Strictly Confidential

CellMaxx Relaunch Strategic Plan -

Leveraging Dormant Consumer Desire

Every purchase is driven by a latent desire to improve some aspect of life. For CellMaxx, we
must uncover hidden needs in our wellness audience — for example, the fear of aging, chronic
fatigue, or the desire for longevity and self-healing — and position the product as the answer.

Many consumers aren’t actively seeking “stem cell nutrition,” so our marketing should educate
and evoke emotion around this unseen need.

By revealing an unmet aspiration (e.g. “What if your body could repair itself better?”), we create
a psychological tension that CellMaxx resolves. When a brand helps people realize a dormant
need, those people tend to buy from that brand.

Actionable Steps:

e  Consumer Insight Research (Month 0-1) — Conduct surveys and social listening to
identify unspoken frustrations related to wellness and aging. Look for workarounds
people use (diet hacks, energy boosters) — these signal latent needs that CellMaxx can
fulfill.

*  Emotional Trigger Mapping (Month 1) — Map the top emotional triggers (e.g. fear of
decline, desire for vitality) to product benefits. Craft messaging that connects CellMaxx
to these deep desires (e.g. “Feel youthful energy return,” “Future-proof your health™).

. Education Campaign (Month 2 onward) — Create educational content (blog articles,
short videos) addressing those needs and introducing the idea of stem cell nutrition as the
solution. For example, an e-book on “Unlocking Your Body’s Repair System” can
awaken interest. Emphasize that improving one’s cellular health can lead to visible
wellness improvements, tapping into vanity and vitality needs. KPI: Track content
engagement (views, downloads) and new email leads generated, as these indicate
growing interest in the problem space.

Key Insight: By awakening latent wellness desires, we position CellMaxx as a must-have. We
will measure success by an uptick in prospect engagement (comments like “I’ve been looking for
something like this!”) and increasing search volume or inquiries about stem cell nutrition.

The ultimate goal is to shift consumers from passive interest to active demand, driven by an
emotional connection to what CellMaxx promises.
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Category Design & Unique Positioning

Rather than entering a crowded supplement market, we will apply category design principles to
make CellMaxx the leader of a new category.
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Category design is about framing a new space that you can own — it’s “ruler-takes-all,” where the
category king captures the majority of the market’s value. CellMaxx will redefine “stem cell
nutrition” as a distinct category, with Vivarix as the category king.

This means we position CellMaxx not as a better supplement, but as an entirely different
solution. By naming and claiming a unique category, we avoid direct comparisons and set our
own narrative and price point.

Positioning Strategy:

*  Define the Category & POV (Month 1) — Formulate a compelling Point of View
(POV) document that outlines the problem with current wellness supplements and the
need for stem cell nutrition. For example: “Traditional vitamins treat symptoms;
CellMaxx boosts your body’s natural repair system.” Highlight that no existing product
addresses this gap — thus creating a new category in consumers’ minds. Embrace the
principle “Be different, not better” by underscoring how fundamentally different
CellMaxx is (e.g. sources rare algae extract that triggers stem cell release).

*  Name & Claim - Officially name the category in all branding (e.g. “CellMaxx — The
Pioneering Stem Cell Nutrient”). Trademark this term if possible. Use language that
positions CellMaxx as the founder and gold standard of this category. As category
creators, we gain a huge branding boost by defining our own approach. This approach
sets CellMaxx apart as the reference product for stem cell nutrition, rather than “just
another supplement.”

*  Find Superconsumers & Use Cases (Month 2) — Identify our superconsumers — those
most intensely interested in longevity, biohacking, or disease recovery. Design early use
cases around their needs (e.g. a “CellMaxx 30-Day Regeneration Challenge” for fitness
enthusiasts or an immune system reboot program for frequent travelers). Their success
stories will validate the category.

*  Lightning Strike Launch (Month 3) — Plan a coordinated market entry event (digital
“lightning strike™). This could be a live-streamed webinar with a health expert
introducing the category, press releases announcing “a breakthrough in wellness — the
first stem cell nutrition supplement”, and simultaneous influencer posts. The goal is to
make a big splash that plants our category firmly in the public consciousness.

* Differentiate Boldly — Ensure all messaging emphasizes category differentiation: for
instance, “CellMaxx isn’t a vitamin pill — it’s a stem cell activator.” We won’t primarily
market the brand, but the category benefits. Educational content will talk about stem cell
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nutrition broadly, positioning Vivarix as the champion of this movement. This “category-
first, brand-second” approach builds thought leadership and trust.

Actionable Steps & KPlIs:

*  Messaging Audit (Month 1) — Remove or avoid any “me-too” supplement language.
Ensure website and materials lead with category narrative and unique POV. KPI: 100%
of marketing content should answer “What is stem cell nutrition?” clearly and
consistently (audit for compliance).

. Category PR (Month 3-4) — Secure at least 5 media articles or blog features about the
new category (e.g. health magazines, wellness blogs) to validate our thought leadership.
KPI: Share of Voice — measure mentions of CellMaxx alongside the phrase “stem cell
nutrition” in media. We aim for CellMaxx to be the default example of the category.

*  Market Share of Voice (Ongoing) — Monitor that no competitors start using our category
terms without being compared to us. As the category grows, track our market share (e.g.
70%+ of stem cell supplement sales should be CellMaxx, which aligns with category
kings often taking ~76% of market value). This will be a longer-term KPI to ensure we
maintain dominance as awareness increases.

By applying category design, we expect CellMaxx to occupy a unique space in consumers’
minds — making it easier to command premium pricing and loyalty. Success will be when
customers and retailers alike describe CellMaxx as the leader in stem cell nutrition, effectively
making Vivarix synonymous with this new category.

E-Commerce & Digital Sales Funnel

To drive direct-to-consumer sales, we will implement a high-conversion e-commerce funnel that
educates visitors and smoothly converts them into buyers and subscribers. The website will be
overhauled for clarity, speed, and trust — serving as the central sales hub. We’ll use a multi-step
funnel to capture interest, nurture leads, and drive the sale, rather than expecting cold visitors
to buy immediately. For example, a successful supplement funnel might attract visitors with
targeted content, capture their contact via a free offer, nurture via email, then convert and upsell.

Funnel Architecture:

1. Traffic Generation (Month 2+) — Use targeted Facebook/Instagram ads and SEO
content to drive visitors to a dedicated landing page (separate from the main site
navigation) focused on one message: the promise of CellMaxx. Ads will be segmented by
audience (e.g. “Anti-Aging Breakthrough” for 50+ age group, “Boost Recovery
Naturally” for fitness audience) and point to matching landing pages.

