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This has never been just about supplements. It has always been about the evolution of
medicine. It has always been about helping practitioners provide better care, and most
importantly, helping patients commit to wellness.
– Kyle Braatz, Fullscript CEO
Kyle Braatz looked forward to the road ahead. It was October 2021 and his company had just hit a major
milestone—a decade in business. Over that period, it had experienced meteoric growth, evolving from a
tiny ecommerce startup to one of Canada’s fastest growing companies. Now, it was time for the next phase
in its evolution.
Based in Ottawa, Ontario, Fullscript was born of a desire to promote wellness. The company’s mission was
simple: Help People Get Better (see Exhibits 1 and 2). 1 This had given rise to its signature product: An
online platform that empowered integrative medicine practitioners to help patients live healthier, happier
lives. The focus on wellness also extended to Fullscript’s operations. The company worked hard to conduct
itself in ways that positively impacted its stakeholders. Yet when it came to living its values, Braatz felt
there was more that could be done. He also believed that the time had come for Fullscript to integrate its
corporate social responsibility (CSR) initiatives under a more coherent vision and message.
By most standards, Fullscript was a model corporate citizen. It engaged meaningfully with stakeholders,
its operations were carbon neutral, it supported a range of programs to enhance the health and wellbeing of
its employees, and it promoted community development through a broad range of partnerships and projects. 2
Each of these initiatives, however, had been launched at different times by separate employee teams and
without explicit consideration to how they fit into the larger whole. Over the past year, Fullscript’s leadership
group (see Exhibit 3) had taken initial steps to remedy this. A three-pronged framework had been developed
that focused on “people, planet, and progress” (see Exhibit 4), but it was clear that this had not yet evolved
into a coordinated CSR strategy or a plan to communicate it with the community. To Braatz, this was a
missed opportunity to maximize the benefits of these efforts and reinforce the company’s position in the
marketplace.
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INTEGRATIVE MEDICINE

Integrative medicine (IM) was an approach to wellness that considered all factors that impacted an
individual’s health, including body, mind, spirit, and community. Although an IM approach was sometimes
used to treat acute symptoms, it more commonly focused on maintaining a patient’s well-being through diet,
exercise, healthy lifestyle changes, and supplements. IM practitioners included medical doctors,
naturopathic doctors, and other health and wellness specialists; in North America, this included some
250,000 health-care professionals (see Exhibit 5).
Chronic health conditions and mental health accounted for approximately 90 per cent of the US$3.8 trillion
in annual health care costs in the United States. IM advocates maintained that the impact of these conditions
on people’s quality of life and the health care system could be greatly reduced with lifestyle changes or
integrated plans that focused on root causes. Their general philosophy was that conventional (allopathic)
medicine and alternative (naturopathic) methods were complementary, and that natural and less invasive
interventions should be used whenever possible, provided that they were effective.
As with conventional medical care, IM practitioners typically worked one-on-one with their patients.
However, since it focused on general wellness and healthy lifestyles, integrative medicine also lent itself to
a one-to-many model of care. Under this approach, a single health care professional could manage a group
of patients using remote monitoring and patient-generated data. These tools made it possible to set up health
regimens that were tailored to the needs of each patient while minimizing the need for costly appointments.
SOFTWARE PLATFORM

Fullscript operated an eponymous online platform that enabled integrative medicine practitioners to prescribe
and dispense professional-grade natural health products to patients without the need for physical inventory. 3
The platform provided access to a comprehensive catalogue of nutritional supplements, vitamins, and related
products, with over 16,000 distinct stock-keeping units (SKUs) from more than 300 leading brands. Items
could be prescribed online by the health care professional, ordered and paid for online by the patient, and
then shipped to the patient’s home. Alternatively, medical practitioners could use the system to order stock
that could be sold out of their office. In addition to dramatically increasing convenience for both practitioners
and their patients, Fullscript’s platform included a range of features that added value for users and
encouraged them to remain loyal to the system. This included advanced search functionality that made it
easy to find the right product and suggested suitable alternatives if an item was out of stock. Products and
categories could also be saved to “favorites” lists that made it easy to find them again at a later date.
Benefits for Practitioners

For practitioners of integrative medicine, Fullscript’s solution streamlined key aspects of their operations.
The cost of managing the business aspects of a health care practice was significant, consuming time and
energy that could otherwise be used to care for patients. Fullscript made it possible to fully outsource the
tasks of ordering products, managing inventory, and dealing with vendors. For practitioners who preferred
to retain an office-based dispensary, Fullscript greatly simplified these processes.

