje21Ue2}0qY}OqWO)UjJesUjeUoDsojnsded,,,UpldsyJuebIC:suonnesdaid“papaauseAyepseuryinoj03dnajnsdesauoeye}quatuajddnsAejeipeSySNYOdSNOLLAYIGahupidsejoA1ojsIHUOREULIOjUTJoqe7]Sojnsded,,.Udsy91ue610sajnsde>
SAIS}OAdoOIpsed

uoneuojurpage]sensdes,,uvidsysuebi9<DFU]Sa/NSdESSATPaOIGOIpIES,,,UNTGSYySiebIO<SuioywULidsys10e6190 
iS}HOUVaSWOTUMASCIUEHIO

Yemen”dewouss[feepues:AoyodAaeapad ZJO|deguonVUOyU]joqe’]sornsde|yzULIdsyoTmesIE
BO0168



An Aspirin a Day , Page 1 of 5

 U.S. Food and Drug Administration This article originally appeared in the March-April
FDA Consum i {999 issue of FDA Consumerand contains revisions _
March-Aoril 1909 made in September 2000. The article is no longer

p being updated.Forinformation onthis topic, visit the
TableofContents Over-the-Counter Drugs Page on this Website.
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‘An Aspirin a Day’ -- Just Another Cliche?
by Tamar Nordenberg

There wasa time whenonly one brandof aspirin existed, and its manufacturer's 1920s ad
campaign wasintended to assure consumers that aspirin would not damagetheir hearts.

But we now know that aspirin can affect the heart. Today, aspirin is actually prescribed
under its various generic and name brandsforits heart-healthy effects.

"DOES NOT AFFECT THE HEART." That assurancein the Bayer aspirin ads of the
1920s spoke to concerns ofthe day that some drugs could damagethelife-sustaining
organ. Todayit's clear that aspirin can affect the heart. Ironically, it turns out the effects
are beneficial, so much so that some aspirin ads now carry the American Heart
Association's seal to highlight the cardiovasculareffects.

In fact, of the 80 million aspirin tablets Americans take each day, most are taken notfor
everyday aches and pains but to reducethe risk of heart disease, according to aspirin
manufacturer Bayer Corp. (See "Aspirin's Other Uses.")

 

Based on studies showing aspirin's usefulnessin treating cardiovascular disease,
including heart attack and stroke, the Food and Drug Administration has approvedits use
to treat some of these serious conditions, Most recently, in 1998, FDAfinalized a rule to
give doctors updated information about the useof aspirin for men and women who have
had a heart attack or stroke or are at high risk for them.

"Used the wayit should be, the information should savealotoflives," says Debra Bowen,.
M.D., deputy director of one of FDA's drug review offices. "In addition," she says, "the
information should reduce adverse reactions and allow doctors to better target those who
need to use the product."

BeyondPain Relief

As summarized in FDA's 1998 rule and in the updated professional labeling for aspirin, the
100-plus-year-old drug has been shownto reducethe risk of the following medical
problems:

e stroke in those who have had a previous stroke or who have had a warning sign called
a transient ischemic attack (mini-stroke)

e heart attack in those who have had a previous heart attack or experience angina
(chest pain)

http://www.fda.gov/FDAC/features/1999/299_asp.html 4/5/2009
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e death or complications from a heart attack if the drug is taken atthe first signs of a
heart attack

e recurrent blockage for those who have had heart bypass surgery or other procedures —
to clear blocked arteries, such as balloon angioplasty or carotid endarterectomy.

Underthe rule, the recommended doses for cardiovascular uses are lowerthan those
doctors had been prescribing since this new use became popular: generally, 50 to 325
milligrams once daily (75 to 325 milligrams for angina and previous heart attack).

Scientists believe that aspirin's ability to reduce the body's production of hormone-like
"prostaglandins"is the reasonfor bothits effectivenessin relieving pain and reducing
inflammation andits protective effects against heart attacks and strokes. Prostaglandins, it
seems, can causeplatelets in the blood to stick together, which can eventually lead to
blocked blood vessels and can preventdelivery of oxygen-rich blood to the tissues.

"Whena clot forms in the brain, it can cause a stroke, and in the heart, a heart attack,”
explains George Sopko, M.D., the head of the Interventional Cardiology Scientific
Research Group at the National Institutes of Health. Reduce the prostaglandins, and you
reducethe risk of dangerous blood clots, heart attacks, and strokes.

"Aspirin is a great drug: effective, cheap, and relatively safe," Sopko says. "The drug has
been used by just about everybody, so it may not have the sex appeal of newerdrugs, but
it can have a huge beneficial impactif used properly. Looking at aspirin's impact, on heart
attacks for example, it may be equal to or better than some drug therapies that cost
thousandsof dollars."

Other pain relievers and fever-reducing drugs, such as acetaminophen,ibuprofen,
naproxyn sodium, and ketoprofen, have not been shownto have aspirin's beneficial
impact on cardiovascular health. "It’s not the pain-relieving quality that is the major thrust
of aspirin's beneficial cardiovascular effects," Sopko explains, "but its pharmacological
effect on platelets."

Not for Everyone

Althoughaspirin is a familiar and readily available drug, people shouldn't takeit forits
cardiovascular benefits without discussing the risks of long-term use with a doctor,
cautions Charles H. Hennekens,M.D., chief of preventive medicine at Brigham and
Women's Hospital in Boston. "If someonefeels they're a candidate, they should talk to
their doctor in making the judgmentif the benefits outweigh the risks."

The same quality that gives aspirin its potential benefit--its ability to inhibit clotting of the
blood--may increase therisk of excessive bleeding, including the possibility of bleeding in
the brain. Someotherpossible risks are:

e Stomachirritation. Aspirin can irritate the stomach lining and cause heartburn, pain,
nausea, vomiting, and, over time, more serious consequencessuchasinternal
bleeding, ulcers, and holes in the stomachorintestines. Chronic alcohol users may be
at increased risk of stomach bleeding, as well as liver damage, from aspirin use.

e Ringing in the ears, At high doses, aspirin may cause temporary ringing in the ears
and hearing loss, which usually disappear whenthe dose is lowered.

http://www.fda.gov/FDAC/features/1999/299 asp.html 4/5/2009
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e Allergy. Facial swelling and sometimes an asthma attack may occurin the two out of
1,000 people whoareallergic to aspirin, according to the MayoClinic in Rochester,
Minn.

e In children, Reye syndrome. While not a problem among candidatesfor
cardiovascular aspirin use, aspirin should not be usedfor children's flu-like symptoms
or chickenpox becauseof the risk of this rare but serious disease.

Becauseofits risks, aspirin is not approved for decreasing the risk of heart attack in
healthy individuals. Even Hennekensisn't ready to recommend an aspirin a day for
everyone, although he headed up the celebrated 1988 "Physicians' Health Study," which
showedaspirin's protective effects in healthy people.

Why can't this so-called "wonder drug" help everyone? Hennekens' example: A 30-year-
old woman's risk of a heart attack is typically "very small," even over the next 30 years. "It
would be unfortunate if such a young woman wastaking aspirin," he explains, “becauseit
would give no benefit and could cause gastrointestinal effects or dangerous bleeding."

Head Start

In the wide range of patients who could see large benefits, aspirin, regrettably, is not used
nearly enough, according to Hennekens. Studies bearthis out, including a 1998 survey of
elderly heart attack survivors entering nursing homes, which found that fewer than onein
five were taking aspirin.

According to the American Heart Association, 5,000 to 10,000 of the 900,000lives lost
each yearto cardiovascular disease could be saved if more people took aspirin upon the
first signs of a heart attack. Sometypical signs are an uncomfortable pressure or pain in
the center of the chest (sometimes along with lightheadedness,fainting, shortnessof
breath, nausea, or sweating) or a pain going to the shoulders, neck and arms.

Aspirin should be used by "just about everyone" who hassurvived a heart attack or stroke
due to a blocked blood vessel, Hennekens emphasizes, or who within the previous 24
hours has had symptomsof an evolving heart attack.

While appropriate aspirin use is important, experts say it is by no meansa cure-all. "In the
time crunch surrounding a heart attack, taking an aspirin provides you a head-start
therapy and a better chance for a good outcome," Sopko says. “But it should never be a
substitute for a physician's attention."

And aspirin should not replace a healthy lifestyle or other helpful medical steps, FDA's
Bowensays. "Physicians really need to look at aspirin in the context of complete care, as
part of a whole treatment plan for people at risk of heart attack or stroke."

Tamar Nordenbergis a staff writer for FDA Consumer.

Aspirin's Other Uses

hittp://www.fda.gov/FDAC/features/1999/299_asp.html 4/5/2009
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Aspirin is sometimes usedto treat rheumatoidarthritis, juvenile rneumatoid arthritis,
osteoarthritis, and some other rheumatological diseases. Aspirin labeling was updated in
1998, and now provides information on specific dosing, side effects, and toxicity of aspirin
for these conditions.

More potential medical uses for aspirin are still under study--everything from treating
migraines and colon, ovarian and breast cancerto improving brain function. Could an
aspirin a day help you retain your memory as you age by preventing clogging of the
arteries in the brain? It remains to be proven, but early studies suggestit's possible.

—T.N.

Three Drinks = No Pain Relievers

Aspirin and all other over-the-counter pain relievers and fever reducers for adults will soon
carry a warning to people whodrink three or more alcoholic beverages a day: Talk with
your doctor before using these drugs. Heavy drinkers may haveanincreased risk ofliver
damage and stomach bleeding from these medicines, which contain aspirin, other
salicylates, acetaminophen, ibuprofen, naproxen sodium, or ketoprofen.

The alcohol warning is required under an FDAtule (distinct from the aspirin labeling rule),
which wasfinalized in 1998 and gives manufacturers some time to makethe label
changes. Some newerover-the-counterpain relievers, including Aleve (naproxyn sodium),
Orudis KT and Actron (ketoprofen), Advil Liquigels (solubilized ibuprofen), and Tylenol
Extended Release (acetaminophen), have already been required to carry a warningfor
heavy drinkers but were not required to include the specific risks. These products, too, will
need to comply with the 1998 rule.

--T.N.

For More Information on Aspirin and the
Heart

Aspirin Foundation of America
1-800-432-3247

aspirin@aspirin.org
Www. aspirin.org

American Heart Association

1-800-242-8721

www.americanheart.org
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Copyright 2008 Market Wire, Incorporated

April 17, 2008

Celebrate "Planet Healthy" at the Vitamin Shoppe
Stores Offer Health and Wellness on Earth Day

NORTH BERGEN, Nd 04/17/08 NORTH BERGEN, NJ, April 17 / MARKET WIRE/ --

Earth Day is quickly approaching on April 22, and The Vitamin Shoppe will be
celebrating "Planet Healthy” at all 350 store locations and online at
www. vitaminshoppe.com.

"Barth Day is a perfect time to launch our new recyclable shopping bags," said
Tony Truesdale, President of The Vitamin Shoppe. "Our customers are looking for
easy ways to help our planet, and our eco-friendly bags are made of 80% recycled
material and also recyclable themselves."

Vitamin Shoppe stores and the website will be offering a free recyclable shopping
bag with any $50 purchase on Earth Day. Additional bags can also be purchased for
$.99 each.

To further encourage consumers to support "Planet Healthy," a copy of the book
"Living Green" by Author Greg Horn will be given free to customers with every pur-
chase at the stores on Earth Day. "'Living Green' is a wonderful book packed with
great ideas for making easy changes to live a more sustainable lifestyle," said
Truesdale.

Stores are also helping to save the rainforest through a promotion with Save Your
Skin products. Green wrist bands can be purchased for $5 throughout April in all
stores outside of New York City. Each wrist band sold saves one acre of rainforest
for one year with 100% of the profit donated directly to the rainforest conserva-
tion concession.

"The Vitamin Shoppe has always offered a number of organic supplements and natural
alternatives for those interested in their own health and wellness regime," said
Truesdale. "Earth Day is a great day to remind us all to reinvest in our planet
and in ourselves."

About Vitamin Shoppe Industries Inc.

© 2009 Thomson Reuters. No Claim to Orig. US Gov. Works.
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Vitamin Shoppe is a leading specialty retailer and direct marketer of nutritional
products based in North Bergen, New Jersey. The company sells vitamins, minerals,
nutritional supplements, herbs, sports nutrition formulas, homeopathic remedies,
and other health and beauty aids to customers located primarily in the United
States. The company carries national brand products as well as exclusive products
under the Vitamin Shoppe, BodyTech, MD Select, and VS Basics proprietary brands.
The Vitamin Shoppe conducts business through more than 350 company-owned retail
stores, national mail order catalogs, and two Web sites, www.vitaminshoppe.com and
www. Bodytech.com.

Add to Digg Bookmark with del.icio.us Add to Newsvine

Contacts:

Susan McLaughlin
Vitamin Shoppe

Email Contact
1-866-921-4443
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December 2007

Volume 23; Issue 2

$17.6 billion in organic sales.

U.S. sales of organic products grew overall by 21% in 2006 to reach $17.656 bil-
lion, according to the Organic Trade Association's 2007 Manufacturer Survey.

U.S. sales of organic food and beverages grew by 20.9% during 2006 to reach $16.718
billion, up from $13.831 billion in 2005. This represents approximately 2.8% of
all U.S. retail sales of food and beverages.

Meanwhile, U.S. sales of nonfood organic products {( organic supplements , per-
sonal care products, household products and cleaners, pet food, flowers, and fiber
products such as linens and clothing) grew from $744 million in 2003 to $938 mil-
lion in 2006, reflecting a 26% growth
rate.

---- INDEX REFERENCES ----
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Section: D

THEN AND NOW | OTTO STOWE

From perfect season to perfect balance?

RICK HERRIN, Star-Telegram Staff Writer

Otto Stowe played in the NFL only four years. That was all he wanted for his body,
but, in that short time, he packed in some meaningful history.

Stowe, a receiver who played for three teams from 1971-1974, played on two Super
Bowl teams, including the undefeated 1972 Miami Dolphins. He learned from Hall of
Fame receiver Paul Warfield his first two seasons and started opposite "Bullet" Bob

Hayes for the 1973 Cowboys. In that season, Stowe led Dallas in touchdown recep-
tions, with six, despite playing only seven games before breaking a leg.

Stowe wasn't a typical NFL player. He became a vegetarian and took up yoga while in
the NEL.

A resident of Santa Barbara, Calif., for almost 30 years, he now works with profes-
sional athletes as an organic healthcare consultant, helping heal injuries and pro-
vide career longevity. He uses, among other things, diet, organic supplements,
yoga, meditation, reflexology and homeopathic remedies.

He said he has worked with about 15 to 20 former and current Cowboys.

Why did you leave the NFL after four years? I figured that was enough. I felt at
that stage, how much could they pay me for my ankle? How much could they pay me for
my knee? I felt that I had done the things that I wanted to do. I would have loved
to be a Hall of Famer in four years. I figured if I kept playing, I was going to
get injured.

Did being a vegetarian help or hurt you in football? It was extremely hard. What I
did have was a lot of stamina. I could go forever. As far as getting bigger, I knew
I couldn't, being a vegetarian. I felt great, and I didn't have all those [supple-
ments] in my system. You start to get a little anxious before games with all those

© 2009 Thomson Reuters. No Claim to Orig. US Gov. Works.
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things in your system. I could control my thoughts a little bit better, and I was
able to get a lot more for my money so to speak.

Do you think another team will go undefeated in the NFL? Somebody will do it. A
lot of people don't appreciate what it takes to go undefeated. I thought Indianapo-
lis would go undefeated last year. They keep putting up the numbers, but they have-
n't been able to do it. It will be interesting this year if the Patriots can do it.
It would be great for them.

What was it like being a part of the undefeated 1972 Dolphins? It was a great
feeling. We all knew while we were doing it that it was history in the making. We
were very lucky to be undefeated. I think we all knew we were going to go unde-
feated when we went to the playoffs. We were just too close and there was no stop-
ping us now.

Why did you decide to be a test study for the players' association for ex-players
and post-career health? As you get older, you gravitate to helping others. It's not
so much about you; it's about helping someone have a better life. There is nothing
better than being able to help other people. If a player had a concussion back in
the day, they just patted you on the [rear] and said everything is going to be OK.
A concussion is not something you want to play with.

Otto Stowe

Position: Wide receiver

NFL career:Miami Dolphins, 1971-72; Cowboys, 1973; Denver Broncos, 1974

Age: 58

Residence:Santa Barbara, Calif.

Occupation: Organic health care consultant for pro athletes through company he
founded, Organic Sports ( www.organicsports.net)

Family: wife, Judie

Notable: Played 36 NFL games.... Had 23 catches for 389 yards and six TDs for 1973
Cowboys.... Was second-round draft pick by Dolphins in 1971 out of Iowa State....
Wore No. 82 with Cowboys.... Coached college receivers for five years at Iowa
State, Washington State and Pittsburgh.
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June 23, 2008

Volume 30; Issue 7

Supplements seal natural fate. (TRENDS: OVER THE COUNTER) (Brief article)

GREEN BAY, Wis. -- Enzymatic Therapy in June began shipping a new line of six or-
ganic supplements called True Organics, the only supplements to feature the USDA
organic seal, with another eight supplements to come by the end of the year, said
Dave Betrus, Enzymatic vice president of customer development.

It's a more-natural natural supplement. For example, Enzymatic's calcium supple-
ment is made from actual egg shells versus other minerals. "For people who really
want pure organics, this is a good alternative," Betrus said. "Even though you're
taking a supplement that claims to be natural, there could be chemicals in there
Just on account of the ingredients that are sourced."