2. Lead Magnet Offer — On these landing pages, present a compelling lead magnet. One
tactic is a “Free + Shipping” trial — offer a 7-day sample of CellMaxx free, with the
customer only paying shipping. This lets consumers experience the product’s benefits
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with minimal risk, priming them for subscription. Alternatively, we can offer a free
wellness quiz or a personalized health report: visitors answer questions about their
lifestyle and receive a “Cellular Health Score,” with tailored advice. Quizzes not only
engage visitors but also deliver personalized product recommendations. KPI: Landing
page conversion rate (visitor to lead) — target 20%+ email capture rate via these offers.

Email Nurture Sequence — For every captured lead (from a sample sign-up or quiz),
automate an email series. Over 1-2 weeks, send educational and persuasive emails: Day
1, a “Welcome to the Stem Cell Nutrition Movement” email with a video explaining
CellMaxx’s science; Day 3, a customer success story; Day 5, a detailed FAQ addressing
common doubts; Day 7, a limited-time discount to purchase the full product. These
emails warm up prospects by providing value and building trust. KPI: Email open and
click-through rates — aim for 40% open rate on the welcome email (indicating strong
interest) and a 5-10% click rate through to the purchase page.

High-Converting Sales Page — The sales page (where leads or ad-clickers land to buy)
will be optimized with conversion-focused content: a clear headline (“Revitalize Your
Body at the Cellular Level”), a concise video demo or explainer, persuasive copy
emphasizing benefits, scientific proof (brief study references), and prominent
testimonials. We will include trust badges (e.g. money-back guarantee, certifications) and
a call-to-action to buy. Any MLM-related language will be absent — instead of “join
us” or “distributor,” the messaging is customer-centric (“100% satisfaction guarantee,”
“Join thousands feeling rejuvenated”). KPI: Sales page conversion rate — target at least
5-8% of landing page visitors make a purchase, which is above industry average for cold
traffic due to our nurturing steps.

Checkout & Upsells — Simplify the checkout process (minimal steps, all payment
options). Offer an upsell right after add-to-cart, such as upgrading to a bundle (e.g. 3-
month supply at 20% off) or adding a complementary product (if Vivarix has others like
Faneliq). This can boost Average Order Value. Also, implement a subscription option
(“Subscribe & Save 15%”) at checkout to encourage recurring purchases. Many
supplement brands succeed by getting a significant portion of customers on auto-ship
subscriptions from the start. KPI: Average Order Value (AOV) — track AOV and aim to
increase it by 20-30% with upsells. Also track the subscription take-rate — what % opt
for subscribe & save; our goal might be 30%+ of new customers subscribing in the first 3
months.

Post-Purchase Nurturing — Immediately after purchase, redirect customers to a thank-
you page with reassurance (““Your journey to better health has begun!”) and perhaps a
referral offer (“Refer a friend, you both get $10 off”). Begin a customer onboarding
email series for buyers, separate from prospects. For example, an email at week 2 asking
how they feel, sharing tips to maximize results (like dietary tips that complement
CellMaxx), and reminding them to take the product consistently. This nurtures
satisfaction and sets the stage for retention.
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Throughout this funnel, we’ll use data to refine steps (A/B test landing page headlines, email
subject lines, etc.). It’s important to meet customers with the right message at the right stage:
attract — engage — educate — convert — upsell. Using a structured funnel ensures we collect
leads that we can convert later even if they don’t buy immediately, rather than losing them
outright.

Direct-to-Consumer Strategies: We will focus on D2C channels (our website, social media,
email). This allows higher margins and direct relationships. However, we won’t ignore popular
platforms: listing CellMaxx on Amazon as a branded seller, for instance, could capture high-
intent buyers searching supplements (with controlled pricing to avoid undercutting our site).
We’ll also consider leveraging health e-commerce sites or online wellness marketplaces once
brand credibility is higher. The key is a consistent, premium pricing strategy across channels to
maintain product value perception.

Website Optimization: The CellMaxx site will be revamped for conversion. This includes
mobile-responsive design (vital as many shoppers are on smartphones), fast load times, and clear
navigation. We’ll feature a prominent “Why CellMaxx?”’ page explaining the science and
category story, and a FAQ section to preempt objections (e.g. “Is this safe?”, “How is it different
from multivitamins?”’). We will integrate customer reviews and star ratings on the product page
once we have buyers — social proof can lift conversions significantly. Also, show trust signals
like “Clinically Tested Ingredient” or any relevant certification badges (FDA-registered facility,
organic, etc.) to reduce purchase anxiety. A live chat or Al chatbot for answering questions in
real-time can further improve conversion by guiding hesitant buyers. KPI: Website bounce rate <
40% and average session duration > 2 minutes post-redesign, indicating visitors are engaging
rather than leaving.

By implementing this comprehensive funnel, we ensure that initial awareness translates into
captured leads and that those leads are systematically nurtured into customers. We’ll closely
monitor conversion metrics at each stage (lead conversion, email engagement, sales
conversion, etc.) and refine the funnel to improve those KPIs over time.

The result should be a steadily increasing flow of new CellMaxx customers acquired at a
sustainable cost. (For instance, if our Cost Per Acquisition is say RM30 and our AOV is RM98
with subscription potential, the funnel is working well — these are figures we will track and
optimize).

Influencer & Social Media Engagement

Building brand authority and trust will heavily involve social proof via influencers and an
active social media presence.

In the post-MLM relaunch, we want authentic voices to vouch for CellMaxx’s efficacy, shifting
perception from skepticism to genuine endorsement. Influencer marketing in the wellness space
is powerful because it feels like word-of-mouth — people trust recommendations from
personalities they follow. Nearly three-quarters of Americans take supplements regularly, and
many look to online communities for guidance on which brands to trust.
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Our strategy will leverage this by partnering with the right influencers and stimulating user-
generated content to create a groundswell of positive buzz.

Influencer Marketing Plan:

Identify Niche Influencers (Month 2) — We will research and compile a list of
influencers in health, fitness, biohacking, and holistic wellness who align with our target
demographics. Rather than celebrity endorsements, the focus will be on micro and mid-
tier influencers (5k—100k followers) who have highly engaged audiences interested in
health solutions. For example, a yoga instructor on Instagram who often discusses natural
supplements, or a YouTube biohacker who reviews wellness products. These individuals
often have trusted relationships with followers, yielding better credibility. By partnering
with such influencers, supplement brands can reach a wider audience and build
credibility with their target market.