3
Supplements were considered professional grade if they offered consistent quality, were free of fillers, provided assurance against
counterfeiting, were stored and shipped with temperature regulation protocols across the supply chain, and were not expired.
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The Fullscript platform was accessible from both desktop and mobile devices, making it easy for
practitioners to both issue and track prescriptions. It also included a dashboard that enabled users to monitor
sales and patient activity—helpful in keeping patients on track with their prescribed health regimen. In
addition, Fullscript had developed an application program interface (API) that allowed its platform to
integrate with patients’ electronic health records (EHRs). This greatly enhanced usefulness by allowing
some of the core functionality of the Fullscript platform—such as writing prescriptions and browsing the
product catalog—to be accessible directly within the practitioner’s workflow and/or patient management
software.
Fullscript also supported practitioners via free, high quality educational resources. Its internal Medical
Advisory Team had created “protocols”—i.e., detailed supplement regimens—that practitioners could use
to support specific patient health goals or address specific medical issues. The full set of protocols was
available on the Fullscript platform and on its award-winning blog. 4 The blog also contained a vast library
of evidence-based integrative medicine resources, including webinars, white papers, and printable handouts.
Benefits for Patients

For patients, Fullscript simplified the process of obtaining high-quality supplements. Once prescribed, the
products would appear in their profile, ready to be ordered and shipped—or, in some cases, purchased
directly from their health care provider. The platform added further value by linking to evidence-based
resources on the use and effectiveness of products sold through the system, helping patients to understand
what they were using and why.
Fullscript’s platform also included tools to help patients actively engage with their health, stay on track with
their regimen, and take their supplements as prescribed. Patients had the option to sign up for “auto ship”
(automatic shipment of specified items at chosen intervals), or “refill reminders” (text message reminders to
reorder, sent before their supplement supplies were scheduled to run out). This had the effect of increasing
sales, since patients were less likely to miss doses and more likely to renew prescriptions on schedule. Just
as importantly, it incentivized patients to remain with the same health care provider and encouraged them to
make and keep regular appointments.
Revenue Model

The Fullscript platform was free to use for both medical practitioners and their patients. The company made
its money through the retail margins it retained on products sold through its platform. Consequently, success
came from expanding the customer base of medical professionals using the system, providing them with
tools to grow their practice by recruiting patients, and ensuring that those patients followed their prescribed
wellness regimen.
Depending on their preference, practitioners could choose between a ‘margin account’, in which a portion
of the retail markup was shared with the practitioner who prescribed the product, or a ‘no-margin’ account.
If a practitioner chose the no-margin option, their patients benefited from a 10 per cent discount on most
items purchased (see Exhibit 6).

4
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COMPANY BACKGROUND

Although Fullscript was headquartered in Canada, most of the company’s customers were located in the
United States, a market dominated by private-sector, for-profit health care companies. These firms faced
pressure from shareholders to rein in costs by encouraging patients to engage in healthier lifestyles that would
keep them out of the hospital. Natural supplements and an integrative focus on wellness were part of this.
In 2020, Canadian Business magazine ranked Fullscript as Canada’s second fastest growing company.
Revenues in 2021 were projected to be just short of $300 million—a remarkable success story for a business
that had been operating for only a decade. 5 Fullscript employed a workforce of over 500 people, mainly in
its Ottawa-based corporate head office and software development hub and two major distribution centres in
Scottsdale, Arizona, and Lancaster, Pennsylvania. Management expected this number to increase to 600 by
the end of 2021.
History

