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AfperFIT™ is a next generation thermogenic for enhancing
metabolic rate* at a total daily dose of just 500 milligrams
per day. Early research suggests AfperFIT™ exerts its
benefits by enhancing the activity of brown adipose tissue
(BAT)*. AfperFIT™ is an ideal ingredient for both healthy
lifestyle and sports nutrition applications.

•

Supercritical grains-of-paradise (Aframomum
melegueta) seed extract standardized ≥2% 6-paradol

•

Backed by a double-blind, randomized, placebocontrolled trial that demonstrated significant
improvements in energy expenditure*

•

Thermogenic effect without the use of caffeine or
harsh stimulants for broader product applications*

•

Free of the 8 major food allergens
Milk | Eggs | Fish | Crustacean Shellfish
Tree Nuts | Peanuts | Wheat | Soybeans
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*These statements have not been evaluated by the Food and Drug Administration. This product is not intended to diagnose, treat,
cure or prevent any disease. Claims should be reviewed under the guidance of regulatory and/or legal counsel for compliance.
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Immune Health Support
Build an enduring body and mind with Sensoril® Ashwagandha,
Capros® Amla and PrimaVie® Shilajit to increase energy, support
healthy aging and support Immune System Health.
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Read more about Immune System Health Support in our
white paper at www.natreoninc.com/immunesupport

Enjoy the gluten foods you love
Our patented blend of enzymes:
Helps break down gluten*,†
May reduce digestive symptoms associated
with non-celiac gluten sensitivity (NCGS)*,†
Helps digest alpha-gliadin, a gluten protein
associated with GI symptoms of NCGS*,†

To learn more about the clinical study, go to www.bio-cat.com/GluteAX
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ONE INDUSTRY EXPERT succinctly summed up the state of today’s nutraceutical supply chain during March’s Natural Products Expo West trade show: “We thought it was
going to get better this year, but it’s worse,” said Jeff Wuagneux, founder, president, and
CEO of ingredients supplier RFI LLC. Labor shortages atop a pandemic, mixed in with
inflation, poor harvests, and now a war in Ukraine, means that obtaining and transporting products from point A to point B in the world has only gotten harder.
Wuagneux and other industry leaders discussed these challenges during a panel
session hosted by Rick Polito, editor-in-chief of Nutrition Business Journal, titled “The
State of Supplements: Supply (Chain) & Demand.” Said Wuagneux, “This is a mad
situation, and this is a mad discussion that we’ve been having for almost two years
now. And it’s actually gotten worse. We thought it was going to get better this year,
but it’s worse. The ports are stacked up. We can’t get containers in from China or
South America. India has been a disaster…then you compound that with [ongoing]
packaging [shortages]?”
Now, pointed out panelist Anand Swaroop, president of ingredients supplier
Cepham Inc., one of the biggest manufacturers of ethanol, used in botanical extraction, is based in Russia. This manufacturer’s ethanol output is dropping by the
day, he said. “The price of solvents is going to go up,” he warned.
Supply chain upheaval will continue to spark long-term change, predicted panelist
Kenn Israel, founder and manager of Innovation Nutrition Consulting. “I actually see
very significant changes emerging in how this industry sources,” he said. “You’re going
to see agriculture of plants and extraction of plants reintegrated into the U.S. You’re
going to see premiumization. We’ve long had [an attitude of] ‘You can have the best,
or you can have a lot and inexpensive.’” In the future, he said, “We’re going to be having
the best,” and also—”It’s going to be more expensive.”
As painful as it is, there’s another good, immediate reason these days to pay for
quality. As one company pointed out to Nutritional Outlook, given the logistical logjam
around the world, it’s become even more costly to deal with the backlash of returns,
whether within the supply chain or at the retail end. “Since customers still expect the
same quality products, we need to remain hypervigilant in ensuring we continually
produce top-quality products,” said Steve Holtby, president and CEO of manufacturer
Soft Gel Technologies Inc.

Mike Hennessy Jr
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MJH Life Sciences®
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FDA’s Final Response
The battle between the dietary supplements industry and FDA over the ingredient
N-acetyl-L-cysteine (NAC) has entered its
next phase. On March 31, FDA sent a final
response letter to supplement industry associations regarding their NAC petitions. The
agency’s response could trigger more legal
action, rulemaking—and a fight to overhaul
DSHEA’s drug preclusion clause.
FDA’s letter addresses previous petitions sent by the
Council for Responsible Nutrition (CRN) and the Natural
Products Association (NPA) asking the agency to confirm
that NAC is a legal dietary supplement ingredient after FDA
issued warning letters in July 2020 stating that NAC—an
ingredient long sold in supplements—is not a legal supplement ingredient because the ingredient was first studied
as a drug. Under a famous clause in the FD&C Act—called
the drug preclusion clause—ingredients that were first approved or publicly clinically studied as drugs before being
sold as supplements cannot be sold as dietary supplements.
In its response letter, FDA rebutted, almost entirely, numerous arguments the associations made as to why they
believe NAC remains a legal ingredient. Industry association leaders say that now that they have FDA’s response letter in hand—which the agency deemed a “final response”—
establishing FDA’s firm position on NAC, they will plan
their next steps.
FDA’s final response on NAC may also trigger stronger
arguments over the drug preclusion clause itself. Does a
statute like the drug preclusion provision, written more
than 20 years ago, still make sense as written for the modern dietary supplement and drug industries? Have consumer movements such as embracing “food as medicine,”
the growing intersection of natural products and healthcare, or advancing research on ingredients that can be
used in both drugs and supplements changed the way the
statute should be written?
It’s very possible. Says Steve Mister, CRN’s president and
CEO: “Things have changed dramatically since 1994. We
see drug companies, on the one hand, trying to disease-ify
10

things that were not thought of as diseases 28 years ago.
We have, on the other hand, more and more research on
supplements that are showing the health benefits of supplements for things that we didn’t think about before, in
terms of cardiovascular health and cognitive function and
immune health. So, the two industries are intertwining
more than they used to.”
Is there a legal world in which drugs and supplements
can coexist and share ingredients—provided they stay in
their own sales lane? As Mister points out, “Again, the thing
that makes the difference between a drug and a supplement
is what is the intended use. So, if you’ve got an article that,
on the one hand, can be used to treat asthma or used to
treat bronchitis, but if, on the other hand, it can also help
alleviate a hangover”—which some could argue qualifies as
a life stage and not a disease, he says—“then why can’t we
market them in two different ways for two different uses?
We market it as a drug for a drug purpose, and then we can
market it as a supplement with a structure-function claim?”
These are the types of questions that the fight over NAC
are raising. And, Mister says, “Maybe we need to go to Congress and revise this section of the statute.”
As for NAC in the immediate, industry leaders say they
will continue to fight for its legal status. Daniel Fabricant,
PhD, NPA’s CEO and president, stresses, “There was no
safety concern here [with NAC]. There was nothing that
was harming the public health. This was an ingredient that
was on the market for 30-plus years, and all of a sudden
the agency can come in with a pen and go, ‘Yeah, we don’t
really like this anymore. We’re going to take it away.’ That
should be very concerning to everybody.”
FDA will continue sticking closely to its interpretation
of the drug preclusion clause. “That legal technicality is the
statutory interpretation of DSHEA which FDA covets and
holds very closely to themselves,” says Kevin Bell, a partner
at Arnall Golden Gregory LLP, and NPA’s legal representative. “They’re the judge, jury, and executioner on that.”
But, he concludes, “Just because they say that’s what’s
right doesn’t mean that’s what’s right.”
Read the full story at http://ow.ly/VVlA50IyLXB

Jennifer Grebow
Editor-in-Chief
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Are Mainstream
Consumers Ready
for Cannabinoids?
Discreet delivery forms may be the key to capturing
hearts and minds of the “canna curious” crowd.

A

t last count, there were
and become increasingly inter2,000+ CBD brands on the
ested in other cannabinoids.
market, ranging from your garHowever, a lack of familiarity
den-variety (and sometimes
with certain delivery forms, as
questionable-quality) “gas stawell as a wish to avoid products
tion” products available nearly
requiring inhalation, is keepeverywhere to high-cost “premiing some wellness consumers
um” products sold through bou- Derek Odette
away. When CBD hit stores and
tique shops and specialty webthe first regulated cannabis
sites. In addition, new regulated markets
for adult-use cannabis continue to come
online across the United States, and sales
“For many consumers,
of cannabis products continue to rack up
what is really needed
record numbers, state after state.
There can be little doubt that cannabiis something that feels
diol (CBD), tetrahydrocannabinol (THC),
like any other treatment
terpenes, and a host of other cannabinoids are being adopted by consumers
they might find in
across the country, from those utilizing
their medicine cabinet,”
cannabis strictly as medicine to recreational consumers pursuing wellness
says Bridget Williams, MD.
goals like relaxation and anxiety relief.
Always searching for the next great product, wellness consumers have histori- markets were created, the earliest adoptcally been among the first to adopt new ers consisted of medical patients seeking
ingredients once they become available. an alternative to ineffective or risky treatThat appears to be the case with canna- ments, and existing, longtime cannabis
binoids as new consumers flock to CBD enthusiasts. There was limited appeal for
12

the mainstream wellness consumer, and
there often was little information on cannabis efficacy to be found for those who
were intrigued.
The importance of feeling familiar with
a product cannot be overstated, according to Bridget Williams, MD, an Ohio physician with a medical cannabis license.
“In order for a patient to take a treatment
seriously, they need to feel a level of comfort and credibility with how it is administered. I think that even the gummy form
factor can be a challenge for some people. They have a tough time viewing it as
‘medicine.’ For many consumers, what is
really needed is something that feels like
any other treatment they might find in
their medicine cabinet.”
Today, an explosion of new cannabinoid-based products is reaching the public and encouraging longtime resisters to
give cannabis further consideration. The
past 12 months have seen a rush from
manufacturers to incorporate “minor
cannabinoids” into new products. These
are compounds found to a lesser degree
than CBD or THC within the hemp and
marijuana plants that have demonstrated
APRIL 2022
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positive effects but that are typically not psychoactive. Examples include cannabinol (CBN), which is often utilized as a sleep
aid, and tetrahydrocannabivarin (THCV), which many believe is
an effective appetite suppressant.
Often, what makes these new products interesting to mainstream consumers is that they don’t feel like “cannabis” products.
They do not need to be smoked or vaped or require any inhalation,
and they aren’t oils that need to be placed under a tongue or mixed
with a beverage. Most popular is the “gummy” form factor that consumers have long been familiar with, but many still typically associate this with candy.
“Consumers who are using products for a specific wellness
purpose expect these products to ‘look and act the part,’” says
Andrew Wolf, CEO at hemp CPG company AllyMack. “They want
a form factor they are comfortable using that’s familiar, and they
want it to feel like a regular part of their daily health regimen.
These consumers are looking for traditional formats like mints,
chewable tablets, and capsules.”
They also want precision dosing and consistency of results,
which have often been elusive for cannabinoids. While an increasing number of wellness product manufacturers are toying
with incorporating CBD and other cannabinoids into products,
their efforts have been stymied by the very nature of the ingredients. When cannabinoids and terpenes are extracted from the
hemp or marijuana plant, the result is an oil in the same way
perfume and cooking oils are extracted from organic materials.
Unfortunately, oil-based cannabinoids don’t play well with many
nutraceutical ingredients. It can be extremely difficult to balance
ratios between different ingredients, which ultimately leads to inconsistent products.
Today, the race is on to develop consistent, versatile ingredients that can be used in a variety of products, offering broad
appeal to consumers. Technology and innovation are beginning
to eliminate the barrier of oil-based cannabinoid ingredients
through the development of fully miscible, pharmaceutical-grade
cannabinoid ingredients. This advancement promises to open
wellness products to an entirely new class of ingredients right at
the moment cannabinoids are becoming popular with consumers. In addition, the growing acceptance of cannabinoids is accelerating research efforts to confirm and expand upon existing
knowledge about these compounds.
When wellness consumers recognize they can gain the benefits of
cannabinoids and terpenes without inhalation or ingesting candies or
unpleasant oils, the floodgates will open for new product innovations.
Propelled by this expanding consumer interest, an era of consistent,
reliable integration of cannabinoids into traditional nutraceutical and
pharmaceutical ingredients may soon come to fruition.

Derek Odette is CEO of Tennessee-based Volunteer Botanicals (https://
volunteerbotanicals.com), developer of precise cannabinoid formulations that provide manufacturers with consistent, versatile hemp-based
ingredients for use in a wide variety of products meeting specific demands of product creators inside and outside the hemp industry.
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HEALTHCARE

Rx Nutrition

How healthcare practitioners can help consumers supplement more smartly

I

n an era when the trusted voice of just
one influencer can turn a trend into a
phenomenon, supplement industry insiders might find themselves asking this key
question: How much influence do healthcare practitioners have in shaping their
patients’ dietary supplement use? And how
might their authority and expertise suggest
smarter—perhaps even more successful—
supplementation strategies?
Those are questions worth asking given
the supplementation boom that COVID-19
wrought. And given that docs, nurses, and
pharmacists are likely growing more curious about supplements themselves, it’s a
question whose answer could open new
doors for supplementation, and for better
human health.

Mum’s the Word
As the medical director of the Meno Clinic’s Center for Functional Medicine (Wilson,
16

WY), Mark Menolascino, MD, MS, ABIHM,
ABAARM, IFMCP, already is curious—and
informed—about supplements. But he also
has a background in primary-care medicine,
and perhaps because of that background
Menolascino understands why supplement
use “skyrocketed” during the pandemic’s
early days.
“Aside from masking and isolating,” he
explains, “primary-care medicine wasn’t
offering many actionable steps to protect a
person’s lungs, optimize their immune system, or enhance detoxification.” The upshot:
Supplements swooped in to the rescue.
Yet while 29% of Americans are, in fact,
taking more supplements now than they
were before the pandemic, according to a
survey1 conducted by The Harris Poll on behalf of the Samueli Foundation, that same
survey found that fewer than half of them
claimed to have consulted their healthcare
providers before taking them.

The reasons behind that reticence, the survey found, ran from doubt that respondents’
providers would be interested in their supplement regimen (35%) to concern that said
providers might even judge them for it (26%).
But “I can tell you as a practicing family
physician that healthcare providers are interested in what supplements their patients
take,” insists Wayne Jonas, MD, executive
director of Samueli Integrative Health Programs (New Alexandria, VA). What’s more,
he says, “Healthcare providers are the best
source for information about what’s appropriate and safe for patients.”
“The key,” Jonas wagers, “is having practitioners engage in open and nonjudgmental dialogues with their patients to develop
plans that support healthy lifestyles.”

Healthy Skepticism
But how can such dialogues happen
when the health practitioners involved
APRIL 2022
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actually do harbor judgements around
supplementation—as many do?
For example, David Foreman, RPh, ND,
founder and president of Herbal Pharmacist (Oceanside, CA), claims that his fellow
pharmacists tend to be “very skeptical about
the dietary supplement industry,” he says.
“There’s a definite distrust of quality, efficacy,
and safety with natural products, and when
you throw in the potential for drug interactions, you can see why my brothers and sisters in pharmacy are skeptical.”
And though certifications from organizations like NSF International, ConsumerLab,
and the U.S. Pharmacopeia help allay some
clinicians’ qualms, Jonas adds, “At a high
level, we know there are many alternative
therapies and supplements on the market
that make extravagant claims. And often the
science just isn’t there.”
Thus patients can find themselves “left
alone to sort through the internet,” Menolascino laments, “frequently unaware of quality
or efficiency.” And that’s a state of affairs that
serves no one well. “Even my patients who
are quite knowledgeable about supplements
aren’t always entirely sure why they’re taking
them,” he concedes. “And this is where it’s
so important for people to do their research
and talk to healthcare professionals.”

Opening Minds
Alas, many healthcare professionals are
no more supplement-savvy than their
patients—which is why even Foreman
the skeptic posits that “supplements
aren’t the boogeyman; it’s usually a lack
of knowledge that makes a practitioner
anti-supplement.”
Indeed, Menolascino recalls receiving
scanty nutrition instruction in medical
school, and none on nutritional supplements. “I like to say that we got three hours
of nutrition lectures that mainly revolved
around scurvy and rickets,” he says.
It was only via training in functional
and integrative medicine that he “learned
that food truly is medicine,” he says, “and
that the quality of nutritional supplements
matters. And in my medical practice, I’ve
seen that administering high-quality supplements in the right doses helps patients
18

reverse complex symptoms and regain energy and vitality.”
Will Cole, IFMCP, DNM, DC, a wellness
expert for NOW (Bloomingdale, IL), shares
that open mindset. Though some of his
colleagues still consider supplements “too
out-there,” as he puts it, he believes the
products can be “great tools for restoring
deficiencies and encouraging the healing
process,” he says. “There’s a lot of strong
medical research readily available online
that supports the benefits of many natural
supplements.”

he can instruct them on “exactly what to
take and what not to combine,” he says.
The clear reason? “Supplements are rarely
one-size-fits-all.”
Nor are they panaceas, which is why Cole
advises patients to keep expectations in check.
“You can’t supplement your way out of a poor
diet,” he says. “If you’re nutrient-deficient because you aren’t eating the right foods, supplementation can’t replace what you need from
food. I always want to make sure that food
comes first.”

Can We Talk?

Which underscores the important role that
consumers themselves play here. And while
that role involves doing their homework
around health—and putting what they learn
into action in their own lives—it also includes asking practitioner questions.
Foreman welcomes “simple questions
like, ‘What should I take? Is this safe to take
with my medications? How much should I
take? Does this have side effects? How long
will it take to work?’” he says. “I wish they
would always ask these questions, but I offer
the info before they ask anyway. It removes
the worry and reassures them.”
Which is just what practitioners should
do. As Jonas says, “With more people taking
supplements, we need to ensure that they
have the information they need to make
informed, healthy decisions—and industry
can be a major facilitator by providing truthful and clear information about products.”
Just as importantly, “Individuals should be
talking with their doctors. They’re partners
in care and will know what’s safe and best
for personal health goals.”