Outreach & Education (Month 2-3) — Approach these influencers with a personalized
pitch. Provide them with the CellMaxx story (especially the category POV and science)
and offer them a trial of the product. It’s crucial they genuinely believe in the product;
we may host a private Zoom briefing with our science advisor or founder to walk them
through the benefits and answer questions. This equips influencers to speak authentically
and accurately about CellMaxx, rather than sounding like an ad.

Content Collaboration: Work with influencers on content that resonates best on their
platform — e.g. Instagram Reels showing “a day in the life using CellMaxx” and the
energy boost they feel, a YouTube testimonial or an unboxing and first impression, a
TikTok challenge (if appropriate, perhaps a 7-day wellness challenge). Encourage
creative freedom so the content feels organic. We will request that they highlight what
problem CellMaxx solved for them (fatigue, post-workout recovery, etc.), tapping into
the emotional triggers we identified. All posts should include our hashtag (e.g.
#CellMaxxRegen or #StemCellNutrition) to aggregate the conversation. KPI: Track
reach and engagement on each influencer’s posts — we expect at least a 5% engagement
rate (likes, comments) which signals strong resonance, and use affiliate links or discount
codes to track how many sales or site visits each influencer generates.

Diverse Influencer Mix: Include a few credible experts as well — for instance, a
nutritionist or a wellness coach on LinkedIn/Instagram who can provide a more scientific
review of CellMaxx (third-party expert validation). Their content might be a long-form
review or an article. Having authoritative voices will build trust among more skeptical
audiences. Additionally, we might collaborate with a prominent ex-MLM figure who now
promotes ethical wellness products to directly address the skepticism (this could be tricky
but if executed carefully, it shows we’re different now).

Ambassador Program (Month 4+) — Convert high-performing influencers or very
passionate early customers into brand ambassadors. This could involve a longer-term
relationship where they regularly create content, host webinars or live Q&As with their
followers about their health journey, and serve as ongoing advocates. They could get a
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commission or monthly stipend plus free product. Ambassadors ensure sustained
presence of CellMaxx on social channels beyond the initial launch push.

Social Media Strategy:

e Content Pillars: Develop 3-4 content themes for our own social media pages — e.g.
Education (explaining stem cell nutrition in simple terms), Testimonials (quotes or short
videos from happy customers/influencers), Lifestyle (images of CellMaxx as part of daily
routine: in a smoothie, on a morning run), and Engagement (polls, questions like “What
would you do with more energy?” to spark conversation). Posting consistently (at least
3-4 times a week) on platforms like Instagram, Facebook, and TikTok will keep our
audience engaged.

e  User-Generated Content (UGC) Campaigns: Encourage everyday customers to share
their experiences. For instance, create a hashtag like #MyCellMaxxStory and invite
users to post about how CellMaxx has impacted them (perhaps with a monthly giveaway
draw as incentive). UGC is extremely effective because it feels like genuine word-of-
mouth. Normal people creating content about a product adds authenticity that even
influencer posts might lack. We’ll re-post the best UGC on our official channels (with
permission), amplifying those voices. Great products inspire buzz, and facilitating UGC
helps keep that buzz organic and cost-effective.

*  Community Building: Start a private Facebook Group or Reddit community for
CellMaxx users to share tips and results. This will serve as a support forum (moderated
by our team) where we can directly interact, answer questions, and foster community.
The sense of community can increase loyalty — members feel they are part of a
“movement” not just buying a pill. We will occasionally have live sessions in the group
(e.g. a nutritionist doing a Q&A, or a success story interview).

*  Engagement & Customer Service: Ensure our social media team promptly responds to
comments, DMs, and mentions. If someone asks “Is this like [competitor]?”, we answer
transparently to educate (never disparaging others, but clarifying differences). If someone
posts a skepticism (“sounds like MLM”), we address it head-on: politely clarifying that
we’ve transitioned to retail and focus on product quality and customer results. This public
responsiveness shows we are customer-centric and transparent, helping rebuild trust.
KPI: Social sentiment — track the ratio of positive to negative mentions; aim to steadily
increase positive sentiment and quickly address negatives. Also track follower growth
(aim for X number of followers in 3 months) and engagement rate on our posts (>% that
shows an active community).

Influencer Trust & Compliance: We will provide guidelines to influencers to ensure
compliance (no outrageous health claims that violate regulations — e.g. they shouldn’t say “this
cures disease,” but can share genuine improvements they felt). Honesty will be emphasized; if an
influencer had a subtle benefit, it’s better they say that than exaggerate. This consistency in
messaging will help shift consumer perception from hype to trust. Over time, as dozens of
authentic voices — from fitness moms to wellness coaches — share their positive experiences,
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consumers will associate CellMaxx with real results and a supportive community rather than an
MLM scheme.

By executing this influencer and social strategy, we expect to build substantial brand authority
online. Consumers will encounter CellMaxx through trusted people they follow, see real-life
testimonials, and engage with our educational content. The combined result is that skepticism is
replaced with curiosity and confidence.

We will measure success by growth in followers, engagement, referral traffic from social to our
site, and ultimately conversion of those social audiences into customers. For example, we might
set a KPI like 30% of total sales by Q2 come through influencer or social media referral,
indicating the strategy’s impact on revenue.

Branding & Messaging Revamp

A core part of the turnaround is recasting the CellMaxx brand story — moving away from its
MLM history and repositioning it as a credible, science-backed wellness solution available to
everyone.

This involves both tangible elements (logo, packaging, website copy) and intangible (brand
values, tone of voice). We want to craft a narrative that resonates with health-conscious
consumers and builds trust from the first impression.

Transparency, scientific credibility, and customer-centric values will be the pillars of the new
branding.

Brand Story Development:

*  Founding Story Emphasis — We will tell the origin story of CellMaxx in a way that
connects with consumers. For example: perhaps the product was born from a personal
discovery or a breakthrough research finding. We might say the founders were driven by
seeing a loved one recover slowly from illness, inspiring them to research natural ways to
boost stem cells. This humanizes the brand. The story should highlight passion for
helping others achieve wellness, rather than the old narrative of a business opportunity.

. Mission Statement — Articulate a clear mission: e.g. “At Vivarix, our mission is to
empower your body’s innate ability to heal and regenerate, through pioneering nutrition
science.” This shifts focus to the consumer’s wellbeing. We acknowledge that trust has to
be earned, so part of our mission can explicitly be “educating and supporting our
customers on their journey to better health.”

