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It gives me great pleasure to repart that during this past year LifePoint has successfully continued
its progress from a pre-revenue, development-stage company toward a profitable, commercial
corporation with the February 26, 2002, launch of our first product — the LifePoint® IMPACT®
Test System. Since then, our major focus has been on leveraging our sales and marketing efforts
into all initial target markets, a $1.6 billion market opportunity. We have already completed our
product-marketing launch into the United States law enforcement market and, subsequently, 18
international markets. Additionally, we continue to make progress in developing further drug
chemistry reagents to facilitate our product offering expansion to current customers and to enable
us to open new markets.

As we look forward to our first year as a fully integrated commercial organization, we proudly look
back at the significant accomplishments that made this past year so monumental in our growth.

LindaH.Masterson

: Chairman : CEOandPresident

: Management and Personnel. Expanded our Board of Directors and
our Substance Abuse Advisory Board, welcomed Theresa Ford and
Michael Edwards, and grew from 60 to 109 employees.

: Product Development. Finished the product development and design
of the Impact Test System, and initiated the development of the
next test assays and the design and development of our smali,
portable instrument.

: inteflectual Property. Received patent approvals for obtaining blood-
comparable results from saliva and for a method for syntheses of novel
tracers in samples and expect to obtain 13 to 15 patents with over
1,400 claims from the omnibus patent application,

: Regulatory Affairs. Finalized the selection of clinical triat sites,
initiated field evaluations and made our first FDA submission on
Quality Check, which we can now market to medical customers in
the United States.

: Quality Systems. Implemented the quality systems needed to
ensure production of a reliable, quality product, allowing LifePoint
to be able to meet Food and Drug Administration QSR, and (SO
9000 plant certifications.

: Manufacturing and Operations. Finalized the manufacturing
processes for the disposable cassette and instrument, putin place the
pilot manufacturing capability, completed the transfer of the pilot
manufacturing from our research and development facility to our
manufacturing facility, finalized master purchase agreements with
suppliers and vendors on all critical materials, and completed selection
of suppliers for subassembly and pasts manufacturing.

: Lobbying, Successfully participated on the saliva work group of the
Drug Testing Advisory Board to SAMHSA to include saliva testing in
the federal workplace drug-testing draft guidelines.

: Marketing. Continued to make technical presentations on the
IMPACT Test System at major scientific conferences and industry
trade shows, implemented the product launch plans for LifePoint's
initial target markets, the United States law enforcement and
intefnational markets, completed all the needed marketing and sales
materials to successfully market and sell our unique product, and
completed a new Web site (www.LifePointinc.com).

: Financing. Completed two private placement financings: one that
raised aver $13.7 million, and a second that raised $10.2 million with
90% held by two well-known quality mutual fund investors,
SAFECC Asset Management and the AIM Family of Funds.

: Shareholder Value. Completed fiscal 2002 with our audited financial
results in fine with analyst expectations with our stock outperforming
both the NASDAQ and $&P 500 market indexes.

1 Sales, Recorded our first revenues and launched our product into the
law enforcement market, receiving over $260,000 in sales orders
within the first five weeks foliowing product launch.

. Strategic Partnering. Established relationships with CM! Inc., the
market leader in breath alcohol testing in the United States (80%
market share), and with Quest Diagnostics, a leader in employee
testing in the United States.

Going forward, our objective is to become a highly profitable, industry
leader of non-invasive, on-site, cost-effective, rapid diagnostic
praducts. To accomplish this, our strategies include focused and
calcutated practices:

: Developing and selling products that exploit the unique capabilities
of the flow immunosensor, saliva aspiration technologies and
blood-equivalent results.

: Continuing to invest in research and development for new
applications for the saliva-diagnostic tool.

. Forming strategic partnerships to quickly and effectively penetrate
newly identified markets.

: Creating brand recognition for LifePoint’s trademarks, including the
IMPACT Test System.

: Protecting and enhancing the Company's proprietary technologies.