To provide further educational support, the
Samueli Foundation collated what Jonas
calls “basic supplement-use information
that providers and patients need to know”
on its DrWayneJonas.com website.
“We know that many physicians want information about how best to work with patients to understand their supplement use,”
he says, and he says the site offers actionable
tools for doing so, like a questionnaire that
physicians can use to ask patients about
everything from their lifestyles and behaviors to social and emotional issues—and, of
course, supplement use.
For practitioners eager to engage on the
supplement subject, that might be just what
the doctor ordered. As Foreman says, “It
would be awesome to have practitioners
initiate the conversation when someone’s
making a purchase or showing interest in
supplements. We need to ask consumers
more questions—even the basics.”
For example, he wants to know if patients
are taking “the right product for the right
condition,” he says, as well as if the product will interact with their current conditions or medications, which brand they’re
choosing—“to gauge quality,” he says—and if
they’re taking the proper dose.
Regarding that latter point, Cole encourages his patients “to listen to their bodies,”
he says, “and if they need to start at a lower
dose than what’s recommended on the label,
that’s okay.”
Menolascino even asks his clients to
bring “all their medications and supplement packages” to appointments so that

Patient Proactivity

Kimberly J. Decker writes for the food and nutrition industries from her base in the San Francisco area where she enjoys eating food as much as
she does writing about it.
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Beauty

When it comes to natural beauty,
consumers want clean-label products that deliver.
BY SEBASTIAN KRAWIEC, Editor
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Beauty from Within
“Beauty from within is no longer a niche
or micro-trend but is now encompassed
by many via dietary, functional foods/
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ncreasingly, a stronger association is being drawn between
beauty and one’s health. When it
comes to body care, consumers
are becoming more wary about
what they put on their bodies and therefore associate healthy body care with
natural, clean-label, and organic positioning. According to market research firm
SPINS (Chicago), body care products positioned as natural saw 14% sales growth,
compared to a little over 1% growth for
conventional-positioned body care products, in both the natural and multioutlet
retail channels during the 52 weeks ending January 24, 2021. Across all channels,
cosmetics labeled “vegan” grew in sales
by 34%, and those labeled “organic” grew
52%. In addition to this, well-informed
consumers are actively avoiding certain
ingredients like triclosan, talc, oxybenzone, and octinoxate.
Beyond the positioning and composition of body care products, consumers are
also beginning to see the value of body
care products as an extension of their
overall wellbeing. For example, topical
skincare products that utilize calming ingredients such as chamomile connect with
consumers’ desire to reduce stress in their
lives. Functional ingredients associated
with wellness make body care products
more appealing to consumers. According
to SPINS, sales of body care products with
probiotics have seen 22% sales growth, for
instance, and products with turmeric have
experienced 41% sales growth.
Beauty companies are tapping into consumers’ growing acceptance that different
aspects of our health are interconnected.
And while consumers understand that
what they put on their body may affect
what happens inside their body, they also
understand that what they put in their body
also affects what happens on the surface.
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beverages, and natural health products
to suit almost any lifestyle and product
preference,” says Paula Simpson, nutricosmetics innovation and formulation expert,
founder of Nutribloom, and author of Good
Bacteria for Healthy Skin. “Today, people
are looking for integrative ways to care for
their aesthetic appearance beyond topical
interventions. Nutrition- and nutricosmetic-focused products complement topical
regimens and work on a systemic level,
which can also provide whole-body health
benefits beyond skin, hair, or nails.”
On a very basic level, it’s understood
that our health impacts our appearance;
therefore, it’s not difficult for consumers
to accept that nutritional intervention
can have a positive impact on skin, hair,
and nail health. In clinical settings, dietary
intervention has been a valuable way to
treat symptoms of skin conditions.1 For
example, a survey of 270 psoriasis patients
found that over half tried between one to
four dietary interventions or supplements
to treat symptoms. These included diets
such as the ketogenic diet or supplements
like probiotics. Also, according to the survey, 30% of respondents attempted to lose
weight, with one-third of those trying to
lose weight experiencing a positive impact
on their psoriasis severity. Of those who
endorsed weight-loss interventions, 50%
attributed improvements in psoriasis to
the ketogenic diet.
In the dietary supplements realm, vitamin D was tried by 32% of survey respondents, 25% tried oral fish oil, and 21% tried
probiotics. Of those who took probiotics,
29% reported improvements in psoriasis
symptoms, while 28% and 26% of patients
taking vitamin D and fish oil, respectively, reported improvements in symptoms.
While dietary supplements cannot claim
to prevent, treat, or cure diseases, the
survey demonstrates how dietary supplements may positively impact both physical
wellbeing and appearance.
At this point, consumers are no strangers to hair-, skin-, and nail-support ingredients such as collagen and biotin. In fact,
24

those ingredients are still seeing great
growth. Collagen, for example, saw 61%
sales growth in the hair, skin, and nail
category of the mainstream multioutlet
channel, according to SPINS, during the
52 weeks ending October 31, 2021. Demand remains high for ingredients that
tackle more urgent concerns such as hair
and skin health, because those have a
more immediate impact on our appearance. However, the category is getting
more sophisticated with products that
tackle long-term aging and the health of
the microbiome.

do more research and development and
brand owners adopt these ingredients.
“Microbiome science has exploded
over the last few years. And although it
is a complicated science to understand,
the ‘skin minimalist’ movement, along
with a growing number of education
platforms and brands, have helped move
this category more into mainstream,”
says Simpson. “The concept is the opposite, too, of what we have been taught
previously from a skincare perspective.
‘Squeaky clean’ today is a completely different concept over what it meant even

Demand remains high for ingredients that tackle
more urgent concerns such as hair and skin
health, because those have a more immediate
impact on our appearance.

Beauty and the Biome
A relatively recent entrant in the skin microbiome space is For The Biome, which
was cofounded by Paul and Barbi Schulick,
who are best known for cofounding the
New Chapter dietary supplement brand,
which was subsequently acquired by
Procter & Gamble. In an interview with Nutritional Outlook2, Paul Schulick explained
that while many topical body care products tout themselves as being microbiome
friendly—meaning they do not disrupt the
skin’s microbiome—nutricosmetic brands
like For The Biome encourage microbiome
diversity from the inside out.
Probiotics and other microbiome products are already immensely popular, so it’s
only natural that they become adopted by
the nutricosmetics space. The concept of
the skin microbiome can be expected to
evolve further as probiotic manufacturers

10 years ago. This market will continue
to evolve as the science becomes streamlined in a way that the consumer can
fully relate to.”

The Case for Nutricosmetics
One of the biggest challenges with introducing innovative products and product
categories is educating consumers about
the value of these products. This is particularly true if the benefits they offer are
a bit abstract.
“When supplementing for hair and
nails, visible improvements are noticed
more quickly over, say, ‘antioxidant formulation to combat skin aging.’ So different claims and formulations need different marketing and proof-of-concept to
peak consumer interest and brand loyalty,” explains Simpson. “Also, when topical
products are applied, there is often an
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of the popularity of alternative dosage
formats such as gummies, or functional foods and beverages, there is a desire
to also produce more of these products
to meet the demand. However, says
Simpson, do so only if there is no loss in
product efficacy.
“The downside is that certain actives
are best manufactured in certain forms
for optimal bioavailability and formulation
stability. So, although a unique product
format hits the market, the ingredients
may not work as effectively if in other formats,” Simpson points out. “This is where
I see product efficacy losing the battle
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immediate result or effect. Nutricosmetics work on a whole different physiological mechanism and thus should not be
marketed [the same way] as topical regimens. They certainly complement topical products, but the two are completely
different in the way they work.”
It may therefore be beneficial to
manage expectations, because immediately tangible results are not always
possible. On other hand, offering consumers more specialized support is an
important way to set your brand apart,
says Simpson. Again, the key is clear
communication.
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“Also, when topical products are applied, there is
often an immediate result or effect. Nutricosmetics
work on a whole different physiological mechanism
and thus should not be marketed [the same way]
as topical regimens,” says Paula Simpson.
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“Although multifunctional products are
on the upswing for consumer demand,
my biggest recommendation is to identify
your unique point of difference, how the
product works, and never rush through
the education and marketing of the
product. It will only get lost in the noise,”
Simpson advises.
Ultimately, good science, sound marketing, and consumer education are key
when it comes to broadening the scope
of nutricosmetic products. New concepts
need time to take hold, but consumers are
open to trying new things if they can understand clearly why they should be taking
a product. For example, what are the benefits of a healthy skin microbiome? Communicate these benefits, but don’t make
irresponsible claims. And while consumers may be willing to try innovative new
products, they won’t continue to use the
products unless they work.
Herein lies a potential trap for manufacturers of finished products: Because
26

with marketing trends. Always something
to be wary of.”
The nutricosmetics space appeals to
people’s vanity. In fact, vanity is often what
motivates people to eat healthily and work
out. When you put it that way, the opportunity for the nutricosmetic space is huge.
Emerging trends within the category, such
as skin microbiome support, offer important points of differentiation, but benefits should be well researched and communicated so that consumers get what
they pay for and these new trends don’t
die on the vine.
References
1.

2.

Hilton L. “Patients share experience with
dietary intervention, supplement use.”
Dermatology Times, Psoriasis Supplement,
vol. 42, no. 2 (2021)
Grebow J. “Microbiome-friendly formulations
are the future of skincare, says For The Biome
cofounder Paul Schulick.” Nutritional Outlook.
Published March 12, 2020.
APRIL 2022

■

NUTRITIONAL OUTLOOK

Spring into Wellness
Marine plants provide an ocean of benefits and
possibilities making them the perfect functional
ingredient for your nutraceutical, food, cosmetic,
spa and pharmaceutical products.
Seaweeds’ complex bioactives offer potent prebiotic,
antioxidant, anti-inflammatory, neural protection, immune
health benefits and gelling, stabilizing and clarifying
properties not found in terrestrial plants.

357

Ask about our newest offeringChondracanthus chamissoi.
The same great properties of
Irish Moss Chondrus crispus.
Contact us for a distributor near you and for
sales, samples and technical support.

@AcadianSeaPlus
SeaPlus@acadian.ca
www.acadianseaplus.com

for
Scan here
fo
in
more

Healthy Products

+Services Directory

T

he dietary supplements
market for blood sugar support is evolving. Ingredient
advances are enabling formulators to create products that can address a broader cluster
of blood sugar–related health concerns.
At the same time, brands are finding
opportunities in smarter, more targeted
products that appeal to specific subsets
of consumers, expanding the diversity of
product formats available.
Consumers’ growing interest in blood
sugar support is driving these developments, especially as technological advancements make real-time, non-invasive blood
sugar monitoring possible for any consumer. Product companies will find more opportunities for experimentation and customization. Here are some of the evolving
product and market trends that are pushing blood sugar supplements forward.

Blood Sugar
Support
Grappling with glucose:
Evolutions in blood sugar support products
BY MIKE STRAUS
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The consumer base for blood sugar products is expanding, leading to a need for
newer, more diverse products. Asher
Tyberg is the CEO of Teelah Corporation (Brooklyn, NY), manufacturer of the
YumVs brand of multivitamins. This January, YumVs launched a zero-sugar gummy multivitamin for blood sugar support.
The YumVs Zero Diabetic Multivitamin
is formulated with chromium, thiamine,
and magnesium for blood sugar support,
and contains zero sugar.
Growing rates of diabetes and prediabetes are creating more awareness
about the impact of sugar on the body,
which is in turn increasing demand
for blood sugar supplements even
among younger Americans, Tyberg
says. As more customers join the category, their expectations of blood sugar
products will grow.
“This market has skewed younger as
many people are diagnosed with diabetes
and prediabetes at an earlier age,” Tyberg
explains. “As the population of people
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with prediabetes continues to grow, their
supplement demands will more closely
correlate with general market demands.
No longer can a product taste bad and
be accepted. Consumers are looking for
supplements that are more in line with
everything else they use in their everyday
lives, like products that are non-GMO and
naturally sourced.”

Consumers Want Tailored,
Fast-Acting Products
While demand for traditional blood
sugar–support ingredients like chromium and cinnamon persists, emerging consumer preferences are creating
opportunities for specialized products with differentiated positioning.

Advancements in wearable technology are also making it possible for consumers to measure supplement efficacy
in real time by continuously monitoring
blood glucose levels, Claerhout says.
This real-time monitoring will separate
science-based products from products
built solely on marketing hype.

New Ingredients Expand
Blood Sugar Market
Blood sugar supplements are becoming
more advanced and varied. Supplement
brands are increasingly incorporating
emerging ingredients like palmitoleic
acid and chitosan oligosaccharide into
their blood sugar formulations, says Gene
Bruno, MS, MHS, RH (AHG). Bruno is the

The consumer base for blood sugar products
is expanding, leading to a need for newer,
more diverse products.

Wouter Claerhout, chief marketing
officer for Phynova (Oxfordshire, UK),
says the future of blood sugar supplements lies in niche products that target specific functional endpoints.
Phynova’s branded Reducose ingredient,
a proprietary water extract of the plant
Morus alba, is the hero ingredient in Nestlé
Health Sciences’ branded product Nutren
GlucoSmart. Launched in December 2021,
Nutren GlucoSmart is a nutritional powder
packaged in stick packs that is designed to
be sprinkled on meals.
“Although maintaining a healthy blood
sugar response is still the starting point,
brands will increasingly position themselves around the cascade of health benefits that consumers can achieve,” Claerhout predicts, noting that “This includes
sustained energy, focus, cognitive function, weight management, sports performance, and longevity.”
30

vice president of scientific and regulatory affairs at NutraScience Labs (Farmingdale, NY) and a professor of nutraceutical science at Huntington University of
Health Sciences (Knoxville, TN).
“Palmitoleic acid, an omega-7 fatty acid,
has been shown to improve insulin resistance and circulating insulin levels,” Bruno
explains. “It also reduces triglyceride levels
and improves LDL and HDL cholesterol.”
Meanwhile, chitosan oligosaccharide, an
ingredient derived from crab shells, has
been shown in studies to lower blood sugar
levels and mitigate increases in postprandial blood sugar, including in subjects with
metabolic syndrome, he says.
While studies show that several
emerging ingredients may have positive
effects on blood sugar, Bruno cautions
that brands should avoid trying to incorporate too many ingredients into a
single product.

“There’s a juggling act with respect
to how many high-end ingredients
you can include in your formula while
still keeping the product affordable,”
Bruno explains.
At the same time, he also cautions
that merely “fairy dusting” ingredients
into a finished product poses both an
ethical challenge and a practical one.
“Some companies solve this problem
by including significantly lower doses of key ingredients, so the consumer sees them listed on the label but
doesn’t know there isn’t enough of any
one ingredient in the product to have
any benefit.” If the product doesn’t
contain an efficacious dose of any one
ingredient, then the brand is selling a
product that doesn’t work. “If the product doesn’t work, then sooner or later
consumers will stop using it, and the
product will fail,” Bruno explains.
“It’s better to include fewer ingredients
at clinically relevant doses,” he advises.

Blood Sugar Market Is Maturing
Advancing consumer concerns around
maintaining healthy blood sugar levels
are opening up opportunities for proven blood sugar supplements that can
offer additional functional benefits like
weight management or sustained energy.
Companies must also remember that as
the demographic for these products expands, consumers in this market will no
longer tolerate poor taste, artificial coloring or processing agents, or genetically
modified ingredients.
Concerns around efficacy are also
prompting second thoughts around
multi-ingredient blends even as emerging ingredients come onto the market. Finished-product brands in this
space can succeed by finding the right
mix of effective ingredients, multifunctional formulations, and strong
brand positioning.

Mike Straus is a freelance writer living
in Kel own a , Can a d a . He w r ite s for
trade publications like Hoist, Canadian
Chiropractor, Grow Opportunity, and Massage
Therapy Canada.
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E

ven as the bone health supplements market begins to
attract younger consumers,
older adults still remain
the top demographic for
bone support products. A rising incidence of osteoporosis and bone injuries
among older adults has Mordor Intelligence predicting that the bone health
supplements market will post 6.6%
compound annual growth through to
2027, driven primarily by North American consumers.
The Mordor report also contends that
the bone health market is fragmented
in nature, with no suppliers having a
majority of market share. 1 This feasibly
leaves opportunity for emerging companies with market-disrupting products.
For supplement brands keeping up with
recent product trends and anticipating
future demands, here’s an update on recent bone health developments.

Bone Health

New bone health introductions are finding room to play.
BY MIKE STRAUS
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The bone health market presents a tremendous opportunity for vitamin D supplements as we recognize that diet alone
often fails to meet aging consumers’
nutritional needs, says Simon Pettman,
executive director of the International
Alliance of Dietary/Food Supplement Associations (IADSA; London).
Policymakers are taking note and adjusting their recommendations for older
adults. Most recently, “The Swiss Federal Food Safety and Veterinary Office has
started a communication campaign to
over-65s,” Pettman says. “This campaign
recommends vitamin D supplements in
addition to a balanced diet. In their communications, they make it clear that diet
alone does not provide sufficient quantities of vitamin D, and supplements are
therefore required.”
In 2021, IADSA implemented its Mind
The Gap awareness campaign highlighting the connection between vitamin D
deficiency and an increased risk of falls
among seniors. In 2011, the European
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Food Safety Authority approved a health
claim stating that daily vitamin D supplementation of 800 to 1000 IU helps reduce
the risk of falling when taken in combination with calcium.2
Vitamin D may not be new to the market, but the evidence supporting the use
of vitamin D supplements in reducing
risks of falls and bone fractures makes
it a mainstay no bone health brand can
ignore. With Mordor Intelligence predicting the vitamin D market to grow
by 7.2% per year through 2026, this staple supplement is a good hedge for bone
health brands.3

Minerals Optimize
Bioavailability
Bone health blends are getting smarter,
with synergistic combinations aiming
to increase nutrient absorption. In January 2022, Gadot Biochemical Industries
(Haifa Bay, Israel) launched its branded Cal2Mag, a calcium-and-magnesium
blend standardized to a 2:1 ratio of calcium citrate to magnesium citrate. The
company’s CEO Ohad Cohen noted in a
press release that Gadot chose the citrate
forms of these minerals because they
are flavor neutral, they don’t interfere
with the absorption of other minerals,
and diet has no effect on their absorption in the body.
“Without magnesium, calcium supplements can cause a negative effect
of vascular calcification, depositing
itself on the aortic wall, kidneys, arteries, and cartilage,” Cohen said in
the press release. “Balancing calcium
with the right amount of magnesium
is good for potentially mitigating those
harmful issues.”

TCM Herbs Increase
Bone Strength
While most bone health products typically involve some combination of vitamins like D3 or K2 and minerals like calcium, emerging research suggests that
herbal ingredients have a role to play in
supporting bone health.
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Emerging research is now enabling formulators
and brands to reimagine formulations,
giving legacy ingredients a new lease on life
even as newer herbals enter the market.

In January 2021, Chenland Nutritionals (Irvine, CA) launched its branded
EuBone botanical blend of traditional
Chinese medicinal herbs Eucommia ulmoides, Drynaria fortunei, and Cuscuta
chinensis. EuBone regulates the metabolism of calcium and phosphorus in a bidirectional manner, regulates osteoblasts
and osteoclasts, and acts on the RANKL/
OPG pathway to decrease the ratio of
the receptor activator of nuclear factor
kappa-B ligand, a cytokine, to osteoprotegerin, the company says.4
According to materials provided by Chenland Nutritionals, a 180-day, single-center,
open-label human clinical trial examined
the safety and efficacy of EuBone supplementation in women between the ages of
50 and 80 with mild to moderate osteoporosis. EuBone was found to increase blood
concentrations of estradiol by 2.9 times and
to increase bone mineral density by 2.4%.
While this unpublished trial lacked a control group, it builds on the body of evidence
established by previous animal studies that
showed significant improvements in bone
strength and mineral density, the firm says.5

Given the growing aging population, the
bone health market will offer brands ample room to run, whether they choose to
innovate with emerging ingredients, stick
to proven mainstays, or find some combination of the two.

Mike Straus is a freelance writer living
i n Ke l ow n a , C a n a d a . He w r i t e s for
trade publications like Hoist, Canadian
Chiropractor, Grow Opportunit y, and
Massage Therapy Canada.
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Brain Health
There’s a new customer in town.
BY JENNIFER GREBOW, Editor-in-Chief
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B

rain health dietary supplements are courting a
new kind of customer: the
distracted,
multitasking,
mentally strained lot of us.
From college students to overworked employees and working parents, so many are
seeking—and failing—to juggle fast-paced
schedules, technology overwhelm, and personal health. We could all use a little help.
“‘I tried responding sooner but kept getting distracted by emails, texts, LinkedIn,
Slack, Instagram, Zoom, sports, prestige TV.’ ”
This is a refrain of many adults today, says
Robert Johnson, CEO of supplement manufacturer Custom Capsule Consultants (Los
Angeles) and founder of the CBD Is Better
brand which offers, among other supplements, a product to improve focus.
“Between technology and the pandemic,
everyone is struggling to focus,” Johnson
says. “We think of memory problems or
‘brain fog’ as something that affects the elderly, but younger Americans are struggling
with these issues, too.”
“Yes, we are seeing a rise in demand for
cognitive-enhancing products from younger consumers,” says Scott Frohman, founder and CEO of Odyssey Wellness LLC. Last
summer, his company introduced premium
functional mushroom elixirs with benefits for focus, clarity, energy, and mood.
“Younger consumers are living in a fastpaced world where they are constantly on
the go, hustling and working hard—which
is why they want to do and feel their best.
They want products that can efficiently deliver brain-boosting effects to help them
thrive in all that they do.” Activities like
schoolwork, 60-hour work weeks, gaming,
and sports require “extreme clarity, focus,
and energy,” he points out.
Put simply: “The younger generation created ‘hustle culture’ and need products to
sustainably support them.”
The good news is that young adults accustomed to the world of supplements are
open to using products to aid their cognition.1 And with mental health a necessary
and prominent discussion in healthcare

today, “Mental health is no longer taboo,
and younger customers are openly seeking
ways to support and maintain a healthy
mental state, with a particular focus on
natural remedies,” Frohman notes.

What Customers Want
Natural is the operative word here. As we
know, Gen Z and millennials like shopping for natural products.2 This includes
supplements. Johnson points out that
younger shoppers “are increasingly skeptical of prescription medication and wary of
burnout. They want natural supplements
that will actually bolster their cognitive
resources rather than just masking fatigue
and overwhelm.”
Frohman adds that “These younger consumers are also more open to alternative
forms of medicine, nutrition, and healing,
and are embracing health and wellness in
unprecedented ways.”
Even for Gen X, chugging boatloads of
coffee to power through the day isn’t the
answer anymore, Johnson says. “Just drinking more coffee or taking sleeping pills is
not going to cut it…[T]hey want natural
supplements that will keep their cognitive
energy and focus up for the long haul.” As
for millennials, he says, “This cohort is over
the hustle culture. They’re interested in creating optimal mental function that is natural and sustainable.”
Consumers are also savvier about
health and nutrition, Frohman points out.
“Younger generations have access to more
information than ever before. They now
know the health implications of high sugar, caffeine, and processed ingredients—
things that were once revolutionary and
well received.”
Caffeine alone can’t give you lasting
mental energy. “Let’s face it,” he continues. “If your brain is foggy in the morning
and you’re not functioning on all pistons, I
don’t care how much physical energy you
have or how jacked up you are on caffeine;
you’re not performing at an optimal level. I
call it sleepwalking. Having your brain finetuned is not about how much caffeine and
physical energy you have; it’s about mental
sharpness, memory recall, being able to
multitask and keep your focus. Those are
critical for success in today’s world.”
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Consumers are moving away from
crutches like caffeine and alcohol, he says,
because “The crash that comes with caffeine is widely known and unsustainable.”
Instead, they are reaching for nootropics
and adaptogens—like those in Odyssey’s
Functional Mushroom elixirs—that “help
to optimize brain activity and neurotransmission as well as adapt our bodies
to stress,” he says. “By directly supporting
these bodily functions, you will feel more
naturally energized throughout the day.”

