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Section 1 - ICP/Value Equation Snapshot

Primary avatar — “Diane, 58”

A 45-65-year-old, label-reading, medicine-skeptical “DIY-health” adult — skewing female and 50+ —
who is convinced something is wrong because she’s still exhausted, foggy, and tingling despite
“normal” bloodwork. Her GP said, “Your B12 is normal, you're fine,” and offered an antidepressant;
she didn’t buy it. She’s been on omeprazole for years (and knows it depletes B12), her sister is on
metformin, and she watches Berg and Ekberg most evenings. She refuses anything labeled
“cyanocobalamin” or stuffed with fillers, and considers herself the person who has to advocate for
her own body. Deepest fear: the tingling becomes permanent nerve damage and the fog becomes
dementia, while doctors keep telling her she’s “fine.”

Secondary avatar — “Mark, 34”

The optimizer/vegan-keto crossover. Lifts, tracks biomarkers, follows Huberman/Attia/Saladino, and
buys on bioavailability and clean ingredients. More evidence-demanding and more skeptical of
“natural-form” marketing claims.

Demographics & psychographics

» Agel/gender: Primary 40-70, skewing 50+; secondary 30—45. Slight female skew (largest
supplement consumers; perimenopause/‘meno brain fog” overlap). GLP-1 use peaks at 50-64
(22%), reinforcing the skew.

* Geographyl/income: US core; UK, Canada, Australia secondary. Middle/value-seeking — will
pay a modest premium for “clean,” but resents stockouts and “hype” pricing.

* Medical overlap: Frequently on metformin (T2D) or PPls/acid-reducers — both deplete B12.
Often caregivers managing a spouse’s or parent’s health too.

+ Self-education: Expert-level on this one topic — fluent in MMA, methylation, MTHFR, intrinsic
factor, and the methyl vs. hydroxo vs. cyano form debate.

+ Values & identity: Self-reliance, “natural/clean-label,” transparency, bodily autonomy,
skepticism of pharma. “The savvy patient who caught what four specialists missed.” “| do my
own research.” “l treat symptoms, not numbers.”

» Motivation: Symptom relief + the dignity of being taken seriously + vindication — they want to
be proven right that something was wrong.

The three lines that matter (verbatim)

#1 Dream Outcome ‘I feel like myself again” — sharp, energetic, capable, without = C5 ICP/Amazon
a prescription. (“It saved me from becoming a zombie, | am
not joking!”)

#1 Fear “Is this tingling going to get worse?” — that the tingling C5I1CP
becomes permanent nerve damage and the fog becomes
dementia, while doctors keep saying she’s “fine.”

#1 Hesitation “Will | even feel it?” — “Effects are noticeable but not C5/iHerb
dramatic.”/“I've taken it 30 days and noticed very little
change.”
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Value Equation (Hormozi) — variable x lever

Maximize Dream Outcome x Perceived Likelihood; minimize Time Delay x Effort & Sacrifice.
Where this buyer sits on each, and the creative lever it implies.

Dream
Outcome (DO)

Perceived
Likelihood
(PL)

Time Delay
(TD)

Effort &
Sacrifice (ES)

Not “more B12” — their old self back:
all-day energy, mental clarity, tingling gone,
plus validation they were right. Mirror: “got
my life back,” “keeps me buzzing all day.”

Two doubts stack: “will | feel anything?” (top
soft complaint = “didn’t feel anything”) and
“is this just an influencer cashing in?”

Expects a felt lift in days, not months — and
judges the product on it. Strongest proof in
the file is speed: “saw the difference in just
three days.”

Refuses needles, horse pills,
synthetic/fillers/megadose “fairy dust,” and
being dismissed (“you’re just getting old”).
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Lead with transformation + vindication
(“Your labs said normal. Your body said
otherwise.”) — not dosage.

Raise belief with specific symptom-relief
testimonials + hard proof (4% lab-tested,
COA, Fedosov 2024) so trust is earned, not
asserted.