The management team at LifePoint has always tried to be transparent
and to keep our stockhotders completely informed as to the progress
of the Company. We have done this through shareholder letters, SEC
filings and press releases. We have also always tried to "do the right
thing" for our stockholders and employees. For example, when the
Company had an unexpected delay in the product launch date, all
of the employees at LifePoint took a pay cut to conserve cash. The
senior managers took a 25% pay cut for six months and the
remainder of the staff took 2 16% pay cut for three months. As you
might expect, we lost a few employees, but most stayed and remain
even more committed to the long-term success of LifePoint.
Therefare, when we say that the management and employees of
LifePoint continue to make their strong commitment to reach our
collective goals, we really mean it. The management team remains
confident that the Company’s activities will culminate in added value
for you, our stockholders and in a much needed product for our
customers. We also continue ta be very confident about the future
prospects and progress of LifePoint.

We thank you for your continuing support and loyalty.

Sincerely,

Pnio f Pireto o

Linda H. Masterson, Chairman
CEO and President
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:INCREASING REVENUES AND PROFITS

Since launching the IMPACT Test System February 26, 2002, LifePaint has continued to evolve from a prerevenue,
development-stage company toward a fully integrated, commercial corporation. The product-marketing launch into

the first two of four markets, the United States law-enforcement market and 19 international markets is complete.
LifePoint will ultimately focus on four initial target markets — a $1.6 billion market opportunity — while continuing
to aggressively pursue additional areas of product enhancements and cost reductions that should increase market

acceptance and gross profit margins.

LifePoint, Inc., (AMEX:LFP) has begun its
quest to change medical diagnostic testing
Our proprietary and patented technologies
and our unigue product provides non-
invasive, saliva-based, on-site and

measurable alcohol and drug testing —
quickly, cost-effectively and accurately.

Our biggest news is that we launched
the IMPACT Test System to the law
enforcernent markets in February 2002,
and have already initiated marketing and
sales efforts into 12 Western European
and Pacific Rim countries. LifePoint will
ultimately make a total of nine FDA
submissions, seven drugs and alcohol
assays (including benzodiazepines), the
IMPACT Test System instrument, and
Quality Check the QC material. We
made our first FDA submission on
Quality Check in early April, and we
now have permission to market this
product to medical markets in the
United States.

LifePoint Has All

. The Key Ingredients For

A Successful Company
: $1.6 billion opportunity for the first
product in three initial markets.

: Proprietary technologies.

: High unmet needs in initial target
markets.

: Unigue products with no direct
competition.

: Rapid entry into non-regulated
markets,

. Excellent margins on repeat
disposable sales,

: Non-cyclical/recession-resistant
product sales.

Products

The IMPACT Test System consists of an
easy-to-use saliva collection and testing
cassette that is used in conjunction with
a small, portable instrument. With
minimal training, the user-friendly system
quantitatively measures alcohol and tests
for five illicit drugs {marijuana, PCP,
amphetamines/methamphetamines,
cocaine, and opiates) requiring only a
few drops of saliva and completing
testing withil: five minutes.




The test-cassette is ready for immediate
use and disposal ~— saliva is collected via
aspiration with a device similar to those
used in dental offices, and automatically
transferred into the test cassette. The
collection process itself takes approximately
30 seconds and the saliva specimen, test
reagents and waste are contained within
the cassette, thereby preventing the
possibility of biclogical contamination.

LifePoint’s next products will identify
- overdose of prescription drugs in the
emergency room.

The small, mobile iﬁstrument
automatically manages all functions
_related to running the test panel.

: Specimen collection.

: Sample adequacy and quality checks.

:+ Automatic quality control.
= Sample processing and analysis.

: Delivers and stores electronic and
hard copy test resuits.

: “Laboratory-quality” accuracy.
< Automatic result interpretation.
: User-definable breakpoints.

Technologies

LifePoint's IMPACT Test System is the
first on-site technology to test for drugs
of abuse and alcohol simultaneously,
as well as for quantifiable “blood-
comparable” results. Additionally, the
entire process — collection and test —
is observable and significantly reduces
the possibility of adulteration. The
system is time- and cost-efficient,
reducing exorbitant lab fees and testing
personnel.

LifePoint’s proprietary test system
incorporates patented technology to
offer significant competitive advantages.

: LifePoint’s proprietary technology is
remarkably simpte, extremely rapid, and
incorporates a highly sensitive immuno-
logically based biosensor that enables
the ability to generate on-site, lab-
quality results, in seconds for as many
as 10 chemistry tests. '

: Saliva Aspiration Technology —
LifePoint's second proprietary tech-
nology generates simple, non-invasive,
blocd-comparable test results from
saliva. This technology is:

: Rapid and Adequate - unlike
tests using absorption pads
(which cannot provide sample
adequacy, can be slow to collect
the sample, and require sample
handling) the IMPACT Test
System assures adequate,
automatic, and rapid sample
collection.