*  Tone and Language — All messaging will use an empathetic, informative tone. We
avoid any hype or “miracle cure” language. Instead, adopt a transparent and factual
voice, akin to how a knowledgeable friend or a caring coach would talk. For example,
rather than “This will change your life overnight,” we say “Many users report feeling
more energetic and focused within weeks — we’re excited for you to experience the
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difference.” By being realistic and honest, we distance ourselves from the exaggerated
claims often seen in MLM pitches.

Building Trust through Transparency:
Transparency will be at the heart of branding. Modern supplement consumers value brands that
openly share what’s in their products and how they’re made. To leverage this:

Ingredient & Sourcing Disclosure — We will publish detailed information about
CellMaxx’s ingredients (e.g. the AFA algae extract) — where they are sourced, purity
levels, any clinical studies supporting them. If possible, create a traceability page on the
website, showing the journey “from farm to bottle.” Brands like Ritual have built trust by
providing detailed sourcing info and making transparency a core part of their strategy
(These Supplement Brands Are Changing the Marketing Game) (These Supplement
Brands Are Changing the Marketing Game). We aim to do the same: nothing to hide.

Product Efficacy Proof — Showcase any scientific validation we have. If there are
studies or white papers on Aphanizomenon flos-aquae (the ingredient), summarize and
cite them on the site. Possibly engage a medical advisory board or get an endorsement
from a doctor or scientist who can be featured (“Dr. Smith, PhD in Nutrition, on why she
recommends CellMaxx for cellular health”). This provides credibility that this is a serious
wellness product, not pseudoscience.

No-Quibble Guarantee — Offer a 30-day money-back guarantee for new customers. This
removes risk for the customer and signals we stand behind our product’s quality. We’ll
highlight this guarantee in messaging (‘“Try it for 30 days, risk-free””) which can alleviate
skepticism.

Certifications and Quality — Ensure the product has all relevant quality certifications
(GMP, maybe third-party lab tested for purity). Display these on packaging and website.
Consistent high quality is crucial — delivering a dependable product every time reinforces
brand credibility. We will communicate how we manufacture CellMaxx (e.g. “produced
in a GMP-certified facility, tested for heavy metals™) as part of our transparency
initiative.

Visual Identity and Packaging:
We will likely do a brand refresh visually to mark the new chapter. This could mean a new logo
or at least updated packaging design that differentiates from the MLM-era look.

The design will aim to appear modern, clean, and clinical yet approachable. Perhaps use a color
scheme that conveys natural wellness (greens/blues) combined with science (white, clean fonts).
The label will clearly state what the product is (“Stem Cell Nutrition Supplement”) so a customer
picking it up in a retail store immediately gets its essence. Any misleading or overly salesy text
will be removed.

Instead, we feature a short, powerful tagline — e.g. “CellMaxx — Renew from Within” — and
straightforward benefit highlights (energy, immune support, anti-oxidant power). Packaging is
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the first thing a customer sees, and it heavily influences purchase decisions. A well-designed,
professional package can shift perception from “MLM supplement” to “premium wellness
product.”

KPI: We can test this via a focus group or A/B test different packaging designs online to see
which inspires more trust or interest.

We’ll also develop brand guidelines to ensure consistency across all touchpoints — the same
voice on the website, in brochures, on social media, and in customer service interactions.

Consistency breeds familiarity, which in turn breeds trust.
Messaging Framework:

*  Core Message: “Empower Your Body’s Natural Renewal.” — This encapsulates what
CellMaxx does (empowers natural stem cell activity) and speaks to the consumer benefit
(renewal).

*  Supporting Messages: We’ll have 3-4 key supporting points, for example: (1) Science-
Backed: Developed from award-winning research on stem cell nutrition (backed by
references or expert quotes). (2) Whole-Body Benefits: Helps reduce inflammation and
boost immunity, supporting overall vitality. (3) Trusted Quality: 100% natural, ethically
sourced ingredients, with full transparency and a money-back guarantee. (4) Community
& Support: You’re not just buying a product, you’re joining a community committed to
wellness (positioning us as a partner in their journey). Each of these will be woven into
various materials.

All messaging will deliberately distance CellMaxx from any MLM vocabulary. We won’t
mention “business opportunity” or “downline” anywhere, obviously. If the brand had a slogan
tied to the MLM phase, we will replace it.

Essentially, we relaunch CellMaxx as if it were a brand-new product in terms of branding, only
carrying forward the positive equity (the name recognition for those who knew it) but shedding
the negative associations.

Customer Trust Building:
We will engage in educational marketing — providing valuable information even to non-
customers. This establishes us as a helpful authority, not just a seller.

In supplement marketing, providing educational content about the product’s advantages and
proper use is foundational for credibility.

We plan blog posts, short guides, and infographics about topics like “How Stem Cells Affect
Aging” or “Natural Ways to Support Your Immune System,” subtly including CellMaxx as one
method. By openly discussing pros and cons and dispelling myths (e.g. clarifying what stem cell
nutrition can and cannot do), we become a trustworthy ally to the consumer.
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When a brand is seen as a source of truth, consumers are more likely to trust its product claims.
Actionable Branding To-Dos:

e Finalize new branding (Month 1-2) — Complete any new logo/packaging design and
update all digital assets. Produce a brand style guide.

. Website Relaunch (Month 2) — Rewrite all site copy in line with new messaging.
Incorporate FAQs, science sections, and above transparency elements. KPI: Pre/post
rebrand survey — measure increase in trust (“Do you trust this brand?”’) among a sample
of target consumers after seeing the new site, aiming for significant lift.

*  Re-educate Existing Customers/Distributors (Month 2) — If there’s an existing base of
customers or MLM distributors, communicate the changes transparently. Send a letter or
email from the CEO explaining the shift to retail and reinforcing that the product quality
remains high or improved. Invite them to continue as customers or affiliate partners in the
new model (if applicable). This helps prevent confusion or rumors and turns previous
stakeholders into advocates for the new direction.

e Storytelling Content (Month 3+ ) — Continuously share stories that reinforce our brand
values. For example, publish a blog interview with one of the scientists behind CellMaxx,
or a video of a customer’s transformation story (with their consent and without
overpromising to others). These stories make the brand relatable and trustworthy.

By crafting a consistent and transparent brand message, we will gradually overcome
skepticism. Customers should feel that CellMaxx is a genuine wellness brand focused on them,
not on recruiting.

The litmus test for success: new customers are unaware it was ever an MLM product, and those
who were aware no longer see that as a concern because the retail brand is so strong on its own
merits.