White Space
At this point, it’s worth noting that there’s
certainly still a large swath of the market
focused on cognitive health products for
aging adults. But you can also see that

standpoint. For example, if a product is
engineered to improve aspects of mental
functioning such as focus, reaction time,
visual acuity, and decision making, that
product could easily appeal to gamers or
esports enthusiasts. Segmentation allows
us to customize our formulation approach
and to meet customers where their passions lie—playing video games, learning at
school, being productive at work, or optimizing athletic performance.”
Neurohacker’s Qualia nootropics include Qualia Mind, Qualia Life, and
Qualia Night, boasting such clinically
lauded branded ingredients as Sensoril ashwagandha ( from Natreon; New
Brunswick, NJ), BioVin grape extract
( from Bioriginal; Saskatoon, Saskatch-

“Having your brain fine-tuned is not about how much
caffeine and physical energy you have; it’s about
mental sharpness, memory recall, being able to
multitask and keep your focus,” says Scott Frohman,
founder and CEO of Odyssey Wellness LLC.
there’s lots of room to serve the other
end of the market.
“There are an endless number of generalized brain health products on the market,” observes naturopath Nick Bitz, ND,
a strategist at Neurohacker Collective.
“The great majority of these products are
aimed squarely at an older population. And
I would say that very few of these products directly address the needs of younger
adults—in areas related to learning, productivity, emotional wellness, computer
screen time, and caffeine-free energy.”
If you are looking to reach younger customers, here are some tips.

Personalized Approach
Young shoppers like niches, says Bitz.
“Segmentation is one way to bring younger customers into the cognition category,”
he says. “If nothing else, it helps to make
cognitive health products more approachable and more desirable from a benefit

ewan, Canada), ElevATP ( from FutureCeuticals; Momence, IL), Cognizin
citicoline ( from Kyowa Hakko USA Inc.;
New York City), as well as omega-3 fatty
acid DHA, phosphatidylserine, Bacopa
monnieri, and alpha-GPC.
In addition to gamers, Frohman says,
Odyssey Wellness sees potential in “athletes and wannabees.” “Anyone really
looking for the benefits of functional
mushrooms that can increase mental
alertness, clarity, focus, and deliver adaptogenics and botanicals that help with
stress relief and mood enhancement is
a target consumer for us,” he adds. “We
adjust our messaging to inspire everyone to try the drink, because tasting our
drink is believing. You really have to experience it to really understand what it
can do for you.”
Personalized nutrition is perfect for this
demographic who wants to know, “What’s
right for me?” One company keen on this
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is Nourished, the personalized-supplement
brand launched in 2019 with visually striking 3D-printed gummy vitamins customized with ingredients based on a person’s
specific daily nutrition needs. The company
refers to its supplements as “Stacks.” Following a personal assessment, customers
are provided with a “Stack” to meet their
needs, which can include cognitive support.
“We have a few tailor-made ‘Life Stacks’
that support focus and cognitive function,
such as our High Flyer Stack and Inner
Peace Stack,” says CEO and founder Melissa
Snover. The company also offers a Gamer
Stack to enhance memory, focus, and reaction while boosting energy and endurance
and protecting eyes from screen time.
“Whether it be sharpening your memory, focusing while working from home,
or relieving brain fog, each struggle can
be supported by supplementing the right
active ingredients,” Snover continues. “We
have a variety of nourishments that can
be added to personalized stacks that have
been shown to benefit cognitive functions
and support mental wellbeing.”

Price Considerate
Young customers have limited budgets, so
price is most certainly a factor when approaching this market.
“Price is a major consideration since
younger demographics tend to have less
disposable income,” says Neurohacker’s
Bitz. “Yet, it’s challenging because this
group also values taste, convenience, natural and clean-label ingredients, and product
badges such as non-GMO verification—all
of which can drive up the costs of product
development. So, it’s important to strike a
balance between price and value.”
Neurohacker kept this in mind when,
last summer, it launched a new product
called Qualia Focus, which boasts ingredients like caffeine and L-theanine. As Bitz
explains, “It has a lot of similarities to Qualia Mind, our premium flagship product,
but it’s aimed toward a broader audience.
Our intent was to create an entry-level
nootropic that uses fewer ingredients, in
less capsules per day, at a lower price point
overall. And I think we were successful at
designing an experiential product that can
be ‘felt’ by the end user.”
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We Want Energy

Convenience and Delivery

While younger consumers are growing more
conscious about aging healthily down the
road, they still tend toward immediate gratification via products whose benefits they
can “feel” right away. Products that imbue
them with more energy, mental and physical, are appealing for this reason.
“Energy is a primary need state for younger customers,” says Bitz. He adds: “This demographic grew up on energy drinks and
shots but is now transitioning into healthier,
more ‘adult’ options. They still want to feel
energized, but I would say that it’s the outcome of high energy that appeals most to
this group—things like confidence, cheerfulness, creativity, motivation, and productivity. So cognitive health products should ideally target energy and the mental outcomes
that are associated with high energy.”
Some of the biggest names in healthcare
are getting in the game. Last year, Reckitt
Benckiser’s Neuriva brand launched its newest product, Neuriva Brain + Energy Readyto-Drink Shots, which contain ingredients
like NeuroFactor whole coffee fruit extract
from FutureCeuticals to increase levels of
brain-derived neurotrophic factor (BDNF),
as well as vitamin B12 and caffeine. Richard
Qian, senior brand manager for Neuriva, calls
it “a two-in-one product that helps support
focus and concentration.”
“While brain supplements support consumers of all ages who would like to take
a more proactive approach to supporting
brain health and wellness, we do see younger adults have slightly different wants compared to older adults,” he says. “While older adults are most often concerned about
memory, we find younger adults care more
about focus and concentration as they juggle multiple demands of life, stress, anxiety,
and sometimes a lack of sleep.”
Snover at Nourished adds that addressing
nutrient gaps by way of personalized nutrition also helps. “Selecting the proper nutrients for your individual cognitive health requirements will help support overall energy.
For example, those with an iron deficiency
may experience fatigue and loss of cognitive function, but once the body has the
proper intake of iron, the nutrient works to
improve energy levels while improving cognitive function.”

Clean labels, convenience, and innovative
delivery forms are musts when shopping
products to younger customers. Many of
the companies interviewed here are advancing the market with alternatives to
pills and capsules.
“Convenience and label cleanliness are
huge,” says Brad Lepczyk, president of
Memore. Last May, Memore debuted its
powders rich in brain-boosting, wholefood ingredients like blueberries, beets,
omega-3s, and antioxidants, as well as
plant proteins, fiber, and an entire serving
of leafy greens. The powder can be mixed
or blended into beverages, sprinkled onto
food, or even used for baking.
Combining health benefits in one product
also ups the convenience level. For instance,
with Memore’s product, he says, “The way
we have been able to appeal to a younger
demographic is by emphasizing our label
cleanliness and stressing our product’s auxiliary benefits like daily greens and pre- and
probiotics for gut health.”
Where delivery systems are concerned,
Odyssey Wellness’s Frohman says, “We believe that consumers are tired of pills and
old-fashioned delivery systems. They want
innovation and more bang for their buck.”
Take his company’s elixirs. “With Odyssey,
they can combine the functionality and
health benefits of ’shrooms with a refreshing,
great-tasting beverage. It’s a win-win.”
What’s on the outside speaks to young
shoppers, too. “It’s not just about what’s
in the can anymore, either,” Frohman explains. “It’s about the packaging and brand
messaging that attracts a younger consumer. They want the ‘wholistic’ experience.”
Vibrant branding is key. For instance, he
says, Odyssey Wellness’s “avant-garde”
Megatron logo on its packaging “is part
of that experience because it is a symbol
of truth and a powerful energy that flows
through creation and connects us all to the
power of the divine. That resonates with
younger consumers.”
In addition, he advises “calling out functionality, loud and clear,” on packaging and
highlighting halos like plant-based formulas, clean alternatives to caffeine and sugar,
sustainability, and keto-friendliness. Also, be
authentic, relatable, and transparent.
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Finally, he says, be quick about it: “Effective
modes of communication around health benefits [can be] engaging, short-form, high-level,
relevant, playful, and inviting. Short attention
spans require quick, digestible forms of communication that convey benefits in a way
that is relatable.”

The Long View

about the different ways you can support
your brain health, including Brain Awareness Week in March.” Last year, the company brought on actress and neuroscientist
Mayim Bialik to be a brand ambassador. It’s
one more way to reach a new segment of
consumers and teach them about the lifelong gains to be had.
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Younger shoppers may be attracted to the
immediacy of an energy booster, but will they
also have the foresight to invest in products
that promise long-term cognitive health?
“That’s a tough question, because while
I believe younger audiences are prioritizing
brain health more and more, they still tend
to gravitate towards more of the quick-fix
solutions like nootropics or stimulants,”
says Memore’s Lepczyk. “The good-for-you
movement has yet to really gain traction in
the brain health market.”
“I think the vast majority of younger consumers still view cognitive health in terms
of energy and focus,” Lepczyk continues.
“The focus is still symptom relief, not making your brain healthier. It’s very similar to
how consumers viewed gut health a few
years ago. You solved digestive issues with
over-the-counter solutions that eased discomfort; today, consumers seek out solutions that get to the root of the problem.”
Will younger consumers eventually get
to the point of embracing the preventative
element of it all? Perhaps. For now, though,
solving problems like a lack of energy or
focus can initiate them to the category.
Companies like Neuriva are also trying
to educate consumers about how supplements can support brain health overall.
“Brain health is still a very nascent topic,
and we recognize that people of different
ages and life stages have different needs
and concerns,” says Qian. “While we tend
to only think about it in babies, when we
are trying to promote optimal brain development for learning, and in old age, when
we are concerned about supporting our
brain health, there are things we can do to
support brain health at any age.”
“At Neuriva,” he continues, “we categorize
brain health into many factors, including focus, memory, learning, accuracy, concentration, and reasoning, and we are working to
bring more awareness to the general public
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Digestive Health
Research and education are the keys
to the microbiome market.
BY MELISSA KVIDAHL REILLY
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A

ccording to recent Mintel
research1, nearly three in five
U.S. adults say they try to
eat foods that encourage a
healthy gut and microbiome.
This wasn’t always the case.
When Pamela Wirth Barnhill launched Hello
Health (Scottsdale, AZ), a line of dietary supplements for brain, gut, and immune health,
the concept of the microbiome was relatively
new to many consumers and not on the radar
for most. “When we first started this journey
about 10 years ago, our neurologist said we had
to clean up our son’s gut and needed to use a
specific variety of prebiotics and probiotics for
the gut and brain to work better,” says Barnhill.
“That was really new then. Now, we are learning
more every day about the gut-brain axis and its
effect on neurotransmitters.”
The link between gut health and immunity
is also driving up consumer awareness of the
benefits of a healthy microbiome, especially
during the COVID-19 pandemic. “The current
immunity trend works hand-in-hand with the
gut health and microbiome trends, which were
burgeoning pre-pandemic,” explains Audrey
Ross, senior national educator at Country Life
Vitamins (Hauppauge, NY). “Given that, to a
certain degree, immunity starts in the gut, the
trio of gut health, microbiome, and immunity
could emerge as a powerful triumvirate.”
If you ask Kristina Zalnieraite, registered
and licensed dietitian and the head of nutrition and wellness at Kilo Health (Vilnius,
Lithuania), it seems as though scientists are
discovering more about the microbiome
every month, and consumers are paying attention as they seek ways to increase energy, elevate their mood, or get a better night’s
sleep. The result is a growing interest in the
gut microbiome, generally, and an incentive
to take a deeper look at daily nutrition and
lifestyle choices. It’s why MarketsandMarkets
estimates that prebiotics, probiotics, food,
and other products marketed for a healthy
microbiome will represent a $1.598 billion
market by 20282, growing at a CAGR of 21.3%
between 2025 and 2028. The only thing capable of restraining this market? A lack of expertise and inadequate research on the human
microbiome, the market researcher says.

Education First
At Hello Health, it’s all about education, whether it’s disseminating existing data or performing its own research. The key, says Barnhill, is
helping consumers make decisions based on
quantitative data, rather than qualitative data.
That’s also why Country Life Vitamins utilizes its social and digital platforms, in addition to
retail-ready educational materials, to educate
and bring more awareness to this topic, breaking
down scientific findings into easy-to-understand
nuggets of information for consumers. That said,
there’s a lot of work left to be done.
Zalnieraite points out that we already know
so much about the gut microbiome: it can influence everything from energy to immunity,
it can be influenced by diet and lifestyle, and
probiotics and fiber can improve gut health.
But there’s so much we still don’t know, she
says. For example: Which is better, natural
probiotics or probiotic supplements? Can microbes influence food choices and appetite?
How do low-dose antibiotics or pesticides

found in food affect our microbiome? Is organic food better for gut health?
“As you can see, there are still a lot of gaps
in knowledge about the topic,” Zalnieraite
says. “We must collect more clinical evidence
that can be translated into clinical practice.”
Ideally, she adds, this data would be collected via randomized, controlled clinical studies
that use consistent matrices of prebiotics or
probiotics. And, collaboration will be key.
MarketsandMarkets says that private businesses should be prepared to cooperate with
public organizations, to discover new applications for obesity, liver disorders, diabetes, and
other metabolic disorders. Indeed, Zalnieraite
says the science of microbiota is still in its
infancy, and researchers are currently challenged with finding the causal correlation between microbiotics and human disease. In the
meantime, brands can collaborate with scientists to distill and share what we know now.
“We, as consumers and health and wellness companies, need to further collaborate,

provide education, and be given assistance
to provide factual research and case studies,”
says Barnhill. “The more we ask for informed
data and clean products that impact wholebody benefits rather than treating symptoms, the better off we are in our families
and our communities.”

Melissa Kvidahl Reilly is a freelance journalist
and copywriter specializing in the health and
wellness industry.
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WAKE UP ALERT:
BACOPA TO
SLEEP SMART
®

These statements have not been evaluated by the Food
and Drug Administration. These products are not
intended to diagnose, treat, cure, or prevent any disease.
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Consumers recharge with holistic energy and
relaxation supplements.
BY MELISSA KVIDAHL REILLY
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Anxiety-Free Energy
It’s important to remember that energy products tend to appeal to two separate groups of
consumers: athletes who need a quick boost to
support a workout (these products are generally based on caffeine or other stimulants), and
consumers who need a little lift to get through
their busy work and home lives. This second
group, says Qureshi, is looking for “sustained
energy throughout the day, as well as a boost in
cognitive function and mental performance, or
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Energy &
Relaxation

t’s somewhat of a paradox. Americans largely report having trouble
staying alert during the day, but
they also can’t seem to settle down
enough to fall asleep at night. “Both
energy and relaxation are top health concerns for consumers today, which makes
sense as these health topics are interrelated,”
says Michael A. Smith, MD, director of education at Life Extension (Fort Lauderdale, FL).
“Fatigue and burnout caused by stress may
contribute to lack of sleep and, in turn, leads
to consumers searching for products to support their energy needs during the day.”
That said, consumers are reassessing their
approaches to this conundrum as the COVID-19
pandemic puts a spotlight on healthy habits.
According to Sandra Carter, PhD, cofounder
of Om Mushroom Superfood (Carlsbad, CA),
consumers are stepping away from addictive
pharmaceuticals and drowsiness-inducing relaxation solutions, just as they’re backing away
from highly caffeinated products that can cause
jitteriness or anxiety. “Consumers do not want
to be concerned about being ‘jacked up’ on
over-energizing products, or dulled and blunted
by over-relaxing products,” she says.
Instead, they’re looking for products that
work with the body to naturally increase energy levels or decrease stress in a controlled
way. “Consumers are increasingly looking
to support overall energy levels to be able to
conquer their day, as well as looking to wind
down at the end of a rigorous day dealing with
the lack of a fixed work schedule, dealing with
family stress, and having difficulty shutting
down from their always-on lifestyle,” agrees
Irfan Qureshi, ND, vice president of product
development and quality assurance at Healthy
Directions (Bethesda, MD).

Adaptogenic herbs are top of mind since
they work subtly and provide this much-needed
sense of balance. Carter says adaptogens like reishi mushroom, ashwagandha, and astragalus are
being offered alongside L-theanine, GABA, and
magnesium to produce natural relaxation and
stress-relief properties, without the drowsiness.
“I believe we will see substantial growth in these
categories as young consumers, in particular,

are developing their own set of daily rituals,” she
says, “and pushing away from prior generations’
daily routines of hyping up on coffee and winding down with alcohol.”

Melissa Kvidahl Reilly is a freelance journalist
and copywriter specializing in the health and
wellness industry.
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‘mental energy.’” And though caffeine can play a
role here—if it’s offered in sustained-release formats or alongside an ingredient like L-theanine,
which can blunt a caffeine crash—Qureshi says
these consumers are increasingly looking for
stimulant-free solutions like adaptogenic herbs
and experiential nootropics.
“The energy supplement market has transitioned over the past five years to migrate
away from heavily loaded caffeine and sugar
products, including shots and beverages, to
items that provide a more balanced amount of
naturally energizing botanicals, vitamins, and
mushrooms,” says Carter. “Consumers are linking the jitters and anxiety to highly caffeinated
products and, as a result, there is a wider variety of products that provide high levels of nutrition along with natural energy.” Om Energy, for
example, includes cordyceps mushroom, vitamins B12 and C, yerba mate, and turmeric, and
interest in ingredients like green tea is growing.
Brands are also making it easier than ever
for consumers to start and commit to an energy supplement routine. First, says Ted Volz II,
founder of Clean Energy (Ann Arbor, MI), “Supplement brands are providing their products
in every format possible to ensure that they fit
into the lives of any and every consumer,” including gels, bars, powders, pills, liquid shots,
ready-to-drink beverages, and more. If you ask
Carter, there is room in the market for brands
to offer a coffee alternative—in other words,
a warm drink that can take coffee’s place in a
morning ritual but provide balanced, non-jittery
energy support.
Brands are also making it easy for consumers to support energy by increasing bioavailability where they can. In the case of ginseng,
for example, Life Extension offers a fermented
extract with enhanced absorption, since the
ingredient is already metabolized before entering the gut (where certain environments
can hinder ginseng’s bioavailability).

Miscellaneous Ingredients
Fruit Oils
Powder Form Oils
Fish Gelatin
Hydrolyzed Fish Collagen
Lauric Acid
Stearic Acid
Sunflower Lecithin
Vegetable Glycerin

Stress-Free Relaxation
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Arista

If you ask Qureshi, the relaxation category has
gained importance as we move through the
pandemic and consumers understand the importance of work-life balance. As such, this category is attracting many supplement newbies.
The key will be “keeping the formulas simple,
the messaging clear, and the dosing manageable
(i.e., less pills),” says Qureshi, as well as providing products that holistically address the body’s
stress response and bring it back to balance.
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OVID-19 may have become
the third-leading cause of all
deaths in 2020, but heart disease is still the number-one
cause of death in the United
States, a December 2021 CDC report shows.1
Adults over age 65 are significantly more
likely to experience cardiovascular health
problems than younger Americans.2
The heart supplements market continued
to grow throughout the COVID-19 pandemic as aging consumers remained acutely
aware of the importance of maintaining
their cardiovascular health—some even
more so as staying healthy became their biggest concern. Emerging research on the link
between diet, supplementation, and heart
health has also created new opportunities
for heart health brands. Ahead are some
of the latest headlines on cardiovascular
health supplements for seniors.

Heart Health

Heart health is still a top concern among seniors.
Here’s how research is driving this category forward.
BY MIKE STRAUS
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The heart health ingredients market saw rapid growth in recent years, with Research and
Markets forecasting 5.9% compound annual
growth over the next five years. The market
researcher predicts this category to reach a
global market size of $24.8 billion in 2027.3
Heart health remained a priority for seniors
even throughout the COVID-19 pandemic,
notes Gene Bruno, MS, MHS, RH (AHG),
vice president of scientific and regulatory
affairs for NutraScience Labs (Farmingdale,
NY) and a professor of nutraceutical science
at Huntington University of Health Sciences
(Knoxville, TN).
“The CDC has indicated that older adults
are more likely than young people to become
severely ill from COVID-19,” Bruno says. “But
older adults are also much more likely to suffer a heart attack or develop heart disease,
and the CDC has indicated that having heart
conditions such as heart failure, coronary
artery disease, and cardiomyopathies can
make people more likely to become severely
ill from COVID-19.”
Given this connection between heart
health and COVID-19 outcomes, Bruno
points out that the pandemic has given
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companies a new opportunity to impress
upon consumers the importance of maintaining heart health as they age.

