Connect with
consumers for life
Introducing new MEG-3® Ultra
and life’sDHA™ Ultra

ega-3s are essential
for everyone, every day
Omega-3 fatty acids play a critical role in supporting human health across diﬀerent life stages.
DHA (docosahexaenoic acid) provides important brain and eye benefits, while DHA and EPA
(eicosapentaenoic acid) together promote cardiovascular health.

With more than 30,000 published scientific
papers, omega-3 long chain polyunsaturated
fatty acids are the most researched
micronutrient in the world.

Despite the proven health benefits, most
people are nutritionally deficient in omega3s due to the lack of oily fish in modern
diets. Globally, the majority of adults do not
get the recommended 250 milligrams (mg) to
500 mg of EPA and DHA per day.1

Levels of EPA and DHA in the bloodstreams of healthy adults in
certain regions across the world2

Adequate (>8%)
Moderate
Low
Very low (≤4%)
No data available
1. 30,995 citations found in PubMed for omega-3 PUFA (DHA, EPA), 3 May 2016 (search terms: omega-3, fish oil,
cod liver oil, eicosapentaenoic, docosapentaenoic and docosahexaenoic acids).
2. Stark et al., Global survey of the omega-3 fatty acids, docosahexaenoic acid and eicosapentaenoic acid in
the blood stream of healthy adults, Progress in Lipid Research, 20 May 2016
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DSM’s MEG-3® and life’sDHA™ Ultra

Given their vital nature,
why don’t more consumers
connect with omega-3?
A recent DSM survey of over
11,000 respondents across
ten countries identified
a number of consumer
barriers for entering or
re-entering the omega-3
supplement category.1

While there are nuances across geography
and market, the most frequently
stated barriers for consuming omega-3
supplements are:
• L ack of education: the majority of
consumers are familiar with omega-3s,
but only a few appreciate the full scope
of benefits that EPA and DHA can provide
across every life stage;
• I nconsistent or unclear on-pack claims;

In the US, nearly one out of every two
shoppers walk away from the omega-3 aisle
without making a purchase due to price/
promotion and complexity.2

•C
 onflicting communication about omega-3
benefits in mainstream media;
• Capsule size;
• Fishy burp; and taste

1. DSM: Omega-3 Global Usage & Attitude Study, 2012, 2015
2. DSM 2016 VMS/Omega-3 Shopper Study

•N
 eed for multiple dosage to achieve
required intake.

DSM’s
DSM’sMEG-3
MEG-3®®and
andlife’sDHA
life’sDHA™™Ultra
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New MEG-3® Ultra
™
and life’sDHA Ultra
help connect with consumers for life
Powered by our new proprietary 3C technology,
DSM’s MEG-3® Ultra and life’sDHA™ Ultra will
help connect your brand to individuals.
The new ingredients are unique in allowing
you to create omega-3 products that are
tailored across diﬀerent life stages and to
consumers with specific health-focused needs.
As the leading solutions provider to the
global omega-3 category, we oﬀer you
a wide and unique range of tools to
support your brand. For example, inspired
by consumer insights, we help to create
tailored product messaging that excites
and engages – ensuring your products
resonate with diﬀerent target audiences
across the world.

4

DSM’s MEG-3® and life’sDHA™ Ultra

With a unique combination of advantages, DSM’s 3C technology
uses a fractional distillation process to concentrate the
essential fatty acids in ethylated fish or algal oils. MEG-3® Ultra
and life’sDHA™ Ultra give you more versatility to innovate than
ever before.

Up to 3X more potent*
The smaller capsule size ultimately saves
encapsulation costs and reduces the expense
of transporting and displaying the finished
omega-3 supplements on retail shelves.

* Compared with standard EPA/DHA oil

Concentrated

Customized

Consistent

...to up to 85% omega-3s,
for much smaller, easier to
swallow capsules that allow
consumers to receive the
targeted health benefit in a
single daily dose.

...to the precise EPA: DHA
ratios required, allowing you
to create highly targeted
omega-3 products.

...so that sustainability and
sourcing flexibility are
maintained through a robust
supply chain that is less
dependent on raw materials
with specific EPA/DHA profiles.

DSM’s MEG-3® and life’sDHA™ Ultra
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DSM is the global leader in
providing omega-3 solutions
MEG-3® Ultra and life’sDHA™ Ultra are the latest additions to DSM’s existing broad omega-3
portfolio. This major development will open up new innovation opportunities for DSM’s
customers to bring health-focused, more appealing omega-3 products to market.

Our trusted omega-3 ingredient brands
• MEG-3® omega-3 EPA/DHA from clean wild
ocean fish oil, which features neutralized
products that have no fishy taste or smell

• MEG-3® Ultra, highly customizable EPA

• life’sDHA™, a vegetarian form of DHA derived

• life’sDHA™ Ultra, unique algal concentrates

purely from a sustainable algal source

and DHA combinations containing up to
85% omega-3

The products are all purified in accordance
to the safety and quality standards in line
with DSM’s Quality for Life™ promise.

to deliver high DHA vegetarian products*

• life’s OMEGA™ 60, the first high potency
vegetarian DHA/EPA product available

*

80%

Powered by 3C Technology

DHA

Powered by 3C Technology

EPA

* life’sDHA™ Ultra products expected to be launched in
2017 subject to market conditions and further approvals
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DSM’s MEG-3® and life’sDHA™ Ultra

80%

Why partner with DSM?
With market understanding informed by consumer insights,
customer brand-centric innovation and a variety of tailored
technical and consumer-related solutions, DSM oﬀers
unparalleled expertise in co-creating successful
omega-3 products.
Our global network of Nutrition Innovation
Centers have advanced application and
service laboratories and provide training,
knowledge exchange, brand innovation and
concept workshops, helping you to get to
market ahead of the competition.

By partnering together, we can help
increasingly more families to remain healthy
throughout life – now and in the future.

“As one of the leading players in the
omega-3 category, we have significant
nutrition and manufacturing expertise. We
felt we needed to develop a new innovative
technology that would enable us to deliver
clear and specific consumer solutions and
drive the market forward globally. We believe
that our new 3C technology will help to
shape the future of the industry.”
Brent MacDonald, Director, Global Business
Development, Nutritional Lipids, DSM

Trust
Trust

Portfolio

Service
Full Service

Innovation

Investment

DSM’s MEG-3® and life’sDHA™ Ultra
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DSM Nutritional Products
For further information and for the complete set of
references, please contact rafael.hinojosa@dsm.com

For DSM, quality is a way of life. Quality for Life™ symbolizes quality, reliability and traceability. This means that our customers are
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