We’ll gauge brand perception through feedback, reviews, and brand awareness studies over time,
aiming to see descriptors like “innovative,” “trustworthy,” and “effective” associated with
CellMaxx.

Customer Acquisition & Retention Plan

Launching successfully requires not only acquiring customers rapidly but also keeping them
engaged for the long term.

We will pursue a scalable acquisition strategy that leverages multiple channels (digital ads,
content, referrals) to maximize initial traction. In parallel, we’ll implement retention tactics from
day one — turning one-time buyers into loyal subscribers and brand advocates. This dual focus
ensures that as we spend on marketing to grow the customer base, we are also building lifetime
value and a sustainable community of repeat customers.
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Acquisition Strategy:

Performance Marketing: Allocate budget to paid digital ads on high-impact platforms.
Initial spend will focus on Facebook/Instagram ads (for broad lifestyle targeting) and
Google Ads (to capture intent-driven searches like “natural supplement for energy”).
We’ll also test YouTube pre-roll ads with a short, compelling story ad (e.g. someone
describing how they feel re-energized thanks to unlocking their stem cells). Paid
advertising is a cornerstone for D2C brands, but we will constantly optimize creatives
and targeting to ensure a good return on ad spend. KPI: Customer Acquisition Cost
(CAC) by channel — track this closely. We might set a target CAC of, say, <$50 in the
first quarter and aim to reduce it by improving targeting and conversion rates. We’ll
compare CAC to Customer Lifetime Value (CLTV) to ensure viability.

SEO & Content Marketing: Invest in content to drive organic traffic. This includes
optimizing the website for relevant keywords (“stem cell supplement”, “increase stem
cells naturally”) and regularly publishing SEO-friendly articles. Organic traffic is cost-
effective and great for long-term growth. For example, a well-ranking blog post on “Top
5 Supplements for Anti-Aging” that highlights CellMaxx can continuously bring in new
leads at no ad cost. KPI: Organic search impressions and clicks (Google Search Console)
— aim for steady month-over-month growth in organic visits, with a goal to have, say,
20% of site traffic coming from organic search by 6 months.

Email Marketing & Referrals: As we build an email list (from the lead magnets and
customers), we’ll run campaigns for both acquisition and referral. A refer-a-friend
program will be implemented (Month 4) where customers get a discount or credit for
each friend who buys. Since supplements have broad appeal, word-of-mouth can be
powerful. We’ll promote referral incentives via email and in-package flyers. Additionally,
targeted email promotions (flash sales, seasonal offers) to our list can spike acquisition
at low cost. Email remains a high-ROI channel for retention and reactivation, essentially
“free” beyond initial setup. KPI: Referral rate — track what % of new customers were
referred by existing ones (we can measure via referral codes). Aim to steadily increase
this, indicating viral growth. Also monitor email campaign conversion rates (e.g. if we
send a promo to 1,000 leads, how many purchase).

Public Relations and Partnerships: To accelerate early traction, pursue PR
opportunities. Getting featured in a health magazine, a press release about the “Retail
relaunch of CellMaxx” in industry news, or invitations for the founders to speak on
wellness podcasts/webinars will expand reach. We might partner with a wellness coach or
clinic to recommend CellMaxx to their clients (possibly giving them a commission or co-
branded promotion). Each partnership can bring in a burst of new customers. KPI:
Number of PR mentions or partnership deals in first 6 months, and the traffic/sales
coming from those sources (tracked via unique URLSs or codes).
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Retention & Loyalty Strategy:

Acquiring customers is only half the battle; we need them to stick around. Notably, dietary
supplements are well-suited to repeat business since they’re consumed monthly.

We’ll capitalize on this with robust retention initiatives:

Subscription Model: Emphasize subscriptions (auto-refill) as the default way to use
CellMaxx for best results. Offer a meaningful subscription discount (e.g. 15% off and
free shipping for subscribers) and perhaps a subscriber-only perk like a free bottle after 6
months. Since some customers might initially sign up just for the discount and plan to
cancel, we will employ post-purchase nurturing to demonstrate ongoing value. For
instance, send subscribers a monthly “Insider Health Tips” newsletter or short video
series on maximizing wellness. By continually reinforcing the benefits of staying on
CellMaxx, we aim to reduce churn. KPI: Monthly churn rate of subscribers — target <
5-6% churn per month (average for supplement subscriptions is ~6-7%, we aim to be at
or below that by providing great value). Also track the subscription uptake rate among
new customers as mentioned.

Customer Onboarding & Education: The first 30 days are crucial to retention. We will
create a welcome Kit for new customers (digital, and possibly a printed insert in their first
order). This includes usage instructions (e.g. best time of day to take CellMaxx, how to
incorporate it into a routine), what to expect (some benefits might be felt in weeks, others
in months — setting realistic expectations), and tips for success (like lifestyle advice that
complements the product). Educating customers increases their satisfaction and perceived
value. We will follow up via email at key milestones: e.g. a week after delivery, “How are
you feeling? Here are some common early improvements...”; then at one month,
highlight the importance of continued use to see full benefits (with perhaps a reminder of
any scientific data on improvements over time). This nurturing of customers post-
purchase can turn one-time buyers into loyal users. KPI: 90-day retention rate — what
percentage of customers place a second order within 3 months. Our goal might be >50%
second-order rate, indicating that half or more found enough value to continue.

Loyalty Program (Month 5+): Introduce a loyalty rewards program to reward repeat
customers. For example, a points system: for every dollar spent, you earn points that can
be redeemed for discounts or exclusive merchandise (branded shaker bottles, etc.). This
gives customers a tangible incentive to stick with CellMaxx instead of trying a
competitor. We can also include tiers (Silver, Gold, Platinum) with increasing benefits
(maybe dedicated health consultations for top tier, or early access to new products).
Loyalty programs have been effective in supplement companies to increase retention and
order frequency. KPI: Customer Lifetime Value (CLTV) — we expect CLTV to rise as the
loyalty program gains traction. Also, track the redemption rate of points (engagement
with the program is a positive sign).

Community & Support: As mentioned, building community (Facebook group, etc.)
creates a sense of belonging. We’ll have customer support that’s easily accessible — a
support email or chat that responds within 24 hours — to handle any issues (delays,
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product questions). Prompt, caring customer service can turn a frustrated customer into a
loyal one. We aim to turn satisfied customers into advocates. Encouraging reviews
from happy customers (via follow-up emails asking for a review or testimonial) will not
only bring in new customers (acquisition) but also psychologically commit the reviewer
more to the product (retention via self-affirmation).