Use the 3-day speed proof up top; manage
expectations in retention (“levels build over
weeks — stay consistent”) to kill churn.

Position as the easy, clean, one-capsule
alternative to needles and drugstore cyano
— zero new effort, zero compromise.
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Section 2 - 6C Notes

One synthesis block per intelligence source. Verbatim customer language is quoted; composite or
brand-copy lines are flagged, never passed off as VOC.

C1

Cc2-

C3-

- Controls — Winning Ads & Emails (Asset Teardown)

Top hook structures:

— (a) “The #1 best [X]” superlative + listicle;

— (b) “What happens if you [do X] for [timeframe]” outcome-tease;
(c) “It's NOT [obvious], it's actually [Y]” false-assumption reversal;
(d) “Eat/Do THIS every day to [benefit]” imperative;

(e) “Signs of [deficiency]” symptom-decoder.

Top promises: energy/fatigue fix - brain-fog/cognition - weight/fat loss - reduced inflammation
& pain - better skin/“glow.”

Top pains: sugar cravings/hunger - fatigue after eating - brain fog - joint inflammation -
deficiency symptoms (twitching).

Top proof types: mechanism explanation (dominant — names the “real reason”) -
authority/scale stats (14M subs) - study citations (Fedosov 2024) - comparative claims (“better
than ibuprofen”) - star-ratings + testimonials.

Single most-used claim engine: “It's NOT X, it's actually Y” reversal paired with a “#1
best/most” superlative, often anchored by “every single day.”

Outlier angle (the #1 piece by views, ~15.7M): direct face-to-camera with a bold curiosity/fear
headline and zero product. Every paid winner leads with a bottle; the top organic winners lead
with Berg'’s bare face and no product. Flag: those top organic hooks (“clean out your arteries,”
“pbetter than ibuprofen”) lean into implied-cure territory the Brand Doc explicitly bars.

Customers — Reviews & VOC Synthesis

Top pains (verbatim): fatigue/sluggishness, esp. 50+ (“sluggish in their 50s”) - “so weak and
no energy” - “used to feel weak and lack energy” - prior nerve pain - disappointment with cheap
drugstore/sublingual B12.

Caveat: pains are the weakest category in the real reviews — most reviews are praise-first.
The richest pain phrases (“brain fog that just won't lift,” “exhausted no matter how much |
sleep”) are the Brand Master Doc’s own copy, not verified VOC.

Top desires: maximum absorption - steady all-day energy (“buzzing around all day”) - returning
muscle strength - clean/complex formula - a simpler alternative to the monthly shot.

Top objections (live in negatives/Reddit/Trustpilot): strong smell - “no difference” vs. other
B12 - allergen worry - credibility attack (“con artist”) - trust-erosion (“deletes dissenting
comments”).

“Thought X, actually Y” surprises: expected slow — actually fast (3 days) - expected horse
pill - small/easy - expected “just B12” — fixed tinnitus/nerve pain.

Single most repeated word: “energy” (the campaign anchor). Runners-up: “trust” (the brand
anchor) and “clean ingredients.”

Conversations — “Why People Buy B12” (Win/Loss VOC)

Top 5 reasons people BUY (WON)

Noticeable energy — the #1 driver, near-universal in positive reviews.
Trust in Dr. Berg as an educator — the brand-loyalty moat behind the purchase.
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Clean/natural/quality ingredients — “correct type of B12.”
Maximum absorption/a simpler alternative to shots & cheap B12.
Relief from a specific symptom — nerve pain, tinnitus, anxiety (highest emotional weight).

Top 5 reasons people DON’T buy (LOST)

C5-

Skepticism about Berg'’s credibility — the dominant friction (“not a real doctor... just selling
vitamins”).

Smell/taste/tolerability — the clearest negative-affect language in the set.

No noticeable effect — some default back to a previous brand.