Vitamin K2 Reduces
Arterial Calcification
Vitamin K2 research continues to demonstrate the ingredient’s heart health applications. Vitamin K–dependent proteins have
been shown to inhibit vascular calcification,
which is thought to promote cardiovascular
health, Bruno says.
One prospective cohort study of 4,473
subjects involved in the population-based
Rotterdam Study assessed the subjects’
dietary vitamin K intake and their risk factors for poor cardiovascular health over the
course of 10 to 13 years. The subjects had no
history of heart attack at baseline. Subjects
were monitored for dietary vitamin K intake
and were assigned a relative risk for death
from coronary heart disease, with adjustments made for BMI, diet, diabetes, gender,
and age. The subjects were also assessed for
aortic calcification via X-rays. Researchers
found that vitamin K2 intake was associated
with a significantly reduced relative risk of
severe aortic calcification.4
“More significantly,” Bruno says, “a threeyear trial5 saw 244 postmenopausal women receive 180 mcg/day of vitamin K2 or a placebo.
Supplementation with vitamin K2 significantly decreased measures of aortic stiffness.”
The study in question, a randomized,
double-blind, placebo-controlled clinical
trial sponsored by vitamin K2 ingredient
supplier NattoPharma (Oslo, Norway), examined the effects of NattoPharma’s branded MenaQ7 ingredient on total cholesterol
and triglyceride concentrations, IL-6 and
TNF-alpha concentrations, and markers of
endothelial dysfunction. Local and regional
arterial stiffness were measured via echotracking and pulse wave velocity as detected through mechanotransducers.
After three years, vitamin K2 consumption resulted in lower Stiffness Index scores,
as well as lower circulating levels of dephosphorylated-uncarboxylated
Matrix
Gla-protein. The study authors concluded
that vitamin K2 supplementation reduces
46

arterial stiffness and improves carotid artery elasticity.

Gut Microbiome Influences
Heart Health
Researchers have known for some time that
gut health influences a variety of bodily systems. But now, a landmark study illuminates
how the gut microbiome plays a role in metabolizing flavonoids to boost their beneficial effects on heart health.
This 2021 cohort study, using subjects from
the PopGen project, followed 904 German
adults between the ages of 25 and 82. Subjects
completed the 112-question Food Frequency
Questionnaire once per year; the study authors assigned each food a flavonoid value
using data from the United States Department of Agriculture. The subjects also gave
blood and stool samples, and had their height,
weight, and blood pressure measured, at the
PopGen project’s first follow-up examination.
Subjects self-reported their level of weekly
physical activity over the past year. Microbial
diversity and flavonoid concentrations were
determined through DNA sequencing, the
Shannon index, and the Bray-Curtis dissimilarity measure. An ANCOVA analysis examined the relationships between flavonoid intake, microbial diversity, and blood pressure.
The analysis revealed that higher flavonoid intake was associated with lower systolic blood pressure (SBP) and lower pulse
pressure. Food-based analysis found this
effect was strongest with apples and pears,
while berries were also associated with
lower SBP and pulse pressure. Apple, pear,
and berry intake was also associated with
reduced concentrations of Parabacteroides,
a gut microbe that was found to be associated with significantly higher systolic blood
pressure. The study authors concluded that
the microbiome explains up to 15% of the
correlation between higher flavonoid intake
and lower blood pressure.6
Aedin Cassidy, PhD, a professor at the
Queen’s University Belfast School of Biological Sciences (Belfast, Northern Ireland)
and a member of the management board
at the university’s Institute for Global Food
Security, coauthored the study. Cassidy says

this study is one of the first to investigate the
relationship between flavonoids, the gut microbiome, and heart health.
“Exactly how flavonoids cause these benefits for heart health is not fully known, but we
know from lab and animal experiments that
these compounds can improve blood pressure and act as anti-inflammatories,” Cassidy
explains. “They can also help modulate levels
of nitric oxide in the body, which can help
blood vessels relax and improve blood flow.”
Cassidy explains that flavonoids act like
low-dose aspirin, reducing the likelihood
of platelets clotting. The link between the
gut microbiome and heart health, and the
role flavonoids play in that mix, is an important direction for future research, she
says. Future studies, Cassidy adds, should
focus on inter-individual variability in
the gut microbiome and how individual
differences in gut health influence cardiovascular health.

Supplements Matter for
Seniors’ Heart Health
Cardiovascular health is an important focus
area for seniors as the risks of poor heart
health grow with age. While there is a clearly established link between nutrition and
heart health, seniors in particular may fail to
meet their dietary needs through diet alone,
as older adults are more likely to struggle
with low appetite.7 This demographic may
benefit from tailored heart health products
that can help them meet their nutritional
needs without relying on diet alone. While
ingredients like flavonoids and vitamin K2
are showing promise in studies, further research should continue to investigate heart
health ingredients that meet the unique
needs of seniors.

Mike Straus is a freelance writer living
in Kel own a , Can a d a . He w r ite s for
trade publications like Hoist, Canadian
Chiropractor, Grow Opportunity, and Massage
Therapy Canada.

View references at NutritionalOutlook.com/
view/2204-heart-health
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f only there were a surefire way
to guarantee that consumers will
keep taking their immune health
supplements once the pandemic is
over. Alas, in the past year, we saw
immune category sales, while still extremely
impressive, begin to normalize.1
Rachel Jones, vice president and chief
nutrition officer at GNC, shares how GNC
is seeing the landscape shift. “Like others in
the supplements and wellness categories,
we are seeing immune health supplement
sales stabilize,” says Jones.
Consumers are making health a priority
post-pandemic; they just might be expanding their view of “healthy” beyond immunity
alone. Jones says that “the most significant
shift has been in the consumer mindset. The
emphasis is now on overall wellness rather
than immunity as a standalone focus.”
She elaborates: “We see consumers prioritizing prevention and living a healthier
lifestyle—eating well, staying active, and augmenting those behaviors with immunity and
vitamin products that enable long-term success. It’s about creating a holistic health experience that can help to deliver on those goals.”

Immune
Health

Are immune health supplements still a priority for consumers?
BY JENNIFER GREBOW, Editor-in-Chief
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While all would agree it’s great to see
consumers embracing healthier lifestyles,
immune-supplement makers would still
like to see consumers keep their products
in the mix. Moving forward, what can immune health marketers do to motivate
shoppers to keep taking immune health
supplements—and to take them on the
regular? Simple: by demonstrating that
these products work.
Show them the science. After all, it’s science that brought many first-time supplement users to the category in the first place.
A white paper, “Immune Support Supplement Category Market Insights,” encapsulating the results of a recent survey conducted
by consulting agency SPRIM on more than
1000 consumers in the U.S., Mexico, and
Brazil, supports this advice.2 When asked
whether recent studies showing that people
deficient in vitamin D might be at increased
risk of COVID-19 infection would encourage
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survey respondents to take vitamin D supplements, more than half said yes. (Smartly,
37% said they’d first want to determine if
they are vitamin D deficient.)
Scientific support is vital for all supplements these days—immune supplements
included. “Absolutely, this message came
through loudly and clearly in our study,” says
Susan Dallabrida, PhD, CEO of SPRIM Consultancy. “Consumers have become savvy
and cautious,” she says, noting that they want
“good science either directly provided on the
label that demonstrates actual efficacy, and
recommendations from their doctors and/or
nutritionists.” She adds: “I think it is reasonable to assume that consumers trust that if a
doctor recommends a product, it is because
they believe and trust in the science.”
In the SPRIM immune support survey, respondents stated that scientific and clinical
trial evidence proving a product’s efficacy is
the number-one influencer of their choice of
a dietary supplement for immune support.
Unsubstantiated claims won’t cut it anymore; consumers are looking for evidence of
efficacy on product labels before they put a
product in their cart and in their body.
“What we learned from regular users of immune supplements is that scientific evidence
or a clinical trial that proved product effectiveness was the top reason to keep them coming
back, followed by brand trust and reputation,
followed by on-package claims that were
specific to immune health (such as ‘clinically
demonstrated to support immune health’),
and price,” Dallabrida reports. “The least important reasons are things like gluten-free,
vegan, and tastes good.”
The same evidence is needed to convince
new and seasonal users why they should
take immune supplements regularly.
Says Dallabrida: “In our original immune
support survey, we asked consumers who
did not regularly purchase dietary supplements for immune support what factors
would cause them to more regularly use
supplements. The number-one reason that
respondents cited that would change their
behavior to more regular use was if their doctor recommended that they do so, followed
by better scientific evidence that showed that
their use would reduce their chance of getting
sick, followed by if they were cheaper—and,
50

fourthly, if their nutritionist instructed them
to do so. There were no other significant factors for this population.” As for new users,
the SPRIM survey found 73% of respondents
who had not purchased a dietary supplement
in the past year stating that they would be
“encouraged” to purchase an immune health
supplement “if there was a scientific claim associated with it.”
In short, supplement makers need to keep
the science coming. Luckily, this might not
be as prohibitive as it once was, according
to Dallabrida. “Years ago, it may have been
difficult or costly for companies to conduct
efficacy studies with their products, but with
advances in technology, entire clinical trials
can be done in consumer healthcare–related
products without participants ever leaving
their homes, and entering data into an app on
their smartphone and being shipped product
or buying the product. Times have changed
in that there are affordable and credible ways
to conduct these studies, and consumers
are demanding exactly this: scientific evidence of efficacy.”

Marketing Still Powerful
Still, one can’t discount the influence of marketing. “Suffice it to say, ingredients with the
best marketing will win—which makes me
sad,” says David Foreman, RPh, president of
Herbal Pharmacist Media LLC, known as
“The Herbal Pharmacist.” “Who should win,
though, are ingredients that can show they
either work directly to support or stimulate
a response with the immune system.”
Immune health marketers also need to do a
better job explaining why ingredients and supplementation support the immune system, he
adds. For instance, he says, they need to explain
whether their products stimulate or support
the immune system. “Communicate which
category they fit into: stimulate or support.”
Currently, he says, “I believe that due to poor
messaging on the part of immune-supplement
sellers, consumers don’t realize that there are
things they can take daily to support their immune system and hopefully avoid getting sick
or as sick. Regretfully, I feel like we as an industry will fall back to our normal habits of convincing people to buy versus educating them
on why they need certain products and how
they work to support overall health.”

Jones says GNC is dedicated to helping
consumers “understand the overarching and
long-term benefits” of supplementation—for
instance, why they shouldn’t just seasonally
supplement with vitamin C or probiotics but
rather daily to maximize efficacy.
She continues: “At GNC, we have scientific, regulatory, and nutrition teams made
up of PhD- and Master’s-level scientists that
evaluate every GNC product from ideation
to formulation to ensure consumers are confident when purchasing our products. Consumers should have a clear understanding
and insight into the products, ingredients,
and intended outputs to ensure it aligns with
their goals. Building trust through honest and
transparent product development and distribution will help to foster consumer adoption.”

Category Longevity
To make sure this category survives
post-pandemic, the smartest companies will
keep aiming to put the best, science-supported products on the market—explaining
to their customers why they need to take
them regularly. For instance, the SPRIM report notes that GlaxoSmithKline has begun
marketing its Emergen-C supplement yearround for daily immune support.
The fact is, consumers are still interested
in immune support. SPRIM is now working
on conducting another survey on over 700
respondents to determine what consumer
motivations for purchasing immune supplements look like two years into a pandemic.
So far, Dallabrida says, the new survey found
that while the number-one reason consumers take a multivitamin is for general health,
the number-two reason is for immune support. “So, while it would be reasonable to
assume that consumer trends may pivot
somewhat as we are amidst a waning pandemic, the data is telling us that immune
support remains a top contender,” she says.
Supplement companies can take consumers’ newfound interest in holistic health by the
horns and include immune health within that.
Multipurpose products, such as those touting
general wellness benefits plus immune support, address consumer preferences widely.
Jones says that GNC sees 2022 as “the year
of the multivitamin,” given consumers’ current
focus on overall health. “Consumers’ desire to
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support general health will continue to play a
key role in overall wellness,” she says. “While
immunity is and will remain an important
part of that equation, how consumers imbed
products into their daily habits may evolve.”
Immune supplements are now part of the
strategy for staying well, and not the whole
strategy itself. Says Jones: “Consumers are intentional about how preventative wellness can
stave off health issues and are investing in immunity supplements to kickstart the process.”
Stress management and sleep health are
also complementary areas. “This opens up certain sleep and stress ingredients to be considered,” Foreman notes, “as poor sleep and chronic stress can wreak havoc on immune health.
Even a combination of ingredients that support
both immune and stress, or immune and sleep,
would be great.” He dubs this “sort of the NyQuil
approach to a daytime and nighttime formula
for immune health.” (“This is my idea, and I
would love the rights to it,” he laughs.)

Also, to continue attracting repeat customers, companies must heighten the product
experience. “We’re seeing three overarching
trends in 2022: personalization, convenience,
and flavor,” says Jones. “And at GNC, we are
capitalizing upon these consumer expectations in our immunity supplements, among
other product categories. Tapping into consumer needs—for example, providing on-thego products in great flavors—is improving loyalty while also creating a cross-sell opportunity
to help them achieve their goals.”
And arm customers with data. Jones says
GNC continues to invest in science such as
a multivitamin clinical study it sponsored to
demonstrate to its customers whether antioxidant and immune-supporting nutrients were
better absorbed when taken regularly.
The SPRIM report sums it up nicely:
“The data reveals considerable opportunity
for dietary supplement brands within the
immune health category if they weed out

the fiction and stick to the facts. Evidence
of efficacy can convince doctors to recommend, supplement-takers to switch brands,
and can also incite supplement-skeptics to
enter the market.”
It concludes: “Strong interest in the category is accompanied by increasing expectations for immune support supplement evidence. The dietary supplement industry is in
a prime position to capitalize on these shifts
in consumer demand if it can keep up with
these expectations.”
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t might be tempting to look at
the data and make an assumption that the joint health supplement category is struggling—
according to data from SPINS
(Chicago), sales of supplement ingredients related to joint health decreased by
2.3% during the 52 weeks ending December 26, 2021. But this could actually be an
indication of a market in flux rather than
a market in crisis. SPINS intelligence
notes that some of this decline is likely
related to the effects of the COVID-19
pandemic as consumers became focused
on other health issues like stress relief,
sleep, and immunity. Plus, as more seniors stayed home during this time, lower activity levels meant less of a focus on
joint health supplements.
The truth is that trends actually point
to a renaissance for the joint health market, especially when it comes to older
consumers. According to the U.S. Census
Bureau, the number of U.S. adults over
the age of 65 is estimated to nearly double from 52 million in 2018 to 95 million
by 2060. “While anti-aging has become
the norm for quite some time, the industry is shifting with the growing aging
population to focus on embracing the
natural process and all that comes with
it,” says Jim Burkett, president of Great
Lakes Wellness (Grayslake, IL). “More
products are coming to shelves to support consumers on their journey, rather
than fight it.”

Joint Health

Joint health supplements are ready to rebound.
Getting back to the needs of its core audience of older adults
will help the category find the footing it needs.
BY MELISSA KVIDAHL REILLY
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Glucosamine and chondroitin, once the
superstars of the joint health market, are
not as popular as they used to be, thanks
to some serious drawbacks, “including
the high dose required for efficacy, the
fact that they only seem to work for a percentage of individuals, the long length
of time required to see a benefit (often
three months or more of continued use),
as well as the fact that they are often
derived from allergens (in the case of
glucosamine) or non-vegetarian sources
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(in the case of chondroitin),” says Irfan
Qureshi, ND, vice president of product
development and quality assurance at
Healthy Directions (Bethesda, MD).
Instead, trends in the joint health
market are shifting towards ingredients
that are efficacious at low doses, which
can help combat some of the pill fatigue
expressed by consumers of a certain age.
“Products that are effective when dosed
just once per day are more attractive
than those that need to be taken multiple times per day,” says Qureshi. “Given
the number of other supplements and

MSM, and may include hyaluronic acid,
collagen, and herbs such as turmeric
and boswellia.”
Another significant trend in joint
health for the aging population is products that are easy for consumers to take
and integrate into their health plan.
For example, says market researcher
Spoonshot’s Senior Food Scientist Sayantan Paul, supplements in gummy and
candy formats can be more enjoyable
than pills, and jelly shots have the potential to help consumers who have limited
chewing ability or prefer softer formats.

Multi-ingredient joint support formulas are
popular with aging consumers because they
provide a convenient way to get a range of
nutrients and co-factors in a ‘one-stop shop’
solution,”says The Vitamin Shoppe’s Eric Cohen.

medications this demographic may be
taking, having something that is dosed
once daily will help improve compliance and, therefore, effectiveness for the
consumer, as well as repeat purchase
for the brand.”
Multifunctional products addressing
one or more health issues (say, joint
health and bone health) or multiple issues within joint health ( for example,
inflammation and cartilage support)
will also find favor. “Multi-ingredient
joint support formulas are popular with
aging consumers because they provide a
convenient way to get a range of nutrients and co-factors in a ‘one-stop shop’
solution,” says Eric Cohen, senior brand
manager of private brands at The Vitamin Shoppe (Secaucus, NJ). “These joint
support formulas may combine glucosamine and chondroitin sulfate with
54

There also is room in the joint health
category for ready-to-drink beverages,
protein shakes, snacks, and other functional foods and beverages.

Why Collagen?
It would be impossible to talk about
trends in joint health supplements
without talking about collagen. It’s
undoubtedly the category’s hottest
trending ingredient right now, for a
number of reasons.
First, collagen is a flexible ingredient
that can be offered in most supplement
delivery formats, from powders and capsules to functional drinks. In response,
Great Lakes Wellness recently launched
its Daily Joint line of quick-dissolving
collagen powders, formulated with additional ingredients to support joint
health. “Consumers want products

that they can seamlessly integrate into
long-established daily routines,” says
Burkett. “For some consumers, change
is difficult or met with resistance. Collagen is an easy, ideal solution that can
be made tasteless with unflavored varieties, or in flavorful options that mix
in well with baked goods or coffee like
Daily Joint’s caramel flavor.” Easy portions are another selling point for aging consumers, says Burkett, and powdered collagen supplements can deliver
benefits with two easy scoops, or via
pre-measured, on-the-go stick packs for
water bottles or thermoses.
Collagen also delivers a range of
benefits beyond joint health, including skin, hair, and nail support, as well
as protein content when delivered in a
powder format, giving consumers more
bang for their buck. It also plays well
with other joint health category ingredients like MSM, offering consumers a
natural solution with multiple mechanisms of action.
What’s most important when choosing an ingredient, though, is that it’s
clinically substantiated. “There are
many product choices for joint health
in the marketplace,” says Cohen. “Aging consumers are looking more closely
at the products that contain clinically studied, trademarked ingredients.
Products containing these ingredients
provide the customer with the confidence in knowing that these ingredients have demonstrated benefits in
clinical trials.”

Melissa Kvidahl Reilly is a freelance journalist
and copywriter specializing in the health and
wellness industry.