The USDA organic seal on Enzymatic Therapy True Organics means at least 95 per-
cent of the product is organically produced--no pesticides or harmful chemicals.

The products will carry a premium position in the marketplace, given the added
expense in sourcing the organic ingredients, Betrus noted, priced some 10 percent
to 15 percent higher than the top-tier brands.
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Real Food Organics: born on the bio: met the Flintstones vitamins already? Country
Life left the rocks in the biodegradable box design for its new line of Reel Food

Organics supplements . (DESIGN)
Ebenkamp, Becky

The idea: While the Country Life Vitamins brand is more than 35 years old, the
company went back to basics for the launch of its Real Food Organics supple-
ments this spring. For this new line of products derived from whole fruits and
vegetables, the design directive was to communicate the benefits of the produce in
packaging that supports the company's ideals of sustainability and zero environ-
mental impact.

How it was created: The design was developed by Country Life's in-house art de-
partment in Hauppauge, N.Y. The box is composed of Ultra Green, a 100% biodegrad-
able material made from mineral powders derived from stone (limestone or calcium
carbonate) manufactured without the use of trees, water or toxic agents.

What does it say? The team went into the project with a communications checklist.
The product name had to pop off packages, as did the idea that the supplements are
made from whole fruits and vegetables. It also was important to stress the easy-to-
Swallow size of the tablet or capsule.

Who will buy it? Men and women between the ages of 25 and 70 are the target mar-
ket for the supplements. Focus groups were helpful in gaining insights on what was
important in Real Food Organics' package design. "Originally, we had the Real Food
logo on a vertical. To us, it looked really nice," said evp Jodi Billet-Drexler.
"But they said it was hard to read, so we made it horizontal. Now it's on the top
of the box, so it's the first thing you see when you pick it up."

(ILLUSTRATION OMITTED)

Challenges: Avoiding the pitfalls of too much information. Often vitamin packs
and supplements come across as wordy so Country Life used a color-coded system to
distinguish Real Food Organics' six different SKUs. This includes “His and Her
Daily Nutrition" formulas and "Food Form Mineral Complex." Such things as bone sup-
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port, immune support and increased energy are also called out on packages. Also,
the team had to weigh the extra expense of eco-friendly packaging with product
pricing.

The results: The new line of supplements, which retail from $24.99 to $76.99,
have been selling well since they hit Whole Foods Market and health foods stores
about seven weeks ago. Billet-Drexler said, “It's still early in the game, but the
retailers are telling us they like how the boxes look on their shelves and that
they are easy for them to merchandise."

(ILLUSTRATIONS OMITTED)

PROTOTYPES

Too hip, gotta go: While package prototypes (above) illustrate subtle design
tweaks, the original grainy, hippie canvas was replaced with a bright white one
that allowed playful colors to pop. "We never really went back to the drawing
board," Billet-Drexler said. "We were always on track~-we just needed to refine and
make the packaging stand out and communicate that the boxes are made from stone and
the product inside is whole food." The design team also called out how many fruit
and vegetable servings each vitamin contains since that was seen as a unique bene-
fit.

THE FINAL DESIGN

Pop rocks: "A pleasing and vibrant image that entices the customer," Billet-
Drexler said. "Supplements have a stigma of being 'boring,' but (we knew) this
product wasn't going to be ordinary and packaging had to speak to that.”

By Becky Ebenkamp

bebenkamp@brandweek.com
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Ex-boxer busy as a retiree

By TRAE THOMPSON, Star-Telegram Staff Writer

Paulie Ayala has a full schedule.

The former world champion hasn't fought in two years, but he stays busy. He'll help
out at his church, spend time with his family, put in time as a personal fitness
trainer in west Fort Worth, or keep working in the organic supplement busi-
ness he's involved in.

His days as a fighter are over, but life away from boxing has been a blessed one
for Ayala.

"T don't miss the fighting," Ayala said. "I miss everything leading up to it. The
training, the press conferences. I miss that."

Ayala still pays attention to boxing. He enjoys watching certain fighters who “let
it all out" like Marco Antonio Barrera and Manny Pacquiao. Ayala attended Fight
Night at Sundance Square in June, then went to Evander Holyfield's fight at the
American Airlines Center.

Fans continued to embrace him.

"Once a guy's a world champion, he's a made man with boxing fans," said Lester Bed-
ford, who helped organize both events. "They never forget that. It doesn't matter
what you do after you win the title, how many losses you have. They remember the
great fights you had and the warrior you were. Paulie can take great comfort in
everything he accomplished."

His accomplishments were impressive. In his 12-year career, Ayala was 35-3 with 12
knockouts. He won Fighter of the Year honors in 1999 following an upset victory
over Johnny Tapia for the WBA bantamweight title, and won the International Boxing
Organization super bantamweight title in 2001 with a split decision over Clarence
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"Bones" Adams.

Ayala, who was promoted by Top Rank, lost two of his final three fights, including
a l0th-round technical knockout by Barrera in 2004. After that, Ayala retired.

"Even before the fight, we knew, 'This is it,'" said Leti Ayala, Paulie's wife.
"Win or lose. Everybody told us it would be hard to walk away. But win or lose, we
were walking away. It would've been better to walk away with a win, but with the
loss, it was time. We were all sure. He was already sure."

There have been things Paulie has finally enjoyed, like not worrying about making
weight. It was something he realized when he attended weigh-ins for the Holyfield
fight.

"I see all these guys dried up like a raisin, and I feel like a grape," Ayala said.

While he enjoys talking about boxing and giving his opinion on the state of boxing
in Port Worth ("it will be a while" before the next world champion arrives, he
says) and Floyd Mayweather Jr. ("absolutely” one of the greatest fighters of this
era), Ayala is passionate about his church.

Ayala attends Truth Foundation Church in Fort Worth and mainly works with young
people.

Ayala can't bond with every kid but said there are some he relates to and is able
to mentor one-on-one.

"It's fulfilling when I see progress," Ayala said. "Most of the time it seems like
you're not making progress, so it's hard in that sense. It's more challenging try-
ing to get the point across, and by not just force-feeding it. I want them to re-~-
ceive it."

When he's not helping at church, Ayala works as a personal fitness trainer. He is
set to begin construction of his own gym in the Fort Worth area and said lessons
from boxing have carried over to the business.

"Tl learned that I should be a little more aggressive on the business," he said.
"I'm not going to get fined, or have sanctioning fees. The worst thing that can
happen in business is for a person to say no."

His boxing career allowed him to work in his church and as a trainer. But now that
it's done, he's able to spend time with his two children. Paulie Anthony is now 15
and a freshman, while daughter Aleah is a second-grader. Important ages for both.

"Absolutely," Ayala said. "I want to have all my marbles that I have left and be
able to communicate to them.”
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Trend impacts personal care.
Natural Products

CHICAGO -- Organic personal care products showed an average growth rate of about
11% in 2006, according to the preliminary results of a survey of manufacturers con-
ducted by the Organic Trade Association (OTA).

Organic hair care products did even better, posting sales growth rates of about 17%
for the year, while sales of organic supplements advanced about 15%.

OTA presented the results of the survey at its All Things Organic conference and
trade show, which was held last month at Chicago's McCormick Place convention
center.

Among the other findings:

* Sales of organic fresh fruit and vegetables grew about 7% in 2006, while sales of
organic dairy products (including yogurt) increased 27%. .

* Organic baby food is an up and coming category, with sales advancing 21.5% in
2006.

* Organic beef sales grew about 13.5% last year, admittedly from a very small base.
But the growth is impressive because overall beef sales are comparatively flat,
with sales increases of only about 3%.

* Sales of organic women's apparel grew 28% in 2006.

The survey was conducted on behalf of the OTA by Packaged Facts Inc. of Rockville,
Md.

-~-- INDEX REFERENCES -—--——
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Allentown critic of quacks moves to "milder winters' ** Stephen Barrett, 73, says
he'll keep exposing false medical claims.

Ann Wlazelek Of The Morning Call

Allentown's chief critic of chiropractors, vitamins and diet pills has left town
but not his task.

Stephen Barrett, a retired psychiatrist known nationally for his war against quack-
ery, has moved to Chapel Hill, N.C., after 40 years in the city to be closer to his
daughter and farther from the North Pole.

"Tl prefer milder winters," he said about relocating his wife, family doctor Judith
Barrett, 6,000 books and the contents of 44 file cabinets.

Barrett, 73, said he doubted anyone would notice the change because he still plans
to write a free newsletter for 12,000 subscribers; maintain his anti-quackery Web
site, www.quackwatch.com; and answer calls and e-mails from consumers and report-
ers.

"I may spend a tiny bit less time working, but my output will stay the same," he
said. "I have no plans to stop."

The only difference, he added, is that his new work space has been planned rather
than forced to fit.

Since he came to Allentown in 1967, Barrett's outspoken opinions on various sub-
jects, especially fraudulent claims, have brought him national acclaim.

He has been a staunch proponent of fluoridating the water in Allentown and licens—
ing dietitians, but is probably better known for his criticism of chiropractors who
sold vitamins, ran lab tests or advertised spinal manipulations as cures to condi-
tions such as cancer.
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For years, he filed complaints of false and misleading advertising against chiro-
practors, diet pill makers and publications that ran the ads.

Barrett said few of his positions have changed, "some have just become more refined
and detailed."

Friends and foes were surprised by Barrett's relocation at the end of May.

"T see it as the end of a non-illustrious career," said Dr. Louis Sportelli, a re-
tired chiropractor in Palmerton who once headed a statewide association. "I shed no
tear.”

Sportelli said he and Barrett used to debate the merits of allied health services,
such as chiropractic and acupuncture, and on most points, Barrett's position
failed.

"The people in need are baby boomers who don't hold the same bias, resentment,"
Sportelli said. "They say anything that works, let me try it."

But Denice Ferko-Adams, a registered dietitian from Nazareth who runs her own well-
ness business, said she appreciated Barrett's efforts to educate the public, puta
stop to false claims and to license nutritionists.

"T am sure Dr. Barrett's work was instrumental in having the organic supplement in-
dustry create more uniform standards for their products," she said, glad to hear he
would continue the fight.

ann.wlazelek@mcall.com

610-820-6745

Barrett speaks

Some of Dr. Stephen J. Barrett's statements over the past 40 years:

Chiropractic medicine -- "If chiropractors and their patients want insurance, they
should start their own program...Although most chiropractors are sincere people,
they just don't know any better. While other health professionals learn science and
a rational approach to health, chiropractors get brainwashed." (1972 public hearing
on insurance coverage for chiropractic treatment)

Organic foods "are not different from conventional foods -- just higher priced."
(State House testimony 1973) The term "cannot be meaningfully defined in a way that
is not misleading." (Federal Trade Commission hearing 1977)

Fluoridation -- Those who oppose fluoride in drinking water use "deception" when
they argue that fluoride is a dangerous poison or an infringement of rights.
(Muhlenberg College symposium, 1970)
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Take your vitamins - but with a grain of salt

KERRY DOUGHERTY

L?ve never mentioned this before because I didn?t want to sound like a whiner. But
as a kid, I was unloved.

Evety time I went to my best friend?s house, I was reminded of this tragic fact.
There, in the center of her family?s kitchen table, was the symbol of her mother?s
affection and my mother?s indifference: a statuesque, see-through bottle of red-
dish pills.

One-A-Day vitamins.

How I longed to swallow one and glow with good health.

Not only did my mom stubbornly refuse to buy vitamins for our family, she forbade
me to take them at the house that overflowed with love and vitamins.

?You don?t know what?s in those things,? my mother would say, pouring a cup of
coffee and lighting another Pall Mall. ?They can?t be good for you.?

She lumped vitamin-takers in the same pathetic category as people who were ?always
running to the doctor.? They were self-absorbed hypochondriacs, nothing more.

Eat right and you don?t need pills, she said.

True.

But we weren?t eating right. This was the early 1960s, when the American diet con-
sisted of three main foods: ground meat, canned spinach and Jell-O . We were barely
getting enough nutrients to grow our hair.
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Still, there were no One-A-Days ? or Flintstones 7? allowed in our house.

After college, I rebelled. I flirted with health foods and stocked my apartment
with organic supplements, just

to annoy my mother. She looked at my shelves and rolled her eyes.

?Go ahead,? she shrugged. ?Waste your money.?

Eventually I learned that vitamin~-taking, like tooth-brushing, was a habit that
had to be learned in childhood. When I found myself flushing my expensive, expired
pills down the toilet, I gave up.

That may have been a good thing.

The Journal of the American Medical Association published a report this week that
say s many antioxidant vitamins don?t contribute to a long life at all.

In fact, they could kill you.

Somewhere, my mother is sipping a cup of cosmic coffee and smirking.

I don?t know if this report is true. I do know it?s startling.

According to The Washington Post, ?The analysis, which pooled data from 68 stud-
ies involving more than 232,000 people, found no evidence that taking beta caro-
tene, Vitamin A or Vitamin E extends life span and, in fact, indicated that the
supplements increase the likelihood of dying by about 5 percent. Vitamin C and se-
lenium appeared to have no impact ? either way ? on longevity.?

There?s more: ?By taking these supplements, you might be impeding your immune sys~
tem?s ability to fight off disease or risk factors for chronic disease,? said Edgar
Miller III of Johns Hopkins University, who noted that health- conscious folks take
the pills to live longer when they may actually be ?at higher risk of dying.?

Not good.

Get ready for a big blow-back from the vitamin industry. CNN reports that Ameri-
cans spent at least $2.3 billion last year on nutritional supplements. The manufac~
turers already were in attack mode Wednesday, arguing that the vitamin research was
flawed.

Look for more studies, different conclusions.

Meanwhile, vitamin makers are livid. Vitamin-takers are confused.

And me? I?m feeling the love.
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* Reach Kerry at (757) 446-2306 or at kerry.dougherty@cox.net.
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TO BUSINESS AND ENTERTAINMENT EDITORS:

Entrepreneur's 2007 Hot List of Business Trends: What to Get In On Now

IRVINE, Calif., Dec. 13 /PRNewswire/ -~ Green products, chocolate, and

kids! education and tutoring were among the many business trends that made it

to Entrepreneur magazine's 2007 Hot List, as revealed in the December issue of

the magazine. The annual Hot List spotlights businesses, markets and ideas

prime for entrepreneurial development.

Rieva Lesonsky, senior vice president/editorial director at Entrepreneur

Magazine, says, "We cover some of the top markets and businesses that really

have what it takes to hit it big. With the Hot List, readers get an

indispensable look at these trends to help them discover another opportunity

or spark a new business idea."

One big trend on the list is green products, which form a newly
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highlighted opportunity this year thanks to the heightened demand for

environmentally friendly or organic supplements, personal care and household

items. While even Wal-Mart selis organic cotton T-shirts these days, this

direction holds great potential for entrepreneurs that have a real passion for

going green.

Back for the second time on the list is chocolate, which is fast becoming

"the new coffee." Also, with colleges getting increasingly competitive,

education and tutoring is still hot among parents looking to give their kids

the extra edge.

Entrepreneurs use the annual Hot List to determine what the next viable

business trend is, whether it's right personally and professionally, and

whether it can create sizeable success for them. Other hot businesses and

markets for 2007 include wine, healthy food, nanotechnology and virtual

economies.

The complete Hot List can be found in the December issue of Entrepreneur.

To learn more about how to start one of the hot businesses described or the

trends that may affect a particular business, go to

http: //www.entrepreneur.com/hotcenter.

About Entrepreneur Media Inc.

Entrepreneur Media Inc. is an organization of people dedicated to

empowering entrepreneurs worldwide to start and grow successful companies. To

provide entrepreneurs with the relevant information they need to make informed

decisions, Entrepreneur Media Inc. offers a full range of products and
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services. Products include: Magazines -- Entrepreneur, Entrepreneur's

StartUps, Entrepreneur Mexico, Entrepreneur Philippines, Entrepreneur Hungary,

Entrepreneur Russia and Entrepreneur South Africa; Websites --

Entrepreneur.com, SoyEntrepreneur.com, SmallBizSearch.com,

EntrepreneurPress.com, Smallbizbooks.com and Freebks.com; Book Publishing --

Entrepreneur Press, Entrepreneur eBooks and Business Startup Guides; Also --

Conferences and Custom Publishing.

SOURCE Entrepreneur Magazine

-0- 12/13/2006

/CONTACT: Lisa Murray of Entrepreneur Media Inc., +1-949-622-5220,

Imurray@entrepreneur.com/

/Web site: http://www.entrepreneur.com

http: //www.entrepreneur.com/hotcenter /

CO: Entrepreneur Magazine; Entrepreneur Media Inc.

ST: California

IN: ENT MAG PUB FIN

SU: SBS SVY

TD-LP

-- LAWO12 --

5049 12/13/2006 06:00 EST http://www.prnewswire.com
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More consumers are buying organics, but price and availability remain barriers to
purchase.

Nearly three quarters of Americans (73%) bought organic products at least occa-
sionally in 2005, up from 55% in 2000, according to the Hartman Group. Almost a
quarter of those (23%) buy organics at least weekly.

Hartman has segmented organic consumers into three categories:

* Peripheral consumers (13% of organic shoppers) are those who are just joining
the organic movement. They don't understand what the label "organic" means for a
product and are skeptical about the benefits. The main reasons they don't buy more
are price and lack of interest.

* Mid-Level consumers (66%) can define "organic" as well as related terms (such
as "fair trade" and “hormone free"). They believe organic food tastes better, and
they have faith in the health benefits of organic but want proof. The reasons they
don't buy more are availability and price.