Price/perceived poor value vs. NOW, Solgar, etc.

Ingredient/allergen worry + distrust of aggressive marketing (email spam).

- Competitors — Landscape & Wedge

Five archetypes: Thorne (premium-clinical) - Solgar (heritage-premium) - Nature Made
(mass-market value) - NOW/Jarrow (budget methyl) - Dr. Mercola (the influencer-physician
mirror Berg must differentiate from).

Category consensus: “right form/clean ingredients” - “tested obsessively/certified” - “trusted by
authority” - “fits your lifestyle” - “heritage/longevity.” Notably absent across all: emotional
symptom-relief testimonials and any bold outcome guarantee — the category proves the bottle,
not the transformation.

Shared competitor weaknesses (open flanks): billing/cancellation chaos -
unresponsive/offshore CS - “changed formula/declining quality” - stockouts - megadose
side-effect scares (Thorne’s 25,000% DV B12).

The wedge (no major rival uses, buyers care): “It's not the dose — it's absorption” - “the
doctor who taught you why you need it” - “quit the monthly shot.” Bold twist with no category
answer: an energy-back outcome guarantee.

Personas the category ignores: the “normal labs but still exhausted” 50+ adult - the
metformin/acid-reducer user - the “done with monthly shots” patient - the cyano-averse vegan.

Communities — ICP Deep-Dive & Patient Forums

Emotional center: “normal labs, still sick” + distrust of cyanocobalamin (“cyanide/synthetic”).
Buyers treat serum B12 as untrustworthy and demand MMA/homocysteine testing.

Form debate is a primary purchase axis: methyl vs. hydroxo vs. cyano — with real
disagreement (some say methyl disrupts sleep). Hydroxo is less familiar to the methyl-default
crowd and needs a one-line “why hydroxo” explainer.

Top soft complaint: “didn’t feel anything” — an expectation-management and creative
consideration.

Doctor-validated buy reason: medication depletion (PPls/omeprazole, metformin) appears
verbatim in reviews — a credible, non-hype hook.

Macro tailwinds: MAHA/RFK Jr. (mainstreamed pharma distrust) - GLP-1 nutrient gaps (18%
of adults have used; ~20% calorie cut) - aging-absorption - clean-label/methylation as the
dominant 2025-26 story - magnesium & creatine “stacking.”

Trusted-voices roster (people, not logos): Berg, Ekberg, Berry, Saladino, Fung, DeLauer,
Mercola, Hyman, Attia, Huberman — but the audience is primed to suspect “influencer cashing
in,” so authenticity is the moat.

Timing hooks (“right now”): “Your labs say normal. Your body says otherwise.” - “Natural, not
synthetic — no cyanide.” - metformin/acid-reducer depletion - “Eating less on a GLP-1?" -
January energy reset - VVeganuary.
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Guardrail: stay in structure/function language (“supports energy/nerve/cognitive health”); never
“treats deficiency/neuropathy,” given DSHEA limits and active FTC scrutiny.

C6 - Creators — 100 Viral Niche Reels (Hook & Angle Teardown)

Source: 100 organic Reels (85 usable transcripts) across Saladino, DeLauer, Ken Berry, Mercola,
Pelz, Brecka, Hyman.

Five recurring hook patterns

Industry/Authority Conspiracy — “the industry doesn’t want you to know...” (instant
us-vs-them).

“You’re doing X wrong, right now” callout — names a present-tense habit (“your breakfast is
spiking your insulin...”).

Curiosity-gap/“What if” open loop — wild claim + withheld payoff, often stacked with proof
(NASA/FDA/N studies).

Numbered-list “Here are N things” — the saveable, skimmable workhorse format.

Transformation/result-first — front-loads the outcome (remission, 60 Ibs) before the
mechanism.