For more on Joint Health, visit
NutritionalOutlook.com
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Sports
Nutrition

Demand for sports nutrition products is high,
but brands need to go the extra mile to demonstrate safety and quality.
BY SEBASTIAN KRAWIEC, Editor
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ports nutrition is perhaps one of
the most popular categories of
the dietary supplement industry,
helping consumers meet their
physical fitness goals in a number of ways. Lately, however, it seems the category has a target on its back. Over the last few
years, multiple pieces of U.S. state legislation
have been introduced that would restrict the
sales of sports nutrition and weight management products for those under the age of 18.
Sponsors of these bills have cited concerns
about abuse of such products by minors motivated by body image issues resulting from social
media. The justification of New York Senate Bill
16D (now in Assembly as A431C), sponsored
by New York Senator Shelley B. Mayer (D-NY),
states: “Eating disorders are diagnosed based
on a number of criteria, including the presence
of what clinicians call unhealthy weight-control
behaviors (UWCBs). One UWCB of particular
concern is the use of pills or powders to lose
weight or build muscle, which are often sold as
dietary supplements. Although they are sold
alongside multivitamins and other supplements
largely regarded as safe, these products often
contain unlisted, illegal pharmaceutical ingredients that pose serious risks.”
The language of the bill targets “dietary supplements for weight loss or muscle building”
and “over-the-counter diet pills.” It identifies
these as including, but not limited to, “thermogens, which are substances that produce heat
in the body and promote more calorie burning;
lipotropics, which are compounds that help
break down fat during metabolism; hormones,
including hormone modulators and hormone
mimetics; appetite suppressants; or ingredients deemed adulterated.”
A similar bill introduced in California
(AB-1341), which recently passed Assembly,
also targets these classes of ingredients. The
NY bill, however, makes a caveat for protein
powders, unless the product contains the
previously mentioned restricted ingredients.
A recently introduced piece of legislation in
Rhode Island (Senate Bill 2613), which passed
Committee to be held for further study, was
more specific in its language, calling for restrictions on dietary supplements containing an
ephedrine group alkaloid, and any supplement
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containing androstanediol, androstanedione,
androstenedione, norandrostenediol, norandrostenedione, and dehydroepiandrosterone.
Advocates for the supplements industry,
like the Natural Products Association (NPA;
Washington, DC), contend that there is a
complete lack of evidence of the correlation between eating disorders and dietary
supplement usage. For example, the group
filed a Freedom of Information Act (FOIA)
request with FDA to determine if any such
association existed and found no adverse
events or reporting associated with dietary
supplements and eating disorders.
Moreover, such legislation poses a major
economic burden on retailers, who would have
to implement these measures, as well as manufacturers and ingredient suppliers that could
fall under the purview of these laws—not to
mention the potential regulatory patchwork
that would result from their passage.
“While [the bills] do point to some ingredients, there is key language in there that
does not limit it to these specific ingredients. So, it’s quite possible that when these
commissions get together there are products
that we have not considered to be, in their
view, something that would warrant being
age-restricted that could be possibly on the
chopping block,” says Kyle Turk, director of
government affairs at NPA. “Something like
creatine or beta-alanine comes immediately
to mind. I think more generally, though, when
you look at thermogens, lipotropics—those
are everyday ingredients. They’re found in
foods, and they’re naturally occurring. When
you look at those and also take into consideration some of the other specific ingredients
that [legislation calls out], like some of these
pro-hormones and steroids, it’s interesting to
us that they’re going to make some ingredients ‘super illegal’ but include products that,
by and large, are introduced to the market
safely and that a number of companies—not
just NPA members but [other] good stewards
of the industry as well—take the time to ensure putting quality products out to market.”

Adulterated Products
Adulterated ingredients, however, should
not be sold to the public in the first place.
Therefore, adulterated products should not
be lumped in the same class as those marketed by responsible manufacturers.
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Issues of adulteration are often construed as
representative of the sports nutrition category
and even the dietary supplement industry as a
whole. While responsible retailers can curate
inventory and ensure that the products their
customers buy are on the level, ecommerce can
expose consumers to a wealth of adulterated
products they may not realize are dangerous.
For example, a study published last year in Clinical Toxicology1 found that sports and weight
management supplements purchased online
that were known to already be adulterated with
an unapproved pharmaceutical beta-agonist
called deterenol contained additional prohibited stimulants upon analysis in the lab.
In the study, conducted by NSF International
(Ann Arbor, MI) and Harvard Medical School,
researchers bought 17 products online. Upon
testing, they found that four brands contained
two prohibited stimulants, two contained
three stimulants, and two contained four stimulants. Although researchers specifically targeted adulterated products, the fact remains
that these products were easily accessible online, and many consumers could potentially be
exposed to a cocktail of illegal stimulants.
While legislation targeting weight management and sports nutrition products could
have a significant impact on brick-and-mortar
retailers, lawmakers will have a harder time
controlling consumer access via ecommerce,
which many consumers will ultimately turn
to, and where they will likely be at greater risk
of exposure to adulterated products.
“For [lawmakers] to say they are going to
regulate the internet for this is disingenuous,
in my opinion,” says Turk. “It’s hard to regulate
the internet. I think we’ve seen that in not just
dietary supplements but across the board in a
lot of different markets, so consumers are going to turn more and more to these different
online retailers to get access to their products.
[The legislation] ultimately takes away that
relationship that you have with a store clerk.
You’re not going to be able to talk to them
about what the new product on the market is
for sports nutrition or how one brand of omega-3 is slightly different from another. So, it’s
going to hurt consumers as much as it’s going
to hurt brick-and-mortar retailers.”

Building Trust
Not all consumers are well informed nor do
they know what to look for on product labels.

Not that it always makes a difference: unscrupulous companies will typically not include
their adulterated ingredients on product
labels. This is why trustworthy third-party
certifications are important for brands. Consumers are learning to seek out third-party
certification and rely on it to ensure they are
buying a safe and quality product.
“Third-party testing certificates are becoming increasingly popular in the sports
nutrition arena,” says Rachel Jones, vice president and chief nutrition officer for GNC.
“Consumers are more informed, and with
negative attention on professional athletes
and banned substances, they are looking for
reassurance that the products they purchase
have been tested. Third-party testing provides confidence that products will provide
a level playing field among competitors.”
For that matter, most sports nutrition consumers who value their health and wellbeing
have no interest in consumer “chemicals,”
instead seeking out clean-label positioning.
Says Jones: “Consumers are also starting to
look for more natural or vegan sports nutrition products. With focus on health and
wellness and a growing market in the plant
and organic space, consumers are more likely to consider a product for purchase with
clean-label statements like, ‘made with natural ingredients,’ ‘non-GMO,’ or ‘organic.’”

In Demand
Despite the hand-wringing about product
safety, demand for sports nutrition products is enormous, so people are deriving a
benefit from these products and are coming
back for more. Keeping the theme of online
sales, recent analysis from ClearCut Analytics of sales on Amazon.com found that
between September 2019 and August 2021,
sales of pre- and postworkout products on
the site saw 41% year-over-year growth, and
protein powder sales saw 29% year-overyear growth. ClearCut acknowledges that
these gains are largely due to the pandemic
pushing people to buy online, but consumers are spending more than they did prior
to the pandemic. It’s worth noting also that
while pre- and postworkout products saw
higher growth, protein powders brought in
double the sales revenue compared to preand postworkout in the prior 12 months.
SPORTS continued on page 95 u
APRIL 2022

■

NUTRITIONAL OUTLOOK

From Your Concept
to Market Ready

Global Contract Manufacturing
Solutions Since 1980
Custom Formulations • Manufacturing • Packaging
Qualii Assurance Testing • Stabilii Programs
nai-online.com

Healthy Products

+Services Directory

Weight
Management

How will the weight-management supplements market
shape up post-pandemic?
BY ALISSA MARRAPODI, Custom Content Editor
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s consumers work to shake
off their post-quarantine
weight gain, the natural
products industry is also
reshaping its approach to
weight management with a holistic/lifestyle
tactic instead of flashy claims.
“We know that 61% of people surveyed
in the American Psychological Association’s ‘Stress in America’ 2021 report said
they gained unwanted pounds during the
COVID-19 pandemic—an average of 29
pounds to be exact,” says Rachel Kreider,
MPH, RD, director, nutrition content and
services, at GNC. “So, the interest in weight
management is expected to remain strong
and will likely grow.”
As many in the weight-management
scene have experienced over the past several years, the category has shifted its
overall approach.
“The shift in reasons for weight loss
may well change the approach to products
and ingredient innovation,” Kreider says.
“The ‘pitch’ is undoubtedly evolving to a
lifestyle/long-term-change approach versus quick fixes.”
Dustin Elliott, senior brand manager at
The Vitamin Shoppe, points out that “Some
customers looking to manage their weight
no longer believe in the ‘magic pill’ to reach
their goals after having so many products
fail them in the past.” Innova Market Insights, a global market intelligence agency,
has tracked this trend as well, reporting that
in the United States, weight-loss new product development has shifted away from traditional “diet” companies.
Elliott continues: “[M]ore customers are
realizing that a lifestyle change is necessary
versus a crash diet. As a result, the market
has responded accordingly with better-foryou items in snacking and meal-replacement
powders. The innovations that are coming
from a science perspective help support this
approach to healthy lifestyles with ingredients being researched for blood sugar and
appetite control.”
As consumers seek healthier lifestyles,
ready-to-consume, on-the-go products that

easily fit into their everyday routines will
win the day. “Convenience continues to be
important, so ready-to-drink beverages are
popular as well as snack items like bars and
savory snacks,” Kreider notes. “Additionally, the convenience of meal planning continues to resonate with customers. GNC’s
partnership with [meal-delivery service]
RealEats is one way that we are trying to
provide convenient solutions for customers to create healthy routines that support
lifelong wellness.”

Weight Market:
Ebbs and Flows
It’s true that the weight-management
market has seen its share of ups and
downs during the pandemic.
For instance, although the United States
is responsible for 20% of global food and
beverage launches in the weight-management space, and 41% of launches in supplements, according to Innova Market Insights,
food and drink product introductions in
were down, both globally and domestically. Innova reports that between 2017-2021,
global and U.S. food and beverage launches
(excluding pet food and baby/toddler products) with a weight-loss claim declined by
5% and 7%, respectively.
The same isn’t true for supplements, however, which saw products with a weightloss claim increase 27% globally and 31% in
the United States.
What does this mean for consumers’
long-term interest in weight-management
products? “Weight management will always continue to be an important concern
for consumers from an overall health perspective,” says Ranjana Sundaresan, lead
research analyst at Spoonshot, a food and
beverage analytics firm. And it’s in line with
the new consumer’s focus on holistic health.
After all, as Sundaresan points out, “Maintaining a healthy weight is vital in terms of
managing diabetes, heart disease, and a host
of other ailments.”
Consumers are still talking about
weight-management products. Spoonshot’s
analysis shows an uptick in references to
weight management/weight loss in consumer media channels. As of November 2021,
there was a 55% increase since 2016, with
some expected seasonal peaks and troughs.
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However, business media channels have
not kept the same pace, with an overall
dip of 14% during the same time frame.
“This isn’t too surprising,” Sundaresan says.
“The pandemic has had an impact on this
space just like most others. Staying safe and
healthy became a much greater priority. For
both consumers and businesses, immunity
became a much larger focus area. Lower activity and higher stress levels also saw people turn to comfort foods at a greater rate.”
Despite that, Sundaresan says Spoonshot’s analysis of online consumer conversations about health shows weight loss is the
top concern, accounting for 29.4% of their
health conversations, followed closely by detoxification (26.9%) and then a steep dip in
gut health (6.6%).

for instance, supports a strong connection
between weight management and sports
nutrition, as consumers still largely lean on
energy-boosting food, drinks, and supplements. There’s energy, too. U.S. weight-management food and beverage launches with
an “energy/alertness” positioning accounted for 42% of new product launches from
2017-2021, according to Innova Market
Insights. Innova also names the top product categories with a weight-management
claim and their share of all launches tracked
(excluding pet food and baby/toddler products) globally: sports nutrition (35%), supplements (25%), and cereals (8%). And in
the United States, we see the breakdown as:
supplements (38%), sports nutrition (37%),
and soft drinks (8%).

Spoonshot’s analysis of online consumer
conversations about health shows weight loss
is still the top concern, accounting for
29.4% of their health conversations.
Food + Fitness with
a Side of Supplement
Of course, you can’t talk about weight management without talking about fitness.
Spoonshot reports that, over the past five
years (2017-2021), when consumers talked about health and weight loss together,
the top associated aspects were fitness
and diet: 62.2% of conversations were
about fitness, 50.9% about diet, and 27.2%
about nutrition.
“This high association with diet and nutrition for weight management bodes well
for food and drink manufacturers, as it always has,” Sundaresan says. “However, the
requirements of consumers today are significantly different from those of the past.
Weight-loss products, for example, would
focus on low fat, which then shifted to low
sugar (or high calorie) once research started
to back up the benefits of good fats.”
So how are weight-management marketers positioning their products today? Data,

A Role for Supplements
During this same time frame, Innova reports supplements as the fastest-growing
category in weight management (excluding
pet food and baby/toddler products), both
globally (+27%) and in the United States
(+31%). The top health positionings in
weight-management supplement launches
are digestive/liver health, globally, and energy and stamina in the United States.
Supplements fit into the holistic approach
the industry is shifting to. “There is an ongoing development of trends within the holistic
world of weight loss where there is a particular focus on the natural supplements that
nature contributes,” says John Alkire, CEO,
president and founder of Zanda LLC.

The Leader: Protein
The ingredient that fuses weight management and sports nutrition is consumers’ star
satiating ingredient: protein.
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“The real winner is protein,” Sundaresan
says. Protein saw a significant bump in its
share of nutrient-related consumer conversations that included both health and
weight loss: up from 30.63 in 2018-2019 to
67.08 in 2020-2021. Interestingly, during this
same time frame, fiber dropped in conversations from 12.84 to 6.37. “Especially since gut
health is the third most talked-about health
concern,” she says. “Brands have attempted to
promote fiber through its satiety and digestive health benefits, but it hasn’t really caught
on in the way that protein did. Added to this
is the fact that fiber can alter a product’s texture significantly, which can make foods less
appealing. Interestingly, protein does this,
too, but is often given a pass by consumers.”

Spices+
Spices, botanicals, and extracts are
among the top ingredient influencers in
weight management for supplements
as well. According to Innova Market Insights, in the United States, nutraceuticals and botanicals are among the top ingredient categories in supplements with
weight-management claims.
More specifically, in the weight-loss vitamins and supplements category, cinnamon,
cayenne, and orange peel extract are among
the top 10 ingredients with the highest percentage of growth in the 52 weeks ending
December 26, 2021, according to SPINS
tracking of the U.S. natural and conventional
retail channels.

“As research continues to unravel the relationship
between the microbiome and weight,
I think we’ll see some exciting innovations in
that space,” says GNC’s Rachel Kreider.
Globally and in the U.S. market, Innova Market Insights reports the top health position
between 2017-2021 for weight-management
food and beverage launches (excluding pet
food and baby/toddler products) was “high
source of protein,” accounting for 49% and
48% of new product launches, respectively. In
the United States, “gluten free” followed closely behind protein at 46%, and a “high source of
fiber” came in second, at 31%, globally.
Some form of protein accounted for
six out of the 11 top-selling ingredients in
weight-loss vitamins and supplements in
the 52 weeks ending December 26, 2021, according to market researcher SPINS. These
forms of protein range from animal protein
and casein to a combination of whey-andcasein and animal-and-plant proteins.
SPINS says, “Shoppers are all about adding
ease into their lives with products that are
multifunctional or even work while they sleep.
Research has shown that ingesting products
with casein before bed can increase energy,
suppress appetite, and decrease body fat.”
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Where Is Weight Management
Headed?
There’s more to come in weight management.
“As research continues to unravel the
relationship between the microbiome
and weight, I think we’ll see some exciting innovations in that space,” Kreider
says. As some data showed above,
weight management is often coupled
with digestive health claims, and this
association is likely to continue as more
science emerges connecting the microbiome to overall wellness, which includes
weight management.
Self-monitoring tools will also help. “I
believe that the increased access to home
test kits to gauge health parameters will
make it easier for customers to find customized solutions that work for their bodies,” Kreider continues. “Plus, customers
have become more accustomed to telehealth and self-service with their healthcare (hello at-home COVID tests!), so there
are probably a lot of opportunities to take

that interest and ease-of-use to the next
level with weight-management customers.”
Healthy indulgences are another way
consumers are managing their weight while
boosting their pleasure. And this comes
in many forms—from portion control and
snacking to frozen treats and better-for-you
sweets. In fact, the second-fastest-growing
category in weight management between
2017-2021 was dairy (+6%; globally) and
desserts/ice cream (+21%; in the United
States), according to Innova.
Data shows consumers have shifted from
guilty to permissible, and from treats to
snacks. According to Mintel research, 78%
of consumers believe snacking can be a part
of a healthy diet, and 69% want snacks that
balance health and taste. In her blog entry,
“The Rise of Permissible Indulgence and
Frozen Snacking,” Paris Hogan, senior consultant at Mintel, says, “As the definition of
snacking has widened, frozen snacking has
entered the consideration set in a big way.
Frozen treats are no longer solely confined
to the late evening/nighttime after-dinner
occasion, and in consumers’ minds, have
likely evolved from frozen treats to frozen
snacks.” According to Mintel research, in the
last six months, 59% of consumers said they
purchased frozen desserts as a snack.
Many companies are also turning up
the indulgence factor in healthy products such as bars, yogurts, and traditional
desserts. And of course, plant-based food
and drinks are continuing to influence
the weight-management space as product developers find new ways to swap
out animal-based ingredients for plantbased ingredients. This, too, has trickled
into the healthy indulgence space—for
example, with vegan or vegetarian ice
creams and custards.
“Plant-based eating continues to trend,
so we’ll see growth in the vegan/vegetarian
category, showcasing ingredients that complement weight loss as functional foods and
dietary supplements,” says Rachel Baker, MS,
RD, CSSD, LDN, manager of scientific content and communications at GNC.
And as the category continues to innovate
and adapt, ingredients like protein, indulgentyet-healthy-foods, as well as multifunctional
supplements will remain top draws—both in
product launches and popularity.
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hile the industry
continues to recalibrate in the wake of
the global pandemic, contract manufacturers are meeting market demands
through various means. Of course, none
of this is without its challenges; ongoing
supply-chain obstacles, critical personnel shortages, inflation, and cost spikes
are just a few of the disruptions the industry is still grappling with. Thankfully,
contract manufacturers, understanding
their value as turnkey solution providers, are adapting to the needs, both old
and new, of their customers. Here’s how
the contract manufacturing landscape is
changing for all involved.

Contract
Manufacturing

Contract manufacturers continue to navigate current challenges
and seize opportunities as they arise.
BY ALISSA MARRAPODI, Custom Content Editor
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Not too long ago, contract manufacturers were often expected to provide
finished products, Steve Holtby, president and CEO of Soft Gel Technologies
Inc. (Los Angeles), explains. The trouble with this, however, is some manufacturers only make one product, so
they’d have to outsource the manufacturing of other forms—in turn making
them a manufacturer and a distributor. Throughout this process, he says,
products would change hands multiple
times, often running the risk of undergoing limited verification and testing.
These days, however, he says, it often
makes more sense for companies to deal
directly with the manufacturers.
Because of this, “Within that limitation, the broader the types of services
and expertise the contract manufacturer
can offer, the more enticing it will be for
marketers to work with them,” he adds.
After all, contract manufacturers don’t
aim to call themselves “one-stop shops”
for nothing. Some of the best contract
manufacturers are helping their clients
from concept to completion.
Companies want to minimize the
number of outside suppliers used, so,
as Holtby points out, having a contract
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manufacturer with broad, turnkey capabilities is still important to its clients.
Bob McCrimlisk, director of manufacturing and business development, Ashland (Wilmington, DE), agrees and says
that Ashland continues to enhance its
own services. “For example, we have invested in broadening our unit-dose—stick
pack—operation,” McCrimlisk explains.
“As such, we can now provide the raw material, fill the individual packs, put them
in retail cartons, and palletize them.”

The Pandemic Dilemma
It’s no secret that contract manufacturers, like everyone else, dealt with
supply-chain interruptions due to the
pandemic, but many were able to adapt
and even meet unique demands in the
face of chaos.
“During the pandemic, we fielded a lot
of requests with short lead times as customers tried to respond to interruptions
in the global supply chain and availability
of raw materials,” McCrimlisk says. “For
example, much of vitamin C in granular
form comes from China, and as the pandemic spread, supply of this material was
restricted. Because [one of our] customers was ultimately making tablets, they
needed material that was compressible,
free-flowing, and dust-free, and therefore
required a granulated material.” Because
one of Ashland’s facilities had granulating expertise, McCrimlisk says, the manufacturer was able to procure the raw
vitamin C, fast-track qualification, and
produce material for its customer.
And that’s just one example of what
Holtby points out: “Those contract manufacturers who were able to quickly and
successfully adapt to rapidly changing
supply-and-demand situations were
able to grow their business and solidify
their relationships with new and existing customers. We have experienced a
high demand for our contract manufacturing services since the pandemic.
Since we already had our quality systems
in place, we had very few disruptions
and have been able to provide seamless
customer service.”
As for the future, he says, “We continue to focus on balancing growth with the
66

potential instability of the current economy and the continued impact of the
global pandemic on all aspects of life.”
But COVID-19 didn’t just interrupt
supply chains; it interrupted consumers’
lives. The upside, however, is that this
interruption renewed many consumers’
interest in wellness, which, according to
Mark A. LeDoux, chairman and CEO of
Natural Alternatives International Inc.
(NAI; Carlsbad, CA), has translated into
“a burgeoning interest in dietary supplements to enhance human immune
function and help prevent opportunistic infections from having a significant
deleterious impact. With consolidation
in the industry and renewed interest
by a whole new set of consumers, both
domestically and internationally, the
current environment for manufacturers
who have adequate personnel, facilities, inventories, and capital has never been better.”
There has also been an uptick in demand for specific dosage forms and ingredients. Kapish Karan, senior R&D
leader, nutraceuticals and pharmaceuticals, at Ashland, says there has been
an increased demand for premixes for
non-tableted applications such as gummies, chewables, and stick packs. “Consumer demand for these types of formats
continues to grow as consumers seek
variety, convenience, and portability,”
Karan says. “In terms of ingredients,
we are seeing an increase in demand
for fermented vitamins and organic ingredients.”
Best Formulations (City of Industry,
CA) has also seen a rise in gummy demand because, as CEO Eugene Ung,
points out, “Gummies present an easy
and fun way to introduce dietary supplement to adults and children alike. Even
before the pandemic started, we had
been looking into gummy manufacturing
based on our customers’ requests. We had
made the decision to build out gummy
manufacturing last year and look forward
to commercialization this year.”
For Dan Peizer, vice president of global strategy and marketing, consumer
health, at Catalent (Somerset, NJ), what’s
made it possible for Catalent to keep up

with trends and evolving demands is
external innovation. “Catalent has partnered with customers over many years
to bring new concepts, combinations,
and dose forms to market,” he says.
“Consumers are increasingly researching
the products they buy, especially given
that many have had more time at home
with internet resources on hand [to do
research]. This has highlighted the importance of differentiating product features. We expect this trend to continue
as consumers become more discerning
and our partners seek to attract them
with brands that match the demands of
their lifestyles.”
There are many ways in which contract
manufacturers have succeeded and overcome the hurdles caused by the pandemic.
Oftentimes, it comes down to sheer R&D
and capacity. LeDoux says it best: “Companies that have a robust research and product development presence along with a
bona fide pilot facility to test out conceptual products prior to scale-up or full production have been extremely successful, given
the desire of so many consumer brands to
address the needs of the marketplace, as
well as dealing with material modifications
given supply-chain constraints now two
years into a global pandemic.”