* Core consumers (21%) view organics as a political and lifestyle choice. They've
been involved with organics for a long time, have a deep understanding of the cate-
gory, and want to share their knowledge with others. They cite specific health
benefits of eating organic and have few reasons not to buy.

What Is "Organic?"

American consumers primarily define organics by what's not used in growing, rais-
ing, or processing the product: pesticides (83%), growth hormones (67%), and ge-
netic modification (62%). They also say organics are safer for one's health (59%)
and environmentally friendly (57%). The top two reasons that core and mid-level
consumers continue to buy organic (despite their price and lower availability) is
to avoid products that rely on chemicals or other pesticides (73% of core and 51%
of mid-level users) and to avoid products that rely on antibiotics or growth hor~
mones (61% of core and 40% of mid-level consumers. The top reason that peripheral
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users buy organic is to try new products (36%), followed by avoiding pesticides and
chemicals (25%) and growth hormones and antibiotics (17%).

Just one in 10 consumers (10%) can correctly identify the U.S. government's re-
quirements for a product to display the USDA's organic seal--it must be 95% or-
ganic. More than a quarter (27%) say that it means that a product is 100% organic,
and 43% percent admitted they had no idea what it meant. Proof of the confusion
lies in the brands consumers named as organic brands they're most familiar with
(see box at right); most of Kashi's products are natural, yet consumers percieve
them to be organic.

Finding Organic Products

Half of core consumers (51%), 43% of mid-level consumers, and 27% of peripheral
consumers would buy more organics if they could find them. Perhaps that's why the
majority of consumers would like to see more organic products and fewer conven-
tional products (56%), led by the 90% of core consumers who say so. Nearly four in
10 (39%) are satisfied with the number of organic products available.

Most consumers (54%) buying organics get them only at the same store at which
they do their regular grocery shopping. Peripheral organics users (81%) are most
likely to shop for organics at their regular grocery store. Some 14% of organics
users shop for them only at a different store than where they regularly grocery
shop (such as a natural food store). Not surprisingly, it's core consumers (61%)
who are most likely to shop for organics elsewhere. Nearly two thirds of consumers
overall (64%) say that organics are not always available where they like to shop,
and 43% say that organics are hard to find.

A smaller percentage of consumers bought organics from grocery stores in 2005
(58%) than in 2000 (63%). Natural food stores served nearly two thirds more organ-
ics shoppers in 2005 (49%) than in 2000 (29%). Supercenters and discounters (such
as Wal-Mart and Kmart) and club stores (such as Costco) have also seen significant
increases in organics shoppers.

Price Is A Barrier

A large majority of consumers overall (85%)--including those who don't buy organ-
ics-think that organics are more expensive than conventional products. It's the top
reason that all segments of consumers say they don't buy more organics: 72% of core
and mid-level consumers say they're too expensive, as do 68% of peripheral consum-
ers and 66% of those who don't buy organics.

The majority of core consumers are willing to pay up to 30% more for several
categories of organics than for conventional products, and some mid-level consumers
will too. Topping their lists are fruits and vegetables, with almost half of even
peripheral consumers willing to pay more for these items. Seven in 10 core consum-
ers (71%) and 49% of mid-level consumers say they'd pay more for meats and poultry,
and slightly fewer will do so for milk and eggs. There seemingly is strong poten-
tial for growth in categories that currently have low penetration but a high number
of consumers willing to pay more for organic, such as baby food. (See chart, p. 5.)
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State Of The Industry

Six in 10 consumers (61%) say that they want to increase their family's use of
organic food in the coming year, according to The Shopper Report from The Consumer
Network. More than half (56%) say they want to increase their use of organic per-
sonal care items, a category that has been gaining more attention as consumers in-
creasingly believe in the efficacy of personal care organics. A majority (55%) say
they want to increase their use of everything organic.

Retail sales of organic products--including food, clothing, personal care, pet
care, and other items-~grew 17% between 2004 and 2005 to reach $14.6 billion, ac-
cording to the Organic Trade Association. There is little awareness of organic
products other than food, but room for growth. Hartman Group president Laurie
Demeritt explains, "When consumers hear the phrase, ‘organic fiber' (meaning cot-
ton, for example), they associate it with organic food’ products, asking, ‘like in
natural cereal?!"

Food accounts for 95% of the organics market, but organic food represents just 3%
of all food sales. But organics' market penetration has been growing about 20% an-
nually since 1997. Natural food stores generate nearly half the dollar sales of or-
ganic food (47%). Mass merchandisers account for about the same portion of sales
(46%). The remaining 7% comes from farmer's markets and other non-retail stores.

(More information concerning consumers' food shopping choices is available in
Profiles of the U.S. Food Shopper, published by EPM Communications in conjunction
with The Consumer Network.) (FOOD/BEVERAGE, CONSUMER SPENDING & ATTITUDES)

SOURCES: “Organic 2006: Consumer Attitudes & Behavior, Five Years Later & Into
The Future," The Hartman Group, Blaine Becker, 1621 114th Ave., SE, #105, Bellevue,
WA 98004; phone: 425-452-0818 x124; e-mail: blaine@hartman~group.com; website:
http: //www.hartman-group.com. Price: $17,500.

"The Shopper Report, November 2006," The Consumer Network, Mona Doyle, PO Box
42753, Philadelphia, PA 19101; phone: 215-235-2400; e-mail: shopperreport@cs.com.
Price: $195 for an annual subscription.

"2006 Manufacturer Survey," Organic Trade Association, Holly Givens, PO Box 547,
Greenfield, MA 01302; phone: 413-774-7511 x18; e-mail: hgivens@ota.com; website:
http://www.ota.com. Price: $195 for members, $495 for non-members.

ORGANIC BRANDS WITH WHICH CONSUMERS ARE MOST FAMILIAR

1) Silk 2) Ben & Jerry's Organic 3) Celestial Seasonings 4) Kashi 5) Kettle Chips
6) Morningstar Farms 7) Newman's Own Organics 8) Boca Foods 9) Trader Joe's Organic
10) Soy Dream

SOURCE: The Hartman Group

HOW OFTEN CONSUMERS USE ORGANTC
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PRODUCTS, 2005 VS. 2000

2005 2000

Daily 9% 8%

Weekly 14% 9%

Monthly 6% 5%

Occasionally 44% 34%

Never 27% 45%

Note: Table made from bar graph.

SOURCE: Hartman Group

PERCENTAGE OF U.S. CONSUMERS WHO HAVE BOUGHT

ORGANIC FOOD, BY CATEGORY, 2006

Fresh vegetables 65%

Fresh fruit 58%

Eggs 29%

Breads 28%

Milk 27%

Yogurt. 22%

Cold cereal 21%

Meat, poultry 21%

(dell and fresh)

aeSoymilk 19

Baby food 7 oe

SOURCE: The Hartman Group

Note: Table made from bar graph.
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CATEGORIES FOR WHICH U.S. CONSUMERS

WOULD PAY UP TO 30% MORE FOR ORGANIC

THAN CONVENTIONAL FOOD, 2006

Fresh vegetables 55%

Fresh fruit 59%

Eggs 46%

Breads 40%

Milk 49%

Yogurt 32%

Cold cereal 37%

Meat, poultry 54%

(deli and fresh)

Soymilk 41%

Baby food 53%

SOURCE: The Hartman Group

Note: Table made from bar graph.

ORGANIC FOOD CATEGORY SALES AND GROWTH, 2005

SALES GROWTH

(IN MILLIONS) 2004-2005

Fruit and vegetables $5,369 10.9%

Dairy $2,140 23.6%

Beverages (not including dairy) $1,940 13.2%

Packaged/prepared foods $1,758 19.4%
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Bread and grains $1,360

Snack foods $667

Sauces and condiments $341

Meat, fish, and poultry $256

Total $13,831

SOURCE: Organic Trade Association

ORGANTC

Organic

Organic

Organic

Organic

Organic

Organic

Total

SOURCE:

COMPANY:

NEWS SUBJECT:

INDUSTRY:

PRODUCT CATEGORIES, EXCLUDING FOOD, BY SHARE OF SALES, 2005

SALES GROWTH

(IN MILLIONS) 2004-2005

personal care $282 28%

supplements $238 29%

fiber (linens and clothing) $160 44%

pet food $30 46%

household products $19 29%

flowers $16 50%

$744 33%

Organic Trade Association

---- INDEX REFERENCES -—~-~

19. Nh ae

18. WwW ae

24. No oe

55. em oe

16. NO oe

Page 6
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pharmaceuticals (1BI13); Growth Factors & Cytokines (1GR66); Baby Food (1BA84) ;
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September 25, 2008

O Organics(TM) Debuts Grocery Retail Industry's Most Comprehensive Line of USDA
Certified Organic Supplements

Business Editors/Retail Writers

LOS ANGELES-- (BUSINESS WIRE)--September 25, 2008--O Organics, one of the country's
largest organic brands by retail sales, announced today the launch of O Organics
Supplements , the mainstream grocery retail industry's most comprehensive line of
USDA certified organic supplements . Featuring popular supplements including Vi-
tamin C, Calcium and St. John's Wort, the 12 SKU line brings additional depth to O
Organics' extensive product portfolio of affordable, high quality organic offer-
ings. Available in Safeway supermarkets beginning today, O Organics Supplements
will be rolling out across additional retailers nationwide during 2009.

The Supplements line represents the latest step in the evolution of the O Organics
brand, growing from an initial launch of 30 products in 2005 to a multi-category
lifestyle solution of over 300 USDA certified organic products with offerings in
every aisle of the supermarket. Supported by a multi-million dollar consumer mar-
keting campaign to drive traffic to its retailers, O Organics offers supermarket
chains and food service organizations a complete and proven solution to quickly and
easily implement a comprehensive organic strategy across their organizations.

"As one of the retail world's fastest growing product segments, the organic sector
is rapidly outgrowing its niche status and becoming a mainstream staple with
strong, across-the-board demand from the many shoppers who are looking for health-
ier, more environmentally friendly options," said Sheetal Khanna, Director of Brand
Strategy for Global Brands at Lucerne Foods Inc. "We're continually developing new
products to best serve this fast-changing market and the O Organics Supplements
line delivers exactly the type of simple, effective and affordable solutions these
consumers desire."

The 12 organic supplements initially available from the O Organics Supplements line
are Vitamin C, Calcium, Iron, Cranberry, Echinacea, Echinacea & Golden Seal, Gar-
lic, Ginseng, St. John's Wort, Ginkgo Biloba, Saw Palmetto and Green Tea. Made from
the highest-quality organic ingredients, O Organics is able to leverage the na~
tional resources of the recently formed Better Living BrandsTM Alliance to offer
the new supplements at affordable prices while minimizing the impact on the envi-
ronment.
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About O Organics

© Organics is one of the nation's largest organic brands by retail sales and of-
fers consumers and retailers a complete, multi-category lifestyle solution with
over 300 products in 30+ categories. Launched in October 2005, 0 Organics offers a
complete range of the highest quality organic foods at prices that are in reach of
everyday shoppers. Available in mainstream grocers, 0 Organic simplifies the shop-
ping experience by allowing consumers to take care of all their organic and conven-
tional food needs in a single location. Additionally, the brand has been recognized
as one of the key players transforming the organic sector from niche to mainstream
by making great-tasting organic foods affordable and widely available to consumers
nationwide.

About Better Living BrandsTM Alliance

Better Living Brands Alliance is a group of world-class food and beverage manufac-
turing, marketing and distribution companies formed to meet consumer demand and
fuel consistent growth in consumption of organic and health and wellness foods and
beverages. The Better Living Brands Alliance mission is to help consumers live bet-
ter lives everyday by offering brands that delight.

Neighbor Agency
Katy Saeger, 310-597-2337
kat y@neighboragency.com
or

Peter Epstein, 323-251-3567
peter@neighboragency.com

State Keywords: California
Industry Keywords: Health; Fitness & Nutrition; Environment; Retail; Food/Beverage;
Supermarket
Source: Better Living Brands Alliance
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New Report Reveals Details from Manufacturers, Retailers and Analysts on the Or-
ganic Market ‘

Business Editors

DUBLIN, Ireland-- (BUSINESS WIRE)--September 8, 2008--Research and Markets
(http: //www.researchandmarkets.com/research/913312/report_on_organic) has announced
the addition of the "Report on Organic Markets 2008" report to their offering.

Prices rise as growing consumer demand, increased competition from biofuels worsen
supply squeeze for organic farmers and manufacturers

Today's U.S. organic industry is straddling two extremes. On one side, the industry
is continuing to experience an enormous growth rate that, as industry veteran and
Aurora Organic Dairy President Mark Retzloff£ put it, is "floating all boats." Yet,
on the other side, this widespread growth threatens to deluge the supply-strapped
organic industry.

Hampered by the limited availability of raw organic materials, some companies are
already finding their growth rates curbed by their ability to keep pace with bur-
geoning demand. Said Annie's Inc. CEO John Foraker: "We could have grown our or-
ganic business and our organic-positioned products much faster at any time over the
last five years if there had been a much broader availability of supply."

Manufacturers, retailers and industry analysts all agree that the most significant
damper on the bright future of U.S. organics is the worsening supply squeeze con—
fronting the industry. While more nuanced challenges linked to consumers’ percep-
tions about health, taste and sustainability; government regulations and support of
organic farming; new technology such as cloning and nanotechnology; and even reces—
sion will continue to shape the industry's evolution, the supply issue is the piv-
otal factor facing U.S. organic companies right now.

Executive Summary:

This report take a deep look into the Natural and Organic Personal Care (N&OPC)
market as it moves into the next stage of its business lifecycle.
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The follow topics are discussed:

New products
Supply Shortages
Organic sales and what's currently hot

Key Topics Covered:

ACKNOWLEDGMENT

EXECUTIVE SUMMARY
LUNDBERG FAMILY FARMS.

IF YOU CAN'T BEAT 'EM, JOIN 'EM: ORGANIC GROWERS ENTER BIOFUELS WITH MUSTARD SEED
ELA FARMS MAXIMIZES THE FRUITS OF ITS LABOR
MULTINATIONALS PUSH DEEPER INTO ORGANICS WITH NEW PRODUCTS
SUPPLY SHORTAGES PINCH DISTRIBUTORS, TOO
ORGANIC MEAT DRIVES BEEFED-UP SALES FOR NATURAL, MASS STORES
NEXT PROTEIN HOOK? ORGANIC FISH

ORGANIC YOGURT, DAIRY SALES SPIKE IN CONVENTIONAL STORES
ALBERT'S ORGANICS! SALES SLOW AS ORGANIC PRODUCE MARKET MATURES
HEALTH CONCERNS DRIVE GROWTH SPURT FOR ORGANIC BABY FOOD
CONSUMER DEMAND, INNOVATIVE FLAVORS MAKE CHOCOLATE AN ORGANIC SWEET SPOT
ORGANIC WINE SALES GROW DESPITE LABELING CONFUSION, REPUTATION
SALES OF ORGANIC, NATURAL PET FOOD SKYROCKET AFTER 2007 RECALL
ORGANIC SUPPLEMENT SALES SOAR, BOOST OVERALL SAGGING SECTOR
ORGANIC FIBER GOES HIGH END; SALES JUMP MORE THAN 50%
ORGANICS, ACQUISITIONS FUEL STRONG GROWTH FOR HAIN CELESTIAL
ONCE AGAIN NUT BUTTER FINDS CREATIVE WAYS TO GROW SALES POTENTIAL
NEWMAN'S OWN TRANSFORMS ORGANICS INTO GIVING MACHINE

For more information visit

http://www. researchandmarkets.com/research/913312/report_on_organic

Research and Markets

Laura Wood, Senior Manager

press@researchandmarkets.com
Fax (USA): 646-607-1907
Fax (International): +353-1-481-1716

State Keywords: Industry Keywords: Retail; Food/Beverage
Source: Research and Markets Ltd.
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Volume 25

Section: 16

Trend has impact on PL brands.

NEW YORK -- The market for organic and natural food is growing, and some mainstream
grocery retailers have responded by developing private label lines designed to meet
that consumer need while offering better value.

Safeway Inc. has been particularly aggressive, introducing its 0 Organics line as a
store brand in 2005 with 30 products, and quickly expanding its SKU count and its
distribution. The line now includes more than 300 items, and is sold through other

outlets besides Safeway's own supermarkets. The products currently are being sold
through international retailers and via food service operations in the United
States.

The brand recently added a 12-SKU line of nutritional supplements, including vita-
min C, calcium and Saint-John's-wort. Now available in Safeway stores, the products
are slated to roll out to additional retailers in 2009.

"As one of the retail world's fastest-growing segments, the organic sector is rap-
idly outgrowing its niche status and becoming a mainstream staple with strong,
across~the-board demand from the many shoppers who are looking for healthier, more
environment-friendly options," says Sheetal Khanna, director of brand strategy for
global brands at Lucerne Foods Inc., which makes private label products for Safe-
way. "We're continually developing new products to best serve this fast-changing
market, and the O Organics Supplements line delivers the type of simple, effective
and affordable solutions these consumers desire."

-~--~ INDEX REFERENCES ----

COMPANY: SAFEWAY INC; GLENCOURT INC

NEWS SUBJECT: (Sales & Marketing (1MA51); Business Management (1BU42))
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Volume 70; Issue 10

product spotlights

Anonymous

IMMUNITY TAKE CARE: New Chapter proudly offers Immunity Take Care, a dose-to-dose
reliable herbal therapeutic that enhances the immune system and enters the blood-
stream in less than 30 minutes. A DARTvision supercritical elderberry extract with
targeted bioactives, Immunity Take Care is available as a blueberry flavored loz-
enge in 7-, 14-, and 30-count sizes.

