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it's got a bul .let that says, "Pricing strategy for each 
channel," with the top channel being Hanger. Do you see 
that? 

A I do. 
Q. And specifically it says, "Quickest n<--ed is 

HMgcr," and the se<.-ond lbullct says, "Take advantage of
apparent C leg issues." What does that mean? 

A. It was reported in the field that C-Leg was 
having, functional or qLk11ity issues, that there was 
certain discontent in the market, and we folt that was 
o -- on opening to gom market share at the expense of
the C-Leg.

Q. So when you heard about this discontent with the
C-Lcg, Freedom 1-eached out to H11Dge1· presumably and
pressured it with more marketing. Would that seem fair? 

MR. McCONNELL: Object to fonn. 
BY MR.ZACH: 

Q. Let me rephr-.ise. How specificaUy would Freedom
go about taking advantage of the C-Leg 4 issues you just 
described? 

A. I think the most common would be if someone has
experienced a problem, in this case with the C-Leg, or 
any other product, it would be a moment that would 
present a moment of dissatisfaction toward the product 
that the customer was using and it would be an 
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opportunit)' for the prosl!hetist to consider switching to 
another brand. And so we would always be looking for 
those opportunities to sell more products. 

Q. What did Freedom do in response to this 
01>pot1unity? 

A. I don't know speciifically. I do know that it 
was reported broadly in the marketplace, so I'm sure 
that any -- that the reps would likely, l should say, 
have probed for satisfaction with the existing products 
that the prosthetist was using. And any time there was 
a problem that would present an opportunity for us on 
the other side of the coin. we would take advantage of 
tJ1at situation. 

Q. And, in fact, sales to Hm1ger in this time
1>erioct, early 2017 and beyond, sales to Hanger 
increased, right'! 

A I believe so 
Q. Why don't we go oil' the record for just a

moment. 
(Discussion off' the n.,>cord.) 
(Whereu1>0n, at 12:45 jl.m., a lunch recess was 

taken.) 
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