Investing in the Future
Safeguarding for the future is rooted in
quality, consistency, transparency, and
thorough processes. But it also takes
capital and commitment. Put plainly,
“Contract manufacturing is not an easy
business to get into,” Ung says. “Aside
from the capital investments related to
facility and equipment, there is a huge
amount of investment in human capital,
manufacturing processes, SOPs, quality
infrastructure, etc., that is also required.
In some ways, the barrier to entry is
quite significant. And so long as the
contract manufacturer continues to invest in the business via upgraded equipment, innovation, human capital, etc.,
that in and of itself can be considered
a ‘safeguard.’ ”
Investments that add capacity and
improve and ensure product quality
go hand-in-hand with the fast-moving
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consumer health industry, according to
Peizer. Why? “Because of the demand
from consumers and pressures from retailers, so there is very little tolerance for
rejected batches, or even worse, recalls,”
he stresses. “In order to invest appropriately for the long-term, it is critical for
contract manufacturers to follow market data on consumer trends and new
technologies to meet the needs of customers and consumers both now and
in the future.”
Of course, specific built-in investments and safeguards depend on the
capabilities of each individual manufacturing firm, but LeDoux notes that
there are universal key functions that
need to be addressed. This includes:

Solid forecasting is also extremely necessary today and yet can be so
challenging to do. And it takes a village to achieve. “We continue to work
with key suppliers to ensure supply of
quality ingredients through open communication of forecast and ongoing
needs,” Holtby says.
Finally, what’s critical for long-term success is understanding consumer trends
and how they impact brands, Ung says.
“Most contract manufacturers play a more
reactive role in fulfilling demand,” he says.
“But contract manufacturers that really
prepare for the long term will invest time
and resources with their customers to truly understand what is driving the growth
and evolution of that brand and to partner

Solid forecasting is also extremely necessary
today and yet can be so challenging to do.

1) Ensuring the presence of competent
staff who are adequately trained and
compensated, 2) Making sure there are
adequate financial resources available
to procure safety stock of inventory
components, as well as adequate space
to store inventory in temperature- and
humidity-controlled
environments,
3) Sufficient preventive maintenance
scheduled to preserve essential capital equipment, and 4) Appropriate
product liability coverage for products and services.
It’s been repeatedly said these days
that, as Holtby states, “In many ways,
just-in-time manufacturing is gone.” He
says the growing globalization of the
“multilayered and complex supply chain”
makes frequent and thorough checkpoints a more important piece of supplier
qualification than ever before.
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in new product development, ideation,
and other forward-thinking activities.”

What Lies Ahead?
As the market seeks to stabilize, and contract manufacturers continue to push
forward, both challenges and opportunities lie ahead—opportunities in emerging
markets and in the hope that there will
be more of a focus on quality and reliable
manufacturing versus cost.
“Contract manufacturers have always competed against each other, but
in an increasingly crowded, growing
marketplace, the need for companies
to differentiate their brands from the
competition is important,” Holtby says.
“Contractors based in North America
find it increasingly difficult to compete
with manufacturers based in countries
like China and India where operations

are a fraction of the cost; quality versus
price point is often an issue. Many companies focus on price when choosing a
contract manufacturer but forget that
quality, service, and on-time delivery are
factors that are more important in making a decision.”
Continued cost increases in the supply
chain; spot shortages in commodities;
challenges in procuring bottles, caps,
and heat-inducted foil insert closures;
and logistical difficulties in transportation scheduling and costs are just a
few challenges.
For Ung, his major challenge today
“continues to be a shortage of labor,
and supply-chain challenges, which is
impacting every business out there,”
he says. “As the economy evolves past
these, we believe there will be continued focus on supply-chain resources
as companies will need the ability to
flex up or down quickly and efficiently. Product and formulation innovation
should become top of mind instead
of supply chain.”
Being able to react to demand as conditions normalize will be one of the most
significant challenges, Peizer says. “We
believe that some hard-hit categories will
rebound faster than others, while others
that experienced explosive growth during
the pandemic may soften,” he says. Contract manufacturers need to keep their
eye on the prize.
Opportunities lie in the continued
growth of client acquisition and channel
diversification, according to LeDoux. He
sees significant growth opportunities
emerging in the ASEAN marketplace
for U.S.- and Swiss-made goods. Additionally, “Surging consumer demand
for properly made dietary supplements,
meal replacements, and sports nutrition
supplements and compounds” is another opportunity.
And, looking ahead, Ung says sustainability and environmental concerns will
come back into focus. “[And] the evolution of the consumer, distribution, and
retail trends will also impact what investments contract manufacturers will
need to make as the industry continues
to move forward,” he says.
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T

here are so many considerations when it comes to
choosing the right packaging for one’s products,
but ultimately sustainability has become one of
the most important factors. Consumers are
highly aware of the amount of waste society
produces, and the shocking imagery that
circulates online—whale stomachs filled
with plastic bags, straws removed from the
nasal cavity of tortoises—lights a fire of outrage and concern that motivates change.
Change, of course, is very gradual. That
said, packaging manufacturers are hard at
work offering solutions to natural product
brands that reduce environmental impacts.
It turns out, there are a number of strategies
to achieve these goals.

Packaging
When it comes to sustainable packaging,
know what your options—and limitations—are.
BY SEBASTIAN KRAWIEC, Editor
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When building sustainability strategies, says
Balaji Jayaseelan, vice president of sustainability for Berlin Packaging (Chicago), there
are three pillars.
“The first is material circularity, including
recycled and recyclable materials and alternative options like compostable packaging.
Phasing out materials of concern plays an
essential role in an effective sustainability
strategy,” says Jayaseelan. “The second pillar is component optimization—looking at
ways to reduce or eliminate packaging components and improve product shelf life and
performance. It includes lightweighting and
optimized secondary packaging that helps
with overall carbon footprint reduction. The
third is refill and reuse, which is also gaining traction as a sustainable solution that
creates less waste and can help drive brand
loyalty and build equity.”
The goal is to create a closed loop. “Designing products that are 100% recyclable provides a supply of recycled material that can
be used to develop new products for the next
cycle,” Jayaseelan explains. And the players
are on board. “Most companies and retailers
have committed to a phased approach to
reach 100% recyclability over the next several
years,” he adds.
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For example, the U.S. Plastics Pact, a consortium representing 33% of plastic packaging in scope in the U.S. by weight, has set a
goal that 100% of its plastic packaging will
be reusable, recyclable, or compostable by
the year 2025. To further reduce the environmental impact of plastics, it’s also necessary
to reduce the amount of virgin resin used
to create plastic packaging. To this end, the
U.S. Plastics Pact also set a goal of achieving
an average of 30% recycled content or responsibly sourced biobased content in plastic packaging by 2025.
“Postconsumer recycled plastic is a needed step in reducing the overall virgin resin
used to generate new plastics. However, it is

that includes bottle caps or anything smaller
than two inches in two dimensions. The problem small-format packaging poses is that it
does not typically get recycled.
“Even when made from recyclable material, small-format items such as caps, closures, toothbrushes, and lip balm containers
do not have an economic reuse or recycling
pathway in most U.S. communities. This is
in large part due to the size of the screens
used for sorting materials once they reach a
materials recovery facility (MRF),” says Park.
“We know that most small-format that enters the recycling stream ultimately ends up
in landfill once it falls through the cracks at
a MRF, or it goes to glass reprocessors where

“When you think about recycling as a business,
it makes sense that larger items are prioritized
even though small-format has the greatest
potential to leak out into the environment and
can negatively impact recycling efforts...”
says The Sustainability Consortium’s Jennifer Park.
not appropriate for all use cases and packaging formats,” says Jennifer Park, manager
of collective action at nonprofit organization The Sustainability Consortium (Scottsdale, AZ). “For example, medical supplies,
food packaging, and cosmetics use a lot of
small-format packaging but have different
packaging specs and standards. The Pact’s
2020 Baseline Report revealed that the average postconsumer recycled content or responsibly sourced biobased content used by
U.S. Pact Activators is around 7%. Biobased
plastic currently makes up just a tiny fraction of this percentage. While there are different kinds of biobased plastic, this solution
has a ways to go before it can be considered
sustainable. In most cases, biobased plastic
must be industrially composted to achieve
its intended positive environmental impact.”
Efforts such as this require a great deal of
investment because it means a change in infrastructure. For example, The Sustainability
Consortium recently formed a coalition to
tackle the problem of small-format packaging
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it can contaminate the stream. While a
handful of recyclers are successfully sorting
some small-format items, there is little visibility into where small packaging is ending
up, the most common material types, their
volume, and value from a recycling perspective. When you think about recycling as a
business, it makes sense that larger items
are prioritized even though small-format
has the greatest potential to leak out into
the environment and can negatively impact
recycling efforts through contamination and
damage to equipment.”
Tackling this problem is quite the undertaking because it requires consistency from packaging manufacturers to make small-format
packaging recyclable, and consistency from
materials recovery facilities so that they adopt
the best practices and technology to make recycling possible. Therefore, it’s worth understanding whether your products can use packaging
made from postconsumer resins or biobased
resins—or, for that matter, whether the packaging you’re considering is recyclable at all.

Manufacturers also have some power to
influence and educate consumers, says Park.
“Strengthening our recycling infrastructure
and establishing end markets for recyclables
are essential pieces of the puzzle, but they
only work if packaging itself can be recycled
and we have widespread recycling participation,” she adds. “I am very encouraged
by the exciting work happening around designing for recyclability and how to recycle
labeling. Companies are innovating their
packaging and products to ensure they are
recyclable at the end of their first life. Some
are engaging in precompetitive collaboration and sharing their innovations to drive
widespread adoption. Proper labeling, such
as the How2Recycle label, will go a long way
in encouraging recycling participation. Even
labeling something as ‘not recyclable’ can
help reduce ‘wish cycling’ and subsequent
contamination while also helping to build
consumer trust that when they recycle, their
efforts are not in vain.”

Flexible Packaging
One of the fastest growing packaging segments is flexible packaging, says Don Earl,
president of Overnight Labels (Deer Park,
NY), a PLPS Company.
“A big factor is that flexible packaging
has a very high product-to-package ratio,
so less material is required than traditional
rigid packaging. This creates a very positive
domino effect on costs and sustainability,”
says Earl. “Because production time is improved, the energy needed to produce it
decreases, which lowers costs and reduces
the overall carbon footprint. It also weighs
far less than rigid packaging and takes
up less space; therefore, fewer trucks are
needed to ship the product, which again
lowers both costs and reduces the environmental impact.”
According to Earl, flexible packaging is becoming a popular format among manufacturers and consumers because it’s easy to store
and carry, is tamper evident, and can even
come with reclosure and dispensing options.
Meanwhile, retailers like flexible packaging
because it is visually appealing and extends
the shelf life of many products. Customizability, like with all packaging, is an attractive feature for flexible packaging because it
PACKAGING continued on page 95 u
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quipment breaks down. Equipment needs maintenance. It’s
an expected part of manufacturing. But what happens
when replacement parts—or
other key cogs of production—aren’t readily
available to get you back online?
It’s a scenario that’s become all too real
and scary for supplement manufacturers
and their equipment manufacturers thanks
to today’s global supply chain crisis.
“Yes, the global pandemic has certainly disrupted the supply chain,” says Rene
Stuijt, business unit manager for Cremer
(The Netherlands), a global supplier of
counting machines and packaging equipment. “Whether a domestic or international supplier, the vast majority of OEMs
have felt the effects of the pandemic
to some extent.”

Equipment
Can you fix what’s broken?

BY JENNIFER GREBOW, Editor-in-Chief
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The fact that demand for dietary supplement products—and thus dietary supplement manufacturing—is greater than ever
puts additional strain on manufacturers and
OEMs dealing with a supply chain mess.
“Like most other industries, manufacturers of nutritional supplements have
faced significant disruptions in all aspects
of their supply chain, including raw materials, equipment, and support services, since
the beginning of the pandemic,” says John
Carey, vice president of sales for capsules
and equipment expert ACG (Mumbai, India). “These challenges were further magnified by the rapidly increasing demand for
supplements—in particular, those in the
immune health category.”
Whether awaiting newly ordered equipment or replacement parts, chances are clients are waiting longer for deliveries, as lead
times have increased both for clients and
the OEMs themselves.
“Manufacturers of equipment have also
been affected by the challenges posed by the
increased demand for their machinery, parts,
and services,” says Carey. “Delivery times for
components and materials required to produce the machinery have increased.”
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who gives you the
fizz without the fuss?
—
stablefizz™

effervescent granulation

StableFizz™ effervescent system is a complete, ready-to-use formulation for fizzy drinks. Our unique system
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Erin Dillon, media and marketing coordinator for Charles Ross & Son Co.
(Hauppauge, NY), a supplier of mixing,
blending, and dispersion equipment, says,
“Our production schedules have been impacted to some extent as certain items
like some motors, seals, bearings, and
limit switches had unusually long deliveries for a time. The disruptions have been
somewhat random.”
Other shortages are also making it difficult. As Stuijt points out, “Notably, parts
and raw materials are only a portion of the
disruptions. A shortage of skilled workers
and increased demand have combined to
place severe strain on international shipping
and transportation, from the sea and air
vessels to the ports of entry, customs, and
even truck drivers.” Equipment manufacturers, like everyone else, have to deal with
these challenges.

Uncertain Times
When will things get better? “It’s difficult
to say, but the pandemic combined with
inflation, global labor issues, and extreme
weather events means we are expecting disruption to the nutraceutical supply chain for
the foreseeable future,” Carey predicts.
The best companies can do is hope things
get better soon—and do what they can to
deal with obstacles in the meantime. And
they are. Carey says, “Despite the challenging environment, we’re working collaboratively with our customers and suppliers to
ensure the best possible outcome for all.”
Says Stuijt: “While it is always difficult to
predict when an issue like this will abate,
with the effects of COVID trending down of
late, the entire industry is hopeful these pitfalls will begin to subside in the near future.
I would assess the overall mood as ‘cautiously optimistic.’”
Companies also know the situation could
change at any time. For instance, says Dillon, “Though pandemic restrictions are
easing up, the war in Europe is causing uncertainties that will add more strain on the
global supply chain.”

Proactive and Prepared
For now, companies should be planning
ahead—for everything. Forecast ahead, and
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have clients do the same, for equipment,
parts, anything that will be needed in the
future, and projecting far out.
“Manufacturers should adopt a proactive approach to estimating production
forecasts for their future equipment needs,”
Dillon advises. “That way, they will be ready
to adjust to short- and long-term opportunities and growth.”
Constant communication with your OEM
is key, Carey adds. “To get the most out of
their suppliers, companies should look to
proactively communicate with their equipment partners about their requirements
as early as possible. This way, suppliers
can plan better and make sure their equipment needs are met without any disruption
to their operations—especially in times
of high demand.”
Stuijt agrees that planning ahead is most
critical for nutraceutical manufacturers
and contract manufacturers today, adding:
“Most OEMs and equipment manufacturers
do not have ‘off the shelf ’ solutions waiting
to be sold, and with the increase in supply
issues and the decrease in workforce participation, now more than ever it is crucial to
plan projects well in advance. This will give
OEMs and manufacturers an opportunity to
deliver projects in a timely manner.”
More companies are investing in equipment maintenance and parts to ensure they
have these on hand when the need arises.
“Engaging in annual maintenance contracts
can ensure the reliability of the production
equipment as well as coordinating maintenance timing to minimize downtime,” Carey
advises. “Equipment failure due to lack of
maintenance results in much higher repair
costs and greater downtime.”
ACG—in addition to enhancing its
now-standard remote services and support capabilities, including web-based
video conferences for mechanical troubleshooting—recently launched what it describes as “a new predictive maintenance
solution” called Smart Connected. This
system “helps companies benefit from predictive maintenance, reducing downtime
through anticipation of equipment service
in advance of an emergency, and lowering
manufacturing costs through improved efficiency in production,” Carey says.

“Specially designed to help reduce unplanned equipment downtime for manufacturers, Smart Connected is an innovative
approach that enables optimized machine
performance and predictive maintenance
through data analytics,” Carey explains. “The
technology combines real-time data across
multiple data points, accessible from anywhere in the world, with alarms and alerts
as well as proactive support from ACG’s
team of experts.”
OEMs are also suggesting alternatives in
the interim—for instance, at times recommending standard machine designs and
rental options.
Dillon says that in addition to ensuring
its replacement parts are in stock, Ross
maintains what she calls “the world’s largest
multimillion-dollar inventory of new and rebuilt mixers, available for immediate rental
or purchase. This has been crucial in meeting customer demands in the nutraceutical,
food, pharmaceutical, and personal care industries, all of which remained very active
throughout the pandemic.”
Over at ACG, Carey explains, “We have
proactively changed our approach to sourcing materials, both by placing orders to
our suppliers earlier as well as increasing
house inventories of materials necessary
to machine production. In addressing the
increasing demand for machinery, one of
our strategies has been to increase the number of ‘ready to deliver’ standard machines,
thereby enabling our customers to take delivery of a new production unit in weeks,
rather than months.”
Being resourceful also means being
flexible—and here, OEMs are helping
show clients the way. Says Dillon at Ross:
“As supply chain issues continue to evolve,
manufacturers will have to get creative
and think of new ways to utilize and maximize their equipment. For example, mixers that have the ability to blend a variety
of materials with different viscosities or
densities—and the flexibility to quickly
scale up as demand increases—certainly
offer an advantage.”
“Another option,” she continues, “is to
think about whether semi-continuous
mixing is right for your process. Many
mixing systems can be supplied in a
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‘change can’ configuration. One mix can
(vessel) could be at the loading stage,
another under the mixer, another at the
discharge step, and yet another at the
cleanup stage when multiple interchangeable vessels are used with a single mixer.
This setup makes the most of both machine and workers.”
Finally, “Customizations for discharge
of finished product and CIP washdown
can reduce downtime and labor costs.” The
purpose of Ross’s Testing and Development
Center, she says, is to help companies make
the right equipment selection and to modify designs as needed to help manufacturers
deal with “pain points” and improve their
production times.
Steve Holtby, president and CEO of manufacturer Soft Gel Technologies Inc. (Los
Angeles), also sees the worth in reevaluating the equipment you already have. For instance, he says, companies might first want
to think about how they can improve their
existing equipment before sinking capital
into new equipment.
“Don’t trade a ‘known’ for an ‘unknown,’”
he advises. “You know the shortcomings
and challenges of your current equipment.
You know what it does well and what it
doesn’t. Going with new equipment will be
a learning curve for maintenance and operations personnel on several fronts.”
Existing equipment can be improved in
numerous ways. Holtby advises, “Evaluate
mechanical and thermal systems to test
function against manufacturer standards.
If found deficient due to age and wear,
consider a rebuild or upgrading to meet or
surpass OEM specs. Compare that against
what is currently being offered on the market and evaluate if it makes more sense to
rebuild or replace. Occasionally, rebuild
costs and cost of downtime to perform
that service would cost more than replacement cost, and replacement cost usually involves less downtime.” Also, he says,
“See if modern technical solutions would
allow you to retrofit existing equipment
to bring it more in line with current gear
on the market. There may be some truth
to ‘they don’t make them like they used
to’ in some situations. Retrofitting modern
motors and drives on an old, well-built,
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heavy-duty machine frame could be ‘the
best of both worlds.’”
Then again, he says, “However, if you find
yourself constantly spending money on an
old machine, it’s still an old machine at the
end of the day. It needs to be evaluated from
an aging and depreciation perspective to see
if it makes sense to go new and what that
does for the organization. A good question
to ask is: What do you stand to gain by making that investment?”

has allowed us to remain far more in control during the pandemic, as not having to
rely on a host of outside vendors for parts
and raw materials breeds efficiency at a
time like this.”
As for the vendors Cremer does still use,
these are “longstanding partners and know
the demands of our equipment and our
quality needs. Here, it’s solid, ingrained relationships that help mitigate delays and disruptions,” says Stuijt.