VECTOMEGA: A whole-food omega-3 DHA and EPA complex bound to phospholipids and pep-
tides that occur naturally in salmon. It is extracted without heat, solvents, or
chemicals, unlike all other fish oil products. Vectomega is clinically effective up
to 50 times that of typical fish oil and is formulated into a dry tablet.

REACTA-C: A patent-pending vitamin C formulation that provides immune support .and
antioxidant protection. It also protects against free radical damage and supports
healthy skin, heart, vision, joints, and bones. A controlled bioavailability study
on human subjects at Weber State University demonstrated that Reacta-C has a more
efficient uptake into the bloodstream than standard vitamin C, and remains in the
bloodstream longer.

ENZYMATIC THERAPY TRUE ORGANICS: The first line of USDA certified-

erganic supplements. The USDA seal on the package means 95 percent or more of each
product has been organically produced according to the strictest standards-no pes-
ticides or harmful chemicals. Just true health benefits for your family. Trust
what's True.

REVIVA LABS: Spider Vein & Rosacea Day Cream, a specific formulation of rutin and
bioflavonoid (vitamin P) diminishes rosacea's redness on the face by strengthening
capillaries while protecting against future damage. Also with SPF 15, which helps
protect skin from the sun's harmful ultraviolet rays.

WOBENZYM N: The authentic Wobenzym N formula is now available. Systemic enzyme sup-
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port uses enzymes to assist your body's immune, regulatory, and communication sys-
tems. A healthy and strong immune system is a prerequisite for what we all want:
good health.
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Easy to swallow: no choking here--despite the troubled economy, demand for vitamins
and supplements remains strong.

With the pursuit of health and wellness topping the agenda of many today's consum-
ers, it should come as no surprise that sales of vitamins and supplements are up
overall.

Data from Chicago-based Information Resources Inc. (IRI) show the total U.S. vita-
mins category (including liquid vitamins/minerals, mineral supplements, multivita-
mins and one- and two-letter vitamins) up 8.5 percent in dollar sales and 6.9 per-
cent in unit sales during the 52 weeks ending July 13, 2008 (food, drug and mass,
excluding Wal-Mart). Even more impressive are the 45.7 percent and 52.6 percent re-
spective dollar and unit sales gains for the total liquid minerals/vitamins cate-
gory during the same timeframe.

And conditions look just as rosy on the supplements side, with industry observers
pointing to no signs of a slowdown anytime soon--despite the troubled economy. In
fact, in its September 2008 "Nutritional Supplements in the U.S., Third Edition,"
Packaged Facts, a Rockville, Md.-based division of Market Research Group LLC, fore-
casts a 39 percent rise in sales in the U.S. nutritional supplements market between
2007 and 2012, with sales predicted to reach $8.5 billion.

"Helping to protect the category as consumers tighten their discretionary spending
belts are the strong preventive health-care angle of supplements and the market's
sizeable component of better-off demographics, including aging baby boomers," Pack-
aged Facts says.

The report adds that numerous other positive factors are at play, including indus-
try's efforts to promote supplements as a costeffective means to avert the need for
costlier prescription drugs and medical treatments, greater credibility resulting
from new federal requirements related to good manufacturing processes and adverse
event reporting, a steady stream of new products, and more.
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MATTER OF CONDITION

One of the most significant recent trends in the vitamin and supplement industry is
growing interest in--and availability of--condition-specific formulations--Such
formulations tackle everything from heart health and joint heaith to cholesterol
reduction and diabetes management.

wr
As the economy continues to spiral downward, consumers seek basic products to pre-

vent disease and avoid costly medical expenses," stresses Erin Silva, technical
marketing manager for Irvine, Calif.-based VitaCeutical Labs and a registered die-
titian.

Silva adds that consumers appear to be moving toward what she calls "core" nutri-
tional supplements--psyllium husk, letter vitamins (vitamin D, in particular), cal-
cium and magnesium, joint health products and essential fatty acids--which have
"solid science and consumer recognition behind them."

Shane Conti, regional sales manager for Reliance Vitamin Co. Inc., Somerset, N.J.,
believes consumers are looking for natural alternatives to synthetic drugs--at
least as a first line of defense. Supplements long have played a major role in
Europe's preventive health care programs, he adds. And since FDA passed the Dietary
Supplement Health and Education Act of 1994--allowing companies to describe health-
specific benefits for various categories--condition-specific supplements have been
building a fan base here in the states. Tim Greene, director of sales for branded
and private label at Sparta, Wis.-based Century Foods International, agrees, noting
particularly high consumer interest in immune-support type products similar to the
Emergen-C national brand. The vitamin C/mineral combination comes in a powdered
form that becomes effervescent when added to water. Both powdered and effervescent
formats also are on trend, Greene says.

And probiotics have become extremely popular, not only for their gut health bene-
fits, but also for their ability to replenish the "good bacteria" lost during an
antibiotic regime.

"Probiotics are continuing to grow, but there's so much more room to grow, in our
opinion," Conti says. "We partnered with a probiotic company, and that's been our
biggest growth over the last six to 12 months. Fish oil, too, over the last five
years has just continued to increase in sales," he adds. For his part, Brendan
Gaughran, director of sales for Sunrise, Fla.-~based Nature's Products Inc., notes a
move toward organic ingredients-~and against GMO and hormone-infused products-—in
the supplement arena.

"This seems to be the fastest-growing part of our business," he says. "Not only are
we gaining new accounts concentrating solely on organic supplements, but our exist-
ing [customers] are reformulating products to gain the USDA organic designation."

On the vitamin side, Silva says liquid vitamins and minerals are still a fairly new
market entry and, therefore, growing.
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"T think the gains seen for unit sales result from more new liquid products coming
to market, not necessarily organic growth," she adds.

Gary Pigott, senior vice president of sales and marketing for Mason Vitamins, Miami
Lakes, Fla., says the national brands have reformulated their top SKUs here more
frequently and are offering more aggressive FSIs.

"Various deliveries--gummies, drinks, etc., all impact the demand, but eventually
studies will confirm product stability is best in solid form," he contends.

HEALTHY DOSE OF OPPORTUNITY

Although the economy doesn't seem to be adversely impacting the vitamins and sup-
plements category, it could actually be a boon to the category's private label
side--if retailers play their cards right. "With the increased prices in every-
thing, private label is continuing to grow--in general, not just in this category,"
Conti notes. "The quality has gone up, and grocery and mass market accounts are
promoting their private label as the premier brand, which is smart. People aren't
as brand loyal anymore."

Conti says retailers would be wise to bring in proprietary products under their own
private label, not simply a control brand, to gain "free advertising" for the
store. He also recommends that they offer more condition-specific supplement formu-
lations that set them apart from their competitors.

"Vitamin C is vitamin C, but if you have a really high-end heart health product, we
find people are very loyal in the dietary supplement category," he says. "Once they
try it, they want to stick with it, especially if it's working."

That said, other private label opportunities pretty much mirror those of the na-
tional brands, according to Greene. A new launch from Century Foods--slated for de-
but at the PLMA Private Label Trade Show this November--gives retailers the oppor-
tunity to appeal to current consumer excitement around powdered formulations~-as
well as protein.

The product puts a new spin on the Ensure national brand drink concept, providing
retailers with a nutritious supplement offering in a powdered form that costs less
to ship. Available in pouches and in a resealable canister, the product simply is
mixed into milk.

"We're trying to take some of that freight component out,” Greene notes. "It will
be ready for market by the time PLMA hits."

Silva also points to the essential fatty acid category and supplements to promote
joint health as major opportunities for private label programs because they mesh
well with the needs of the aging U.S. population.

Pigott adds vitamin D and heart health, sleep/relaxation and digestive formulations
to the condition-specific private label growth areas.
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"(An] increase in medication intake creates digestive imbalances and inhibits gas-
tric juice production," he adds. “Side effects from medications and OTCs are becom-—
ing consumer concerns, so alternative care is moving full speed with positive me-
dia."

Probiotics, too, represent a huge opportunity on the private label side, Conti
says--especially for retailers willing to develop what he calls a pharmacy "nutri-
ent depletion program," whereby the in-store pharmacy recommends a probiotic to
consumers who are prescribed an antibiotic. Such programs can be implemented in a
number of ways, he adds, with some retailers placing probiotic displays right at
the pharmacy counter and others relying on stickers (on-bag) or other educational
tools.

Finally, Gaughran sees a private label market for organic ingredients and recycled
material. ,

"They will never get the USDA label because of the inability to hit those percent-
ages of organic material required," he says, "but to be able to make any claim
would be helpful."

POLISH THE PROGRAM

Retailers have much more to consider, of course, than the types of vitamins and
supplements they want to offer under their private label programs. The decision
process also involves vendor selection, education, merchandising and promotion
strategies, and more. Pigott advises retailers not to "put all their eggs in one
vendor," but instead to consider multiple vendors to supply products that comple-
ment the specific program.

"Most retailers have reactive vendors handling store brand programs," he says.
"They do not have the pulse of the next trending segment-~for example, colon
cleansers, etc. .

"There is no need for five forms of three-a-day glucosamine chondroitin,” he adds.
"They are just occupying shelf space."

Once the vendors and products have been decided on, education plays a huge role in
winning shopper dollars.

In Silva's experience, the most successful retailers take the time to thoroughly
train store staff about specific products her company supplies--and about nutrition
and wellness in general.

"Education is a powerful tool that yields more sales and employee and customer re-
tention," she stresses.

VitaCeutical long has been on the forefront in producing science-backed quality
products that are formulated by scientists, including a registered dietitian, Silva
adds. Registered dietitians (such as Silva herself) are becoming more prominent
players in both the natural and mass market retail arenas, and are part of a team
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that can provide expert training to help educate retail staff.

Me also offer extensive technical literature and information for our retailers to
advertise or promote," Silva says, "and also shelf tags."

A well-educated staff also would be better equipped to implement the nutrient de-
pletion program Conti recommends to promote the sale of probiotics--or boost sales
of other supplements. For example, pharmacies could promote a private label coen-
zyme Q10 (CoQ10) supplement to patients who are prescribed a statin cholesterol-
reducing drug (which lowers CoQ10 levels)--using counter displays, shippers, on-
pack stickers and/or information programs.

"We have pharm techs or assistants who are helping with such programs, and the num-
bers are unreal," Conti says. "I think it could be implemented on a much larger
scale; it's a huge way to supplement income being lost in those areas. It's a huge
opportunity because there are more people on antibiotics or statin drugs--or even
birth control, which reduces the vitamin Bs in your body."

Beyond nutrient depletion programs, Greene advises retailers to apply traditional
grocery merchandising tactics to the vitamin and supplement arena.

"There seems to be more and more receptivity to doing that in the more traditional
channels than there ever has been before," he says, "and I think it's a great way
to see incremental volume and sales."

VITAMIN AND MINERAL PERFORMANCE ae

CHANGE DOLLAR SALES VS. YR. DOLLAR CATE-
GORY (IN MILLIONS) AGO SHARE VITAMINS TOTAL CATE-
GORY $2,621.90 8.5% 100% LIQUID VITAMINS /MINERALS TOTAL PRI-
VATE LABEL $5.30 17.8% 3.3% TOTAL SUBCATEGORY $162.70
45.7% 100% MINERAL SUPPLEMENTS TOTAL PRIVATE LABEL

$398.90 6.6% 28.5% TOTAL SUBCATEGORY
$1,399.30 9.3% 100% MULTIVITAMINS TOTAL PRIVATE LABEL $155.80
-2.5% 21.7% TOTAL SUBCATEGORY $719.60 2.3% 100% ONE- AND
TWO-LETTER VITAMINS TOTAL PRIVATE LABEL $111.00 -6,5% 32.6% TOTAL
SUBCATEGORY $340.30 6.3% 100% UNIT
SALES % CHANGE AVG. PRICE CATEGORY (IN MILLIONS) VS. YR.
AGO PER UNIT VITAMINS TOTAL CATEGORY 315.2 6.9% $8.32
LIQUID VITAMINS /MINERALS TOTAL PRIVATE LABEL 0.8 24.4%
$6.59 TOTAL SUBCATEGORY 22.9 52.6% $7.11 MINERAL SUPPLEMENTS
TOTAL PRIVATE LABEL 52.8 5.4% $7.56 TOTAL SUBCATEGORY
154 7.5% $9.09 MULTIVITAMINS TOTAL PRIVATE LABEL
23.1 -1.73 $6.75 TOTAL SUBCATEGORY 80.6 -
0.4% $8.93 ONE- AND TWO-LETTER VITAMINS TOTAL PRIVATE LABEL
23.2 -6.8% $4.78 TOTAL SUBCATEGORY 57.7
3.5% $5.90 Source: Information Resources Inc., a Chicago-based market re-
search firm. Total U.S. FDMx (supermarkets, drug stores and mass market retailers,
excluding Wal-Mart, club stores and c-stores) sales for the 52 weeks ending July
13, 2008.
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Pioneering Supplements Manufacturer Enzymatic Therapy Joins Better Living Brands
Alliance

Better Living Brands Alliance

Better Living Brands Alliance, a consortium of world-class manufacturing, marketing
and distribution companies delivering the best in organic and health and weliness
products to consumers, announced that Enzymatic Therapy, Inc. (ETI), a leading de-
veloper and marketer of health supplements, has joined the Alliance as its newest
member. One of North America's largest manufacturers and distributors of dietary
supplements and natural medicines, ETI is unique in the industry as one of the few
supplements makers to operate and manufacture its products in an FDA registered
drug facility. that fulfills the FDA's Good Manufacturing Practice (GMP) Regula-
tions. The company is also one of the only supplement makers to be certified as an
organic processor (see also Better Living Brands Alliance).

 

A pioneer of science-based supplement development with a rigorous commitment to
pharmaceutical-grade standards, ETI's manufacturing expertise complements Better -
Living Brands' strategy of delivering a full range of better-for-you organic and
health and wellness products to mainstream audiences through its alliance brands O
Organics(TM) and Hating Right (TM). In addition to its manufacturing controls, ETI
has been responsible for a number of industry firsts including the introduction of
glucosamine sulfate to the supplements market and the adoption of advanced testing
methods such as Atomic Absorption Spectroscopy (AA), and other chromatographic
techniques to ensure the purity of the raw materials used to produce its products.

"Enzymatic has a distinguished track record of innovation in the natural health and
supplements arena and as a new Alliance member enhances our ability to satisfy the
fast-growing consumer demand for organic and wellness products," said James D.
White, leader of the Better Living Brands Alliance and president of Lucerne Foods,
a Better Living Brands alliance company. "Both O Organics and Eating Right are
among the largest and fastest growing brands in their categories and the addition
of Enzymatic to our Alliance allows us to offer an even more comprehensive solution
to retailers looking to deliver the organic and health and wellness lifestyle solu-
tion their shoppers are seeking."

As an Alliance member, ETI enables Better Living Brands to extend its multi-
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category lifestyle offerings into the supplements market, delivering high quality
and affordable products to consumers nationwide. The first step was the launch last
month of the © Organics Supplements line, the mainstream grocery industry's most
comprehensive line of USDA certified organic supplements. Produced in ETI's certi-
fied organic facility, the raw materials used to make O Organics supplements are
sourced from only the most high quality producers and carefully manufactured to re-
tain their nutritional value. In order to best preserve these health benefits, ETI
developed two patent-pending processes to convert the delicate organic materials in
the Supplements Line from their raw state to tablet form.

Randy J. Rose, President and CEO of Enzymatic Therapy, Inc. noted, "We are de-
lighted to join the Better Living Brand Alliance. The high integrity of each of the
Alliance members, and the collective vision focused on elevating the access to high
quality and health enhancing products, squares perfectly with our company's mission
to provide ‘what BETTER feels like!' to consumers everywhere."

About Enzymatic Therapy, Inc.

Enzymatic Therapy, Inc., (ETI) based in Green Bay, Wisconsin, is North America's
leading manufacturer and distributor of over 200 dietary supplements and natural
medicines. Committed to safety and quality, ETI is one of the few manufacturers in
the industry to be both an FDA registered drug facility and a certified organic
processor. The company's products and ingredients are collectively the subject of
over 2,500 independent, peer-reviewed-published clinical trials and studies. For
more information, visit www.enzymatictherapy.com.
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Q1 2009 United Natural Foods Earnings Conference Call - Final

OPERATOR: Good morning, ladies and gentlemen. Thank you for standing by and wel-
come to the United Natural Foods first quarter 2009 conference call. During today's
presentation all parties will be in a listen-only mode. Following the presentation
the conference will be open for questions. (Operator Instructions). This conference
is being recorded today Tuesday, November 25, 2008.

At this time I would like to turn the conference over to Scott Eckstein with Fi-
nancial Relations Board. Please go ahead, sir.

SCOTT ECKSTEIN, FINANCIAL RELATIONS BOARD, UNITED NATURAL FOODS: Thank you, opera-
tor, and good morning, everyone. By now you should have all received a copy of this
morning's press release. If anyone still needs a copy, please contact Joe Calabrese
in our New York office at 212-827-3772 and we will send you a copy immediately fol-
lowing this morning's conference call.

With us this morning from management is Steve Spinner, President and Chief Execu-
tive Officer; Mark Shamber, Chief Financial Officer; and Michael Funk, Chairman of
the Board. We will begin this morning with opening comments from management and
then we will open the line for questions.