: Accurate and Relevant — Safiva
provides blood-comparable results,
making it more relevant for
“current state” analysis than urine-
based tests which indicate drug
use over the prior two to five days.




PROFITABLE

:PENETRATINGSEVERAL>LARGE,
NEW MARKETS

While initially targeting the law enforcement, industrial workplace and emergency room markets, LifePoint will
explore expansion to several other markets which may also offer significant growth opportunities. Some of these markets
include home healthcare, pharmacies, ambulances, wellness/health screening and long-term therapeutic monitoring.
Additionally, LifePoint's products currently under development will identify overdose of prescription drugs, as well

as illicit drugs, in the emergency room.

Intellectual Property
LifePoint to build
protection for our unigue products and

continues legal

technologies, and we are warking with

our patent counsel to develop an
integrated patent strategy to protect our
final instrument design, unique inventions

and disposables design. As we continue
our product development effort and
develop additional instruments, we expect
to continue to file further applications for
worldwide patents.

Patents and Potential

: Hold exclusive license from the United
States Navy for the core detection
technology.

. Jointly own a second patent with the
United States Navy.

: Own three additional patents that
provide protection on the unique
ability to collect saliva via aspiration,
and provide blood-equivalent results
from saliva, in addition to a patent
related to the chemistries in the
disposable cassette.

: Three additional patents pending,
including an omnibus patent expected
to produce at least 13 patents for a
total of 16 patent applications.

Filed and received clearance from the
United States Trademark Office for
the use of IMPACT for our flagship
product name.

Manufacturing and
Operations

During this past year, we have finalized
the manufacturing process for the
disposable and the instrument and
have completed the transfer of the
pilot manufacturing from our research
and development facility to our
manufacturing facility. We continually
improve the performance and customer
usability of the IMPACT Test System,
and have also continued to make
design and cost improvements to both
the instrument and the disposable
Saliva Test Modules (STMs).

We have completed many cost-reduction
design changes on the S5TMs. In order to
help us increase gross profit margins, we
will continue to aggressively pursue
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additional cost reductions over the next
few months. This will include negotiations
for materials from selected vendors,
multi-cavity molds and implementation
of selected automation to reduce labor
costs. We continue to be pleased with
the cost savings we have achieved based
on the actual results of the STM
manufacturing.

With respect to the instrument, our focus
remains on part-cost reduction prior to
the transfer of the initial instrument
assembling to our OEM manufacturer.
‘We have finalized master purchase
" agreements with suppliers and vendors
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on all critical parts, and completed
selection of suppliers for sub-assembly
and parts manufactur_ing.

Quality Systems

As we begin to produce our product, we
do so with uncompromising quality. The
quality systems needed to ensure pro-
duction of a reliable, quality product have
been implemented. We have completed
risk and hazard analysis and have in place
the quality systems to meet Food and
Drug Administration QSR, and the ISO
9000 plant certifications. We have almost
completed all product validation processes
for UL (USA}, CSA (Canada) and CE
(Europe), and have included EMi and RFI
testing to ensure product acceptance in
the initial target markets.

Expanded Functionality
Development is underway for the
additional chemistries that will expand
the IMPACT Test System's drug-testing
capabilities on a worldwide basis.

: Benzodiazepine development is com-
plete and should be available this fafl to
meet European requirements.

: Adding barbiturate and tricyclic anti-
depressant tests for emergency room
and prescription drug overdoses before
the end of this year.

: Initiated the design and development of
our small, portable instrument.

Revenue Strategy

LifePoint anticipates a steady and in-
creasing revenue model. Customers make
a one-time purchase of the portable
testing instrument and continually
purchase the foit-wrapped, disposable
saliva collection and test devices. For each
new test subject, a new disposable must
be used, thereby creating the potential
for perpetual order fulfillment and
increasing revenues.