Originally launched as MD Storefront in 2011, Fullscript was the brainchild of three Ottawa-based
entrepreneurs—Kyle Braatz, Brad Dyment, and Chris Wise. 6 Dyment was looking for a solution to help his
wife, a naturopathic doctor, who was frustrated by the time and effort she had to invest in managing her
inventory of supplements and overseeing her practice. He mentioned the idea to Braatz, who immediately
saw opportunity: Integrative practitioners needed a way to simplify the process of prescribing and tracking
the supplements being used by their patients in order to devote more time to patient care and wellness. Braatz
and Dyment reached out to Wise, a software developer with a passion for startups, and the three got to work.
Initially, the business was a simple online dispensary specializing in health supplements and naturopathic
products. However, it quickly became apparent that the most critical need was for tools to ensure patients
actually used these products. Supplement protocols were effective when followed, but they could also be
complicated—supplements generally needed to be taken in specific quantities at specific times, sometimes
in combination. Simplifying this process and helping patients develop routines was critical to improving
outcomes.
With this new business model in mind, Braatz, Dyment and Wise changed the name of the company to
HealthWave in early 2012 and began to add tools to monitor patients’ usage of supplements and
automatically send out refill reminders. The venture attracted $3.5 million in private funding from angel
investors and, in 2013, expanded to the United States, giving it access to the world’s largest consumer health
care market. The platform quickly gained traction among U.S.-based customers and, in 2015 and 2016, was
recognized with the Physician’s Choice Award for Excellence in software and business services by
Naturopathic Doctor News & Review.
In April 2016, the company rebranded again as Fullscript—a move intended to signal the company’s dual
focus on product delivery and support for patient care. This new vision paid off: Between 2015 and 2017, it
experienced revenue growth of 3,000 per cent. By 2018, revenues reached $40 million.
Although Fullscript’s platform was quickly revolutionizing the way natural health products were prescribed
and used, Braatz felt that the company was falling short of its potential. As a relatively new company,
Fullscript was still developing relationships with suppliers; access to the full range of products from all
5
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leading brands was necessary to provide clients with a complete solution to their natural health product
needs. This shortcoming discouraged some medical practitioners from signing up with the company and left
the door open for competitors. Fullscript also had limited warehousing and logistics capabilities, which often
forced the company to use drop shipping (a system whereby orders would be forwarded to suppliers for
fulfillment) and limited its ability to fill orders quickly.
Merger with Natural Partners

With this in mind, Fullscript management reached out to U.S.-based competitor Natural Partners in late 2017.
Based in Scottsdale, Arizona (a suburb of Phoenix), Natural Partners had been in business for more than 20
years. In that time, it had grown from a small, regional supplement supplier to a major player that stocked
hundreds of products, with customers in all 50 U.S. states. Natural Partners’ business was rooted in deep
product knowledge and strong relationships with suppliers and customers; Braatz, Dyment, and Wise felt
that the two companies would be a good fit.
Initially, Natural Partners was surprised by the brash proposal from its upstart competitor, but the benefits
quickly became apparent. A merger was announced in June 2018. The deal combined Natural Partners’
supply chain expertise and large wholesale and fulfillment network with Fullscript’s online supplement
dispensing platform and software engineering prowess. By providing a seamless solution for stocking,
prescribing and dispensing, the merged company gave practitioners the resources and platform they needed
to create personalized wellness plans that were easy for patients to follow.
Braatz explained the merger this way:
This industry needs to evolve and mature, and we need to grow the pie and be a big
pioneer in that. When we looked at the two companies together, it accelerated both of
our plans almost two years. It was really one of those situations where one plus one
equals four. It became a no-brainer to bring these two together.
Natural Partners’ CEO Fran Towey was tapped to head the combined company, with Braatz taking on the
role of Chief Revenue Officer.
To integrate its operations, scale the platform, and drive customer growth, the combined company needed
cash. In 2019, Fullscript secured US$25 million in Series B Funding from Kayne Partners, the growth equity
group of Kayne Anderson Capital Advisors, L.P. In 2020, Natural Partners’ wholesale ordering system was
folded into the Fullscript platform, giving customers access to a single, best-of-breed solution with a
comprehensive product catalog from over 300 practitioner-grade brands, industry-leading search tools, and
the only supplement dispensing solution to offer both wholesale ordering and virtual dispensing on a single
platform. The process culminated in early 2021 with the unification of all customer-facing operations under
the Fullscript brand.7
In mid-2021, the company reorganized and expanded its leadership team in preparation for future growth.
Braatz stepped back into the CEO role, while Towey moved to Executive Chair. Additional help came with
the addition of Ken Taylor as Chief Financial Officer, Elizabeth Halkos as Chief Commercial Officer, and
Heather Tyrie as Chief Talent Officer. Taylor, who had held senior finance roles with some of Ottawa’s
best-known technology companies, was tasked with attracting capital to fund the company’s ambitious

7
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growth agenda. Halkos was brought on to oversee Fullscript’s business development, marketing, sales, and
merchandising teams. Tyrie was hired to manage Fullscript’s growing workforce.
COMPETITORS

Several direct-to-patient distribution platforms competed with Fullscript, including PureRXO, Doctors
Supplement Store, WholeScripts, and Karewell. From Braatz’s perspective, however, the company’s closest
and most serious rival was Emerson Ecologics, an American company based in Manchester, New
Hampshire. 8 Founded in 1980 and known as a wholesaler of natural supplements, the company added a
direct-to-patient delivery service called Wellevate after Fullscript entered the market. 9 Prior to its 2018
merger with Natural Partners, Fullscript had used Emerson as a supply chain fulfillment partner for brands
with which they lacked established relationships. Since then, it had shifted all of its supply chain operations
to Natural Partners’ procurement and distribution system.
Indirect competitors included Amazon and unlicensed product resellers, which sold many of the same items
as Fullscript but without the benefit of product support or the many other features of the Fullscript platform.
Local pharmacies, big box stores, and grocery chains were also on Fullscript’s radar. These retailers mainly
sold lower-quality products, but had the advantage of long hours and convenient locations. The main risk to
Fullscript was of customers shifting their supplement purchases to these retailers rather than refilling
prescriptions and protocols via the Fullscript platform.
CORPORATE SOCIAL RESPONSIBILITY