Five angles (ranked by dominance)

Contrarian/myth-reversal (the single most common — “it's not X, it's actually Y”).
Pain-first/symptom callout (fatigue, bloating, brain fog — a single fix).
Authority/science proof (citations, “5,000 studies,” “22 years a doctor”).
Transformation/social proof (a real outcome carries the message).

How-to/protocol (“here’s the protocol, 5 steps” — the on-ramp to a product). Top Reels stack 2+
angles.

Outliers:
— Near-silent visual-first Reels -
Personality/humor one-liners -
A quietly counterintuitive payoff beating loud fear hooks -
Vinerability/“l was wrong” humility opens.
When the formula is absent, a strong visual or a strong dose of personality replaces it.

Page 6



DR. BERG NUTRITIONALS — Intel Report v1.0Natural Vitamin B12

Section 3 - Hook Bank — Top 20

Pulled from customer, community, and creator language across the six C’s, tagged with the
Value-Equation variable each leverages. Ranked into four priority tiers (brightest green = top picks,
fading to palest = last picks), mirroring the color-coding in the Hook Bank source. Keep every claim
structure/function-framed.

Value Equation: DO = Dream Outcome (what they want) - PL = Perceived Likelihood (what they doubt) -
TD = Time Delay (how fast) - ES = Effort & Sacrifice (what they refuse).

B8 PL Contrarian Your doctor isn’t lying when they say you'’re “fine.” The standard B12
test just misses it.

3 ES Wedge Quit the monthly B12 shot. Take just one capsule a day and ditch the
needles and clinic visits.

3 DO Callout Eating less on a GLP-1? Don'’t lose your energy along with the
weight.

3 PL Stat Hydroxocobalamin is processed ~6x faster inside your cells than the

drugstore default.

3 PL Stat ~25% of functional B12 deficiencies are missed by the standard
serum test. Yours could be one.
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N S

4 — Last Social proof “My tinnitus is not as loud.” The relief stories the big brands never
show you.
4 —Last ES Callout You're reading the front of the bottle. The form hiding on the back is

the part that matters.

4—Last PL Stat Long-term metformin users are nearly 3x more likely to be B12
deficient. Most never get told.

Note: the green priority tiers above are an ordering by strategic fit (the C5/Master Synthesis “lead with validation,
then absorption, then speed/energy proof” logic).
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Section 4 - Proof Map

Every proof asset — what it proves, the objection it kills, and where to deploy it. Use to dress any
hook with the matching evidence.

‘ Proof Asset What It Proves Objection It Kills Where To Use

‘ Authority & Trust at Scale

14M+ YouTube subscribers A massive, durable “Is this just another Cold ad credibility line -
(Oct 2025), 3.2B+ views, audience actively chooses  influencer cashing in?” = VSL open - sales page hero
~5,700 videos his teaching — trust at
scale
42M+ followers worldwide Authority that extends far Influencer/legitimacy Cold ad social-proof bar -
across all platforms & beyond one channel skepticism sales page trust strip
languages
drberg.com — 1M+ unique Ongoing, repeat demand Influencer/legitimacy Sales page trust strip -
visitors/month for his education — not a skepticism retargeting
flash

Berg quote: “14 million Education-first mission “Is this just another VSL/About - founder-story
subscribers... people are framing, not selling-first influencer cashing in?” = ad
eager to take charge of their
health”

‘ Credentials & PR
Doctor of Chiropractic, Real clinical credentials “How do | know thisis = VSL open - sales page bio -
Palmer College (1988); 30+  and decades of legit/is he a real cold ad credibility line
yrs & 40,000+ patients experience doctor?”
Best-selling author (Healthy = Third-party-validated Influencer/legitimacy Sales page trust strip - “as
Keto Plan; 7 Principles of authority outside his own skepticism seen on” badge bar
Fat Burning); on Fox & channels
Friends

