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Trend 1 
Market Segment diversification and penetration 
Omega-3 presence in all Nutrition & Pharma market segments  
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Trend 1 
Market Segment diversification and penetration 
Matching market segments and Omega-3 Product categories  
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Trend 2 
Higher EPA/DHA concentrates  
Customized EPA/DHA ratios   
Omega-3 product categories 

SEGMENT
S INFANT NUTRITION 

30% 
NATURAL FISH 

OILS 

> 30 - 60% 
STANDARD 

CONCENTRATES 

> 60 - 80% 
HIGH 

CONCENTRATES  

> 85% 
PHARMA 
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§  Reduction of supplementation with undesired fatty acids or other non essential 
component 

§  Optimized Omega-3 / Omega-6 ratio  

§  Increased consumer compliance (smaller capsules, one-capsule-a-day) 

§  Health condition-specific supplementation requires  
 - higher absolute doses, and  
 - higher relative concentration of EPA vs DHA 

§  Concentrated EPA/DHA offer the possibility to differentiate against commoditized 
fish oil supplements, and participating in premium markets 

§  Concentrated EPA/DHA offer the option for brand marketers to tailor a company-
specific/proprietary EPA/DHA ratio 
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Trend 2 
Higher EPD/DHA concentrates   
Customized EPA/DHA ratios 
Reasons why ?  



 

 

 
•  Reduce triglyceride levels 
•  Anti-thrombotic 
•  Anti-arrithmic 
•  Mood disorders 
•  Anti-inflammatory 
 

•  Lower blood pressure 
•  Brain health 
•  Pre & post natal formulations 
•  Eye health 

 

EPA DHA 

Trend 2 
Higher Omega-3 concentrates  
Customized EPA/DHA ratios 
EPA’s  and DHA’s  Distinct Health Benefits  
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Trend 2 
Higher Omega-3 concentrates  
Customized EPA/DHA ratios 
Need for different separation and concentration technologies    
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EPA DHA 

Trend 3 
New delivery forms 
…. Standard delivery forms do not recognize the diversity of consumer 
preferences 

n  Swallowing 
problems for 
elderly and 
children 

n  “Pharma 
perception”: 

 
   Oh my god,  
    I am sick! 

n  Dosage 
burden: 

  
 several                
capsules 

Challenges for consumer-convenient daily intake 

Customer needs 

n  Escape from commoditization of the softgel category 
n  Enable differentiation through new concepts 
n  Reach new and growing consumer groups (children, elderly) 
n  Establish higher margins through premium products 
 



EPA DHA 

Trend 3 
New delivery forms 
Delivery solutions  

n  Ideal delivery form for consumer groups needs to reflect market and 
consumer diversity 

n  Options:  

n  Liquid supplements (bottled oils) 
n  Syrups 
n  Chewable tablets / gums 
n  Pre-mix powders 
n  On the tongue sachets 
n  Tablets 
n  One shots 
 



BASF is set up to serve Omega-3 market trends,      
based on broadest technology portfolio,            
after focused recent acquisitions 

Callanish, Scotland, UK Illertissen, Germany Sandefjord, Norway 

•  Founded 1945 
•  Deodorized Fish Oils  

•  Food, Infant Nutrition 

•  Omevital TG Gold 

•  First Marine Oil Factory in Norway 
•  Founded 1935 
•  EE & TG concentrates  

•   Pharma, OTC, DS 

•  Omacor/Lovaza 
•  PronovaPure 
 
 

Brattvaag, Norway 

•  Site for for lipid concentration for 
nearly 30 years 

•  EE concentrates  
•  Fish Oil concentrates  

•  Pharma, OTC, DS, Clinical Nutrit. 

•  Maxomga   
•  Crystalpure 

Ballerup, Denmark 

•  Production of encapsulated fish        
oils since 1988 

•  Fish oil powders  

•  Infant Nutrition, Food 

•  Dry n-3 Powders 
 
 

•  Founded 1986 as Napro Pharma 
•  Deodorized Fish Oils  
•  Bottles  
•  EE & TG concentrates  

•  DS, OTC, Food 

•  Omevital  

Kalundborg, Denmark 

•  Opened in 2009 

•  Pharma 

•  Omacor/Lovaza 



This document, or any answers or information provided herein by BASF, does not constitute a legally binding 
obligation of BASF. While the descriptions, designs, data and information contained herein are presented in good faith 
and believed to be accurate, they are provided for your guidance only. Because many factors may affect processing or 
application/use, we recommend that you make tests to determine the suitability of a product for your particular 
purpose prior to use. It does not relieve our customers of the obligation to perform a full inspection of the products 
upon delivery or any other obligation. The claims and supporting data provided in this publication have not been 
evaluated for compliance with any jurisdiction’s regulatory requirements and the results reported may not be generally 
true under other conditions or in other matrices. Users must evaluate what claims and information are appropriate and 
comply with a jurisdiction’s regulatory requirements. NO WARRANTIES OF ANY KIND, EITHER EXPRESS OR 
IMPLIED, INCLUDING WARRANTIES OF MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE, ARE 
MADE REGARDING PRODUCTS DESCRIBED OR DESIGNS, DATA OR INFORMATION SET FORTH, OR THAT 
THE PRODUCTS, DESIGNS, DATA, OR INFORMATION MAY BE USED WITHOUT INFRINGING THE 
INTELLECTUAL PROPERTY RIGHTS OF OTHERS. IN NO CASE SHALL THE DESCRIPTIONS, INFORMATION, 
DATA, OR DESIGNS PROVIDED BE CONSIDERED A PART OF OUR TERM SAND CONDITIONS OF SALE. 

DISCLAIMER 
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