:QUALITYANDPATENTPROTECTION
Having completed risk and hazard analysis and instituted the quality systems to meet Food and Drug Administration
QSR, and ISO 9000 plant certifications, LifePoint has implemented the systems to ensure the reliable production
of a quality product — each and every time. LifePoint is equally diligent in continuing to build legal protection for
our unique products and technologies. LifePoint currently has developed an integrated strategy to protect our unique
inventions, technologies, and final instrument and disposables designs. In addition to the license from the U.S. Navy,
LifePoint has had three broad patents issue, and has an additional four patents pending, including an omnibus patent
expected to produce at least 13-15 patents, Overall, LifePoint has over 20 patents issued or pending.

Markets

LifePoint’s initial target markets are very
large and include several that are currently
unregulated by the Food and Drug
Administration (FDA). This allowed the
Company to launch the product prior to
FDA clearance into the non-medical

market segments, thus generating re-
venues much more rapidly.

LifePoint initially targeted the law
enforcement, industrial workplace and
emergency room markets. Addressing the
significant unmet needs in such substance
abuse-testing markets, should help the
Company achieve rapid and immediate
market penetration as well as generate
rapid sales growth. LifePoint's product
addresses these markets critical need for
an on-site, easy-to-use system that
provides “under the influence” evidentiary
results, as well as the following —
advantages:

: Tests five drugs and alcohol
simutaneously.

. Delivers lab-quality, blood-
comparable results.

: Reduces or eliminates chain- .
of-custody issues.

1 Minimizes training requirements,

. Eliminates transportation of donors
and/or samples.

In the future, the IMPACT Test System
will address additional large markets
including:

. Home healthcare

: Pharmacies

: Ambulances

. Long-term therapeutic monitoring
. Wellness/health screening

: Rapid diagnostic testing

Marketing And Sales

We continue to exhibit the IMPACT Test
System’s technological advantages at
numerous meetings attended by industry
leaders and potential customers. The
Company also is continuing marketing
and lobbying activities that will help
facilitate the rapid market acceptance of
the tMPACT Test System.




: Law Enforcement. LifePoint has de-

veloped a valued strategic partnering
agreement with CML. It is the market
leader in breath alcohol testing in the
United States (80% market share)
and, through its affiliate, markets to
60 countries. Approximately 15 million
tests are executed annually in the
United States.

< Industrial Market. LifePoint will use
multiple strategies in this market —
industrial partners, direct key account
sales for the large employers and service
providers, and distributors for the smaller
accounts. Approximately 41 million tests
are done annually in the United States.

: Medical Emergency Market. The
medical emergency market is a classic

example of the “20/80" rule. Fewer
than 1,000 hospitals do more than
90% of the drug testing in the
United States, which presents a
perfect opportunity for a targeted
direct sales force. Most of our clinical
trial sites are either treatment centers
or other medical clinics and, post-
FDA clearance, are again potential
customers.

: European Opportunity. Europe is well
ahead of the United States in
recognizing the value of saliva-based
drug testing for DUls. A European
Union-funded study showed that in
the eight countries that participated
in the study, between 65% and 85%
of the DUI convictions were drug
related rather than alcohol related.
Approximately 22.4 million tests are
completed annually in Europe.

Alliances

We've selected our strategic partners with
as much consideration. Our industry-leader
associates include CMI in the law
enforcement market, the market leader in
breath-alcohol testing in the United States
(80% market share) and a marketer,
through affiliates, to 60 countries
worldwide. Additionally, we've established
a relationship with Quest Diagnostics, a
leader in employee testing in the United
States, to perform confirmation testing on
saliva samples when required by customers,

Pictured Above:

Front Row/Right to Left:
Linda H. Masterson
Theresa M. Ford
Michele A. Clark

Back Row/ Right to Left:
Donald Fletcher
Thomas J, Foley
Michael Edwards




Leadby Experience :Drivenby Determination

LifePoint's team is growing in the right direction. Qur experienced professionals bring a unique perspective towa;;d
our vision and goals and we're continuing to fill positions with highly tatented, industry-leading individuals.

me

Linda H. Ma;lersan e -
President and Chief Executive Officer .”