As a reminder, this call is also being webcast today and can be accessed over the
Internet at www.unfi.com. Before we begin, as usual, we would like to remind every-—
one about the cautionary language regarding forward-looking statements contained in
the press release. That same language applies to comments made on this morning's
conference call.

With that, I would like to turn the call over to Steve Spinner. Steve, please go
ahead.

STEVE SPINNER, PRESIDENT & CEO, UNITED NATURAL FOODS: Thank you. Thank you, Scott.
Good morning and thank you for joining us. Today UNFI announced operating results
of its first quarter of 2009. Total sales grew 17.4% to $864.2 million. Net of our
specialty business, which is not included in our 2008 results, sales grew 10.1% to
$811.1 million. Our sales growth was driven primarily by our sales to independent
retailers and conventional supermarket channels which grew by 11.5% and 56.2%, re-
spectively.
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Net of specialty conventional supermarkets grew at 7.6%. As a percentage of our
business in the quarter, super naturals were 31.9%, supermarkets 19.8%, independ-
ents 42.9%, and food service 2.8%. EPS in the quarter was $0.31 per share. Adjust-
ing for Specialty, which was not in our numbers in prior year's results, EPS grew
by $0.02 per share and 7.7%. Dilution from Specialty in the current year was nega-
tive $0.03 per share and nonrecurring expenses in the quarter were $2.58 million.

Our results demonstrate that our initiatives to integrate our Specialty business
is on track. In addition, based on the efforts of our associates working on this
project, our service levels and customer retention are exceeding our internal ob-
jectives. UNFI Specialty Distribution will become the fastest-growing segment of
our business following its integration into our national footprint of distribution
centers by adding new customers in this space and more fully penetrating existing
customers. ‘

Gross margin in the quarter was 19.4% versus 18.4% in the prior year. The 100 ba-
sis point improvement was reflective of higher Specialty gross margins and fuel
surcharges offsetting increased fuel costs, as well as our continued focus on pass~
ing through cost of goods inflation. Gross margin net of specialty was 15.6% versus
15.13 in the prior year.

Inflation during the quarter was 7.48%, primarily driven by increases in bulk
grains, pasta, and dairy and perishable. On the product side, sales of bulk grains,
cereals, baking supplies, and shelf stable products had double-digit growth while
general merchandise including personal care, paper and plastic goods, household
cleaners, pet food, and bottled water had declines. All indicative of a shift in
consumer behavior that retail towards less expensive, more value-oriented products.

Operating expenses in the quarter were 16.4% versus 15.1% in the prior year. In-
creases in expenses during the quarter were driven by 10 basis points of fuel in-
creases and nonrecurring expenses of 29 basis points in the quarter versus 31 basis
points in the prior year.

CapEx during the quarter was approximately $11 million. We are now operating from
our Moreno Valley, California, facility. Our York, Pennsylvania, facility is near-
ing completion and will be online in January. In addition, we announced earlier
that our corporate headquarters would be moving to a renovated facility in Provi-
dence, Rhode Island. We expect to take occupancy during early summer 2009.

We have also previously announced our intention to build a distribution center in
Texas. This is expected to begin in calendar year 2009. Once Texas and a Connecti-
cut facility expansion are completed we will have a fully built-out national struc-
ture providing us with the ability to compete on 4 national scale with the most
cost-efficient platform in the industry. Additionally, we expect CapEx to moderate
substantially following completion of these construction projects.

During the last two months I have traveled the US visiting UNFI customers, suppli-
ers, and associates. We are a passionate group. Strategically during the next year
UNFI will be focused on continuing to be the leader in the organic naturals supple-
ment space while integrating Specialty and working diligently to acquire new con-
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ventional organic supplement and Specialty customers.

In addition, we will be reviewing how UNFI utilizes its national scale to take ad-
vantage of efficiencies and the implementation of some common metrics that ensure
the highest level of service while more effectively managing return on capital. We
will also focus on building market share in our existing customer base by utilizing
our industry-leading divisions, Select Nutrition and Albert's Organics.

UNFI also will further enhance its commitment to alternative energy, sustainabil-
ity, and the environment. I look forward to scheduling an investor meeting and tour
at our new York, Pennsylvania, facility during late spring 2009.

Looking ahead we are cautiously optimistic. Top-line revenue, while strong in the
first quarter, has softened during the first weeks of November. While fuel costs
and interest expense have moderated, we remain concerned about continued top-line
revenue growth across all of our channels of distribution. We will continue to be
vigilant in controlling our expenses and monitoring the economic environment and
its implications on our business. Based on current trends we remain comfortable
with our earnings estimates through the second quarter of our fiscal year.

Now I would like to turn the call over to our CFO, Mark Shamber.

MARK SHAMBER, CFO, UNITED NATURAL FOODS: Thanks, Steve, and good morning and wel-
come to everyone listening in on the call and the webcast. As Steve mentioned, net
sales for the first quarter were $864.2 million which represented an increase of
$127.8 million over last year's first quarter net sales of $736.4 million resulting
in sales growth for the quarter of 17.4%. Excluding the impact of the acquisition
of UNFI Specialty Distribution Services, net sales grew by $74.7 million, or 10.1%,
to $811.1 million.

For the first quarter of fiscal 2009 the Company reported net income of $13.2 mil-
lion, or $0.31 per diluted share, a decrease of approximately 2% over the prior
year. Net income for the first quarter of fiscal 2008 was $13.6 million, or $0.32
per diluted share. Excluding approximately $0.03 of dilution associated with UNFI
Specialty, net income would have been $14.7 million, or $0.34 per diluted share, an
increase of approximately 8% over the prior year.

Gross margin for the quarter was 19.4%, which represents a 99 basis point increase
from the first quarter of fiscal 2008, which had a gross margin of 18.4%, anda 12
basis point decline from the previous quarter. The year-over-year gross margin im-
provement is due to a combination of improved gross margins at our Specialty Divi-
sion, higher fuel surcharge revenues, and increased focus on efficiencies such as
forward buying by our purchasing teams.

It's important to note that the recent declines in fuel prices will result in
lower fuel surcharge revenue going forward, which will negatively impact gross mar-—
gin. As a reminder, the offsets for our fuel surcharge revenue are outbound fuel
costs that are reflected within operating expenses on our income statement.

Operating expenses for the first quarter were 16.5% of sales compared to 15.1% for
the same period last year, a 138 basis point increase. During the quarter we in-
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curred $2.5 million, or approximately 29 basis points in nonrecurring expenses and
startup costs associated with our new facilities in Moreno Valley, California, and
York, Pennsylvania. We expect to incur nonrecurring expenses at a similar level to
che first quarter in Q2 as we prepare to move to our York, Pennsylvania, facility
from our New Oxford, Pennsylvania, facility in mid-January 2009.

The incremental cost of fuel for the quarter had a negative impact of 10 basis
points in operating expenses in comparison to the first quarter of fiscal 2008, as
fuel represented 110 basis points of distribution net sales in the quarter. Sequen-
tially, fuel declined by 29 basis points over the fourth quarter of fiscal 2008.
Fuel costs in the first quarter declined by approximately 16% from our fourth fis-
cal quarter to a national average price of $3.86 a gallon using the Department of
Energy's weekly prices, which represent an increase of approximately 30% over the
prior year average for the first quarter of $2.97 a gallon.

Share-based compensation during the quarter was approximately $1.7 million, or 20
basis points, compared to $1 million, or 14 basis points, in the prior year. Oper-
ating income for the quarter was 2.9% on a GAAP basis, a 39 basis point decline
over the prior year's fourth quarter operating income of 3.3%. Adjusting for the
costs associated with the Moreno Valley and York facilities, operating income would
have been 3.2% for the first quarter of fiscal 2009.

Our effective tax rate for the quarter ended October -- I'm sorry, November 1,
2008, was 39.6%. The increase in the tax rate for fiscal 2009 is due to the prior
year yielding a benefit related to tax credits associated with our solar panel in-
stallation projects at both our Rocklin, California, and Dayville, Connecticut,
distribution facilities. ,

Our inventory was at 56 days for the first quarter, above our target range of 47
to 50 days and an increase of five days in comparison to the prior year. Our higher
inventory levels at the end of the quarter were due to the inventory build that is
currently in process for the mid-January opening of our York facility, as well as
our continued efforts to work down inventory levels in our Moreno Valley facility
following its opening in September. ,

In addition, this year we have a higher inventory build out our Specialty Divi-
sion, which was not part of the Company in the first quarter of fiscal 2008, as the
holidays in the second quarter represent Specialty's peak periods.

We expect to work our inventory levels down towards the high end of our target
range by the end of the second fiscal quarter. DSO for the first quarter was at 20
days, favorable to our target range of 22 to 25 days and a one-day improvement over
the prior year. Capital expenditures were $11.4 million, or 1.32% of net sales, for
the three months just ended which is slightly below our target spending.

At this time we continue to expect our CapEx to be in line with our previously an-
nounced guidance of $55 million to $62 million as we look to relocate from our ex-
isting Pennsylvania facility to a new facility in January 2009 and we continue to
evaluate potential facility sites in the Texas market.

At $3.4 million, interest expense reflected an 18% increase on a year-over-year
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basis due to higher debt levels associated with the prior year acquisition of UNFI
Specialty, partially offset by lower interest rates during the quarter.

The Company's outstanding commitments under our amended and restated credit facil-
ity as of November 1 were approximately $321.7 million with available liquidity of
$85.8 million including cash and cash equivalents. Our leverage as of the end of
the first quarter was approximately 3.1 times based on a trailing 12 months, while
our return on capital was approximately 10% and our return on equity was 10.3%.

At this time, I would like to turn the call over to our Chair of the Board, Mi-
chael Funk.

MICHAEL FUNK, CHAIRMAN, UNITED NATURAL FOODS: Thank you, Mark. I just want to make
a couple of final comments. The Board is very pleased with the results of this
quarter, especially considering the challenges of this economic environment. In ad-
dition, we are also very pleased with the progress of our leadership transition,
which began in mid-September and has gone very smoothly.

Now we would like to open up for any questions that you may have for us. Operator?

OPERATOR: (Operator Instructions). John Heinbockel, Goldman Sachs.

JOHN HEINBOCKEL, ANALYST, GOLDMAN SACHS: Steve, a couple of things. You talked
about the softness in November. How broad-based is that if you look at your distri-
bution channels, you look at geography, you look at product categories? Fairly
broad-based or is it more concentrated?

STEVE SPINNER: No, I think generally speaking we are seeing the softness across
all the channels. Obviously we have some product categories that are increasing. I
mentioned that in the commentary a little bit; some categories that are decreasing.
But generally speaking, there was an overall softening in November across supple-
ments, produce, and organic & natural.

JOHN HEINBOCKEL: Is it significant enough where you need to do something different
tactically or not that -- it's not that material?

STEVE SPINNER: You know it's premature I think, John, for us to make that kind of
a judgment. We have seen a lot of volatility in the sales, swings up-and-down week-—
to-week. We really want to take a look and see what happens over the holiday sea-
son. ,

Thanksgiving is a week later this year. We want to see what happens between
Thanksgiving and Christmas before we were really in a position to give a real good
feel for where we see sales going throughout the rest of the year.

So in answer to your question, right now we are pretty comfortable with the pro-
jects we have going on. We are not in a position to modify those as of yet.

JOHN HEINBOCKEL: Sort of as a follow-up to that, how do you think moderating in-
flation is going to play through the P&L next year? When do you think that is going
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to happen? I assume you will think it will be a little bit of a benefit, but where
is it going to be a benefit on the P&l and when do you think that takes place?

STEVE SPINNER: Well, number one we have seen elevated inflation now for a while.
Our hope is that we are seeing the last of the supply to manufacture catch up in
this quarter with the hope that inflation will start to trail off in the third
quarter. It seems unlikely, I mean, with everything that is going on that we would
have these kind of unprecedented levels of inflation continue beyond that.

JOHN HEINBOCKEL: Do you think manufacturer trade spend goes up and promotions go
up and that is how you capture it?

STEVE SPINNER: I'm sorry, say that again, John?

JOHN HEINBOCKEL: Do you think manufacturer trade spending ox promotional activity,
as opposed to list price reductions, that is how it will play out and that is how
you will see it?

STEVE SPINNER: Yes.

JOHN HEINBOCKEL: All right. Then, finally, you mentioned forward buying. How big
an issue is that? Because I know one of the things for the traditional guys they
have said because of just-in-time inventory and changes in manufacturing behavior,
you are just not seeing as much forward buying opportunity as before. Was that sig-
nificant or pretty modest?

STEVE SPINNER: No, we haven't seen that. We are taking a look at the entire sup-
ply-chain model as we speak, as it relates not only to forward buy but the way we
go to market with our suppliers across the country, what kind of value proposition
we provide them. All those things are taking place and they are in the very begin-
ning phases. But specifically answering your question regarding forward buys, we
haven't seen a lot of change there yet.

JOHN HEINBOCKEL: All right, thanks.

OPERATOR: Greg Badishkanian, [BD Company] .

GREG BADISHKANIAN, ANALYST, BD COMPANY: Great. Thanks. Just a few questions, just
on the slowness that you saw the last month or so. What does your 2009 guidance as—
sume for organic sales growth as well as just for fuel price surcharges and those
types of items?

STEVE SPINNER: Well, I mean, I would say that the organic sales growth -- we had
this last quarter or -- our first quarter was the only quarter where we were going
to still have the benefit of the Specialty year-over-year. So I think if you backed
that out it would give you an organic growth in the range of I think it's 8.5% to
10.5%, 9% to 11%, something in that range. So that is what we had from an organic
standpoint. No additional customers, etc., built-in from that perspective.

Then with respect to the fuel surcharge, I think we have talked about it before is
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that in a rising environment we gain additional revenue which helps us on the gross
margin side with -- as the fuel surcharge increases. But it only covers a portion
of the cost and so it's maybe a 70% to 80% recovery on the rising fuel prices as we
don't pass that on completely to our customers. So in a declining environment we
nave the reverse benefit where there may be a 20% to 30% tailwind for each dollar
drop in fuel prices.

Imean, ultimately, on fuel the hope is that it's neutral; in a rising or a fal-
ling market that the expense and the charge offset one another.

GREG BADISHKANIAN: Right. Good. Looking at when you jook at sort of your branded
food business you look at the Millbrook business, I know it's a tough environment
for, in terms off from a liquidity perspective. But is there -- do you think there
might be some acquisition opportunities over the next 12 months?

Are you having companies come to you that might be good brands to fit into your
businesses? Is that something you are looking at? And are the take-out multiples
that are in the industry have they come down similar to what the public market
valuations have come down as well?

MARK SHAMBER: Yes, I mean as it relates to brands, we continue to make small
brands acquisitions. As a matter of fact, we just completed one; we will probably
do another one or two. They tend to be smaller very accretive deals that are a
great addition to our Blue Marble Brands program.

As it relates to the overall acquisition market, we haven't seen a lot of activity
so I really can't comment on whether the multiples have come down. I can tell you
from our perspective that it would be nice to take a little bit of a breather to
really make sure that Specialty gets integrated before we take another jump into an
acquisition of significance. However, if the opportunity was presented to us we
would take a look at it.

GREG BADISHKANIAN: Right, good. Maybe just a little bit on some of the opportuni-
ties --Millbrook in terms of gaining new supermarket business because now you have
a full platform of products, a whole portfolio of products. Just some color on that
in terms of what the opportunities are.

MARK SHAMBER: Yes, clearly, that is one of the most significant opportunities we
have as a company, not only in Specialty but in customers that buy specialty, natu-
ral, and organic more in the conventional space or the mass market space. And that
is where we are putting a lot of effort towards to significantly grow our share in
those categories of customers and I feel pretty confident that it's going to hap-
pen. I don't want to comment as to when, but we are putting a lot of effort into
it.

GREG BADISHKANIAN: Great. Thank you very much.

OPERATOR: Edward Aaron, RBC Capital Markets.

ED AARON, ANALYST, RBC CAPITAL MARKETS: Great, thanks, good morning. A couple of
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questions. So if fuel stays where it is xight now it seems possible for you to
maybe come up short on your sales guidance for the year but still hit earnings. And
in that scenario what would you think is kind of a minimum level of sales that you
would need to still meet your earnings guidance?

STEVE SPINNER: That is a great question and that is one that we have obviously
spent a lot of time talking about. With the sales softening, based upon what we see
today we still think our numbers are attainable. We have got a couple of things
moving in our direction ~- fuel interest, expense control, being able to increase
our market share in some of the customers I just talked about. So I think you are
right, should the sales soften to a much greater degree, well, I guess that will be
a conversation we will have at the next quarterly call.

ED AARON: If I were to assume that organic or internal sales growth over the next
three quarters is in kind of the mid to high single-digit range, do you think in
that scenario your earnings guidance would be achievable based on what you know to-
day?

MARK SHAMBER: Yes, I think in that scenario we still feel that we could achieve
it. As you mentioned there is a number, and Steve responded, there are a number of
different levers that we could pull. And so in that sort of scenario we would still
feel comfortable with the guidance.

ED AARON: Thanks. Then on Millbrook, so it looks like adjusting for the extra
weight that you had last quarter it looks like sequentially the sales might have
been a little bit lower. But I am just trying to understand how much of that would
be seasonality versus any incremental weakness in that business. Then similarly how
should we think about seasonality of that business in the current quarter?

STEVE SPINNER: I will give you kind of two comments on that. Number one, we did
see that the Specialty business softened a little bit sooner than the business in
the other channels. Two, the biggest sales softness in Specialty when you look at
year-over-year was resulting from a group of supermarkets that we sold last year
that closed. So it wasn't a business loss, it was just that those supermarkets
closed. That represented the largest portion of the decline year-over-year.

