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Company Profile: 

LifeVantage Corporation, a dietary 

supplement company, manufactures, 

markets, distributes, and sells dietary 

supplements in the United States and 

internationally. The company primar-

ily offers Protandim, a patented die-

tary supplement that increases the 

body’s natural antioxidant protection 

by inducing protective enzymes, in-

cluding superoxide dismustase and 

catalase. It sells its products primarily 

through its network marketing chan-

nel. LifeVantage Corporation was 

founded in 2003 and is headquartered 

in San Diego, California. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFOinterviews.com 

 

CEOCFO: Mr. Robinson, you are 

fairly new as CEO of LifeVantage; 

how did you become involved with the 

company and what attracted you? 

Mr. Robinson: I was an outside di-

rector on the Board of Directors, and 

have been since early 2010. There-

fore, as you would expect, I am very 

familiar with all things LifeVantage; its 

operations, its market possibilities, 

and it’s incredibly bright future!.  

 

CEOCFO: LifeVantage has been in a 

transition phase; how is the change 

developing? 

Mr. Robinson: It is going very well. 

Of course, I am biased, but change is 

underway as we speak. I have been 

here officially since mid-March. What 

is unique about this transition and I 

think bodes very well for the future of 

LifeVantage is that mutually with 

David Brown the former president and 

CEO of LifeVantage, we as a Board 

late last year agreed that for us to be 

best positioned to continue on an ex-

plosive growth trajectory, we needed 

David to focus solely on the network 

marketing operations of Life Vantage. 

David graciously agreed and em-

braced that notion late last year and 

that really set in motion the need for a 

new CEO for the firm. The Board set 

about that search as I said, late last 

year. We concluded the search and 

selection process in early March of 

this year and I was named the firm’s 

CEO. It is a rather unique opportunity 

to work closely with David. He has a 

tremendous depth and knowledge of 

all things LifeVantage; our science, 

our distribution network, and he en-

joys a fantastic relationship with our 

distributors. He now gets to spend 

100% of his time focused solely on 

the growth and development of our 

network marketing channel. He and I 

will be very much partnering in the 

management of LifeVantage going 

forward. We are very much looking 

forward to that. 

 

CEOCFO: What is it that you bring to 

the table that will make a difference at 

LifeVantage and what is your vision? 

Mr. Robinson: I can answer your 

two-part question this way. My health-

care management background goes 

back almost twenty-five years. 

LifeVantage is a company whose 

value proposition is centered on help-

ing people improve their health and 

well-being. My background is very 

extensive in healthcare from a health-

care management standpoint and a 

strategic and tactical delivery stand-

point, which is why I was asked to join 

the Board a year and a half ago. Fur-

ther, I have been a CEO of a health-

care company for almost four years 

and I bring management depth, finan-

cial and fiscal responsibility and disci-

pline. 

 

We are at a very unique time in 

LifeVantage’s maturation. We are 

growing very fast, both top-line and 

bottom-line. We are growing geo-

graphically into new markets and we 

have in front of us the opportunity to 

expand our product line as well. All of 

that growth spells tremendous oppor-

tunity, but it also demands very strin-

gent and disciplined management; 

something that I clearly bring to the 

table. We have to make the right 



moves and we have to execute in an 

absolute excellent manner and I am 

convinced that we will do that. I am 

very much looking forward to guiding 

that and working closely with the 

management team at LifeVantage at 

accomplishing all of those goals going 

forward. 

 

My vision for the future is pretty 

straight-forward. It starts first and 

foremost with profitable growth. We 

are a publicly traded company, so we 

have our shareholders to be ever 

mindful of and responsible to. I am 

going to sheppard that growth in a 

profitable and responsible manner. As 

I have said already several times in 

this short interview, we have tremen-

dous opportunities in front of 

us, we must make the right 

decisions and execute in a 

very disciplined manner. I 

am convinced that we are 

going to have significant 

growth, profitable growth, 

and a prosperous future in 

front of us. We also have to 

expand our product offer-

ings, but in doing so, remain 

focused on our approach. 

We are a science-based 

company. Our future prod-

ucts will maintain our focus 

of attacking oxidative stress, 

but to a broader audience – 

whether that’s in new coun-

tries or in new markets/end-

users such as domestic pets.  