1."In addition to her MS in Biochemistry and her Executive ~

MBA from Wharton, Linda Masterson has 30 years of

experience in the medical diagnostic and healtheare industry.

over two decades of marketing, sales and business

* development experien:e,' and significant experience as a-

_ sénior managér. Most recently at Cholestech, Inc., while,
serving as Execufive: Vice President, Ms. Masterson
developed and restructured the comipany’s business strategy.
which increased the ‘company's maiket capitalization from
ial $9 million to $125 million in less than two years:

. Thomas ). Foley, Ph.D: - " ° »‘ -
Senior Vice President, Research and Development
With a Ph.D. in Biochemistry and ovér 30 years of experience
in thie medical diagnostic industry, Thomas Foley has brought
more than 250 products to market for such recognized

" companies as Coming, Beckman Coulter, Hycor, and .
SmithKiine Diagnostics. As reagent development manager,*
Dr. Foley played a crucial role'in Beckman's development of
Astra — one of the most successful chemistry instruments
iritroduced to market. Dr. Foley's expertise extends to
regulatory and compliance issues, including 510(K) and iSO -
9007 requirements. ) ' .

Donald Fletcher -

* Vice President, Operations -
Donald fletcher has 25 years of directly related experience
in. medical diagnostics, including over 23 years in

-manufacturing and operations with focused applications in. -

product scale-up and transfer, and product development
team management. Ar. Fletchier was most recently Vice
President, Operations of Sigma Diagnostics, a. division of
- Sigma Aldrich Corporation, where he was responsible for
rnanufacturing 1,500 medical products including both
reagent kits and instrument systems. .

Kenneth L. Berger, Ph.D. | s
Vice President, Regulatory Affairs - . . - B
1n addition to a Ph.D. in Biochemistry fram the University of Southem California and a BS

in Biology from Dartmouth College, Kenneth Berger has over 25 years of experience in

pharmaceutical, biologic and diagnostic development, including over 20 years of experience
in regulatory affairs, quality assurance and validation. -

BoardofDirecto

Linda H. Masterson

Chairman of the Board

With 30 years of experience in marketing, sales and business development, and substantial
experience as a senior manager in the medical diagnostics, healthcare and biotechnology fields,
Ms. Masterson was elected Chairman of the Board on June 16, 2000, formafizing a function
she had been performing for the previous year and a halt

Charles . Casamento

Mr. Casamento has extenslve experience in marketing, business development and executive
t In ph ica), biotechnology and medical products companies. From

November 1999 to present, he has been serving as the Chairman, President and Chief

Executive Officer of Questcor Pharmaceuticals, Inc.

Peter S. Gold

M. Gold retired in 1990 as the Chairman and the Chief Executive Officer of Price Pfister, Inc.,
where he did a leveraged buyout and purchased such in 1983, He subsequentty took the
company public in 1987 and sold the company to Black and Decker Corp. in 1988.

Michele A. Clark - .

Chief Accounting Officer and Controller .

With over 25 years of accounting and finance experience for
established manufacturing and high-tech companies,
Michele Clark astutely oversees LifePoint’s financial and
“accouriting functions. Ms. Clark's extensive background in
the management of public company reporting.includes all
(equived SEC filings, such as Forms 10(K) and 10(Q). .

. Theresa M. Ford - :
Vice President Marketing and Sales, Medical
Theresa Ford has over 23 years of demonstrated success in
the industrial and medical markets, with extensive point-of

- care and drug-testing products experience. From 1995 o
2001 Ms. Ford held several key marketing and sales positions’
at Cholestech Corporation, a point-of-care diagnostic
_company, including Director of Sales, where she successfully
grew sales from $3 million to $22 miliion, increased the

i' sales network from six direct sales reps and 16 distributors.
to 23 direct safes personne! and over 1,400 distributor

{ representatives in three distinct market segments. )

Michael Edwards - .

Vice President Sales, Law Enforcement and
International s

Michael Edwards has an extensive background in law
enforcement sales and marketing and a proven track record
of creative sales and business strategies that cross many distinct
markets. Mr. Edwards held the position of Vice President of
tntermational Sales and Marketing for Safariland LTD;, fnc., a
manufacturer and distributor of laiv enforcement products.
During bis 10 years there, Mi. Edwards created and managed
an extensive distribution retwork that included over 1,700
dealers and 300 distributors worldwide.

David J. Smith .

Director of Engineering - .
With an MS in Mathematical Physics, Dave Smith's industry experience includes more than
two decades of developing medical devices for companies such as Pharmacia, Allergan and
CooperVision. An optics expert, Mr. Smith owns several optical system patents and has
successfully brought hundreds of medical device products and new technologies to market.