‘ Mechanism & Formula
Fedosov 2024 (Nutrients): Form & absorption — not “Aren’t all B12 the VSL mechanism - sales
hydroxo processed ~6x% dose — drive whether B12  same?” + “Will | even page “why hydroxo” - cold
faster intracellularly, ~2x works feel it?” contrarian ad

faster cellular accumulation;
cyano excreted ~2x the rate

1000 mcg hydroxo + Whole-food cofactor “Aren’t all B12 the Sales page ingredients -
whole-food B-complex formula vs. isolated same?”/distrust of comparison block
(broccoli, carrot, spinach, synthetics — “B vitamins “fairy dust”

sunflower seed, chlorella) + = work as a team”
20 mg magnesium

‘ Price & Value

$19.45 one-time/$17.51 sub ~ Premium formula at a fair, = “Why is yours more Sales page comparison
— undercuts Thorne ($24), defensible price expensive than the table - price-objection ad
out-formulates Nature Made drugstore B12?”

(~$17 cyano)

Tatyana Z.: “Great quality Quality + value + it works, = Price/value + “does it Sales page reviews -
product at the great price in one line work?” price-objection ad

and it works great.”
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‘ Proof Asset What It Proves Objection It Kills Where To Use

Helen (Amazon): “Very
affordable for the quality &
amount... | trust Dr Berg’s
products.”

Anthony Jarrett (Trustpilot):
“You do pay a premium but
they’re worth what they’re
doing for my health.”

The price is justified by
quality and quantity

Premium price is worth it
for trusted quality

“Why is yours more
expensive?”’

Premium-price
hesitation

Sales page near price block
- price-objection ad

Comparison section -
retargeting (price re-frame)

‘ Ratings & Demand

B12 line aggregate ~4.875/5
(~112 reviews) — flag as
unverified, line-level

B1+ Allithiamine (same
platform): 4.80/5 from 1,207
reviews — “dispel brain fog,”
energy

Electrolyte Powder: 4.68/5
from 5,256 reviews

B12 backordered at launch
due to high demand

Belia V.: “Hands down the
best vitamin B12... definitely
notice a difference.”

Early positive reception of
the new SKU

Same platform already
delivers brain-fog/energy
results at scale

Flagship-level brand
quality and consistency

Strong demand and
desirability

Buyers feel a noticeable
effect

“Is this any good/will |
feel it?”

“Will | feel it?” + “new
product, no track
record”

New-SKU/legitimacy
doubt

“Is this any
good?”/creates FOMO

“Will | even feel it?”

Sales page review widget
(with caveat) - retargeting

Sales page brand-proof
block - VSL - retargeting

Sales page trust strip -
brand-quality ad

Cold ad urgency -
retargeting - sales page
banner

Cold ad testimonial card -
sales page reviews

‘ Certifications, Label & Risk Reversal

cGMP- & NSF-certified
facilities (badge)

Per-batch COA —
third-party tested for heavy
metals & microbes

30-day money-back
guarantee

BBB-listed (Dr. Eric Berg
DC)

Allergen-free label
(corn/dairy/egg/gluten/GMO/
soy/sugar-free),
keto-friendly, “Real
Ingredients”

Easy-to-swallow vegetable
capsule, 1/day (60
ct/2-month supply)

Independently verified
manufacturing quality &
safety

Purity and radical
transparency

Risk reversal — the brand
stands behind the result

A legitimate, accountable
business

Clean label matched to a
keto/vegan/clean-living
identity

Convenient, gentle format
— no horse pill, no
needles

“Supplements aren’t
regulated — how do |
know it's legit?”

Legitimacy +
filler/*what’s really in it”
distrust

“Will | feel it?” +
price/value risk

Legitimacy/scam
skepticism

Filler/allergen worry +
“fairy dust” distrust

“Giant horse pill” +
“Why not just get a
shot?”