But, clearly, the greatest opportunity for us is to obviously take market share in
the Specialty channel.

ED AARON: Right. Okay, and then last question just on the fuel surcharges. So you
mentioned that it hurts the gross margin as the surcharges come out, but it seems
like there is -- from a timing perspective there is -- you kind of get a benefit
because there is a lag period between when the fuel prices come down and when the
surcharges come down. So in that first one or two quarters initially will it hurt
the gross margin over the next one or two quarters or is it more two or three quar-
ters down the road?

MARK SHAMBER: It certainly benefited us this quarter as prices started to decline,
but we are working with our -- in order to try and work with our customers to be
more timely, both on the increasing prices as well as when prices decline, we are
looking at changing the frequency with which the fuel surcharge is adjusted.
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And as a result of that I would say that in the second and the third quarter and
going forward that it will have, certainly in this price environment with oil at
$52 a barrel, I think that you will see much more of an impact on the gross margin
this quarter than you might have had we not made that change.

STEVE SPINNER: We are looking at adjusting the fuel surcharge more on lines of
lixe a four- or five-week basis than sort of a trailing three-months basis which we
have been using before.

ED AARON: Do you have a sense of whether your competitors are doing the same
thing?

STEVE SPINNER: I do not know from that standpoint I couldn't answer that for you.
But we think it's the right thing to do, particularly with the rate at which we
have seen prices decline recently.

ED AARON: Very good. Thanks, guys.

OPERATOR: Andrew Wolf, BB&T Capital Markets.

ANDREW WOLF, ANALYST, BB&T CAPITAL MARKETS: Good morning. A couple of follow-ups.
First on Ed's questions and in relation I think Mark to your prepared comments. You
still expect to gain back some of the, I think you said 20% to 25% if I remember,
of the -- here in the deflationary period for fuel that you essentially ate on the
way up, right?

MARK SHAMBER: Correct.

ANDREW WOLF: And just help us do the math, I have been looking at trying to figure
out how many gallons you guys use a year. Is it about 9 million to 10 million gal-
lons of diesel fuel per year? Is that a good ballpark guesstimate?

STEVE SPINNER: I would say that it's in the range, Andy. I mean it certainly is
changing all the time, particularly as we relocate facilities. We make -- we con-
tinue to make efforts to reduce our consumption. I would say it has probably hov-
ered in that range consistently for the last two or three years.

ANDREW WOLF: Thank you. And on the sales, how much does the late Thanksgiving fac-
tor into potentially things not being quite as -- the slippage not being what you
think? I mean, do you have any sense? Last week must have been really down because
the year-ago was probably the biggest shipping week of the year. So is it really, I
mean, do you really have valid information to work off or do you need to see this
week?

MARK SHAMBER: See that is the reason why we really don't want to comment on the
sales number because you are exactly right. We really want to wait until we see
this week as well as the next couple of weeks up until Christmas before we can
really feel like we have enough information to get to an intelligent basis for how
we look at sales moving forward.
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ANDREW WOLF: Then I guess a lot of the food at home retailing space is doing bet-
ter; people are preparing more at home. Thanksgiving shouldn't be any different. Do
you have any sense how this week might look for the retailers or on your shipping
side?

STEVE SPINNER: Not at this point.

ANDREW WOLF: Okay, and Steve, I wanted -- both in the press release and in your
remarks you know you guys are sounding increasingly bullish about getting new cus-
tomers as an integrated company with Specialty. Is that more of informed, if you
will, from things you are seeing out in the field and hearing from your sales
pitches? Or is it more just internally, like the integration is finally where it
should be and you feel you are prepared to go to market with a persuasive sales
pitch?

So is it more evidence that people are listening to what you are saying or is it
more you just feel like you are ready to go to market?

STEVE SPINNER: I think it's both. I mean I think people -- you know, the reason
why we bought the Specialty is because our customers told us that they wanted us to
sell it to them. We needed the year to get that business turned around, start the
integration, make sure our service level was good before we really wanted to go in
front of them to tell them we were ready.

We are now going in front of them to tell them we are ready. So, again, we have
got that process and that project resourced up and we are out there making the
calls. I am out there making the calls and it's very important for us to land some
new business in that space,

ANDREW WOLF: And just a quick follow-up. I mean, I think you have alluded to this
but is there a structural advantage for UNFI that is part of either pricing or ser-
vice levels? What are you saying that distinguishes UNFI from some of the competi-
tors that a retailer is going to really get interested in?

STEVE SPINNER: I think the answer is that number one we have the most robust dis-
tribution network, so when you look at where our DCs are we can do it more effi-
ciently from a cost perspective than most, if not all. Secondly, I don't think
there is anybody that competes with us on an SKU to SKU on the natural organic
space. So for the retailer that really has a commitment to being in the natural and
organic business, we carry 20,000-plus line items. So that is a tremendous point of
differentiation.

But I would tell you that the biggest reason is that if you look at our distribu-
tion network, the way we can go to market throughout the United States and cover
all of our customers' facilities without running thousands of miles, we are the one
that can do it.

ANDREW WOLF: So does that translate into a better dead net cost delivery or just a
better service levels or both?
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STEVE SPINNER: It's all of the above.

ANDREW WOLF: Okay, thanks.

OPERATOR: Scott Van Winkle, Canaccord Adams.

SCOTT VAN WINKLE, ANALYST, CANNACORD ADAMS: Sorry, can you hear me guys?

STEVE SPINNER: Yes, Scott.

SCOTT VAN WINKLE: I guess for you, Mark, when you think about inflation does that
include fuel surcharges?

MARK SHAMBER: No.

SCOTT VAN WINKLE: So you would add that on top of inflation? That is really kind
of an inflation measure, wouldn't it be?

MARK SHAMBER: It would be, but I mean depending on where the prices increase and
the timing of how the quarter had been on a trailing basis, it doesn't always work
itself out to be a fair reflection. If there is a week that changes -- if there is
a week that moves us from one bracket to the next by a penny and then it jumps
right back down, it sort of becomes a false measure for that quarter.

So I mean there are some aspects off it, if you were looking at the fuel overall,
but from the surcharge and the way it's calculated it doesn't have as much validity
by virtue of how we put it in place.

SCOTT VAN WINKLE: Okay. On the private-label side, can you see into your customers
to identify if there is any change in mix towards private label. Obviously we hear
it from your largest customer, but I am wondering from the supermarket side if you
see that. We hear certainly a lot of talk about it on the conventional side.

STEVE SPINNER: No, I don't think so. We are not handling that for them so I don't
know that we would have that same visibility other than if we were to see any
changes in our growth with them.

SCOTT VAN WINKLE: Okay, great. Thank you very much.

OPERATOR: Scott Mushkin, Jefferies & Co.

BAKLEY SMITH, ANALYST, JEFFERIES & CO.: Hi, guys. This is Bakley Smith filling in
for Scott today. I just wanted to talk about real quickly your cash levels. How do
you feel about -- I understand that you have had to build out some inventory levels
with the expansion or new facilities etc. Talk to us a little bit about the $7.5
million as of the end of 10 as it compares historically and how you feel about
that.
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MARK SHAMBER: Honestly, the cash at any point in time that we have on hand isreally a reflection when we have LIBOR strips expiring that we can pay down the
debt. So you know if you look at the fact that at year- end we were at $25.3 mil-
lion, we would have had less cash on hand if there had been a LIBOR strip expiring
that last day versus the current scenario.

So we tend to look more at our availability and liquidity from that standpoint
versus the straight cash, as we are a net debtor. From that particular standpoint,
this is -- the first quarter is generally our high water mark for the year, so you
see that from a standpoint of the increased inventory levels in a general sense.
Then, obviously, with Moreno Valley opening and York preparing to open we have got
additional inventory on hand.

So if I look at it from that perspective, we will continue to work our inventory
levels down. The back half of the year is really where we generate a lot of the
free cash flow that we have, whether we put it to CapEx or yield free cash flow. So
from where we stand right now I am very comfortable with the levels that we are at.

BAKLEY SMITH: Okay. I guess we have kind of hit on the diesel ~- I did have a
question about diesel, but it sounds like the benefits from lower diesel costs are
more in the future than you would have seen in the recent quarter. So is that the
message I am getting?

MARK SHAMBER: Yes, if you look at where the prices were we were still up year-
over-year in diesel prices.

BAKLEY SMITH: Okay. And just I know that no one changed their contracts around
this time of year, but do you have any previews or insight into how contract nego-
tiations are going as we get into the first calendar quarter of '09?

STEVE SPINNER: Nothing we really would comment on.

BAKLEY SMITH: Okay. Well, thanks very much.

OPERATOR: Bob Cummins, Shields & Company.

BOB CUMMINS, ANALYST, SHIELDS & COMPANY: Thanks very much and good morning, every-—
body. I wanted to get a little more detail, a little more flavor for your Specialty
business. To what extent does their distribution extend across the country or do
they just market in certain regions?

What went wrong following the acquisition that resulted in the disappointing earn-
ings some how and what are you doing to get that business straightened out? Specif-
ics steps that you have been taking that are obviously having some impact now. Fi-
nally, maybe you could just give us a little more insight into how that business
may be integrated over time into your mainstream operations?

STEVE SPINNER: Let me start with that and then I will have Mark step in and give
you a little bit more on the history. As I said a little while ago, Bob, for us to
be a player in the conventional retail space, mass market space, those retailers
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really demanded that they buy natural and organic and specialty from one supplier.
Up until the Specialty acquisition, UNFI obviously was the leader in the natural
and organic space but didn't have any specialty business. So strategically long-
term we needed to be in the specialty business and this acquisition represented a
great opportunity for the Company to get into it.

I will jump forward a little bit to where we are now and then I think Mark can
give you a little bit more color around the dilution in the first year. Where we
are today is we have that business stabilized, our service level is very high. We
feel pretty optimistic that we are doing a great job with the customer base that we
have and we are talking to a lot of customers on the natural and organic side about
adding Specialty to our mix, as well as taking on new customers that are not cur-
rently with UNFT.

From an integration perspective, we will have our first fully-integrated UNFI
Natural, Organic, and Specialty building in York, Pennsylvania, and we expect that
integration to be completed in April of 2009. We currently have a facility in Flor-
ida where we are carrying the specialty product with our natural and organic. How-
ever, those two are on different systems right now. Once we get finished with the
York, Pennsylvania, IT integration we will then move into Sarasota, Florida, and
make sure that they are on one system as well.

The idea and the project will bring us towards integrating all of our Specialty
DCs into our existing UNFI Natural and Specialty Distribution Centers within about
18 months. Once we do that we will be in a great position to really handle distri-
bution of all those products in a very, very cost effective way.

Right now Specialty is primarily in the eastern half of the US. However, we just
finished a building in Moreno Valley, California, which is Southern California. We
have some room at some of our other facilities in the West, so the intent would be
to fairly aggressively move Specialty into the West with the acquisition of a new
customer in that market. I will turn it over to Mark and he can give you a little
bit more color around it.

MARK SHAMBER: Sure. Bob, I think we have got over it on some of the previous
calls, but the short version is that the transaction dragged on longer than we
would have liked. And so the business that was cash starved when the transaction
was closed, it was a bit worse than we had anticipated at that point. We felt after
three or four months in that we needed to make some changes with the management
team and go in a different direction from an integration standpoint.

And so what that basically did is put us about four to six months behind our
original integration plan, which led to the dilution extending out beyond the end
of fiscal '08 and into the second and third quarter of fiscal '09 which is roughly
where we anticipate we would be back at breakeven with Specialty for this year. So
I think that the business they just did not have a lot of free working capital to
invest in inventory and their service level suffered as a result. That obviously
impacted the customers and led to some of the customer losses when we took over the
business.

BOB CUMMINS: Okay, that is very helpful. Thank you.
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OPERATOR: Meredith Adler, Barclays Capital.

MEREDITH ADLER, ANALYST, BARCLAYS CAPITAL: Thank you. I would like to actually go
back to a question that was asked earlier by John Heinbockel, just talking about
some of the impact of inflation. I think there was commentary about vendors provid-
ing more promotional allowances perhaps to offset the fact that the prices haven't
come down as quickly as commodity costs have. But I wasn't sure I understood to
what extent are you getting promotional allowances?

It's certainly for some of the big branded products, not Natural, Organic, or Spe-
cialty, they are not going to have their costs come down or their prices come down
for a while. So you seem optimistic that that will happen pretty soon. So could you
just talk a little bit more about that?

STEVE SPINNER: Well, I think what maybe we were trying to get across, Meredith, is
that we have seen that -- we expect that the inflation levels will start to miti-
gate going into the third quarter. The way the question was posed I think that you
are very unlikely that you are going to see that the manufacturers lower their
prices. So if demand softens at that point or continues to be soft, what we are
more likely to see is additional promotional offerings in order to drive sales from
the manufacturers' standpoint.

And so that is when we would expect to see similar levels or increased levels,
perhaps, on a forward buying opportunity. But that is sort of the direction that we
were going in trying to answer that question.

MEREDITH ADLER: Okay, that makes more sense. Just I guessa follow up with that,
you say that most of the opportunities in forward buy. Do they also actually pro-
vide you funds, co-op advertising, or promotions or anything like that that you
would share with your customers?

STEVE SPINNER: Yes, I mean there are a variety of different marketing initiatives
and advertising programs that are in place. It varies by manufacturers to which a
program they feel works best for them.

MEREDITH ADLER: Great. Thank you very much.

OPERATOR: (Operator Instructions). Andrew Wolf, BB&T Capital Markets.

ANDREW WOLF: Thank you. Looking at this quarter's operating expenses and looking
at prior quarters and taking out the extra week, it looks like it's the first quar-
ter in a forever where your, actually your operating expenses sequentially, espe-
cially going from the fourth to the first quarter were flat to down. That strikes
me as a very good thing.

Is that, Steve, what you are talking about with some expense disciplines or is
that more to do with some costs that were just heavy in 04 or heavy last year that
aren't in '09?
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STEVE SPINNER: You know, Andy, I don't know that there was so much from an expense
control standpoint. But we are at a scenario now where the Sarasota facility has
been open for over a year, once we got into the middle of the first quarter. The
Portland facility at this point is coming up on, depending on which month of the
quarter anywhere from seven to nine months.

So I think it's a scenario where we have started to alleviate some of these fa-

cilities where we were overcapacity and operating inefficiently and yielding the
benefits of some of the build out that we had. I think those are some of the bene-
Fits that we have had.

The other piece, as we talked about last quarter, is that where we were with the
Specialty division is that we felt we had the gross margin at the level that it
needed to be at but there was still expenses to get out from the system there. And
so the improvement that we have seen from a dilution tends to be more on the oper-
ating expense side related to Specialty than improvement in gross margin.

MARK SHAMBER: We did go through a fairly significant expense reduction in Spe-
cialty. I am not sure if that is in the comparable periods that Andy is looking at,
but --.

ANDREW WOLF: Okay. So it sounds like it's a combination of structurally the Com-
pany is just much more efficient as it builds out and some of it's Specialty being
less dilutive. To that are you still -- I didn't hear this and if you did say it, I
apologize -- but are you still at a $0.06 budget for the year for Specialty dilu-
tion and pretty much to let the run rate to breakeven by 04?

MARK SHAMBER: Yes, and I think that as Steve mentioned in the press release, I
think we are very happy with the progress that we saw this quarter. We think we are
still on track for that.

ANDREW WOLF: The last housekeeping item is on the distribution centers, I think
you had talked about $0.10 or $0.11, some number like that, impacting this year. It
looks like it's $0.035 so far. Could you give us a sense if that is still the num-
ber? It sounds like Texas, you may or may not -~ it has a little effect, but when
is the big load for York? Is it in the second quarter?

MARK SHAMBER: It's in the second quarter, so if we were to go back to year-end, I
had given at that time an estimate of $0.03, $0.04, $0.01, $0.02 as to how I
thought it would play out over the four quarters. There was a little more of a load
in the first quarter and I think the second quarter will be relatively consistent.
So if you say it was close to $0.035 this quarter, I think it would be similar for
the second quarter.; instead of being $0.04 maybe a little bit less than that in
the second quarter. But yes at this point I would say we are still on track for
roughly $0.10 for the year.

ANDREW WOLF: That would mean Texas you start to spend some money that impacts 04?

MARK SHAMBER: Yes, at this point I would say that is still on track. We have
talked that Texas could slide into fiscal 2010. But at this point I don't think we
would be changing that so we would still have it in 2009.
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ANDREW WOLF: Thanks.

OPERATOR: At this time there are no further questions. I would like to turn it
back to management for any closing remarks. -

STEVE SPINNER: Thank you. I want to once again thank you for joining us this morn-
ing. Despite the challenges we all face in these difficult times, UNFI will execute
its Long-term core strategies for growth. Thank you for your continued interest in
UNFI and have a great day.

OPERATOR: Thank you, sir. Ladies and gentlemen, if you would like to listen to a
replay of today's conference please dial 1-800-405-2236 or 303-590-3000 using the
access code of 11122176 followed by the pound key. HCT would like to thank you for
your participation on today's conference. You may now disconnect.
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Learn About the Nutritional Supplements in the U.S., Third Edition

LONDON, UNITED KINGDOM 10/09/08 LONDON, UNITED KINGDOM, October 9 / MARKET WIRE/ --

Reportlinker.com announces that a new market research report related to the Vita-
mins - Supplements industry is available in its catalogue.