Paul Sandier, M.D.

Dr. Sandler is a board-certified pediatric nephrologist at the Arizona Kidney Disease &
Mypertension Center in Phoenix, Arizona. Additionally, Dr. Sandler Is the Medical Director
at Walter Bosweli Memorial Hospital, the Phoenix Artificial Kidney Center, and South Phoenix
Dialysis Center, the South Mountain Dialysis Services, and Phoenix Memorlat Hospital PPG.

Roger G. Stoll, Ph.D.

D, Stoll has over 30 years of experience in the pharmaceutical, medical devices and diagnostic
industries. Most recently, he was the Executive Vice President of Fresenius Medical Care-
N.America, in charge of both the dialysis products and taboratory services. Dr. Stoll oversaw the
company’s manufacturing. sales, service, R&D and business development tunctions, and was
responsible for combined sales of approximately $900 million as welt as over 3,000 employees.

Stan Yakatan

During the past 10 years, M. Yakatan has dedicated his career to helping estabfish new companies
in conjunction with venture capital firms throughout the world on 2 project assignment basfs,
particularly in medical device, biotechnology, bi | and hi-technology compani
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General Overview

LifePoint is a medical technology company that develops, manufactures and markets the
LifePoint® IMPACT® Test System — a rapid diagnostic testing and screening device for use in the
workplace, home health care, ambulances, pharmacies and law enforcement. LifePoint’s patented and
proprietary technologies for the use of saliva as a non-invasive, blood-comparable test specimen, used in
conjunction with the flow immunosensor technology licensed from the United States Navy (the “USN”),
has allowed LifePoint to develop a broadly applicable, non-invasive, rapid, on-site diagnostic test system.

Business Summary

On February 26, 2002 the Company released the IMPACT Test System for sale to the law
enforcement market. The IMPACT Test System is a proprietary system that generates almost immediate,
diagnostic results for a broad variety of substances by non-invasively testing saliva. The first product
tests for a variety of substances of abuse, specifically for the following five commonly used drugs of
abuse: cocaine, opiates (such as heroin and morphine), phencyclidine (PCP), amphetamine (including
methamphetamine), and tetrahydrocannabinol (THC, marijuana) (collectively the "Drugs of Abuse"), and
alcohol. o ‘ o

The Company is initially marketing the product in the United States in markets not regulated by
the Food and Drug Administration (the “FDA”), such as law enforcement and criminal justice testing, and
in Europe and certain Asian countries where no FDA clearance is required. The Company will only be
able to commence marketing of the product in the United States FDA regulated markets, such as medical
markets, when FDA clearance is obtained. The Company anticipates such clearance to occur
approximately 100 days (based on the current experience of other companies at the FDA) after
completion of its submissions if such approval is obtained. The Company has begun the submission
process with the FDA and intends to apply for at least nine separate FDA clearances, including one
additional drug test just recently developed, within the next 90 days. - There can be no assurance as to
when and if the Company will complete its submissions to the FDA, as to when and if the FDA will give
its clearance and as to when and if marketing in either medical or other regulated markets will commence.
Management recognizes that, although FDA clearance is not generally required for use of drug testing for
non-medical purposes, such as law enforcement agencies’ testing or international markets, FDA clearance
of the product may assist the Company's marketing in the United States to such customers. See the
sections “Governmental Regulation” and “Marketing and Distribution" under this caption "Business."

Management anticipates that the Company's saliva based drugs of abuse and alcohol test will
become evidential in the law enforcement market. However, management expects that the Company's
tests may be performed on a non-evidential basis in some portions of the industrial marketplace where
confirmation testing is required by regulation. If a drug of abuse is detected in the initial test, in some
markets, the sample may need to be forwarded to a laboratory, where an expensive confirmatory analysis
will be performed. Usually gas chromatography/mass spectrometry ("GC/MS") is employed for the
confirmatory test. On February 25, 2002, the Company reported that it established a relationship with
Quest Diagnostics, a leader in employee testing in the United States, to perform GC/MS confirmation
testing on saliva samples when requested by some of the IMPACT Test System customers. This
relationship enables the Company to provide a quick, low-cost, easy to implement laboratory
secondary/confirmation testing service on saliva samples that have been collected automatically and non-
invasively by the IMPACT Test System. Quest Diagnostics has developed new protocols and procedures
to provide confirmation testing at the low levels of sensitivity required from a saliva sample using the
LifePoint Saliva Collection Device. This capability provides LifePoint’s customers with the ability to
meet the requirements for testing federally regulated safety-sensitive employees.