*  Continual Engagement: Keep customers engaged between purchases. Besides the
monthly newsletter, possibly host quarterly live webinars exclusively for customers with
expert guests (“Ask the Nutritionist” sessions). This adds value beyond the product. We’ll
also update customers on any new developments (if we fund a small study or are working
on a new formula, bring them along on the journey — it shows we’re committed to
innovation and to them).

Scalability: The marketing strategy is designed to scale with growth. Early on, we’ll invest more
in acquisition to build the base, even if some channels have higher CAC. As the customer base
grows, more revenue will come from repeat purchases and referrals, allowing us to maintain
growth without proportionally increasing marketing spend (reducing the CAC over time).

We will constantly analyze which channels yield the best RO! vs. spend and reallocate budget
accordingly — doubling down on what works, trimming what doesn’t.

For example, if influencer X yields a CAC of $20 and Facebook ads yield CAC of $50, we’ll
increase efforts with influencers (or try to replicate that success with similar profiles). If content
marketing is pulling significant organic traffic, we might allocate more resources to create
content faster. This agile reallocation ensures efficient use of funds.

Metrics & Monitoring: We’ll track acquisition metrics like cost per acquisition, conversion
rates, and lead generation rate (how many leads turn into buyers). For retention, metrics like
repeat purchase rate, customer retention rate, and Net Promoter Score (NPS) will be key. NPS in
particular will tell us if customers are satisfied enough to recommend us, which is the ultimate
sign of loyalty. We aim for a high NPS by the end of the first year, indicating that our focus on
customer experience is paying off. Each metric will have a target that we refine as data comes in
(initially, some targets are educated guesses, but we will quickly establish baselines).

In summary, our approach is to cast a wide net to acquire customers, then create a tight net to
retain them. This balanced strategy ensures the initial marketing investments yield
compounding returns as customers stay longer and bring others along.

By maximizing both initial traction and long-term loyalty, we set CellMaxx up for sustainable
success rather than a spike-and-decline pattern.
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Budget Allocation & ROI Optimization

With finite resources, efficient budget allocation is critical. We will allocate the marketing budget
across channels and initiatives in proportion to their expected ROI and importance in the launch
sequence.

The guiding principle is to invest in brand/category awareness early (to establish CellMaxx’s
name and category), while also funding direct response channels that drive immediate sales,
and setting aside resources for retention programs which yield high ROI over time.

Our budget plan will be phased and flexible, monitored rigorously to optimize for the best return.

Initial Budget Breakdown (example for first 6 months):

Digital Advertising (Paid Media) — Approximately 50-60% of the budget. This is the
engine for quick customer acquisition. It includes social media ads (Facebook/Instagram,
possibly TikTok if tests show promise) and search ads. A sample allocation could be:
30% of total budget to Facebook/Instagram, 15% to Google Ads, 5% to other (YouTube
or test channels). In one D2C guide, a major chunk (~55%) of budget is often devoted to
paid media for visibility and conversions. We will follow suit, while continuously
optimizing ad spend based on performance. We’ll start a bit broad to gather data, then
concentrate funds on the best-performing campaigns.

Content Marketing & SEO — 10% of budget. This funds content creation (blogs,
infographics, possibly a freelance health writer or SEO expert) and SEO optimization
efforts. Though content is cheaper than ads, we allocate some budget for quality
production and promotion (like boosting important content on social media). These
efforts compound long-term, bringing in organic traffic that lowers acquisition costs
down the line.

Influencer Marketing — 15% of budget. This covers influencer fees or commissions,
free product samples, and any campaign management costs. Influencer collaborations
also contribute to content (they create it) and brand awareness, so it’s a high-impact
spend. For instance, out of this, we might dedicate 10% for paying several mid-tier
influencers for dedicated posts, and 5% as product gifts and affiliate commission payouts
for micro-influencers/ambassadors. (Some influencers may work on a commission or
lower fee if they believe in the product — we will explore those cost-saving arrangements
as well.) Many D2C brands allocate a significant portion to content+influencer because of
the credibility and reach it brings.

Website & E-commerce Optimization — 5-10% of budget. Upfront, we need to invest
in our website (design, perhaps new e-commerce tools or plugins for subscription
management, analytics software, etc.). This also includes creating the lead magnets (costs
for design/printing of booklets, etc.). It’s crucial the site experience is top-notch to not
waste the ad dollars we spend driving traffic. This is largely a one-time or infrequent cost
(design and setup), with some ongoing for A/B testing tools or chat support.
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*  Branding & PR - 5% of budget. Costs for rebranding (design work, packaging printing
updates), PR agency or press release distribution, and any events (if we do a launch event
or webinar that needs budget for production/ads). We keep this relatively lean by
leveraging digital PR (e.g., using a PR newswire and founder outreach to contacts) rather
than expensive press tours. But some spend here ensures we professionally communicate
our new story.

e Retention and Loyalty Programs — 5% of budget initially. This might grow after we
have more customers, but early on it covers things like the loyalty software or platform,
creating the welcome kits, perhaps an initial batch of loyalty rewards (like branded
merchandise) and running the referral program (referral discounts given). Retention
spend often has high ROI since selling to an existing customer is cheaper than acquiring a
new one. As revenue comes in, we will reinvest a portion into retention (for example, in
year 2, this portion might increase to fund a mobile app or more robust community
features).

This allocation is a starting point — roughly 60% acquisition / 20% content-influencer
(awareness and engagement) / 20 % infrastructure and retention. It’s aligned with advice that
DTC brands should fund brand awareness (influencers, content, social campaigns) while also
fueling direct advertising.

We will adjust these percentages based on real-time results.

For instance, if influencer marketing is outperforming ads, we’ll shift more budget there. Or if
we hit diminishing returns on one channel, we’ll reallocate to another or to retention which
boosts profitability.

ROI Optimization:
We’ll set clear ROI goals for each channel.

For paid ads, we might aim for a 3:1 return on ad spend (ROAS) (e.g., $3 revenue per $1 ad
spend) by the end of first year, understanding it might be lower in the very first months as we test
and learn.

For influencers, we’ll track cost per acquisition via their links and aim for those to be on par or
better than paid ads.

Content SEO’s ROI will be measured in traffic value (what we would have paid in PPC for that
traffic).

Retention program ROI is measured by increase in LTV versus cost of loyalty rewards.