Sales page badge bar -
checkout trust icons

Lab/ingredients section -
“influencer cashing in”
rebuttal

Cold ad CTA - guarantee
box - checkout

Sales page footer trust -
checkout

Label callouts -
vegan/keto-segment ad

Cold ad product demo -
format section

‘ Testimonials — Speed, Energy & Strength

Tatar (Amazon): “The quality
is so different. | saw the

Fast, dramatic, felt results
— not slow maintenance

“Will | feel it?”/how
long it takes
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‘ Proof Asset What It Proves Objection It Kills Where To Use

difference in just three days.
It's been saving my life.”

Ron C. (drberg.com): “This
B12 keeps me buzzing
around all day.”

Adaweya J. (drberg.com): “I
used to feel weak... my
muscle strength [is]
improving day by day.”

Sustained all-day energy
— the #1 desire, in
ownable words

Reverses the
weakness/low-energy pain
— strength returns

Testimonials — Absorption, Form & Tolerability

Lands the top desire
(steady, all-day
energy)

“Tried cheap B12 and
it did nothing”

Cold ad hook/headline -
sales page hero - email
subject

Cold ad transformation -
over-50 segment

Miss Jackie Russell
(Amazon): “...the most
absorption of B-12 as |
can... a brand | trust... easy
to swallow.”

amat-i (Amazon): “Smaller
capsules, so much easier to
swallow.”

Yvonne W. (drberg.com):
“Great product. Correct type
of B12.”

Susan (drberg.com):
“...better than the sublingual
tablets | was getting from
Walmart/China.”

Mb (Amazon): “Doesn’t hurt
my stomach... very clean
product... legs feel way
much better.”

Buyers choose it
specifically for absorption
— and it's easy to take

The capsule is small and
easy to take

Customers believe it's the
right form of B12

Outperforms the cheap
drugstore/import default

Gentle on the stomach,
clean, helps the legs

(tingling)

“Aren’t all B12 the
same?” + horse-pill
fear

“Giant horse pill”

“Is this the right form?”
(methyl/hydroxo/cyano
)

“Aren’t all B12 the
same?”

“Cheap B12 upset my
stomach” + horse-pill +
filler

Testimonials — Symptom Relief & Trust (wellbeing-framed, w/ disclaimer)

Sales page “why
hydroxo/absorption” - cold
contrarian ad

Cold ad product demo -
sales page format/visual

Sales page “why hydroxo” -
form-education ad

Sales page comparison -
cold ad vs. drugstore B12

Sales page
format/ingredients - cold ad
(gentle/clean)

kcolrevo (Amazon): “...my
tinnitus is not as loud... |
prefer to buy from Dr Berg
because of his willingness to
explain.”

Michelle Lewandowski
(Amazon): “The B-12 has
helped me immensely with
my nerve pain.”

Holly Postler (Amazon):
“...on the verge of giving
up... zero issues with
anxiety or panic.”

D.E. Barnes (Amazon):
“Excellent product, pure
ingredients... saves me from
the monthly B-12 shot.”

Unexpected symptom
relief (tinnitus) +
trust-through-teaching

Real relief of a feared
symptom (nerve pain)

Gentle/tolerable where
other B vitamins failed —
high-stakes relief

A clean oral alternative
that replaces the monthly
injection
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“Will it do anything for
ME?” + influencer
skepticism

“Will it actually help my
symptoms?”

Sensory/tolerability
fear + “other B12 didn’t
work”

“Why not just get a
B12 shot?” + filler
worry

Sales page testimonial -
retargeting

Symptom-relief block -
nerve/tingling segment ad

Sales page testimonial -
retargeting - VSL story

Cold ad (“quit the shot”) -
shot-taker segment
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‘ Proof Asset What It Proves Objection It Kills Where To Use

John Harman (Trustpilot): Education-first, not a cash = “Is this just another VSL/founder story - sales
“He doesn’t just sell grab — the trust moat influencer cashing in?” = page “why Dr. Berg” - cold
supplements, he provides ad

real education!”
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Section 5 - Wedge Angle

The consensus angle the category is using

Every major competitor proves the bottle, not the transformation. The category competes on four
interchangeable axes: “right form/clean ingredients” (methyl vs. cyano, NSF/USP, non-GMO), “tested
obsessively/certified” (“31,000 tests/month,” “tested 4x”), “trusted by authority” (practitioner-,
pharmacist-, athlete-recommended), and “heritage/longevity” (“since 1984,” “since 1968”). Notably
absent everywhere: emotional symptom-relief stories and any bold outcome guarantee.