 

CEOCFO: LifeVantage is in the 

health and wellness category as a 

science based Nutraceutical Com-

pany, how does that help you and how 

does it make a difference to the com-

pany? 

Mr. Robinson: It is incredibly impor-

tant and I am glad you asked the 

question because I look at LifeVan-

tage as being absolutely a science-

backed, science-based, company. 

When I was first asked to consider 

joining the Board nearly a year and a 

half ago, it was the rich history and 

evolution of our science-backed prod-

ucts, namely Protandim, that initially 

grabbed my attention. I knew then 

that LifeVantage was truly on to 

something BIG. Our science goes 

back forty years. Dr. McCord, our 

Chief Scientific Officer is someone 

that I have enjoyed spending time 

with as fellow directors on our Board 

for the last year and a half and I am 

now really looking forward to partner-

ing with him as we continue to build 

out our science. Specifically to your 

question, we are a science-backed 

company, our products have been 

studied and validated in peer-

reviewed studies. Looking at what’s 

happening here in the United States 

with the aging of the populace, and 

more specifically with the aging of the 

baby boomers, our physical capabili-

ties are diminishing. Our products are 

all about improving our health from 

the inside out and creating a better, 

more prosperous life for us, so being 

a part of a company that is about that 

is very exciting. It has a great altruis-

tic healthcare, health and wellness 

based philosophy behind it and sci-

ence behind it as well, so I am very 

excited to be a part of that. 

 

CEOCFO: Do you do clinical trials as 

well? 

Mr. Robinson: In addition to the 

seven published peer-reviewed stud-

ies to date, there are a number of ad-

ditional studies underway, in various 

different settings. One of the things 

that I am most excited about is that 

typically the studies that have been 

done thus far are done by third par-

ties. These are very reputable teach-

ing institutions like Louisiana State 

University,Virginia Common Wealth 

University, and Ohio State University. 

They are objective and credible. 

 

CEOCFO: LifeVantage has some 

very interesting categories for prod-

ucts, anti-aging and a dietary supple-

ment as well as a cream; what sets 

your products apart? 

Mr. Robinson: Our anchor product is 

Protandim. Protandim is all about 

combating oxidative stress by fighting 

the free radicals and activating Nrf2. 

The science behind it comes from 

tremendous work done by Dr. McCord 

dating back forty-plus years. The 

studies that I was referring to in the 

previous question by third-party 

healthcare learning institutions have 

looked at the effects of numerous dis-

ease states, such as hypertension, 

heart disease, kidney and liver dis-

eases, and brain function. 

The overall list just contin-

ues to grow. These studies 

focus on of what Protandim, 

taken on a daily basis, can 

improve upon from the in-

side out. So as much as we 

have learned to date, we 

have barely scratched the 

surface of the positive ef-

fects of Protandim. All the 

more reason why I am so 

excited to be a part of 

LifeVantage and a part of 

this science, because where 

it is headed creates a very 

bright future for LifeVan-

tage. There are also deriva-

tives that we can and will be 

exploring with this particular 

dietary supplement. 

 

We have two products today - Pro-

tandim being the first. The second is 

TrueScience, an anti-aging skin 

cream. It makes the skin feels much 

better, and it actually has Protandim 

ingredients in the formula for the skin 

cream itself. Like Protandim, we are 

very well positioned for derivatives of 

TrueScience on a go-forward basis as 

well. 

 

CEOCFO: You talked about your 

sales approach gong forward and how 

your former CEO is going to be spear-

heading this worldwide? 

Mr. Robinson: We started domesti-

cally here in the United States and 

then we expanded beyond the U.S. 

first to Mexico, and then subsequent 

to that to Japan and that was early to 

mid-2010. Today we are exploring, 

We are at a very unique time in LifeVantage’s 

maturation. We are growing very fast, both top-

line and bottom-line. We are growing geo-

graphically into new markets and we have in 

front of us the opportunity to expand our prod-

uct line as well. All of that growth spells tre-

mendous opportunity, but it also demands very 

stringent and disciplined management; some-

thing that I clearly bring to the table. We have 

to make the right moves and we have to exe-

cute in an absolute excellent manner and I am 

convinced that we will do that. I am very much 

looking forward to guiding that and working 

closely with the management team at LifeVan-

tage at accomplishing all of those goals going 

forward. - Douglas Robinson 



although preliminary exploration, for 

yet further geographic expansion 

throughout other countries as well. 