Nutritional Supplements in the U.S., Third Edition

nttp: //www.reportLinker .com/p096420/Nutritional-Supplements~in-the-US-Third-
Edition. html

Economic downturn of 2008 notwithstanding, the U.S. market for nutritional supple-
ments is poised for healthy growth, with sales forecast to climb 39% from 2007 to
2012 to reach $8.5 billion, following a major rebound in 2006-2007.

Helping to protect the category as consumers tighten their discretionary spending
belts are the strong preventive health care angle of supplements and the market's
sizeable component of better-off demographics including aging Baby Boomers. Nutri-
tional Supplements in the U.S. reports on numerous other positive factors also at
play, including industry efforts to promote supplements as more essential than ever
in weak economic times since they can help to avert the need for much costlier pre-
scription drugs and medical treatments, bolstered product credibility as a result
of the newly implemented federal GMP (Good Manufacturing Practices) and AER (ad-
verse event report) requirements, increased industry self-regulation, and a steady
stream of innovative new products targeting an ever broader range of increasingly
specific conditions-especially the many age-related issues of aging Boomers and
seniors.

This’ Packaged Facts report examines the U.S. market for nutritional supplements
sold to consumers through the entire retail spectrum, including vitamins, minerals,
herbals, homeopathics and combination products. The report provides extensive re-
tail sales breakouts, past and future, along with a thorough examination of market
drivers, the competitive situation, marketer and brand shares, marketing trends,
and consumer trends, including health, wellness and dietary patterns and interest
in nutraceutical foods and beverages.
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Special features of Nutritional Supplements in the U.S. include a detailed exami-
nation of sales and market share trends in the natural supermarket channel, and of
condition-specific products in myriad mass-market segments including joint, cal-
cium, childzen's, eye, energy, heart, men's, women's, brain, digestive and cos-
metic. The report also covers topics including organic and "green" appeals, product
customization and global trends.

Using Information Resources, Inc.'s InfoScan Review data, the report quantifies
sales and marketer/brand shares across four mass-market categories (General Supple-
ments, Multivitamins, 1 & 2 Letter Vitamins, and Liquid Vitamins), while using
SPINSscan reporting to quantify sales and brand shares through natural supermarkets
for two classifications (Vitamins & Supplements and Herbals & Homeopathics). Sim-
mons Market Research Bureau and BIGresearch consumer survey data form the basis of
an in-depth examination of product and brand penetration levels, while also explor-
ing consumer attitudes toward nutritional supplements vis-a-vis related trends such
as preventive health care, healthy eating and the economy. The report also quanti-
fies new product introductions based on Datamonitor's Productscan Online tracking
service and extensive Internet canvassing, and profiles selected marketers of nu-
tritional supplements including Alacer Corp. (Emergen-C), Bayer (One-A-Day ), GNC,
NBTY (Nature's Bounty) and Nature's Way.

Chapter 1: Executive Summary Market Definition Scope of Report Exclu-
sions Product Categories and Classifications Report Methodology The Market Retail
Sales Reach $6 Billion in 2007 Mass-Market Sales Turn Around Natural Supermarket
Sales at $1.2 Billion in 2007 Figure 1-1: Comparative Sales Growth of Nutritional
Supplement Sales by Channel: Mass-Market, Natural Supermarket, Overall: 2005-2006
vs. 2006-2007 (percent) General Supplements Dominate Mass-Market Sales Condition-
Specific Products Gaining Ground Market Outlook The Marketers Competitive Overview
Natural Product Marketers Private-Label Share Declines from 2003 to 2007 NBTY and
Pharmavite Make Big Market Gains Condition-Specific Products Charting Healthy
Growth Top Brands in the Natural Supermarket Channel Figure 1-2: Market Share of
Vitamins/Supplements in the Natural Supermarket Channel: Top Five Brands Combined
vs. All Other, 2005-2008 (percent) New Product Trends Supplement Introductions
Surge, Then Dive "Natural" and "Upscale" the Most Frequently Seen Claims Macro
Trends Supplements Marketers Offering More Bang for the Buck Enzymatic Therapy
Launches Certified Organic Supplement Superfood Supplements Competing with Func-
tional Foods Kids Supplements Filling in Dietary Gaps Cosmeceuticals Promise Beauty
in a Bottle Consumer Trends 56% of Adults Use Supplements Figure 1-3: Percent of
Adults Using Nutritional Supplements, 2003-2008 (U.S. adults) Fish Oil/Omega 3
Supplements Posts Biggest Usage Gains Top Brand Lines Are Multivitamins Faith and
Doubt on Supplement Efficacy Supplement Users Proactive About Healthcare 40% of
Supplement Users Are Boomers Other Key Demographic Groups Chapter 2: Introduction
Market Definition Scope of Report Exclusions Product Categories and Classifica-
tions Vitamins Minerals Supplements Product Classifications Mass-Market Chan-
nel Natural Channel Combination Formulas Other Product Classifications Single-
Element vs. Multivitamin/Mineral Synthetic vs. Natural Demographic Segmenta-
tion Delivery Systems Industry Regulation FDA and DSHEA Oversee Supplements Indus-
try The Nutrition Labeling and Education Act (NLEA) Qualified Health Claims RDAs,
RDIs, DRVs and DVs The Dietary Supplement Health and Education Act DSHEA Remains
FDA Focus, Evolves FDA Releases Good Manufacturing Practices for Dietary Supple-
ments Congress Passes Adverse Event Reports (AER) Bill CRN Spearheading Industry
Self-Regulation Chapter 3: The Market Market Size and Growth Retail Sales Reach $6
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Billion in 2007 Table 3-1: U.S. Retail Sales of Nutritional Supplements, 2003-
2007 (in millions of dollars) Mass-Market Sales Turn Around Table 3-2: Mass-Market
Sales of Nutritional Supplements, 2003-2007 (in millions of dollars) General Sup-
plements Category Leads Mass-Market Recovery Table 3-3: Mass-Market Sales of Nutri-
tional Supplements: By Product Category, 2003-2007 (in millions of dollars) Table
3-4: Annual Dollar Growth/Decline in Mass-Market Sales of Nutritional Supplements:
By Product Category, 2004-2007 (in millions of dollars) Table 3-5: Annual Percent~
age Growth/Decline in Mass-Market Sales of Nutritional Supplements: By Product
Category, 2004-2007 (percent) Natural Supermarket Sales at $1.2 Billion in 2007 Ta-
ble 3-6: Natural Supermarket Sales of Nutritional Supplements, 2005-2007 (in mil-
Lions of dollars) Figure 3-1: Comparative Sales Growth of Nutritional Supplement
Sales by Channel: Mass-Market, Natural Supermarket and Overall: 2005-2006 vs.
2006-2007 (percent) Market Composition General Supplements Dominate Mass-Market
Sales Figure 3-2: Share of Mass-Market Sales of Nutritional Supplements by Product
Category, 2003 vs. 2007 (percent) Condition-Specific Products Gaining Ground Table
3-7: Mass-Market Sales and Market Share of Condition- Specific Supplements, 2003-
2007 (in millions of dollars and percent) Joint Supplements Surpass Calcium Sup-
plements Children's Supplements on the Ups Double-Digit Growth in Eye and Energy
Supplements Heart Supplements Chart Fastest Rate of Growth Women's Supplements Lose
Ground Trends in Brain, Digestive and Cosmetic Supplements Figure 3-3: Share of
IRI-Tracked Sales of Nutritional Supplements: By Condition-Specific Type, 2003 vs.
2007 (percent) Table 3-8: Mass-Market Sales of Condition-Specific Supplements: By
Product Type, 2003-2007 (in millions of dollars) Table 3-9: Annual Dollar
Growth/Decline in Mass-Market Sales of Condition-Specific Supplements: By Product
Type, 2003- 2007 (in millions of dollars) Table 3-10: Annual Percentage
Growth/Decline in Mass- Market Sales of Condition-Specific Supplements: By Product
Type, 2003-2007 (percent) Natural Supermarket Channel Trends: Vitamins/Supplements
Is Larger Classification Figure 3-4: Share of Natural Supermarket Sales of Nutri-
tional Supplements by Classification, 2005-2007 (percent) Supplement Oils Lead
Vitamins/Supplements Classification Table 3-11: Sales of Top Five Selling Vita-
mins/Supplements Categories in the Natural Supermarket Channel, 2005-2007 (in mil-
lions of dollars and percent) Table 3-12: Share of Sales of Top Five Selling Vita-
mins/Supplements Categories in the Natural Supermarket Channel, 2005-2007 (per-
cent) Table 3-13: Top Five Vitamins/Supplements Growth Categories in the Natural
Supermarket Channel, 2005-2007 (in millions of dollars and percent) "Other Herb-
als" Dominate Herbals/Homeopathics Classification Table 3-14: Dollar Sales of Top
Five Selling Herbals/Homeopathics Categories in the Natural Supermarket Channel,
2005-2007 (in millions of dollars and percent) Table 3-15: Share of Dollar Sales
of Top Five Selling Herbals/Homeopathics Categories in the Natural Supermarket
Channel, 2005-2007 (percent) Table 3-16: Top Five Herbals/Homeopathics Growth
Categories in the Natural Supermarket Channel, 2005-2007 (in millions of dollars
and percent) Supermarkets Lead in Supplement Sales Figure 3-5: Share of U.S. Nu-
tritional Supplement Sales by Retail Outlet Type, 2008 (percent) Market Outlook
Macro Trends Economy Overshadows Health as Major Concern Table 3-17: Percentage of
Adults with Little or No Confidence in Short-Term Prospects for the Economy, April
2003-April 2008 (U.S. adults) Purchasing Patterns Already Shifting Figure 3-6:
Producer Price Index for Nutritional Supplements, 2002-2008 Table 3-18: Percentage
of Adults Who Are More Practical or Realistic in Their Purchases, Month Over
Month: October 2007-April 2008 (U.S. adults) Table 3-19: Adults Who Plan to De-
crease Spending by Age Range Year Over Year: April 2003-April 2008 (percent) In-
dustry Working to Position Supplements as Necessities Health Concerns Impact
American Diets Supplement Users Especially Interested in Preventive Health Table
3-20: Use of Nutritional Supplements by Strong Agreement with Selected Psycho-
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graphic Statements, 2008 (percent and index of US adults) Ongoing Competition from
Functional Foods The Natural/Organic Connection Supplements Go Green Aging Baby
Boomers an Underpinning Market Force Figure 3-7: Percent of Adults Using Nutri-
tional Supplements: By Age Bracket, 2008 (U.S. adults) Figure 3-8: Number of
Adults Using Nutritional Supplements: By Generational Cohort, 2008 (percent of to-
tal U.S. adult users) Table 3-21: Projected U.S. Population by Age Bracket, 2007-
2015 (in thousands) Supplement Efficacy Still Being Challenged Looking Ahead
Short-Texm Success Tied to Economic Trends Growing Interest in Private Label Fewer
Convenience Packs, More "Family Size" Containers Condition-Specific Trend Beget-
ting Genetic Customization Opportunities in Sleep Disorders, Stress Reduction Boom-
ers Will Ensure Steady Growth Green Packaging Projected Market Growth: Sales to
Reach $8.5 Billion by 2012 Table 3-22: Projected U.S. Retail Sales of Nutritional
Supplements, 2007-2012 (in millions of dollars) International Perspective Asia-
Pacific the Top Region Worldwide Herbal Market Size and Growth Opportunities for
U.S. Marketers China Bastern Europe Brazil India Global Outlook Chapter 4: The
Marketers Competitive Overview Natural Product Marketers Direct Marketing Companies
NBTY Wins Bid on Leiner Health Products GNC Acquired by New Private Equity Firm
Bayer HealthCare Acquires Citracal Trends in Private Label Private-Label Share
Declines from 2003 to 2007 Figure 4-1: Private-Label Share of Mass-Market Sales of
Nutritional Supplements by Category: 2003 vs. 2007 (percent) Table 4-1: Mass-
Market Sales of Private-Label Nutritional Supplements by Category: 2003 vs. 2007
(in millions of dollars and percent) Category Cross-Over and Line Extensions Con-
sumer Advertising Themes and Promotions Trade Support Retail Channel Trends Su-
permarkets Focus on Health/Wellness Natural Grocers Continue to Extend Reach, hed
by Whole Foods GNC Retooling for Future Growth Table 4-2: The U.S. Market for Nu-
tritional Supplements: Selected Leading Marketers and Brands, 2008 Marketer and
Brand Shares Methodology NBTY and Pharmavite Make Big Gains NBTY Leads in General
Supplements Multivitamins Category a Two-Horse Race Pharmavite, Private Label Domi-
nate in 1 & 2 Letter Vitamins Liquid Supplements Category Highly Fragmented Table
4-3: Top Twenty Marketers of Nutritional Supplements by Dollar Sales and Share of
IRI-Tracked Sales, 2003 vs. 2007 (in millions of dollars and percent) Table 4-4:
Top Twenty Nutritional Supplement Brands by Dollar Sales and Share of IRIi-Tracked
Sales, 2003 vs. 2007 (in millions of dollars and percent) Table 4-5: Top Marketers
and Brands of General Supplements by IRI-Tracked Sales and Market Share, 2007-2008
(in millions of dollars and percent) Table 4-6: Top Marketers and Brands of Multi-
vitamins by IRITracked Sales and Market Share, 2007-2008 (in millions of dollars
and percent) Table 4-7: Top Marketers and Brands of 1 & 2 Letter Vitamins by IRI-
Tracked Sales and Market Share, 2007-2008 (in millions of dollars and percent) Ta-
ble 4-8: Top Marketers and Brands of Liquid Vitamins by IRI-Tracked Sales and Mar-
ket Share, 2007-2008 (in millions of dollars and percent) Focus on Condition-
Specific Products Condition-Specific Products Charting Healthy Growth Table 4-9:
Mass-Market Sales and Market Share of Condition- Specific Products by Type, 2003
vs. 2007 (in millions of dollars and percent) Osteo Bi-Flex on Top in Joint Health
Supplements Table 4-10: Mass-Market Sales and Market Share of Joint Supple-
ments, 2007-2008 (in millions of dollars and percent) Caltrate No. 1 in Calcium
Supplements Table 4-11: Mass-Market Sales and Market Share of Calcium Supple-
ments, 2007-2008 (in millions of dollars and percent) Children's Supplements Led
by Bayer's Flintstones Table 4-12: Mass-Market Sales and Market Share of Children's
Supplements, 2007-2008 (in millions of dollars and percent) Bausch & Lomb Domi-
nates in Eye Care Supplements Table 4-13: Mass-Market Sales and Market Share of Eye
Care Supplements, 2007-2008 (in millions of dollars and percent) Chaser 5 Hour En-
ergy a Big Hit in Energy Supplements Table 4-14: Mass-Market Sales and Market Share
of Energy Supplements, 2007-2008 (in millions of dollars and percent) NBTY's Q-
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Sorbd Out Front in Heart Health Supplements Table 4-15: Mass-Market Sales and Market
Share of Heart Supplements, 2007-2008 (in millions of dollars and percent) One-A-
Day a Strong No. 1 in Men's Supplements Table 4-16: Mass-Market Sales and Market
Share of Men's Supplements, 2007-2008 (in millions of dollars and percent) Women's
Supolements Target Menopausal and Prenatal Health Table 4-17: Mass-Market Sales and
Market Share of Women's Supplements, 2007-2008 (in millions of dollars and percent)
Sales Trending Down in Brain Health Segment Table 4-18: Mass-Market Sales and Mar-
ket Share of Brain Health Supplements, 2007-2008 (in millions of dollars and per-