The wedge no one else can take

The moat is trust-through-teaching, not the molecule. No competitor can say: “a B12 from the
doctor who taught you why you needed it in the first place.” Thorne, Nature Made, and Solgar
structurally cannot echo it. You’re not selling a supplement — you're selling the answer to a question
Dr. Berg already taught the buyer to ask. The hydroxocobalamin + whole-food-cofactor story is the
proof the trust is justified; the trust itself is the moat.

Stacked underneath it are three open lanes that the whole category talks past:

* “It’s not the dose — it’s absorption.” Customers literally state the criterion (“to get the most
absorption of B-12 as | can”). No competitor frames why other B12 fails as a retention/form
problem.

* “Your labs said normal — but you’re not fine.” The defining grievance of the niche;
near-zero brands own the MMA/functional-deficiency validation story.

* “Quit the monthly shot.” The real switch the high-value buyer is making is from needles, not
other pills — untouched by the category.

Proof that crushes each objection

« “Will I even feel it/it’s expensive” — an energy-back outcome guarantee (“Feel your energy
back in 30 days or it’s free — keep the bottle”), anchored to the #1 verified buy-reason (energy)
and the documented “felt it in 3 days” speed. The category has no bold guarantee.

+ “Is this just an influencer cashing in?” — hard transparency: 4x lab-tested + per-batch COA,
listed elemental amounts, honest (non-inflated) reference pricing, cancel-anytime billing. Let
proof carry trust so Berg-the-person is the evidence, not the entire claim.

+ ‘“Hydroxo isn’t the right form” — plain-English mechanism: Fedosov 2024 —
hydroxocobalamin processed ~6x faster intracellularly, ~2x faster cellular accumulation. A
one-line “why hydroxo” pre-empts the methyl-default.

+ “It won’t do anything for ME” — specific symptom-relief testimonials the category never runs
— nerve pain, tinnitus, anxiety, 3-day speed — plus cross-product trust (B1 Allithiamine 4.80/5,
Electrolyte Powder 4.68/5).

The one-line wedge

“Your B12 labs said normal. Your body said otherwise. It’s not the dose — it’s a
form your body can’t hold onto. Here’s the clean, absorbable B12 from the
doctor who taught you why you needed it.”

Guardrail: the “trusted doctor” and “synthetic cyanide” plays both amplify the documented
skepticism backlash. Lead with mechanism + customer outcome; keep claims
energy/wellbeing-framed (“supports energy/nerve/cognitive health”), never disease-treatment, given
DSHEA limits and active FTC scrutiny.
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Appendix - Raw Research Files

Source captures behind this report, grouped by stream.

Synthesis & strategy docs
+ Brand Master Doc
+ Master Synthesis — B12 Creative Strategy Brief
+ C1 Controls Pattern Analysis
+ C2 Customer VOC Analysis
* C3 Conversations — “Why People Buy B12” (Win/Loss
+ C4 Competitor Landscape Analysis
* C5 ICP Deep-Dive
+ C6 Supplements Viral Patterns Analysis
» DR. BERG Proof Map (CSV)
* Dr. Berg B12 Hook Bank (CSV)
C1 — Control Data
¢ Paid Creativ Landing P r
* Top 5 Most-Viewed TikTok — Transcripts
e T Most-Viewed IG Reels — Transcri
» Top 5 Most-Viewed IG Reels — Thumbnails
+ Top 5 Most-Viewed YouTube — Transcripts
* Top Liked IG Posts