While much of Fullscript’s competitive advantage resided in the value-added services its platform offered to
medical practitioners and patients, a second key differentiator was its commitment to corporate social
responsibility (CSR). Fullscript operated or endorsed a broad range of initiatives to support the health and
wellness of its employees, promote diversity and inclusion, protect the natural environment, and give back
to the community. Some of these efforts were the product of deliberate CSR efforts by teams within the
company, while others had begun as grassroots efforts by individual employees.
Employee Wellness

Employee wellness was the responsibility of Fullscript’s Talent & Culture department. In 2021, T&C
oversaw three different employee wellness initiatives:

8
9

•

Wellness Wednesdays: A company-wide policy that discouraged meetings on Wednesdays. The
goal was to give employees the opportunity to focus on work and prioritize without interruption.
During the Wednesday lunch hour, T&C offered learning sessions on a variety of wellness and
mobility topics.

•

Flex Fridays: Employees whose work was done for the week were encouraged to disconnect from
email and other obligations on Friday afternoons. Most used the time to catch up on work
uninterrupted (Fullscript did not allow meetings to be booked during this period), or to focus on
individual learning, such as reading books or taking online courses.

https://www.emersonecologics.com/
https://wellevate.me/
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Flex-Time: This policy allowed most forms of paid leave, including vacation time, family
responsibilities, civic responsibilities, and mental health days, to be rolled together to give
employees full flexibility on where and how to use the time. (Sick days and bereavement were
excluded.)

Equity, Diversity, and Inclusion

Although Fullscript had embraced equity, diversity, and inclusion (EDI) from its earliest days, the company
had recently formalized this commitment under two important EDI initiatives:
•

Lean In Circles. These were autonomous women-in-business support groups coordinated by either
organizations or individuals. 10 A Fullscript chapter of Lean In was launched in 2019 by the
company’s female employees in response to a lack of business-oriented female networking groups
in Ottawa. This was formally endorsed by Fullscript as a community-based opportunity, which
allowed it to draw on company resources, including money and marketing reach. The Fullscript
Lean In Circle had organized a series of discussions, including sessions on work-life balance,
managing bias, and gender equity in the workplace.

•

Diversity, Equity, Inclusion, and Belonging Council. Established in 2021, Fullscript’s DEIB
council included members from all departments and a broad cross section of backgrounds and
perspectives. The council was responsible for designing, organizing, and implementing initiatives
to promote employee understanding of diversity issues in life and in the workplace. These included
the creation of employee support groups, EDI lunch-and-learn sessions, a special EDI guest speaker
series, and panel discussions on topics such as LGBTQ+, Indigenous Truth and Reconciliation,
Juneteenth, and unconscious biases. 11 12 The council also oversaw auditing of resources and
processes used in company recruitment, including the creation of more inclusive job descriptions,
career pages, application processes, and interviewing and selection processes for candidates.

Environmental Protection

Fullscript was deeply aware of the impact of environment on health, and took the issue seriously. The
company had committed to fully offsetting its environmental impact as part of the fight against climate
change. 13 On September 1, 2020, Fullscript announced that it was officially certified as a carbon neutral
company, a status achieved mainly via financial payments to offset the emissions caused by the company’s
transportation and warehousing operations. 14 Fullscript Executive Chair Fran Towey characterized the
situation this way:
This is the first big step in our sustainability journey, but it’s far from the end, as we’re
committed to continually reinventing our practices in the things that matter—to our
health, and to the health of our planet.