Lessons Learned

Silver Lining

One of the biggest lessons companies of all
kinds are taking away from the supply chain
debacle is to bring operations in house or as
close to home as possible. This, in turn, has
increased the demand for equipment.
Carey says, “There are multiple approaches organizations can take to shore
up their security of supply. One that many
nutraceutical companies are taking is
to bring manufacturing in house and reduce their outsourcing. By investing in
new equipment and bringing more of the
manufacturing process in house, manufacturers are in greater control of their costs
and timing. For example, outsourcing the
granulation and tablet-coating processes
can limit a company’s ability to control inventory and respond quickly to market demand. By bringing these processes under
one roof, nutraceutical manufacturers can
build more control and flexibility into their
supply chains.”
Equipment suppliers that manufacture
their own parts in house are also reaping the
benefits during these difficult times. “The
greatest takeaway from the last two years
is to be less dependent on overseas supply
chain where possible. Partnering with reputable OEMs with large inventories stateside
could help alleviate production issues,” Dillon says. For instance, she notes that Ross
has five manufacturing facilities in the U.S.,
including its own controls division, where
it fabricates most of its components, keeping it in house “so we’re not as reliant on
third-party vendors.”
And Stuijt says that Cremer “has positioned ourselves in a very unique and
advantageous position because we manufacture most of our parts in house. This

The knowledge gained during these tough
times is hard-won but will ultimately leave
the industry in better shape tomorrow.
“I believe that this disruption will be a
learning experience for many as it will highlight the importance of planning ahead and
working with your trusted partners well
before a project is ready to come to fruition,” Stuijt says. “I think this will actually
benefit the industry long-term and leave
a positive effect on the way we do business and interact.”
ACG’s Carey says, “We expect that the
lessons learned over the pandemic have
improved the industry’s ability to adapt
more rapidly to changing market conditions. It will also be interesting to see how
the nutraceutical equipment supply chain
continues to evolve. In essence, I think
the key lesson that we are learning is the
importance of flexibility, preparation, and
partnership. The market is fast-changing,
even when a global pandemic isn’t creating increased demand for health solutions
like supplements.”
At the end of the day, making sure your
equipment is top notch is a necessity in order to deal with future challenges that no
doubt lie in wait. “Maximizing performance
is always a good strategy, whether it’s with
new or old equipment,” says Holtby. “You’ll
be in a better position when you can reduce human capital dependency. The fastest option with the lowest human capital
required is the best strategy. For example,
if you have a machine that can be run with
one person instead of two, and can run faster than the current speed and still produce
a quality (or better) product, it’s clear why
this is the best strategy.”
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today’s leading industry providers
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Acadian Seaplants

SPONSORED CONTENT

AIBMR Life Sciences

COMPANY INFORMATION

COMPANY INFORMATION

30 Brown Avenue
Dartmouth, Nova Scotia B3B1X8
Canada

1425 Broadway, Ste. 458
Seattle, WA 98122
United States

902-468-2840

253-286-2888

www.AcadianSeaPlus.com

www.aibmr.com

SeaPlus@acadian.ca

info@aibmr.com

Products/Services

Products/Services

Scientific research confirms
that 2.5 billion years of
evolution have left us
with thousands of species
of marine plants which
are bioactively complex,
nutritionally dense and highly
beneficial and versatile for
use within the nutraceutical,
wellness, cosmetic, food and
beverage industries.

AIBMR is the industry leader in natural products research and
consulting, with a mission to put the science behind natural
products. Featuring a team of PhD research scientists and naturopathic physicians, AIBMR can assist your company with:

Seaweeds’ complex
bioactives offer potent
prebiotic, antioxidant,
anti-inflammatory, neural
protection, immune health benefits and
gelling, stabilizing and clarifying properties not found in
terrestrial plants.
Marine plants have a body of research evidence showing
properties which can help with conditions such as
diabetes, obesity, viral, cholesterol, inflammatory,
immune deficiencies and others.
Acadian Seaplants was founded in 1981 and is the
largest independent seaweed processing company in
North America and is a global leader in marine plant
products for humans, animals, and agriculture.
Acadian SeaPlus™ Wellness Ingredients meet or surpass
rigorous international production quality, food safety,
and sustainability standards.
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• GRAS (Generally Recognized as Safe)
Independent Conclusions (formerly Self-Determinations)
• FDA GRAS Notifications
• FDA NDI (New Dietary Ingredient) Notifications
• Toxicological Safety Studies
• FTC & FDA Regulatory Compliance
AIBMR also provides a host of other services to investigate
the safety, efficacy, and mechanism of action of ingredients
intended to be sold as dietary supplements or for the addition
to functional foods or beverages in the United States.
Staying abreast of the ever-changing regulations
surrounding the dietary supplement and functional foods
industries is key to your success in the marketplace.
AIBMR provides expertise in U.S. regulatory compliance,
structure-function claims generation, product label
reviews, and much more. Our clientele is worldwide and
includes start-ups as well as Fortune 500 companies.
Services are tailored to the individual needs of each client.
We invite you to tap into our natural resources to ensure
that your products are safe and effective—and help you
succeed in today’s highly competitive marketplace. Please
visit our website and give us a call to learn more.
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500 Hercules Rd.
Wilmington, DE 19808
United States

1000 W. 8th St.
Vancouver, WA 98660
United States

800-526-0609

360-693-1883

www.ashland.com/industries/
healthwellnessandnutraceuticals

360-639-9915

www.ashland.com/industries/
healthwellnessandnutraceuticals/contact-us

www.optimsm.com
info@optimsm.com
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At Ashland, we are passionate, tenacious, solvers who
thrive on developing practical, innovative and elegant
solutions to complex problems.
We differentiate ourselves by having a broad range
of specialized capabilities, enabling us to find the best
solution for our customers. Working on a new product?
Our technical team can help you with your next project
from start to finish—from custom formulation and
prototyping to product trials and commercial-scale
production. Have a technical problem with a current
product? Let our solvers help you reduce dusting,
meet a desired label claim, or reduce your tablet size.
Our product portfolio includes proprietary bioactive
ingredients, like GPM™ fermented vitamins; and
unique delivery systems, like Stablefizz™ effervescent
granulation. Our technical capabilities include custom
formulation, full turn key manufacturing and particle
engineering. We are always solving™.

Bergstrom Nutrition is the world’s leading and only
U.S. manufacturer of MSM (methylsulfonylmethane).
Bergstrom Nutrition’s branded product, OptiMSM, is
the purest and only GRAS-designated MSM. Bergstrom
Nutrition utilizes a unique multi-stage distillation process, ensuring optimal purity, quality, and consistency.
OptiMSM is manufactured exclusively in the USA at
Bergstrom Nutrition’s single-purpose, cGMP-compliant,
ISO-registered, FSSC–certified facility. Every batch is
third-party tested and certified free of banned substances
by Informed Ingredient and We Test You Trust.
The Bergstrom Nutrition technical team alone has over
100 years of combined experience in the manufacturing
and uses of MSM. Bergstrom is committed to exceptional
customer service and to helping its customers succeed by
producing OptiMSM—the best MSM in the world.
Bergstrom Nutrition continually drives research to
discover new applications for MSM that will benefit its
partners, its customers, and the health of all. Current
studies build on MSM’s joint support benefits to extend
to Immunity, Beauty and Skin Care, Exercise Recovery/
Sports Nutrition, and the multiple benefits MSM provides for Healthy Aging and an active lifestyle.
For more information about the company, please visit
bergstromnutrition.com, and for more details about
OptiMSM, please visit optimsm.com.
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Bio-Cat

COMPANY INFORMATION

COMPANY INFORMATION

71 Greenvalley Circle
Stouffville, Ontario L4A 2L4
Canada

9117 Three Notch Rd.
Troy, VA 22974
United States

647-273-4944

877-912-4622

www.bingredients.org

www.bio-cat.com

info@bingredients.org

info@bio-cat.com

PelaForce™ Innovative Immune Health
Ingredient for Children and Adults
B Ingredients
introduces PelaForce™
Pelargonium sidoides
extract, a clinically supported, proprietary nutraceutical
ingredient that features a standardized extract of
immunomodulating bioactives obtained through a
proprietary extraction process. The resulting bioactive
helps enhance the body’s natural defense mechanisms.
How It Works:
• Immune Modulation – Pelargonium sidoides
boosts and balances the immune system with its
PLANT INTELLIGENCE™.
• Chest & Throat Support – Pelargonium sidoides
thins and loosens mucus in the airways.
Dedicated harvesters uphold sustainable harvesting practices.
End-to-end quality control processes ensure customers
receive only the highest quality extract.

Products/Services
For 34 years, BIO-CAT has led the industry in
custom enzyme formulations and blending. Given the
heightened awareness of non-celiac gluten sensitivity
(NCGS), BIO-CAT launched OPTIZIOME™ GluteAX®
to support gluten digestion.* GluteAX® is a patented
mixture of 3 microbial proteases and one plant enzyme.
This proprietary formula helps digest alpha-gliadin, a
gluten protein associated with GI symptoms of NCGS.*†
*These statements have not been evaluated by the Food and
Drug Administration. This product is not intended to diagnose,
treat, cure, or prevent any disease. This product is not intended
to replace a gluten-free diet or treat or prevent celiac disease.
This product is not intended to diagnose, treat, cure, or prevent
any disease. This product is not intended to replace a gluten-free
diet or treat or prevent celiac disease.

†

Learn more about OPTIZIOME™ GluteAX® at
www.bio-cat.com/gluteax, and visit BIO-CAT’s
website at www.bio-cat.com.

We have a Health Canada NPN and the following
certifications:
•
•
•
•
•

Vegan
Certified Organic
Kosher
Halal
Gluten Free

• Non-GMO
• Non-GMO
Project Verified
(in process)

PelaForce™ is 100% Water Soluble and is virtually
tasteless and easy to flavor! Low clinical dosing for
Children, Adolescents, and Adults.
B in the know! Visit www.bingredients.org
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545 Promenade
Du Centropolis, Ste. 100
Laval, Quebec H7T 0A3
Canada

5800 Merle Hay Rd., Ste. 14
Johnston, IA 50131
United States

450-687-2262
www.biodrogasolutions.com
cs@biodrogasolutions.com

877-682-2673
www.biova.com
info@biova.com

Products/Services

Products/Services

Have an idea? Biodroga has the solution. Nutraceuticals
for adults, children and even pets, Biodroga is your
trusted partner from concept to shelf. For over 35 years,
the Biodroga team has been at the forefront of product
innovation, development, and turnkey solutions. The
company is known for imaginative and novel delivery
forms—like liquids, chewables, capsules, sprays/pumps—
and thoughtfully sourced natural ingredients—FOS
Certified fish oil—along with a deep understanding of
the latest in research and regulations. Biodroga offers
also offers its own patented, research-backed solutions
like its MaxSimil® technology. MaxSimil is a novel
delivery system that enhances the absorption of omega-3
fatty acids and other lipid-based active agents. Studies
show that MaxSimil® fish oil has a 3x higher absorption
compared to regular fish oils. Interested in learning
more? Reach out to Biodroga to bring your idea to life.

Biova provides water-soluble eggshell membrane
(WSEM) ingredients to the dietary supplement, skincare,
and pet care industries. Eggshell membrane is a unique
ingredient that provides many of the fundamental
building blocks for skin and joint health. Naturally
occurring compounds include collagen, elastin,
glycosaminoglycans, hyaluronic acid, protein, and a
variety of amino acids. These compounds work together
to support healthy joints and healthy skin.
Our patented manufacturing process produces watersoluble ingredients, which means expanded delivery
options for formulators. Biova’s ingredients can be
incorporated into traditional tablets and capsules as well
as gummies, chews, beverages, stick packs, chocolates,
bars, powders, etc.
Biova’s patented ingredients offer proven health benefits:
BiovaFlex® supports joint health in humans; BiovaDerm®
is used as a topical ingredient for youthful-looking skin;
BiovaBIO™ (Beauty-Inside-Out) supports skin health
through nutritional support; and BiovaPlex® provides
healthy joint and coat support for companion animals.
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Bloomage Biotechnology USA Inc.

SPONSORED CONTENT

FutureCeuticals

COMPANY INFORMATION

COMPANY INFORMATION

181 New Rd., Ste. 308
Parsippany, NJ 07054
United States

2692 N. State Rt. 1-17
Momence, IL 60954
United States

973-224-2493

888-452-6853

973-428-4925

815-472-3529

www.bloomagebioactive.com/index-e.html

www.futureceuticals.com

michael@bloomagebioactive.com

sales@futureceuticals.com

Products/Services

Products/Services

BLOOMAGE BIOTECHNOLOGY USA INC. is a
wholly owned subsidiary of Bloomage Biotechnology
Corp., Ltd., which has devoted its efforts to R&D,
production, and supply of fermented ingredients for
over 20 years, and is a leading provider of Sodium
Hyaluronate (HA) and γ-amino butyric acid (GABA).
Bloomage Biotech is managed strictly in compliance
with cGMP, ISO 9001, HACCP, ISO 22000, and
FSSC 22000 quality management systems, and passes
on-site audits by authorities from China, the U.S., Korea,
etc. We are the main supplier of many multinationals.
As a solutions provider, we have been working with
our valued customers to supply high-quality HA and
GABA and other innovative bioactives all over the
world.

At FutureCeuticals, we are an industry leader in the
research, development, and manufacture of fruit,
vegetable, and grain-based ingredients. Our ingredient
portfolio includes a broad range of patented and
clinically researched nutrition-based solutions derived
from whole foods and designed to target specific
health categories, including sports nutrition, health
and wellness, functional food, dietary supplements,
and personal care. Our ingredients can be used in a
wide variety of applications, from multivitamins and
supplements to active nutrition solutions and functional
snacks and beverages. Through our discovery research
program, we validate the benefits of our plant-based
ingredients in human clinical studies, delivering highly
marketable claims to our customers.

Featuring PhytoServ®
PhytoServ® is a
proprietary line of
powdered plant-based
extracts that makes
it possible to deliver
serving claims from
the phytonutrients
found within fruits and
vegetables. PhytoServ®
phytonutrient servings
are a powerful source of
natural antioxidants.
Available in organic.
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Gold Coast Ingredients

SPONSORED CONTENT

Grain Processing Corporation (GPC)

COMPANY INFORMATION

COMPANY INFORMATION

2429 Yates Ave.
Commerce, CA 90040
United States

1600 Oregon St.
Muscatine, IA 52761
United States

323-724-8935

563-264-4265

323-724-9354

563-264-4289

www.goldcoastinc.com

www.grainprocessing.com

info@goldcoastinc.com

food.sales@grainprocessing.com

Products/Services

Products/Service

Gold Coast Ingredients is a privately held and operated,
wholesale flavor and color manufacturer serving all
types of industries, from food and beverages to animal
treats and oral care. With us you will find Organic,
Natural, Non-GMO, Allergen-Free, and other flavors
available as liquids, powders, powder encapsulations,
emulsions, and advanced extractions to be compatible
with any product requirements. GCI supplies custom,
QAI Certified Organic, ISA Certified Halal,
OU Certified or KOF-K Certified Kosher flavors upon
request. In addition, Gold Coast provides custom
masking agents and sweetness enhancers for various
applications.
Our current manufacturing facilities are located in
Commerce, California, and Gilbert, Pennsylvania, while
our products are developed at our S.M.A.R.T. Center in
Santa Fe Springs, California, where we have positioned
Sales, Marketing, Applications, Research, and Technology
together under one roof to maximize our creative efforts.

Grain Processing Corporation’s (GPC’s) line of specialty
carbohydrates continues to expand to meet the changing
requirements of our customers. Innovative specialty
ingredients, designed with customer-specific needs in mind,
highlight our product line. These products include premium
maltodextrins, syrup solids, dried glucose syrup, and specialty
starches for the food, nutraceutical, and personal care
markets. GPC’s ethyl alcohol products are sold worldwide for
use in applications demanding the highest degree of purity.
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Non-GMO Project Verified Maltodextrins, Corn Syrup Solids, and
Ethyl Alcohol are available from Grain Processing Corporation.

85

PRODUCTS+SERVICES DIRECTORY

Lonza Capsules & Health Ingredients

COMPANY INFORMATION

SPONSORED CONTENT

Marinova Pty Ltd.

COMPANY INFORMATION

412 Mt. Kemble Ave., Ste. 200S
Morristown, NJ 07960
United States

249 Kennedy Dr.
Cambridge, Tasmania 7170
Australia

888-783-6361

+61 3 6248 5800

888-783-6360

+61 3 6248 4062

www.capsugel.com
www.lonza.com

www.maritechfucoidan.com.au

solutions@capsugel.com

info@marinova.com.au

Products/Services

Products/Services

Lonza has been a manufacturing pioneer and trusted
partner for leading global nutraceutical companies for
more than 100 years.
This experience and expertise has allowed us to
become an industry leader in providing innovative and
reliable capsules and science-backed ingredients for use
in a variety of nutraceutical applications around the
world.
Our comprehensive products and services offering
can be tailored to meet the needs of your development
lifecycle by helping you design, optimize, and
manufacture differentiated supplement solutions.
Lonza offers an extensive range of science-backed
ingredients and dosage forms that meet consumer needs
while supporting their wellness aspirations, including
via advanced formulations and plant-based delivery
technologies. Exceptional in our expertise and our fully
integrated capabilities, we strive to create innovative,
sustainable, and responsible solutions which offer
clinically-demonstrated health benefits and enhance
consumer experience.

Marinova is an Australian biotechnology company
dedicated to the research, development, and production
of high-purity seaweed extracts for the betterment of
human health. Marinova specializes in the manufacture of
fucoidan compounds—highly bioactive polysaccharides
derived from select species of brown seaweed.
Marinova is home to the unique Maritech® organic
fucoidan range—a portfolio of high-purity fucoidan
extracts developed specifically for nutritional, cosmetic,
and animal health applications.
Maritech® extracts are the world’s only high-purity,
certified-organic fucoidans with global regulatory
acceptance. Efficacious and supported by an extensive
dossier of scientific evidence, Maritech® organic fucoidans
represent the new frontier in natural marine ingredients.
The Maritech® portfolio includes specialty fucoidan
ingredients for targeted applications—including
immune support, healthy aging, and digestive health.
No one knows fucoidan like Marinova, the fucoidan
experts.
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MORRE-TEC Industries Inc.