C2 — Customer VOC raw captures
» Trustpilot Reviews — Pages 1-2
» Amazon Reviews

+ Website B12 Reviews — Pages 1-5

C4 — Competitor raw captures

+ C4 Competitors (raw competitor capture)
C5 — Community raw data capture

+ C5 Community Verbatim Quotes
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https://drive.google.com/file/d/15210GfmPhsW7Yh7wW2WdS2889M50A_3Q/view?usp=drive_link
https://drive.google.com/file/d/1OZ8d5PXMgxmWJQKy56R0rQOBTZWA9qx9/view?usp=drive_link
https://drive.google.com/file/d/18UUHP1VZNgtOgIYAhwExpJkNVtRfPxSi/view?usp=drive_link
https://drive.google.com/file/d/1ODmCAB_oeMBj_Zxt6BcPI-2W1KxOlZbc/view?usp=drive_link
https://drive.google.com/file/d/1OHyEKM8fuR_kglOnl2wtqFRBjm-1tlcH/view?usp=drive_link
https://drive.google.com/file/d/1zQfRe4Xc_sFiJ4c49nZ4s2W4Q7bHmBN2/view?usp=drive_link
https://drive.google.com/file/d/1OE_AxhoPBCBJwh9u9GQVQ9RA85TBSJ24/view?usp=drive_link
https://drive.google.com/file/d/1p6BrnFf0V5Gup01xlwg_b-WpE5-afOzK/view?usp=drive_link
https://docs.google.com/spreadsheets/d/1AdUsj4Qle63xTh7Aeb0hnh_KFgO2inYg4KbMFJFlGHc/edit?usp=drive_link
https://docs.google.com/spreadsheets/d/1NezfzZKl2GUCW_8VZRC7GnL2ldt4Q2C2we17_L7ftos/edit?usp=drive_link
https://drive.google.com/drive/folders/1KFBYsWBKosnHeDm__td8H9FaRM3d6Lb0?usp=drive_link
https://docs.google.com/document/d/1mtGh1y3BAQ51VjB0Oiz6BPo2iCvDyCvW-5pErm1tB-M/edit?usp=drive_link
https://drive.google.com/file/d/1kmTJ2QfqgTOBJKLxnMPIpG0iOOL6H38d/view?usp=drive_link
https://drive.google.com/file/d/103ydfl4WFwPWdl0zg5aGU8eAxz-dRP4I/view?usp=drive_link
https://drive.google.com/file/d/1YUDvyVNT6i0tEbsY83uXNKxFaVadepye/view?usp=drive_link
https://docs.google.com/document/d/1t6kKWkO9p7e7S0YbREORh2exlnDRllo_tDCI3Wh9Oj4/edit?usp=drive_link
https://drive.google.com/file/d/1cyubTmhgxmnT6HuKde_7N3Kw5D5MX7MC/view?usp=drive_link
https://drive.google.com/drive/folders/1mAMffbH9gVtKbY1lLp68FdOhVSQRWOrf?usp=drive_link
https://drive.google.com/file/d/1vWfD82vfIEO-PzymE9rigs82vNRVmeM1/view?usp=drive_link
https://drive.google.com/drive/folders/1ocLhK-LH-94VfG4rcFEB013bxVV48t2a?usp=drive_link
https://drive.google.com/drive/folders/1C0r8sJ0W67Soo-dgJRcaVxpQHn9dYNUE?usp=drive_link
https://drive.google.com/file/d/1eMIihzFKA1X_XJRO4H6yklDQ5mZr-Fta/view?usp=drive_link
https://drive.google.com/file/d/1WG-VwI08GQKJCVKQpZJHOwo-c-05Jh5w/view?usp=drive_link
https://drive.google.com/file/d/1VF2T8HGqFh6TB-YghK6FAg3ymZiDmTEU/view?usp=drive_link
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