Using analytics, we’ll continuously monitor what’s working. We’ll employ tools: Google
Analytics for web traffic and conversions, a CRM to track customer sources and repeat orders,
and maybe attribution software to get a clearer picture of multi-touch journeys.
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We must be vigilant about CAC:LTYV ratio. In supplements, often the first purchase might be
breakeven or even at a slight loss, counting marketing cost — the profit comes if the customer
stays 4-6 months. We’ll model our CAC against an estimated LTV (say an average customer
stays 6 months with a monthly $50 purchase = $300 LTV).

We need CAC significantly below that to be profitable. If it’s not, we adjust spend or improve
conversion/retention to raise LTV.

Efficiency also comes from prioritizing highest-impact spend: for example, instead of a costly
TV ad or large expo event (which might not be targeted), we focus on digital where we can target
precisely and measure results.

We also leverage low-cost tactics: e.g., encouraging referrals (essentially free new customers
except the discount given), and UGC (customers create content for free which we can repurpose
in ads — ads with UGC style often perform well and cost nothing to produce).

We’ll maintain a contingency reserve (perhaps 5% of budget unallocated) to seize unexpected
opportunities or handle experiments.

For example, if a particular health podcast sponsorship becomes available at a good rate, or if we
see an opportunity in a new ad platform, we can test it. Conversely, this reserve can cover any
unforeseen overages in spend.

Resource Allocation to Team: Efficient use of budget also means utilizing in-house versus
outsourced resources smartly.

If Vivarix has a lean team, we may outsource creative production or certain campaigns to
agencies initially, but plan to bring skills in-house as we scale to save costs.

We might hire a dedicated digital marketing specialist and a community manager once cash flow
allows, since having full-time focus can often be more cost-effective than high agency retainers.

Finally, we will conduct monthly budget reviews to compare spend vs. outcomes. We’ll
calculate ROI per channel monthly. If any initiative is underperforming (spend high, returns
low), we either tweak it or pause it to avoid budget waste.

This agile approach ensures every dollar is working towards our goals. For instance, if by month
3, Google Ads isn’t yielding much (maybe people aren’t searching for our new category yet), we
might reduce that spend and put more into social or content where people are discovering us.

Conversely, if demand explodes and we can’t keep up, we might allocate more budget to
inventory or customer service temporarily rather than marketing, to maintain quality service (no
sense pouring money into acquisition if we can’t fulfill properly).

In sum, our budget allocation is designed to maximize impact and ROI by spreading
investments across immediate sales drivers, brand building, and customer lifetime value
enhancements. We’ll keep the budget fluid, data-driven, and aligned with our strategic priorities
at each stage of the relaunch, ensuring that we get the most traction for each dollar spent.
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Implementation Timeline & Key Performance Indicators

Phase 1: Preparation & Rebranding (Month 0-2)

Research & Strategy (Weeks 1-4): Complete consumer research on latent needs, gather
insights for messaging. Finish the category POV and positioning framework.
Deliverables: Customer personas, Dormant Desires mapping, Category POV statement.
Brand Revamp (Weeks 2-8): Finalize new logo/packaging design and messaging guide.
Overhaul website with new branding, content (educational pages, FAQ, blog setup).
Setup analytics tools (Google Analytics, CRM) for baseline metrics.

Pre-Launch Content (Weeks 6—8): Publish initial blog posts and social media teasers
introducing the upcoming “CellMaxx — Stem Cell Nutrition” (building curiosity without
heavy selling). Begin small-scale outreach to influencers to seed relationships.

KPIs: By end of Phase 1, aim to have at least 3 high-quality content pieces published,
1000+ visitors to the revamped site (from soft launch of content), and baseline brand
metrics (awareness survey in a test audience) to compare against post-launch. All creative
assets and messaging should be ready for launch.

Phase 2: Soft Launch & Seeding (Month 3)

Influencer Seeding (Week 9-12): Send out CellMaxx sample Kits to selected micro-
influencers and experts, under embargo to post during launch week. Get early
testimonials or feedback that we can use.

Beta Customer Feedback: If possible, do a small pilot sale to a friendly audience (e.g.
existing email list or local wellness group) to gather reviews and ensure logistics
(shipping, etc.) run smoothly. Use this to refine any messaging or address FAQs in
advance.

PR Teaser: Issue a press release or an exclusive story to a wellness blog about “A new
category of supplement launching soon...”. This can drum up interest among health
enthusiasts.

Funnel Dry Run: Test the e-commerce funnel end-to-end with a small ad budget to
ensure landing pages, email automation, and checkout all work flawlessly. Refine based
on data (e.g. if sign-up rate is low, adjust the lead magnet or page copy now).

KPIs: During soft launch, our goal is not volume but validation. Look for at least 10-20
micro-influencers agreeing to collaborate. Achieve a smooth purchase experience (90%+
of test orders with no issues). Gather, say, 5-10 positive testimonials from beta users to
use in marketing.

Phase 3: Full Launch “Lightning Strike”” (Month 4)

Launch Week (around Week 16): Execute the coordinated launch. All identified
influencers post their CellMaxx content (with our hashtag and swipe-up links) within the
same 1-2 week window for maximum impact. Run the live webinar or event explaining
the product (and record it for ongoing use). Push digital ads heavily this week focusing
on the launch offer (e.g. limited-time discount or bundle). Issue the main press release
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broadly. Ensure the website’s homepage highlights “New Arrival” or launch messaging
for first-time visitors.

Retail Introduction: If moving into any physical retail (e.g., local health stores as a
trial), ensure product is on shelves by launch and maybe host an in-store demo event
during launch week. (This depends on whether retail distribution is pursued at this stage
or later — initial focus is online D2C, but we might do a small retail placement as proof of
concept in a local market).

Community Kickoff: Open the Facebook user group to the public and invite all new
customers to join. Maybe start a 30-day wellness challenge in the group starting at the
end of launch week to keep people engaged.

KPIs: This is where we expect a surge. Track website traffic (we might set a target like
50,000 visitors in launch month via combined sources), conversion rate (aim for 5% of
visitors to purchase during the excitement of launch), and social media buzz (hundreds of
mentions of our hashtag — target e.g. 500+ hashtag mentions and trending in a niche
community). Also measure the spike in sales — for example, goal of securing the first
1,000 customers within the first month of launch. Monitor CAC during this spike and
ensure it’s within acceptable range (might be higher initially, but we don’t want it to
overshoot LTV).