Importantly, the way we consider geo-

graphic expansion is also critically 

important to our success going for-

ward. We look at any and all regula-

tory hurdles or requirements that 

might be needed in a newly consid-

ered country and look at the product 

and the efficacy of our product and 

the ingredients and whether or not 

there are any unique requirements in 

those countries before we even bat an 

eye on whether or not we would or 

should consider going there. Sec-

ondly, we look at the market opportu-

nity. We are bullish on our products 

and their efficacy from a healthcare 

standpoint.. We know the benefits 

and we know the virtues of our prod-

ucts, so now we look at the prospec-

tive market very closely to see what 

the opportunity might be. Then impor-

tantly, we look at the requirements 

and the needs from a resource stand-

point first within LifeVantage, whether 

we can expand efficiently, profitably, 

how quickly can we realize profits and 

what the growth potential might be, 

but also externally. We really look 

very closely at all of this before mak-

ing a concerted effort to move into a 

country. Further, we look at the oppor-

tunity costs to expand. What we want 

to assure ourselves and ultimately our 

shareholders before we expand any-

where is that we are appropriately 

minding the store here at home or in 

the three countries we are already 

doing business in; U.S., Mexico, and 

Japan. It makes no sense to expand 

beyond those three markets, if in fact 

that expansion in and of itself is going 

to somehow retard growth and profit-

ability where we already are. 

 

CEOCFO: With your network market-

ing, how does LifeVantage reach po-

tential customers who become your 

salespeople? Is it through infomer-

cials, television advertising, newspa-

pers or magazines? 

Mr. Robinson: Because of the com-

plex nature of our products, messag-

ing is not easily understood or quickly 

delivered. Frankly, this was an impor-

tant factor the firm considered a few 

years back when we made the deci-

sion to enter the network marketing 

channel. The overall message is also 

very difficult to explain in a thirty-

second television commercial or even 

in a thirty-minute infomercial. What 

we have found and what is really fuel-

ing fantastic growth in both top-line 

and bottom-line for LifeVantage is a 

very sophisticated network of distribu-

tors. These are people who have im-

mersed themselves into the virtues of 

our products; the science behind the 

products and the peer reviewed stud-

ies that have been conducted thus 

far. I mentioned Dr. McCord earlier in 

this interview, he has been incredibly 

active with our distributors, educating 

them on the virtues and the efficacy 

and the science behind Protandim 

specifically. Once you arm and edu-

cate a very geographically dispersed 

group of professionals throughout our 

network, it becomes an incredibly 

powerful marketing arm. This is the 

rationale behind my answer to the first 

part of your question. 

 

The second part is that the science is 

evolving. With each and every study 

that is conducted we are learning 

more and more about the efficacy of 

Protandim and the science behind it. 

This is something that also begs con-

tinual education and LifeVantage 

again has done a tremendous job with 

periodic and regular education for our 

network of distributors. Just a few 

weeks ago we held our first annual 

international convention where thou-

sands of distributors met in Salt Lake 

City to hear more about the science, 

how we intend to market our products, 

and the incredible success stories 

associated with LifeVantage, Pro-

tandim and TrueScience. It is a con-

tinual effort on behalf of LifeVantage 

to make sure that our distributors are 

armed and educated appropriately. 

Given how significant the science is 

and how intricate and evolving the 

learnings are, we also have tremen-

dous customer service and compli-

ance departments within LifeVantage. 

Our customer service and compliance 

departments can be accessed by our 

distributors via the web or 800-

numbers. They can call in and trou-

ble-shoot or ask questions. We field 

new questions all the time and we are 

very adamant that every question re-

ceives an appropriate, accurate and 

timely answer. 

 

CEOCFO: I would imagine that being 

in a disease-preventing, health-

cautious environment has been ad-

vantageous to your efforts! 

