


PowerCap Delivers Nutrients, Flavor, & Color To

The Consumer At The Poeint Of Consumption

‘ Fusion Opportunities

Infuse with tablets.



INTRODUCING!

Interactive cap that releases ingredients
with a twist of the wrist.

Innovation
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PowerCap Provides Distinct Technical &
Marketing Advantages
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Consumers See lhe Value Of PowerCap
Innovation
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Flavor Options

- Flavors:
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PowerCap Boosted Products Cani Reach
Consumers In A Variety Of Forms
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Market Data Supports TThe Current Strength &
Potential Of Functional Beverages
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Growth of non-dairy functienal beverage market (source: Datamonitor)

Functional Beverages

$2.7B USD

1998 2003 20038 CAGR '98-°03 CAGR '03-'08
$5.1B USD | $7.4B USD 13.2% 7.8%

| % total functional

18% 19%

14%
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An Educated Consumer Base Is Seeking More
Targeted Nutrition Solutions
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LHL Has Develeped A Range Of Brand Entities
That Target Different Segments Of The Market

Inu.
*Green tea based - '

beverage
*Mass/Natural
distribution
*Enhance benefits of |
green tea with other i
high profile actives

Nutrelle™
*Health & Beauty
positioning
“Alternative
distribution model
*Trace/Zessence flavor
& color profile

Healthy Twist™
=Mass oriented distribution
*Natural focus
*Marriage of trend flavors &
focused active ingredients




Healthy Twist Is A Natural & Kosher Brand
Providing A Line Fecused Well Being Beverages
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Healthy Twist: Slim-Twist Brand Concept

Psst, here’s some disclosure - if you have zero interest in bulge bat-
{ling, portion control, or increasing lean body mass, you may want to
iry one of our other great tasting beverages — unless of course, you
are a big lemon chamomile fan...which we agree, tastes awesome.
However, if you want to help your bedy to maintain its peak shape
and in a healthy & satisfying way, make our Slim-Twist part of your
day (along with a healthy diet & exercise)! The proprietary blend in

Lemon c h amom i le Slim-Twist has been shown to:

N\ = + curb appetite” + promote healthy serotonin levels*
.SprerL'lﬂfqlax. CHROMEMATE® * bum Fat* * help maintain normal cholesterol levels*
. -t + reduce body weight 3-times greater than diet & exercise alone*

™
HEALTHY % '
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Help your body out.

CHROMEMATE'
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Healthy Twist: Body Smart Brand Concept

Help your body out. MEAL REPLACEMENT.

w Looking great on the outside doesn't always lead to taking care
of your insides! Sacrifice the pounds....but not the nutrition

Body Smart gives back the essential vitamins, minerals, & nutri-
n ents that your body is craving — while delivering a great taste for
BOC[V Smart your own!
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Supplemen

Serving Size: 1 cap (~1300mg) %
Serving per container: 1 [

Biotin (USP)

othenic Acid (as D-Calcium Pantothenate, USP)

Vitamin D3 (as Cholecalciferol) 140 m (as Calcium Potassium Phosphate Citrate)

Vitamin E (as acetate, USP-FCC)
~0.51U

Iron (Ferrous Sulfate, Dried, USP)

Vitamin K1 (as Phytonadione) lodine (as Potassium iodide, USP-FCC)

Vitamin B1 (as Thiamin Mononitrate,

Zinc (as Zinc Sulfate, Dried, USP)
USP-FCC)

Vitamin B2 (as Riboflavin, USP-FCC) Selenium (as Sodium Selenite)

Niacin (as Niacinamide, USP) 5 25% Copper (as Copper Gluconate, USP) 0.5 25%
Vitamin B6 (as Pyridoxine HCI, USP) 0.5 25% Chromium (as Chromium Chloride, USP) 0.030 25%

Vitamin B12 (as Cyanocobalamin, 0.0015 25%
AquaEssentials Antioxidant Blend 20.5 N/A

Aloe Vera (spray dried)
Citrus Bioflavonoid Complex

Grape Seed Extract

Green Tea Extract (90% polyphenols, >45% EGCG)
Lutein

Lycopene

Other Ingredients: Fibersol 2, maltodextrin, citric acid, Natural Apple Flavor, Natural Pomegranate Flavor,
Natural & Artificial Cranberry Flavor, FD&C Red #40, Sucralose, Acesulfame K




rving Size: 500ml
ing per container: 1

Amount/ serving

Vitamin B1
USP)

3mg 200%

Riboflavin (USF 3.6mg 200%

Niacin (as Niacinamide, USP 40mg 200%

Vitamin B6 (as Pyridoxine 4mg 200%
Folic Acid (USP-FCC) 0.8mg 200% B
Vitamin B12 (as Cyanocobalamin, 6mcg 100%
\L}i?Zt)'nin C (as Ascorbic Acid, USP-FCC) 300mg 500%

Other Ingredients: maltodextrin, citric acid, Natural Canteloupe Flavor,
FD&C Yellow #6, Sucralose, Acesulfame K, Natural Lemon Flavor




Supplement

Serving Size ap (~1300mg)

Protein 0g

‘amount/ serving

D-Calcium Pantothenate (Vitamin B5) 10

Vitamin E (as acetate) 6

Thiamine Mononitrate (Vitamin B1) 1.5 100%
Riboflavin (Vitamin B2) 1.4 100%
Niacinamide (Vitamin B3) 20 100%
Vitamin B6 (as Pyridoxine HCI, USP) 2 100%
Vitamin B12 (as Cyanocobalamin, USP) 0.006 100%

Other Ingredients: maltodextrin, citric acid, Natural Lemonade Flavor, Sucralose, Beta
Carotene Color, Aspartame, Silicon Dioxide




;J-.' Amount/ serving
14mg

Vitamin B6 (as F 1.4mg 70%

Vitamin B12 (as C 2.1mcg 35%

Vitamin B5 (as D-Ca m Pantothen: 3.5mg 35%

Amount/ serving %RDI
Caffeine (Anhydrous USP) 75 mg NA
D-Glucuronolactone 140 mg NA
Taurine 525 mg NA
Inositol 52.5mg NA

Other Ingredients: water, Natural Tea Concentrate, maltodextrin, Natural and Artificial Mango
Flavor, citric acid, Sucralose, Acesulfame K




Sodium 0mg

Sugars 0g

Protein Og

Ingredients: Citric Acid, Malic Acid, Natural and Artificial Flavors, Erythritol, Lime Juice
Concentrate, Ascorbic Acid, Lactic Acid, Aspartame, Acesulfame Potassium, FD&C Yellow
No. 5, FD&C Blue No. 1, Tricalcium Phosphate




Other Formulations
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