Phase 4: Post-Launch Optimization & Scale (Month 5-6)

Assess & Optimize (Month 5): Analyze which channels performed best in launch.
Perhaps we see influencers drove a lot of traffic but slightly lower conversion (educating
new category takes time), while Google Ads had fewer clicks but higher buyer intent. Use
these insights to reallocate budget (maybe continue strong influencer content but add
retargeting ads to convert those who showed interest). Tweak messaging on ads that
underperformed and double down on messages that struck a chord (based on ad click-
through rates and feedback).

Expand Content & SEO (Month 5-6): Build on launch momentum by publishing more
in-depth content (e.g. a free downloadable guide, more blog articles answering common
questions that came up). Work on improving search rankings now that “stem cell
nutrition” might be getting searched more — ensure we dominate SEO for our category
term.

Retention Implementation (Month 5): Roll out the loyalty/rewards program and
referral program now that we have a growing customer base. Announce these to
customers (this also serves as a nudge for those who bought once to buy again to take
advantage of the program).

Minor Product Line Extension: If feasible, consider introducing a variant by Month 6
(e.g. a different flavor or a complementary product like a topical or a nighttime formula).
This provides something new to talk about and sell to existing customers, increasing their
value. (This depends on R&D, but even a simple thing like new packaging size or combo
pack can rejuvenate marketing).

KPIs: By end of Month 6, we expect repeat purchase rate to be climbing (aim for 30%
of month-2 customers have already made a second purchase by month 6). We also target
a specific revenue run-rate — e.g. to be on track for an annual revenue of $X (depending
on goals, say we want to hit a monthly revenue of $100k by month 6). Other KPIs: CAC



Strictly Confidential

has dropped from launch (maybe from $50 to $40 as organic/referrals pick up),
conversion rate improved due to site optimization (perhaps from 5% to 7%), and social
community size (target e.g. 5,000 followers on IG, 1,000 members in the Facebook group
by this time). NPS surveys sent to customers might show a score in a positive range (e.g.
50+ which is very good in health industry, indicating more promoters than detractors).

Phase 5: Long-Term Growth (Month 7-12 and beyond)

Scale Marketing: Based on proven channels, scale up spending in a controlled manner.
For instance, if Facebook ads yield good ROI, increase budget there by, say, 20% each
month, monitoring CAC doesn’t rise disproportionately. Test new lookalike audiences or
markets. Consider international shipping if there’s demand (which can open new
customer pools).

Broaden Distribution (Month 9+): Evaluate entering select retail partnerships now that
brand credibility is established (e.g. GNC, Vitamin Shoppe, or regional health stores).
This can unlock a new customer segment (those who prefer buying offline) and further
solidify category leadership. Allocate a portion of budget to retail marketing (in-store
displays, training for retail staff) if pursued.

Product Pipeline: Use feedback and research to plan next product or improvement.
Perhaps a version of CellMaxx for specific demographics (like “CellMaxx Joint Health
edition” blending in joint support nutrients) or a completely new product. Announce any
pipeline to keep excitement high (even if launch is later, transparency on what’s coming
can keep people engaged).

Continuous Engagement: Keep up with community, content, and customer service
excellence. By now, many processes (subscription billing, fulfillment, content calendar)
will be streamlined. Focus on maintaining quality as volume increases — do not let service
slip, as that can hurt retention. Possibly implement more automation in CRM to
personalize communications at scale (segments like loyal customers get surprise gift
emails at anniversary of subscription, etc.).

KPIs: In this phase, we look at market share and brand health. For example, aim for
CellMaxx to capture a significant share of online conversations or sales in the broader
“anti-aging supplement” category. We might measure our Amazon sales rank if selling
there, or our share of category revenue if industry data available. Also target a specific
retention metric: e.g. 12-month customer retention rate of 40% (meaning 40% of those
who joined at launch are still active a year later — a strong loyalty indicator for
supplements). Continue tracking profitability: by 12 months, aim for marketing spend to
be, say, 20-30% of revenue (meaning our customer base is generating recurring revenue
that allows lower relative spend — an indicator of efficient growth).
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Key Performance Indicators Summary:
To ensure we stay on track, we will monitor a dashboard of KPIs across the funnel:

. Awareness & Reach: Website Traffic (sessions per month), Social Media Reach
(impressions, follower counts), PR Mentions (count and quality of outlets). Goal:
Steadily rising traffic (e.g. +15% each month) and a strong social following in our niche.

*  Acquisition: Conversion Rate (visitor to buyer), Cost per Acquisition (by channel),
Number of New Customers per month. Goal: Improve conversion rate through
optimization (aim for industry top-quartile conversion), and reduce CPA as we fine-tune
targeting.

*  Customer Growth: Total Customers and Active Subscribers. Goal: Hit initial customer
count milestones (e.g. 1k, 5k, 10k) and a high percentage on subscription (which
indicates loyalty).

*  Financial: Average Order Value, Monthly Recurring Revenue (MRR from subscriptions),
Gross Revenue, and Marketing ROI (Revenue/Spend). Goal: Grow MRR to make
revenue more predictable; maintain a healthy marketing ROI (target 3:1 ROAS or better).

o Retention & Satisfaction: Repeat Purchase Rate, Customer Retention Rate (monthly and
quarterly), Churn rate (for subs), Customer Lifetime Value (projected and actual), Net
Promoter Score. Goal: Increase repeat purchase rate each quarter (indicating more people
coming back). Keep churn low with our initiatives (target <5% monthly churn on subs).
Achieve an NPS that is excellent for our sector (50+ is excellent; we will use NPS
feedback to address any pain points).

*  Brand Equity: Brand Awareness (% of target audience who recognize CellMaxx), Brand
Sentiment (via surveys or social sentiment analysis). Goal: By the end of year 1, a
significant portion of our target market should have heard of CellMaxx as a leading
wellness product, and sentiment should be largely positive (minimal negative association
with past MLM, which we’ll gauge via social listening).

These KPIs will be reviewed in weekly and monthly meetings. If any metric falls short of
expectations, we’ll perform a root cause analysis and adjust tactics quickly. For example, if
conversion is fine but retention lags, we might enhance our onboarding or loyalty offers. If CAC
is rising, we may need new creatives or a new channel mix. The timeline includes frequent
checkpoints to implement such optimizations.

Conclusion:

By following this structured turnaround plan with clear timelines and metrics, Vivarix can
effectively relaunch CellMaxx in the retail market — awakening consumer desire, establishing
a category king position, driving strong online sales, leveraging modern marketing channels, and
nurturing a loyal customer base. This integrated strategy will rebuild trust and momentum,
setting CellMaxx on a path of sustained growth and leadership in the stem cell nutrition space.