Digestive Health Supplements Going Strong Table 4-19: Mass-Market Sales and
t Share of Digestive Health Supplements, 2007-2008 (in millions of dollars and

percent) Olay Losing Ground in Cosmetic Supplements Segment Table 4-20: Mass-Market
Sales and Market Share of Cosmetic Supplements, 2007-2008 (in millions of dollars
and oercent) Diabetes Support Supplements Still a Tiny Segment Focus on Natural Su-
permarket Brands Natural Supplement Sales Up 6.5% in 2008 Figure 4-2: Natural Su-
permarket Sales of Nutritional Supplements, 2007 vs. 2008 (in millions of dollars
and percent) Top Five Brands Account for One~Fifth of Sales in Vita-
mins/Supplements Classification Figure 4-3: Market Share of Vitamins/Supplements
in the Natural Supermarket Channel: Top Five Brands Combined vs. All Other, 2005-
2008 (percent) Table 4-21: Market Share of Top Five Brands of Vitamins/Supplements
in the Natural Supermarket Channel, 2005-2008 (percent) Table 4-22: Sales of Top
Five Brands of Vitamins/Supplements in the Natural Supermarket Channel, 2005-2007
(in millions of dollars) Table 4-23: Sales of Top Five Brands of Vita-
mins/Supplements in the Natural Supermarket Channel, 2007-2008 (in millions of
dollars) Top Five Brands Claim One-Third of Sales in Herb-
als/Homeopathics Classification Figure 4-4: Market Share of Top Five Brands of
Herbal/Homeopathic Supplements in the Natural Supermarket Channel, 2005-2008 (per-
cent) Table 4-24: Sales of Top Five Brands of Herbal/Homeopathic Supplements in
the Natural Supermarket Channel, 2005- 2007 (in millions of dollars) Table 4-25:
Sales of Top Five Brands of Herbal/Homeopathic Supplements in the Natural Super-
market Channel, 2007~ 2008 (in millions of dollars) Chapter 5: Competitor Profiles
Competitor Profile: Alacer Corp Company Overview The Alacer Product Lineup Emergen-
C Sales Post Double-Digit Gains Figure 5-1: Alacer Corp. Mass-Market Sales Growth,
2003- 2008 (in millions of dollars) Website, Promotions Focus on Feeling Good
Emergen-C in a Bottle Competitor Profile: Bayer Corp Company Background One-A-Day:
Chasing the Top Spot in Multivitamins Figure 5-2: Share of One-A-Day Multivitamin
Sales by Variety, 2003 vs. 2008 (percent) One-A-Day Original a Big Winner Table 5-
1: Mass-Market Sales of Selected One-A-Day Products, 2007-2008 (in millions of
dollars) Competing for Seniors, Kids Citracal Gives Bayer Additional Market Clout
Table 5-2: Timeline of Selected One-A-Day New Product Introductions, 2005-2008
Competitor Profile: GNC Corp Company Background A History of Acquisitions Navigat-
ing Troubled Financial Waters On the Right Track with Rite Aid Redesigned GNC
Stores on the Way International Expansion Competitor Profile: NBTY, Inc. (Nature's
Bounty) Company Background Spate of Acquisitions Fuels Growth More Than Nature's
Bounty Figure 5-3: Share of NBTY Brand Sales, 2003 vs. 2008 (percent) Looking Ahead
Competitor Profile: Nature's Way Company Background A Company of Firsts Small Com-
pany, Big Growth Potential Figure 5-4: Nature's Way Share of Natural Supermarket
Sales of Herbal/Homeopathic Supplements, 2005-2008 (percent) Chapter 6: New Prod-
uct Trends Supplement Introductions Surge, Then Dive Table 6-1: Number of Nutri-
tional Supplement New Product Reports and SKUs, 2003-2008 (number) "Natural" and
"Upscale" the Most Frequently Seen Claims Table 6-2: Top Package Tags/Claims for
New Nutritional Supplement Products, 2003-2007 (number) Figure 6-1: High-Growth
Nutritional Supplement Package Tags/Claims, 2007 vs. 2003 (number) Macro Trends
Homing in on Age 50 Trends in Joint and Bone Health Supplements Calcium Products
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Flagging Heart Health Supplements Going Strong Pharmavite Parlays in Choles-
terol-Lowering Ingredient Pantesin Other Heart Supplements Still Relying on CoQ-
10 and EFAs Eye Care Supplements Getting More Scientific Support Bladder Health
Supplements Join Aging-Related Pack Obesity Epidemic Spurs Interest in Diabetes
Support Products Supplements Marketers Offering More Bang for the Buck Non-
Supplement OTC Health Brands Crossing Over Supplement Customization Reaches New
Levels Hispanic-Specific Supplements Alternate Delivery Systems Tout Efficacy,
Novelty Drinkable Supplements Gummies and Gels Sprays and Mists Chocolate and
Clay Easier to Swallow Despite Fuzziness of Term, "Natural" Still Going Strong
Enzymatic Therapy Launches Certified Organic Supplement Homeopathic Products Popu-
lar Despite Critics Superfood Supplements Competing with Functional Foods The
Success of the Superfruit Probiotics, Prebiotics and Enzymes Target Digestive
Health Kids Supplements Filling in Dietary Gaps Cosmeceuticals Promise Beauty in a
Bottle Women's Supplements Losing Steam Supplements "To Go" Chapter 7: Consumer
Trends Introduction Notes on Simmons Data 56% of Adults Use Supplements Figure 7-1:
Percent of Adults Using Nutritional Supplements, 2003-2008 (U.S. adults) Fish
Oil/Omega 3 Supplements Posts Biggest Usage Gains Figure 7-2: Top Types of Nutri-
tional Supplement by Usage Rates, 2003 vs. 2008 (percent of U.S. adults) Top Brand
Lines Are Multivitamins Figure 7-3: Top Nutritional Supplement Brand Lines by Usage
Rates, 2003 vs. 2008 (percent of U.S. adults) Table 7-1: Overview of Nutritional
Supplement Usage, 2008 (percent and number of U.S. adults) Consumer Psychographics
Faith and Doubt on Supplement Efficacy Figure 7-4: Percentage of Adults Agreeing or
Disagreeing with Statement, "Vitamins/Minerals Make a Difference," 2008 (U.S.
adults) Figure 7-5: Percentage of Supplement Users Agreeing or Disagreeing
with Statement, "Vitamins/Minerals Make a Difference," 2008 (U.S. adult users of
supplements) Figure 7-6: Percentage of Daily Supplement Users Agreeing or Disagree-
ing with Statement, "Vitamins/Minerals Make a Difference," 2008 (U.S. adult users
of supplements) Supplement Users Proactive About Healthcare Stronger Skews for Spe—
clalized Products A Taste for Alternatives An Ounce of Prevention Branded vs.
Private Label Table 7-2: Overall Psychographic Indicators for Nutritional Supple-
ment Users, 2008 (percent and index of U.S. adults) Table 7-3: Attitudes Toward
Product Efficacy Among Nutritional Supplement Users, 2008 (percent of U.S. adults)
Table 7-4: Overall Psychographic Indicators for Daily Users of Nutri-
tional Supplements, 2008 (percentages and number of U.S. adults who
use supplements daily) Table 7-5: Top Psychographic Indicators for Nutritional
Supplement Usage by Product Type, 2008 (percent and index of U.S. adults) Table 7-
6: Top Psychographic Indicators for Nutritional Supplement Usage by Brand, 2008
(percent and index of U.S. adults) Consumer Demographics Age Is Leading Demographic
Indicator Figure 7-7: Percent of Adults Using Nutritional Supplements: By
Age Bracket, 2008 (U.S. adults) 40% of Supplement Users Are Boomers Figure 7-8:
Number of Adults Using Nutritional Supplements: By Generational Cohort, 2008 (per-
cent of total U.S. adult users) Usage Edging Up Within Age Brackets Figure 7~9:
Percent of Teens Using Nutritional Supplements, 2008 (U.S. children age 12-17) The
Gender Gap Supplement Socio-Economics Patterns by Product Type Patterns by Brand
Line Diverse Skews for Organic Products and Online Research Figure 7-10: Demo-
graphic Indicators for Purchasing Organic Nutritional Supplements, May 2008 (index
and percent of U.S. demographic groups) Figure 7-11: Demographic Indicators for Re-
searching Medicines and Supplements Online, June 2008 (index and percent of U.S.
demographic groups) Table 7-7: Nutritional Supplement Usage: Overall Demographic
Patterns, 2008 (percent, number and index of U.S. adults) Table 7-8: Percentage of
Adults Using Nutritional Supplements: By Age Bracket, 2003 vs. 2008 (U.S. adults)
Table 7-9: Percentage of Adults Using Nutritional Supplements: By Age Bracket, Men
vs. Women (U.S. adults) Table 7-10: Indices for Adult Use of Nutritional Supple-
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ments: By Educational Attainment and Household Income, 2003 vs. 2008 (U.S. adults}
Table 7-ll: Demographics for Those Using Nutritional Supplements Once or More
Daily, .2008. (percent, number and index of U.S. adults) Table 7-12: Top Demographic
Indicators for Nutritional Supplement Usage by Product Type, 2008 (percent and in-
dex of U.S. adults) Table 7-13: Demographic Indicators for Nutritional Supplement
Usage by Brand or Brand Line, 2008 (percent and index of U.S. adults) Appendix:
Addresses of Selected Marketers

To order this report:

Nutritional Supplements in the U.S., Third Edition

http: //www.report linker. com/p096420/Nutritional~Supplements-in-the-US-Third-
Edition. html

More market research reports here!

Contacts:

Reportlinker.com
Nicolas

US: (805) 652-2626 or Intl: +1-805-652-2626
Email: nbo@reportlinker.com
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Section: Expanded Reporting

USC School of Dentistry researchers uncover benefits of aspirin for treating
osteoporosis

University of Southern California

Researchers at the University of Southern California, School of Dentistry have un-
covered the health benefits of aspirin in the fight against osteoporosis.
Forty-four million Americans, 68 percent of whom are women, suffer from the debili-
tating effects of osteoporosis according to the National Institute of Health. One
out of every two women and one in four men over 50 will have an osteoporosis—
related fracture in their lifetime (see also University of Southern California).

This latest study identifies aspirin's medicinal role on two fronts. In mice, the
drug appears to prevent both improper bone resorption and the death of bone-forming
stem cells. The findings will be published in PLoS ONE
http: //www.plosone.org/doi/pone.0002615 on Wednesday, July 9.

An aspirin regimen appears to help mice recover from osteoporosis in two useful
ways, striking a balance between bone formation and resorption, according to Asso-
ciate Professor Songtao Shi and Research Associate Takayoshi Yamaza of the USC
School of Dentistry's Center for Craniofacial Molecular Biology (CCMB).

The silent disease affects both men and women. In women, bone loss is greatest dur-
ing the first few years after menopause. Osteoporosis occurs when bone resorption
(loss of bone) occurs too quickly or when formation (replacement) occurs to slowly.

According to Shi, the removal of the ovaries and the resulting decrease in estrogen
induces osteoporosis in mice, much like the onset of the disease in post-menopausal
women. It is commonly thought that T-lymphocytes, a type of immune system cell,
play a pivotal part in this process by over-activating osteoclasts, the bone cells
that reabsorb bone material from the skeleton. Most current osteoporosis therapies
aim to curb overactive osteoclasts.

However, there seems to be another side to the T-lymphocytes', or T-cells', role in
osteoporosis, Yamaza says. While the immune cells typically attack disease cells
and other foreign entities, the T-cells can mistakenly attack healthy stem cells.
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"after infusing the mice with T-cells, the T-cells impaired the function of bone
marrow mesenchymal stem cells as well as caused osteoclast numbers to increase," he
says.

The bone marrow mesenchymal stem cells, or BMMSC, differentiate to become many daif-
ferent cells including osteoblasts, the cells responsible for bone formation. If
this processed is impaired by T-cells, bone formation cannot keep up with bone re-
sorption caused by osteoclasts, and bone mineral density decreases — the hallmark
of osteoporosis that leads to skeletal structural deterioration and fractures.

An aspirin regimen has been linked in earlier epidemiological studies to better
bone mineral density, but the mechanisms of its interactions in regards to bone
health had not yet been studied extensively, Shi said.

"We've shown how aspirin both inhibits bone resorption and promotes osteoblast for-
mation," Shi says.

Another exciting aspect of the aspirin treatment is that the dose administered to
the mice in order to increase their bone mineral density is the same as that of a
typical human aspirin regimen when adjusted for body weight differences, he adds.
While the species difference is still a factor, the results are promising.

"When we gave a large amount of aspirin to the mouse by injection, it did not
work," Shi says, "but when we gave a low dose in the mice's water for a long period
of time, similar to a human dosage, the bone mineral density increased."

Shi and Yamaza hope that their work will translate into new clinical strategies for
osteoporosis.

"We have opened a door,” Shi says. "We hope other scientists can confirm what we've
found and move the treatment forward."

The use of aspirin offers hope to patients and doctors searching for a potential
alternative to bisphophonates currently being used as a means of prevention and
treatment for osteoporosis. This latest study opens up the possibility that aspirin
some day will not only be prescribed to ward off heart disease but also
osteoporosis.
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Aspirin may help fight against osteoporosis

Report from Asian News International brought to you by HT Syndication.

Washington, July 10 ~~ An aspirin a day may keep osteoporosis at bay, at least
that's what a new research suggests.

Researchers at the University of Southern California, School of Dentistry have un-
covered the health benefits of aspirin in the fight against osteoporosis, which af-
fects men and women alike.

The study identifies aspirin's medicinal role on two fronts.

In mice, the drug appears to prevent both improper bone resorption and the death of
bone-forming stem cells.

According to Associate Professor Songtao Shi and Research Associate Takayoshi Ya-
maza of the USC School of Dentistry's Center for Craniofacial Molecular Biology
(CCMB), an aspirin regimen appears to help mice recover from osteoporosis in two
useful ways, striking a balance between bone formation and resorption.

In women, bone loss is greatest during the first few years after menopause. Osteo-
porosis occurs when bone resorption (loss of bone) occurs too quickly or when for-
mation (replacement) occurs to slowly.

According to Shi, the removal of the ovaries and the resulting decrease in estrogen
induces osteoporosis in mice, much like the onset of the disease in post-menopausal
women.

It is commonly thought that T-lymphocytes, a type of immune system cell, play a
pivotal part in this process by over-activating osteoclasts, the bone cells that
reabsorb bone material from the skeleton. Most current osteoporosis therapies aim
to curb overactive osteoclasts.

However, there seems to be another side to the T-lymphocytes', or T-cells', role in
osteoporosis, Yamaza says.

© 2009 Thomson Reuters. No Claim to Orig. US Gov. Works.

B00420



7/10/08 HINDUTIMES(No Page) Page 2

While the immune cells typically attack disease cells and other foreign entities,
the T-cells can mistakenly attack healthy stem cells.

"After infusing the mice with T-cells, the T-cells impaired the function of bone
marrow mesenchymal stem cells as well as caused osteoclast numbers to increase," he
said.

The bone marrow mesenchymal stem cells, or BMMSC, differentiate to become many dif-
ferent cells including osteoblasts, the cells responsible for bone formation.

If this processed is impaired by T-cells, bone formation cannot keep up with bone
resorption caused by osteoclasts, and bone mineral density decreases - the hallmark
of osteoporosis that leads to skeletal structural deterioration and fractures.

An aspirin regimen has been linked in earlier epidemiological studies to better
bone mineral density, but the mechanisms of its interactions in regards to bone
health had not yet been studied extensively, Shi said.

Another exciting aspect of the aspirin treatment is that the dose administered to
the mice in order to increase their bone mineral density is the same as that of a
typical human aspirin regimen when adjusted for body weight differences, he adds.

While the species difference is still a factor, the results are promising.

The study will be published in PLoS ONE.

Published by HT Syndication with permission from Asian News International.
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HEALTH BRIEFS: Fasprin, helps prevent blood clots

Fasprin helps prevent blood clots

Fasprin, a new form of low-dose aspirin that quickly dissolves on the tongue and is
absorbed by blood vessels lining the mouth, is being promoted for its heart~-
health benefits . Studies show aspirin makes blood cells less sticky and
helps prevent blood clots that can cause heart attacks and strokes.

What is it? Fasprin is an 81 milligram aspirin that dissolves in your mouth, not in
your stomach, so that it enters the blood stream in three to five minutes instead
of the usual 20 to 30 minutes.

What are the advantages? Fasprin is easy to take, requires no water, is quickly ab-
sorbed and does not irritate the stomach lining.

Children, teenagers and pregnant women should not take aspirin products. Check with
your doctor before taking any medication.

Suggested retail price is $5.99 for a 30-tablet package.

Heal faster with hypnosis

News flash: 15 minutes of hypnosis can reduce post-surgery pain.

Mesmerizing news for breast cancer patients: Just 15 minutes of hypnotherapy can
reduce the amount of anesthesia needed during surgery and the pain, nausea and fa-
tigue afterward. Doctors at New York's Mount Sinai School of Medicine gave 200
women preoperative hypnosis or psychological consultation and also found the hypno-
sis patients were out of surgery 11 minutes earlier on average.

Find a licensed hypnotherapist at asch.net.
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Double your fat loss

Team up for a fast, fun way to get fit and slim down.

ing the grass instead of pounding the pavement could help you lose twice the
ight, reports a University of Copenhagen study.

Male couch potatoes who played soccer 3 times a week for 1 hour lost nearly 8
cunds of fat in 12 weeks, while those who jogged as often lost just 4. They also
acted their workouts as easier -- when you're focused on the ball, you don't notice

Low Nard you're running.

Find a league near you at active.com.

The number of calories burned playing soccer for 1 hour: 476.
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Aspirin Foundation of America Welcomes Finding that Aspirin Reduces Risk of Stroke
Among Women

WASHINGTON March 9 WASHINGTON, March 9 /PRNewswire/ -- The Aspirin Foundation of
America (AFA) today welcomed results of the federally-funded Women's Health Study,
which found that aspirin significantly reduced the risk of stroke in women. Stroke
is the third leading cause of death among women in the US, according to the
American Heart Association. 

Specifically, the study reported a 24 percent reduction in the risk of an ischemic
stroke. Ischemic strokes account for over 80 percent of all strokes.

Aspirin Foundation of America

The Women's Health Study of nearly 40,000 women over a period of 10 years is the
largest study to date to examine the health effects of aspirin among women. The
results were released March 7, 2005, by the New England Journal of Medicine.

Regarding the study's findings on heart health for women under 65, the AFA said it
is important to note that the study involved apparently healthy women. Those con-
sidered to be at a higher risk of a heart attack -- which include women 65 years of
age and older -- were found to have benefited from taking aspirin. This finding is
consistent with previous recommendations by the FDA, the American Heart Association
and the governmment-sponsored US Preventive Services Task Force that aspirin therapy
should be considered for both men and women who are at an increased risk of suffer~

ing a heart attack.

The findings are particularly important for women because women suffer more strokes
than heart attacks in comparison to men. As a result, low-dose aspirin therapy was
said by lead researcher Julie Buring, ScD, of Brigham and Women's Hospital, to have
"important public health implications."

"This is an important study that confirmed previous findings of aspi-
vin's health benefits in preventing strokes and heart attacks among those who are
at risk," said Thomas E. Bryant, MD, president of the AFA. "These findings will
improve health care for women and will help save women's lives by assisting primary
care physicians in prescribing an effective treatment plan.”
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As with all medications, the AFA recommends that all patients considering aspirin
therapy consult with their physician.

CONTACT: Caroline Perrin, +1-800-432-3247, for the Aspirin Foundation of
America
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