10

https://leanin.org/circles
Truth and Reconciliation referred to efforts to acknowledge and address the tragic history of Indigenous residential schools in
Canada, as well as the impact of other government policies that specifically or incidentally harmed Indigenous communities.
https://www.rcaanc-cirnac.gc.ca/eng/1450124405592/1529106060525
12
Juneteenth was a federal holiday in the United States commemorating the emancipation of African-American slaves. It was also
observed across the U.S. and elsewhere as a celebration of African-American culture.
13
https://fullscript.com/blog/carbon-neutral-commitment
14
https://fullscript.com/blog/fullscript-is-a-certified-carbon-neutral-organization
11
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Fullscript had also taken meaningful steps to make its packaging more environmentally friendly: Plastics
used to pad packages for shipping were replaced by packing peanuts made from corn starch. The company
had also shifted to paper-based tape to seal shipping boxes. Other environmental initiatives included a
comprehensive recycling and composting program, incentives to encourage employees to cycle to work, and
support for community environmental initiatives in cities where Fullscript had a significant presence. In
Ottawa, for instance, many Fullscript employees were active participants in the “Cleaning the Capital”
program. 15
Philanthropy

Fullscript and its employees participated in a variety of philanthropic endeavors. Typically, a group of
employees would plan a charity event to support their preferred cause. Recent beneficiaries had included
humane societies (animal welfare), local food banks (food insecurity), and professional clothing drives
(poverty and homelessness).
COMMUNITY ENGAGEMENT

Fullscript understood that it did not operate in a vacuum; to Help People Get Better it needed support from
members of the integrative medicine community. To that end, the company had worked hard to connect,
consult, and collaborate with IM professionals. Currently, it was focused on two significant new community
engagement initiatives: the Fullscript Collective and the Fullscript Foundation.
Fullscript Collective

Launched in early 2021, the Fullscript Collective was a name given to a coordinated and multi-pronged
effort to increase the company’s engagement with IM professionals, benefit from their expertise and
insights, and showcase the benefits of the Fullscript platform. 16 It consisted of three components:
•

The Fullscript Medical Advisory Board. A small group of recognized medical experts (physicians
and researchers) specifically recruited to provide Fullscript with strategic direction, academic insight,
and advice on improving and evolving its platform. 17

•

Fullscript Ambassadors. Influential practitioners drawn from a broad range of backgrounds who
worked with Fullscript to raise awareness of its platform and its benefits for practitioners and patients.

•

The Integrative Medical Advisory Team. A small and diverse group of practitioners who were
responsible for creating, reviewing, and curating Fullscript’s educational content, including supplement
protocols, the ingredient library, and patient resources.

Fullscript Foundation

The Fullscript Foundation, long a dream of Kyle Braatz, was a ‘big idea’ that was still under development.
The basic notion was to establish an arms-length not-for-profit organization that would support and advocate
15

https://ottawa.ca/en/living-ottawa/environment-conservation-and-climate/community-environmental-and-beautificationprograms/cleaning-capital-program
16
https://fullscript.com/collective
17
https://fullscript.com/blog/medical-advisory-board
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for integrative care. A key part of the foundation’s mission was to reduce barriers to care and make
integrative medicine available for all those who needed it. 18 Activities would include things like providing
resources for free clinics in marginalized communities, subsidizing the cost of treatments and supplements
for low-income individuals, supporting basic research, and developing educational resources for
practitioners and patients.
A governance structure for the foundation had yet to be established and the precise nature of its eventual
relationship with Fullscript remained a work in progress. However, Braatz was convinced of two things: An
organization of this kind was needed and Fullscript was the right organization to create it.
CHALLENGES

Fullscript’s leadership team felt strongly that a more coordinated approach was needed for the company’s
CSR and community engagement efforts. However, they were mindful of the advantages of the current
arrangement, which had generated a culture of employee-initiated and employee-led initiatives. In trying to
formalize its strategy, the company hoped to avoid stifling the innovation and authenticity that such
grassroots efforts engendered. In its planning processes, Fullscript had begun to group its various initiatives
under the company’s three new CSR pillars: people, planet, and progress.
People

For Fullscript, the “people” pillar encompassed the company’s equity, diversity and inclusion initiatives and
its support for employee wellness. Responsibility for EDI was relatively straightforward, as this was
overseen by Fullscript’s Diversity, Equity, Inclusion, and Belonging Council.
When it came to employee wellness, two entities played an oversight role: the company’s Talent & Culture
department and its Integrative Medical Advisory Team. The initiatives themselves generally originated with
individual employees who would champion an idea and then and oversee its implementation. This had
resulted in a hodgepodge of initiatives that might or might not be serving employee needs. In addition,
Fullscript did not currently track employee participation in these activities and lacked tools to assess impact.
EDI and employee wellness initiatives had important implications for talent acquisition and corporate
culture. For the past several years, Fullscript’s workforce had been increasing at an annual rate of 20 per
cent—a growth rate that was expected to continue. Fullscript would need to attract qualified personnel and
integrate them into the culture of the organization. Fullscript found that top employees shared a commitment
to wellness and a belief in the value of integrative medicine. As the company looked to grow its employee
base, it sought to hire people who believed in its mission, while also reflecting the diversity of the
communities it served. CSR initiatives had the potential to be a powerful tool to express company values
and attract employees that would help Fullscript to be successful.
Planet