The Company's marketing analysis has indicated a greater market potential for a saliva-based test
for drugs of abuse and alcohol via a completely automated, integrated transportable instrument, which

generates a lab-quality result, by law enforcement agencies, occupational health clinics, hospitals and
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other medical facilities than for a urine sample, tested either at a laboratory or on-site. However, the use
of this product in other potential markets that are testing for recent drug use (over the last two to five
days) or “lifestyle testing,” such as pre-employment testing, may be somewhat limited with the
Company’s initial product. See the section “Competition” under this caption “Business.”

Products

IMPACT Test System — Instrument

The IMPACT Test System is, to the Company’s knowledge, the first saliva-based, on-site drug
and alcohol testing system that delivers simultaneous, blood-comparable, quantitative results for alcohol
and semi-quantitative results for drugs in less than five minutes. The product and its technologies provide
the advantages of non-invasive sample collection, accuracy, speed, and convenience.

Using saliva as the specimen, which contains many of the same molecules as plasma, the
IMPACT Test System produces objective, numeric results with the biological relevancy and accuracy of
blood, serum or plasma. Once the sample is collected, the IMPACT Test System uses a powerful
combination of 21%-century technologies that, in the opinion of the Company, no other on-site testing
device can currently match.

The Company believes that the IMPACT Test System’s unique effectiveness begins with flow
immunosensor technology, which is licensed from the USN. The flow immunosensor technology, a
kinetic immunoassay, is simple, rapid, and often as sensitive as laboratory-based immunoassays. Up to
ten assays can be performed in a single test panel on a single specimen with results in under five minutes.
Most importantly, the flow immunosensor technology can produce semi-quantitative results. Other on-
site methods, such as lateral flow membrane technology, are not nearly as sensitive or rapid. More
importantly, they can only provide “yes/no” qualitative results - even when an instrument reader is used.

The Company believes that the JMPACT Test System’s effectiveness lies in its combination of
high sensitivity chemistry and fluorescence detection technologies. What puts this system so far ahead of
the competition, in the opinion of the Company, is the accuracy, sensitivity, and speed of test results in an
automated, operator-independent instrument system.

With the IMPACT Test System, sample collection, processing, test analysis and interpretation are
integrated seamlessly. Saliva is automatically collected via aspiration with a vacuum device similar to
that used in dentistry. The sample is measured as it is collected, and the collection occurs in less than a
minute, much faster and more accurately than if performed by an absorbent-based collection device. The
saliva flows into a disposable cassette that provides up to ten tests in a panel format. This observed,
proprietary collection method and integrated sample processing virtually eliminate the possibilities of
adulteration or substitution, sample mix-up, and user contact with specimen. The IMPACT Test System
begins with a clean, efficient collection method and ends with objective, lab—quality answers.

The IMPACT Test System provides the following advantages:
o Tests for five drugs of abuse and alcohol simultaneously
*  Delivers numeric “blood-comparable”, lab-quality results
o  Provides rapid collection and results in under five minutes
s Reduces chain-of-custody issues associated with laboratory transport
e Complete automation minimizes training and operator error

¢  On-site testing eliminates transportation of donors and/or samples
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On the other hand, the IMPACT Test System using saliva may not be as attractive as devices using
urine to perform pre-employment testing in the industrial market. See the section “Competition” under
this caption “Business” elsewhere in this Report.

The small desktop instrument automatically manages all functions related to collecting the sample

and running the test panel including:

s Ensures adequate sample collection

¢ Automatic quality check of instrument systems to ensure proper function

e Automatic quality control

e Automatic sample processing and analysis

e Delivers and stores electronic and hard-copy test results

e Laboratory quality test results

e  Automatic result interpretation

o User definable breakpoints
The Company has begun development of a portable test system that will enable law enforcement
officers to carry the device in all vehicles and will allow for on scene diagnostics by EMTs and

paramedics. Development of the smaller instrument is expected to be completed by March 2003.

Saliva Test