Mr. Robinson: Absolutely! And as 

much as we are wrapping up this in-

terview that could be an entirely dif-

ferent interview in and of itself. Over 

the course of the last twenty years, 

dating back to the early 1990’s, when 

then candidate Clinton was stumping 

for the White House and making 

healthcare reform his number-one 

domestic initiative, ultimately we 

know that nothing came of that effort 

from a legislative standpoint. How-

ever, what it really did was set in mo-

tion a heightened awareness that 

culminated just a year ago with the 

passage of a healthcare reform law in 

this country. What is here to stay is an 

awareness around aging, disease 

states, the cost behind treating dis-

eases. We have a healthy debate 

around whose responsibility it should 

be to appropriately manage our health 

as we age; should it be borne by the 

state or the individual or a combina-

tion thereof? We do know that we are 

aging – stating the obvious! And as 

we age, our bodies are breaking 

down. The break down is coming from 

an incredible attack that happens on a 

regular go-forward basis with respect 

to oxidative stress. Our products, 

specifically Protandim, are designed 

to attack those free radicals and with 

each and every passing study that is 

conducted on the virtues of Pro-

tandim, it is more and more compel-

ling how this one  tablet, taken daily, 

can help tremendously in many areas 

with numerous disease states. 

 

CEOCFO: There is also the cost for 

caring for someone in a disease state, 

being far greater that what it would 

cost in dietary supplements to stay 

healthy! 

Mr. Robinson: Absolutely! I spent so 

much of my career in healthcare on 

the consulting side of the business. I 

was at Price Waterhouse Coopers 

and Deloitte Consulting working with 

the largest of large employers, the 

Fortune 500 employers. All of which 

are steeped in healthcare data, his-

torical data, around their employee 

populace. All are challenged with bet-

ter managing their healthcare spend 

and improving the healthcare status 



of their employee population. Regard-

less as much information and data 

that is available to us around costs 

and outcomes, the harsh realities of 

personally managing an active dis-

ease state is incredibly taxing.  Con-

sider managing through diabetes for 

example. Rarely (if ever) do corporate 

Plan sponsors capture or even con-

sider the tertiary costs associated with 

managing that disease These are the 

costs to the family, the costs and the 

stress related to that particular illness, 

not just on the individual that has dia-

betes, but on his or her loved ones 

and what that does. So the costs 

around managing healthcare, and the 

added costs associated with produc-

tivity - the downtime from a worker 

who is combating this type of oxida-

tive stress and various different dis-

ease states, is staggering! 

 

CEOCFO: What is the financial pic-

ture for LifeVantage, do you have 

enough money to go forward? 

Mr. Robinson: We are doing very 

well financially, both from a top-line 

revenue and trajectory standpoint as 

well as a bottom-line profitability 

standpoint. That gets back to one of 

the original reasons I was asked to 

join the Board a year and a half ago.  

Financial discipline. For us to be suc-

cessful in the ways that I would define 

success and certainly, our sharehold-

ers would define success, it is not just 

about top line growth that is impor-

tant, but at this point in our maturity 

and going forward we have to be bot-

tom line oriented and bottom line 

profitable and we are. We do have 

that fiscal discipline and it is abso-

lutely appropriate. 

 

CEOCFO: In closing, address your 

approach in reaching potential inves-

tors; will you be involved in going out 

on road shows, and what would you 

be saying to potential investors who 

are reading your interview? 

Mr. Robinson: One of the key as-

pects of my arrival here is to be very 

involved in investor relations. It is in-

credibly important as a publicly traded 

company to be close to the street, 

close to not only our incumbent inves-

tor base, but prospective investors. 

What it comes down to is telling the 

story, largely in line with how this in-

terview has gone. We have to explain 

the opportunity, the market place op-

portunity, but importantly, what sets 

LifeVantage apart and that is our sci-

ence, the efficacy of our science and 

the peer review studies. Not just those 

that have been done thus far, but 

those that are underway and those 

that are being considered. The poten-

tial for not only our current products, 

but derivatives of our current products 

in this space around aging and around 

oxidative stress is to all the questions 

that you have asked and to our con-

versation. It is an issue that is impor-

tant throughout the globe, so there-

fore the story around LifeVantage, 

who we are and where we are headed 

is incredibly important to tell and that 

is one of my responsibilities. I will be 

working very closely with my man-

agement team, our science depart-

ment, and with Dr. McCord as he 

leads our science effort going for-

ward. All of this will be critically im-

portant to share with the street. 
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