Because environmental factors had a major impact on health, caring for the natural environment was a central
part of a holistic approach to wellness. Although Fullscript had been active in this regard, its leadership team
was committed to doing more. In particular, the company sought ways to step up its environmental
performance through tangible improvements to its operations that would reduce its carbon footprint. This
18

https://fullscript.com/integrative-care-accessibility
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could potentially involve investment in Fullscript’s facilities to make them more environmentally friendly,
using data to optimize the location of warehouses to reduce the costs and environmental impact of shipping,
‘greening up’ its office buildings, or something else.
Progress

For Fullscript, “progress” meant supporting integrative medical practitioners through advocacy, education,
and collaboration. A key dimension of this was improving access to integrative medicine, mainly by
addressing the cost to patients. In many countries, including the United States and Canada, the services of
many IM practitioners (e.g., naturopaths and chiropractors) were covered by private health care plans but
not publicly-funded health care programs. This meant that fees for appointments and treatment, including
lab work and supplements, had to be paid (at least in part) by patients out-of-pocket. Moreover, individuals
who did not have access to private health care plans were largely excluded from integrative medical care.
Fullscript believed there was both a need and an opportunity to make integrated medical care more
accessible.
DECISIONS

As Fullscript approached the end of a remarkable first decade, its management team was confident that the
company enjoyed a strong competitive position. They also felt good about Fullscript’s culture and the
authenticity of its commitment to corporate social responsibility. Yet they were keen to increase the impact
of the company’s CSR efforts while maintaining growth and revenues. Important questions lingered: When
it came to CSR initiatives, was Fullscript doing the right things? What else, if anything, should be added to
the mix? What should be done to monitor and maximize impact? How could they leverage community
engagement efforts, such as the Fullscript Collective and the Fullscript Foundation? And who should be in
charge of making those decisions and overseeing CSR initiatives?
Budgets and calendars were being prepared for the company’s next board meeting in December, and Braatz
had committed to developing a coordinated corporate social responsibility strategy for 2022. With just eight
weeks to go before the meeting, time was running short.

The Sprott School of Business gratefully acknowledges the generous support of our alumni in the
development of these learning materials.
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EXHIBIT 1: FULLSCRIPT MISSION

The Fullscript Mission, Help People Get Better, is core to our culture.
We have an opportunity to disrupt the market and the delivery of integrative care, but it’s more than that.
We want to arm the passionate and make integrative medicine accessible to all. The three beliefs that
drive our execution, and the assumptions underlying them are:
1. Healthcare should be preventative
●

Medicine is unbundling; the care experience now has several inputs. These inputs are
complex, and disjointed to both prescribe and adhere to. The path to wellness has moved
beyond one visit, and one pharmaceutical.

●

We need to make delivering preventative care easy, leveraging data to help guide
prescribing and consumption.

2. Wellness is a continuous journey
●

Keeping patients on their journey is about meeting them where they are.

●

The value of the patient comes from their lifelong engagement, not just about one basket.

3. The journey is best with a practitioner
●

We power the practitioner; we are their platform.
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EXHIBIT 2: FULLSCRIPT CORE VALUES

Fullscript’s core values guide the business and each employee through their decision making and everyday
behaviors. Employees at Fullscript—colloquially called “Fullscripters” or the “Fullscript Family”—are all
considered to be Builders, no matter what role they play.
Fullscript’s core values are:
Community:
• We build as a community for the community.
• We support peers in pursuing their goals and celebrating wins and milestones.
• We care deeply about our mission, as a result, we give back.
• We default to transparency, inclusivity, and kindness.
Authenticity:
• We expect authenticity from our fellow builders.
• We speak and act with integrity
• We challenge each other to find the best way forward, knowing that it may not be conventional.
• We celebrate the differences between us, and the uniqueness among us.
Grit:
•
•
•
•

We build with grit and determination.
We persevere in the face of obstacles.
We encourage initiative, experimentation, and learning.
We are curious and determined to discover great solutions.

At Fullscript, we…
•

Create and build. We’re obsessed with learning, growing, and iterating. Each of us is a builder who
takes pride in creating world-class products. Our success is accelerated by embracing change and
encouraging feedback. Every builder has a voice, makes an impact, and leaves their mark as we build
towards a better future for healthcare.

•

Live authentically. We celebrate the differences between us, the uniqueness within us, and are
always the most authentic version of ourselves. We do what we say we’ll do, and expect each other
to speak and act with integrity. Here, each of us is encouraged to find our own way, forge our path,
and support others as they embark on their own.

•

Empower our community. We partner with our customers, our suppliers, and our community to put
wellness at the center of healthcare. Teams here are built on trust and communication, as our default
is transparency, inclusivity, and kindness. We support our peers in pursuit of their goals, celebrating
wins and milestones along the way. You’ll find more than just colleagues at Fullscript; you’ll find lifelong friends.

•

Possess unwavering determination. We are purposeful, determined, and unwavering in our
commitment to our mission. Each of us arrives every day inspired to make an impact through hard
work and grit. We are bold and resolute. Our promise is to focus on solutions, learn from mistakes,
and approach each project as an owner. We are resilient in the face of obstacles and ambiguity
because we know that we are changing the way wellness is prescribed.

Source: Company Files
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EXHIBIT 3: FULLSCRIPT LEADERSHIP TEAM

Fran Towey, Executive Chair. Fran leads Fullscript’s corporate development and
financing activities, provides guidance and direction on the company’s strategic planning,
and advocates through his long-standing industry relationships. Previously, Fran served
as president and CEO of Natural Partners. He earned a Bachelor of Science in Mechanical
Engineering from Northeastern University and an Executive MBA from Fogelman College
of Business and Economics at the University of Memphis. He sits on the board of trustees
for the PKD Foundation and is also Chair of Fullscript’s Board of Directors.
Kyle Braatz, Chief Executive Officer. Kyle leads Fullscript with a focus on growth
through technology and innovation. He co-founded Fullscript in 2011 and guided the
company through its merger with Natural Partners in 2018. He continues to lead the
organization through a period of rapid growth. Kyle has been awarded Canada’s Top 40
under 40, Ottawa’s top 40 under 40, and both the Young Achiever Award and the Alterna
Social Responsibility Award from the University of Ottawa.
Brad Dyment, Chief Product Officer. Brad leads the growth and development of
Fullscript’s digital products. He is a co-founder of Fullscript, finding inspiration for the
company’s first product when his wife, a Naturopathic Doctor, shared the challenges of
starting a clinic. His appreciation for integrative medicine paired with his expertise in web
development makes him uniquely suited as the leader of the Fullscript product. Prior to
Fullscript, Brad founded several companies including Simple Story Videos. Brad was
recognized on Ottawa’s top 40 under 40 list at the age of 27.
Heather Tyrie, Chief Talent Officer. Heather leads Fullscript’s Talent and Culture team.
She’s responsible for maintaining and evolving the work environment that empowers all
Fullscripters to grow personally and professionally. Heather has a diverse background in
large and small organizations—both public and private—working in IT, marketing, and
human resources. Her passion is creating rock-solid foundations for companies to grow
and thrive. Doing this for the last 20 years has given her a platform to share her expertise,
most notably as the first speaker at Ottawa’s inaugural DisruptHR event. Prior to joining
Fullscript, Heather worked at a number of technology companies, including You.i TV,
iMPath Networks, and Newbridge Networks.
Dr. Jeff Gladd, Chief Medical Officer. Jeff advises on company and product direction
from the perspective of integrative and family medicine. He has been a member of the
Fullscript Medical Advisory Team since 2019. In 2010, Jeff opened GladdMD Integrative
Medicine, blending health-promoting care with high access technology. In 2011, he
created and launched the web’s first nutrient depletion calculator, Mytavin.com. With the
success of GladdMD, Jeff has become a sought-after speaker in his field, speaking at
TEDx and being featured in various industry publications. Jeff graduated from medical
school in 2001 and after successfully opening a family practice, shifted focus to achieving
health through nutrition. In 2009, he completed the University of Arizona Integrative
Medicine fellowship program under the direction of Dr. Andrew Weil, MD.
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Kurtis Funai, Chief Technology Officer. Kurtis manages a team that spreads across
eight different technology functions. Kurtis was Fullscript’s fourth employee, leading the
product engineering team for many years before serving as VP of Engineering and now
as Chief Technology Officer. Kurtis built the engine that powers the Fullscript platform. He
has been the lead on the development of the company’s primary prescription tool, as well
as its powerful refill engine, and has adapted the software to support hospital systems,
multi-location clinics, and multi-staff practices. He has also led the development of an API
to host integration with electronic health record (EHR) systems—making Fullscript the first
virtual dispensary to do so and setting an industry-standard in the process.
Elizabeth Halkos, Chief Commercial Officer. Elizabeth is accountable for driving
business growth and market share, and ensuring the company meets its revenue goals.
She oversees Business Development, Marketing, Sales, Merchandising, and the
Integrative Medical Advisory Team, focusing on enabling the passionate to make
integrative medicine accessible to all. Elizabeth has more than 25 years of experience in
scaling technology companies, most recently as Chief Operating Officer at
SmartCommerce. Previously, she served in multiple C-level roles with Purchasing Power,
playing a critical role in growing revenue.
Ken Taylor, Chief Financial Officer. Ken is responsible for leading Fullscript’s financial
strategy, focusing on securing external financing to equip the company with resources
needed to fuel further growth. He brings 30+ years of experience with private and public
companies, including time with March Networks, BTI Systems (Juniper), Sandvine, and
the National Hockey League’s Ottawa Senators. He most recently served as Chief
Financial Officer of You.i TV, a software provider for TV and Media companies. You.i TV
was recently acquired by WarnerMedia.
Tim Engvall, Chief Operations Officer. Tim joined Natural Partners in 1996 as the VP
of Merchandising. He later became the Vice President of Sales and then Chief Operations
Officer, a position he continues to hold at Fullscript. Tim leads the merchandising,
purchasing, and distribution teams. His previous work at PetSmart prepared him to
become one of Natural Partners’ earliest leaders. He has worked diligently for over two
decades to build the company through supplier relationships, distribution, and logistics
management.

Christy Lynn White, Chief of Staff. Christy joined Fullscript in early 2018 and has served
in several key roles during her time with the company. As Chief of Staff, Christy acts as
the right hand to the CEO, with a specific focus on further developing and operationalizing
Fullscript’s strategic plans, mitigating risk, eliminating silos, and advancing crucial projects
across the organization. Prior to joining Fullscript, Christy served in key roles with Nautel
Limited and the Government of Canada.

Source: Company Files
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EXHIBIT 4: FULLSCRIPT CORPORATE SOCIAL RESPONSBILITY PILLARS

Source: Company Files
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EXHIBIT 5: FULLSCRIPT CUSTOMER SEGMENTS

•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Certified Nutritionist
Chiropractor
Dentist
Doctor of Veterinary Medicine
Eastern Medicine
Health Coach
Herbalist
Homeopath
Licensed Acupuncturist
Licensed Physical Therapist
Medical Doctor
Mid-Level Practitioner
Naturopath (Unlicensed)
Naturopathic Doctor
Naturopathic Doctor (Degree)
Nurse Practitioner
Osteopathic Manual Practitioner
Position Assistant
Registered Dietitian
Registered Massage Therapist
Registered Midwife
Registered Nurse
Registered Pharmacist
Student
Other Licensed Healthcare Professional

Source: Company Files
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EXHIBIT 6: PRACTITIONER REGISTRATION PROCESS

To get started, go to Fullscript.com and select Create account from the top-right corner. Complete the
sign-up form to log in to your dispensary.

Click Create account from Fullscript.com to get started.
After creating your account, you'll be logged into your dispensary! Select Complete account setup to
continue setting up your account. It takes just a few minutes and when you’re finished, your account will
be order-ready!

Select Complete account setup to continue setting up your account.
Tip! At any point throughout the account setup, select I'll finish this later to exit the modal. Your
progress will be saved, and you can log back in to continue where you left off at any time.
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Step 1/3: Provide your contact information
First, enter your contact information. All information provided is securely encrypted.

Entering your contact information to complete your account.
Step 2/3: Upload your credentials
Upload your license or certification for review. Your credentials must be approved before patients can
begin placing orders through your dispensary.

Providing a copy of your credentials for review.
Approval is required before orders can be placed through your dispensary.

FULLSCRIPT
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Step 3/3: Select your account type
Finally, select your account type - profit, or no profit.

Select an account type to complete your account.
Note: Profit margins vary by region and account type.
Stay no-profit
No-profit dispensaries benefit from a simpler sign up experience and avoid tax implications. With a Noprofit model, patients are eligible for a 10% discount in the dispensary. If opting for a no-profit account,
select Stay no profit account then Complete to finish setting up your account and exit the modal.
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Step 4/4: Create profit account (optional)
Profit accounts can earn a margin of the MSRP sold through the dispensary. Before you can start earning
a profit on orders placed through your dispensary and receive payouts, you'll need to provide additional
information. We recommend entering your tax information before adding patients to your dispensary as
proceeds from orders placed before this information is submitted will not be paid out.

Enter the required fields to make a profit with Fullscript.
Note: Your SIN is required by our payment processing partner Stripe to verify your account.
You're all set — Account setup complete! Congrats, you've completed your account! We encourage all
new accounts to book a demo for a complete walkthrough of your new dispensary.

What's next: Personalize your landing page, Add your bank account, Set product catalog permissions.
Source: Company Files