SPONSORED CONTENT

NATCO

COMPANY INFORMATION

COMPANY INFORMATION

One Gary Rd.
Union, NJ 07083
United States

42045 Remington Ave., Ste. 104
Temecula, CA 92590
United States

908-688-9009

949-554-8853

908-688-9005

www.natcohealthyliving.com

www.morretec.com

info@natcohealthyliving.com

orders@morretec.com
sales@morretec.com

Products/Services

Products/Services

MORRE-TEC Industries Inc. has established a worldwide
reputation for manufacture, distribution, and marketing of a
wide range of products for the pharmaceutical, nutritional,
personal care, food, beverage, and specialty chemical
industries since 1987. Our expertise allows us to provide
a complete solution for complex sourcing problems. Our
customers come to depend upon several premier benefits:
• ISO 9001 : 2015 Certified
• FSSC 22000 Certified
• NSF cGMP Certified

• FDA-Registered Facility
• Outstanding Service

Vitacyclix, a division of MORRE-TEC Industries,
formulates and manufactures a variety of unique water-soluble
dry powders and liquid emulsions for the fortification of all
types of food and beverages. Our products range from watersoluble vitamins A, D, E, and K to custom blends. Our full
selection of vitamins, minerals, bioflavonoids, pectins, and
proteins, as well as vegan-, kosher-, and halal-certified options,
may be customized to your specific needs.
Vitacyclix combines a modern approach with traditional
values in its manufacturing. We are proud to share our years of
experience and success with you, our most valued customers.
Ask us how to utilize our unique formulations to fortify your:
•
•
•
•
•

Juices
Waters
Energy Drinks
Protein Blends
Coffee Beans, Grinds, RTDs

•
•
•
•

Milks
Yogurt Drinks
Dairy Products
Plant-Based Beverages

With our water-soluble, color-free, taste-free, odor-free Vitamin D3
and Vegan Vitamin D3 offerings or blend of your choice.
NUTRITIONAL OUTLOOK
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Persimonal™ (Patent Pending) Persimmon Leaf Extract
Powder. Persimmon Leaf Extract (Diospyros kaki Thunb)
8%-10% Total Flavonoids (Quercetin & Kaempferol)
Research has shown that Quercetin is the most abundant
dietary flavonoid. It has been linked to improved exercise
performance and reduced inflammation, blood pressure,
and blood sugar levels. Humans cannot make quercetin;
it must be consumed from nature and supplements.
On the other hand, Kaempferol is a strong antioxidant
and helps to prevent oxidative damage of our cells,
lipids, and DNA. Persimonal™ is the ultimate botanical
pharmaceutical, food-grade extract powder nutritional
supplement that contains both quercetin and kaempferol.
This flavonoid group of polyphenols may help to reduce
blood pressure, boost the immune system, reduce allergic
responses, and lower cholesterol.
With more than 30 years of experience in Nutritional
Supplements, NATCO Inc. offers the finest nutritional
botanical ingredients that are found in nature. We select
high-end pharmaceutical, food-grade ingredients, with
all co-factor constituents intact in every ingredient we
promote. Nothing is synthetically made in a laboratory,
nor are ingredients isolated from petroleum or coal-based.
Innovative nutraceuticals from nature (food-grade) are the
principal we stand by and bring
to manufacturers, healthcare
professionals, nutritionists,
wholesalers, distributors,
consumers, and clients
worldwide.
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Nateron

SPONSORED CONTENT

Natural Alternatives International (NAI)

COMPANY INFORMATION

COMPANY INFORMATION

2-D Janine Pl.
New Brunswick, NJ 08901
United States

1535 Faraday Ave.
Carlsbad, CA 92008-7319
United States

732-296-1080

800-848-2646

732-917-7803

www.nai-online.com

www.natreoninc.com

info@nai-online.com

info@natreoninc.com

Products/Services

Products/Services

Natreon’s botanical ingredients are derived from
nature and founded on evidence-based Ayurveda.
Our extracts are purified and standardized using
proprietary process technology that results in
optimal levels of bioactive components. All our
ingredients are patent protected and have been tested
in multiple clinical studies to ensure safety, efficacy,
and authenticity. Leading the nutraceutical industry
with storied knowledge and expertise in botanical
cultivation and extraction for over 20 years.

Natural Alternatives International Inc. (NAI) is an
international leader in custom contract nutritional
supplement manufacturing with more than four decades
of experience. From custom formulation assistance,
stringent quality assurance programs, innovative
packaging solutions, and in-house stability testing,
NAI helps the industry bring the highest-quality
nutritional supplements to millions of people worldwide.
NAI offers key solutions/services, including:
•
•
•
•
•

Custom formulation
Manufacturing
Quality assurance testing
Turnkey packaging
Stability programs

NAI is the exclusive provider of CarnoSyn® Brands,
the only patented beta-alanine on the market clinically
proven to enhance your sports nutrition or health and
wellness products:
• CarnoSyn® instant release for Sports Nutrition
• SR CarnoSyn® sustained release for Wellness &
Healthy Aging
With state-of-the-art manufacturing facilities in the
USA and Europe, NAI delivers the highest quality and
most effective supplements available on the market.
Certifications include: TGA, GMP, and we also proudly
became the first company to meet new safety and
benchmarking standards created by SSCI.
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Nitta Gelatin North America Inc.

SPONSORED CONTENT

NP Nutra (Nature’s Power Nutraceuticals Corp.)

COMPANY INFORMATION

COMPANY INFORMATION

598 Airport Blvd., Ste. #900
Morrisville, NC 27560
United States

15161-15181 S. Figueroa St.
Gardena, CA 90248
United States

919-238-3300

310-694-3031

919-238-3222

310-606-2069

www.nitta-gelatin.com
www.wellnex-collagen.com

www.npnutra.com

info@nitta-gelatin.com

inquiries@npnutra.com

Company Description

Products/Services

With over a century’s expertise in collagen and gelatin
ingredients, Nitta Gelatin continues to innovate, delivering
unique, value-added products to its customers. The company
is dedicated to maintaining its reputation for setting new
standards in quality, service, and clinical research.

For over twenty years, NP Nutra® has been supplying
customers with the finest-quality plant-based
nutraceutical ingredients. In addition to a unique
Signature Ingredient line, its extensive portfolio includes
a number of popular product categories such as
Nutra Organics, Nutra Protein, Nutra Flow, Nutra Pura,
Nutra Ayurveda, Nutra Pet, SuperFruits, SuperGreens,
and Keto-Friendly.

Services
Full-service collagen and gelatin ingredient partner, offering
market intelligence, formulation assistance, commercialization
support, regulatory insights, and co-branding solutions for the
functional food, nutraceutical, and pharmaceutical sectors.

Products
Replenwell™
by Wellnex
highlights our
most advanced
collagen peptide
ingredients,
clinically proven
to support key
health benefits
including youthful-looking skin, flexible joints, and metabolic
balance. Performance-optimized using patented enzymatic
processes, Replenwell™ are highly functional collagen
ingredients designed specifically for use in nutraceutical and
functional food & beverage applications.
XactSet® is our rapid-set gelatin developed for even
the most complex infused, fortified, or starchless gummy
formulas. Cut set-time from hours to minutes with
XactSet® gelatin.
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Approved manufacturing partners have gone through
a rigorous validation process, which is an integral part
of Triple-T Verification®, NP Nutra’s own program that
follows industry best practices and ensures supply chain
transparency and ingredient quality and safety.
NP Nutra’s ongoing commitment to purity, quality,
and reliability has earned the trust of a growing
clientele, including the world’s leading functional food
and beverage, dietary supplement, cosmetic, and pet
food manufacturers, who have become loyal customers
through the years.
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Nutralliance

SPONSORED CONTENT

Prinova US LLC

COMPANY INFORMATION

COMPANY INFORMATION

23600 Via Del Rio
Yorba Linda, CA 92887
United States

285 E. Fullerton Ave.
Carol Stream, IL 60188
United States

714-694-1400

630-868-0300

714-694-1411

630-868-0390

www.nutralliance.com

www.prinovaglobal.com

sales@nutralliance.com

info@prinovausa.com

Products/Services

Products/Services

Lavitol is the patented
bioflavonoid extract
Dihydroquercetin (DHQ),
also known as Taxifolin. It is derived from Dahurian
Larch (Larix gmelinii). Lavitol DHQ is considered one of
nature’s most powerful antioxidants and is scientifically
shown to provide health benefits in numerous areas:

Get empowered with Prinova at your side. As the
largest U.S. nutritional ingredient importer, Prinova
uniquely offers distribution, premix manufacturing,
flavor manufacturing, and product development
solutions. Our expansive ingredient portfolio and
world-leading share offers secure and reliable supply
chain solutions. Our custom flavor manufacturing
offers speed and service, while our expert flavorists
handcraft customized flavors that will exceed your
expectations. As a global premix manufacturer, our
focus is quality, service, and supply chain fulfillment.
Plus, whatever your product application, we can
co-create to develop a premix formula to meet your
specifications and perform optimally throughout its
processing and shelf-life. Finally, through Prinova’s
InsideTrak™, you have the personalization and power
to bring your powder products to market faster than
ever. We’ll collaborate on a customized formula and
lead the way with ingredient sourcing, premixes,
flavors, and even contract manufacturing to take your
product across the finish line.

•
•
•
•

Potent ORAC up to an estimated 32,000
Low Dosing / High Tolerance
Environmentally Responsible
Made from the stumps of Dahurian Larch trees that
are left behind by the logging industry. Stump removal
helps clear the area for new saplings to be planted.
• Shelf-Stable under normal conditions for 5 years
• Proven Synergy with Vitamin C
Nutralliance is excited to be appointed the exclusive
North American sales and marketing team for this
unique and eco-friendly line of larch tree extracts
manufactured by Ametis JSC. Established in 1998,
Ametis JSC is the largest producer of Dihydroquercetin
(Taxifolin), with an annual capacity that exceeds 13 MT.
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ROSS Mixers

SPONSORED CONTENT

Sabinsa Corporation

COMPANY INFORMATION
Charles Ross & Son Company
710 Old Willets Path
Hauppauge, NY 11788
United States
631-234-0500

COMPANY INFORMATION
20 Lake Dr.
East Windsor, NJ 08520
United States
732-777-1111
732-777-1443

631-234-0691

www.sabinsa.com

www.mixers.com

info@sabinsa.com

mail@mixers.com

Products/Services

Products/Services

Serving all the process industries in virtually every
industrialized country, Ross offers experience and
production capacity that no other manufacturer of
specialty mixing and blending equipment can match.

Sabinsa, a premier manufacturer and ingredient
supplier of herbal extracts, cosmeceuticals,
probiotics, and specialty fine chemicals used in
numerous successful products worldwide, utilizes
modern scientific methods to build upon traditional
Ayurvedic knowledge to improve human health.
In over thirty years, Sabinsa has brought to
market more than 120 standardized botanical
extracts and privately funded clinical studies
in conjunction with prestigious institutions in
support of these products. In concert with parent
company Sami Labs, the company employs 1,000
people worldwide in 13 manufacturing, R&D,
and distribution facilities. Additionally, fair-trade
botanical cultivation relationships with hundreds of
small farmers in India ensures sustainable supplies
of its key products. Products containing Sabinsa’s
high-quality, science-based ingredients are found
in fine products throughout the world. Sabinsa has
marketing offices in the U.S., Australia, Canada,
China, Europe – Eastern (Poland) and Western
(Germany), India, Japan, South Africa, South Korea,
and Vietnam, plus agent representation in Far East
Asia and South America.

In the U.S., Ross operates five plants dedicated to
engineering, R&D, manufacturing, and process testing.
Overseas, Ross equipment is manufactured in four stateof-the-art plants in China and India.
The Ross Test & Development Center, located at the
corporate headquarters in Hauppauge, NY, is the industry’s
best-equipped laboratory for process testing. Hundreds of
Ross customers visit the test center each year to confirm
their equipment selections and optimize processes.
From single-axis to multi-axis designs, Ross control
systems offer unprecedented accuracy and flexibility in
the mixing and blending process.
Ross custom-fabricated storage tanks and pressure
vessels are built
to exacting
standards at
competitive
prices. Build to
ASME, USFDA,
BISSC, API
and UL code
requirements, in
capacities from
1 to 80,000
gallons.
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Specialty Enzymes & Probiotics

SPONSORED CONTENT

Stauber Ingredients

COMPANY INFORMATION

COMPANY INFORMATION

4880 Murrieta St.
Chino, CA 91710
United States

4120 N. Palm St.
Fullerton, CA, 92835
United States

909-613-1660

888-441-4233

909-613-1663

714-441-3909

www.specialtyenzymes.com

www.stauberusa.com

adm@specialtyenzymes.com

innovations@stauberusa.com

Products/Services

Products/Services

Specialty Enzymes &
Probiotics is a researchdriven, true manufacturer
with innovative probiotic
and enzyme solutions
shown to promote gut,
joint, digestive, and
immune health, as well
as improve athletic
performance. We offer
custom blends, individual
ingredients, and proven
formulas. Our solutions
are natural and supported
by numerous clinical
studies published in
reputable peer-reviewed
journals.
Multiple studies
show ImmunoSEB™
and ProbioSEB CSC3™
support a healthy
recovery in patients with COVID-19 and post-viral
fatigue.* ProbioSEB CSC3™ includes spore-forming,
shelf-stable Bacillus species like SEBtilis™ (Bacillus
subtilis), SEBiotic™ (Bacillus coagulans LBSC), and
SEBclausii™ (Bacillus clausii).

Since 1969, STAUBER has consistently offered the
finest-quality ingredients to the nutritional, food,
pharmaceutical, cosmetic, and pet care industries.
The company was founded on the principle of
partnering with FSMA-approved manufacturers that
provide premium-quality products. Stauber provides
full product transparency with unparalleled service!
From our corporate office in Fullerton, California,
manufacturing capabilities under our control in New
York, warehouses in four strategic geographic locations,
and alliances with major freight companies, STAUBER
is able to react quickly and deliver customer needs by
being a complete solution provider.
STAUBER is pleased to represent numerous reputable
and quality brands including: Pomma+, Xanthosight,
J. Rettenmaier, PANMOL, Jungbunzlauer, EPAX,
CoreFX, Industrial Organica, NIPPI, Biova, Brewster
Probiotics, Avena, Fermentalg, Covico, Daesang,
Elemend Colostrum, Organic Monk Fruit & Organic
Stevia, M2 Organic Mushrooms, Lallemand,
Enzymology Research, and Lipofoods.

*These statements have not been evaluated by the Food and Drug Administration. This
product is not intended to diagnose, treat, cure or prevent any diseases.
This promotional material contains no warranties or representations, and does not contain product
specification, which are provided separately. Product or service names may contain registered
trademark. For further information visit our website at www.specialtyenzymes.com/legal
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Unigen Inc.

SPONSORED CONTENT

Verdure Sciences

COMPANY INFORMATION

COMPANY INFORMATION

2121 S. State St., Ste. 400
Tacoma, WA 98405
United States

17150 Metro Park Cte.
Noblesville, IN 46060
United States

253-274-7160

317-776-3600

www.unigen.net

vs-corp.com

contact@unigen.net

zwagner@vs-corp.com

Products/Services

Products/Services

Unigen discovers, develops, and manufactures
proprietary natural active ingredients for dietary
supplements, pet, cosmetic, personal care, and
botanical drug products.
Unigen recently launched three new botanical
ingredients to meet market demands: Attenutin™
for respiratory health, Symetrian™ for immune
homeostasis, and Maizinol™ for sleep (a natural
alternative to melatonin).
The company discovers its ingredients through its
high-throughput screening PhytoLogix® platform
applied to a proprietary, well-annotated collection
of botanicals and legacy mining approach applied
to botanicals having known medicinal benefits.
Mechanism of action, safety, and efficacy are
documented with extensive preclinical testing and
human clinical studies.
Unigen protects its discoveries with trademarks,
issued patents, and patent filings in all major territories,
manufacturing its products to GMP standards. Unigen
commercializes its proprietary ingredients through
licensing and ingredient supply alliances with commercial
partners engaged in manufacturing, distributing, and
marketing end-products to global consumers. Let Unigen
bring the inspiration of science to your business.

Verdure Sciences® is a supplier of plant-based
botanical ingredients with an emphasis on intrinsic
synergies and clinically backed tangible health
applications.
Many botanical extracts are known for their long
history as a traditional remedy in their country
of origin. Through the integration of agricultural,
production, and research platforms; Verdure brings
modern innovation to these historical traditions.
Our emphasis is on developing ingredient solutions
founded in rigorous scientific validation and traceable
initiatives through collaborative efforts and an
extensive research network. Our commitment to
quality control and our global procurement network
allow us to offer these new and traditional ingredients
with traceability and scientific validation.
As globalization, agricultural practices, and
environmental factors continue to change, consumers
prefer to buy products that have proven safety and
clinical data. Verdure was founded on the demand to
answer these needs by investing in research of various
botanicals and maintaining rigorous quality control
expectations for every stage of growing, harvesting,
and manufacturing. This market need has translated
into Verdure’s strength and differentiation.
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Vidya Herbs

SPONSORED CONTENT

The Wright Group

COMPANY INFORMATION

COMPANY INFORMATION

331 Newman Springs Rd.
Red Bank, NJ 07701
United States

201 Energy Parkway, Ste. 100
Lafayette, LA 70508
United States

732-784-1587

337-783-3096

www.vidyaherbs.com

337-783-3802

info@vidyaherbsusa.com

www.thewrightgroup.com
innovate@wenrich.com

Products/Services

Products/Services

Vidya Herbs™ is a leading manufacturer of standardized
herbal extracts, plant-based vitamins & minerals,
carotenoids, and clinically studied specialty ingredients.
We offer a large catalog of botanicals in both
conventional and organic grades in various forms
such as powders, beadlets, oleoresins, and oils.

The Wright Group delivers custom nutritional blends,
vitamins/mineral premixes, direct-compression, and
microencapsulated ingredients for the functional food
and nutritional supplement markets. Our 100+ years
of innovative expertise, accomplished R&D team,
and comprehensive production capabilities allow us
to provide faster lead times to successfully bring your
products to market.

Our mission is to nurture and restore our link to nature
through the discovery of new resources while innovating
existing ones from the vast array of botanicals our
world has to offer. The company has a continuous
pipeline of new ingredients developed at our in-house
R&D center in Bangalore, India. The latest development
is ROSEFIT™—a novel rose petal extract clinically
demonstrated to help control appetite and support a
healthy body weight.

Major Products
•
•
•
•
•
•
•
•

Vitamins
Minerals
Amino Acids
Chelates
Omega-3
Direct-Compression Granulations
Microencapsulated Nutrients
Custom Nutrient Premixes

Markets Served
•
•
•
•
•

94

Food & Beverage
Sports Nutrition
Gummy, Dietary Supplement
Functional Food
Personal Care
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u SPORTS continued from page 58

Within the pre- and postworkout category,
products containing branched-chain amino acids (BCAAs) have grown in popularity.
Products containing BCAAs have experienced
32% year-over-year growth and make up 27%
of pre- and postworkout supplements on Amazon.com. Competition is stiff. According to
ClearCut, there are 42 brands with greater
than $1 million in annual sales, but the top
10 brands still maintain a 51% market share.
When it comes to protein powder, whey protein has 50% market share with 26% yearover-year growth. On its tail is plant-based
protein, which has 25% market share and has
seen 39% year-over-year growth on Amazon.
According to ClearCut, there are 77 protein
powder brands with over $1 million annual
sales, with the top 10 of these brands maintaining 60% market share. The continued
growth and popularity of plant-based protein
powders is notable. In fact, according to ClearCut, three of the top five products on Amazon
are plant proteins. While many still swear by

u PACKAGING continued from page 72

allows for variations in size, shape, closures,
and film type.
Freight is a big factor for flexible packaging, as Earl mentioned. Less weight and
space means fewer trips and less fuel burnt
in transit. Sachets with dispersible powders
also encourage consumers to act more sustainably through refill-and-reuse practices
such as carrying reusable water bottles instead of RTD beverages.
“Flexible packaging uses far less landfill
space than rigid packaging since it only requires about half of the material,” says Earl.
“That said, over the last few years, there are a
number of good recyclable and compostable
films that have become available, which
further adds to the sustainable benefits of
the product. You do need to be careful with
these ‘green’ materials, though, because they
may not provide enough barrier to maintain
their effervescence.”

On the Package
Finally: It goes without saying that packaging sells the product. Almost every market
is saturated with similar products, and they
all want to stand out—but not in the wrong
NUTRITIONAL OUTLOOK
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dairy-based proteins, particularly whey, the
tide is turning, with more new and existing
consumers buying plant-protein products.
“With so much focus on health, wellness,
immune health, and living a more plant-based
lifestyle, we’ll likely see more consumers open
to switching to plant-based proteins, especially with improvements to the taste of plantbased products through flavor innovation,”
says Jones. “However, research supporting the
effectiveness of plant proteins compared to
whey remains limited. So, until more research
is done, whey customers will likely stay put.”
By and large, the sports nutrition category is responsible and meeting immense
consumer demand. Consumer trust is paramount to ensure long-term success as legislators broadly smear the category as unsafe.
Clean-label formulations and third-party
certifications are just a couple of ways to
communicate responsible practices and earn
consumer trust. Within this competitive
space, brands should also strive for continual
innovation to maintain consumer attention.

“Sports nutrition consumers are often creatures of habit—they find what works for them
as part of their wellness routine and stick to it,”
says Jones. “Flavor innovation keeps things fun
and interesting, so helping consumers find a
product line with lots of flavor options keeps
them coming back for more. Depending on
their goals, and how they evolve over time,
what a consumer needs and wants may also
shift. This can result in either the addition of
new products to their routine—or perhaps
moving on from them.”

ways. You don’t want to look dated, but you
also want to engage with your target consumer. Some want cleaner, more minimalist designs, while others want more vibrant
and fun designs.
“While we still see a lot of white space
and large graphics, we have also begun to
see more elaborate graphic designs like holographic and other specialty effects,” says
Earl. “We are also seeing a stronger commitment to using sustainable films as well as
‘smart’ packaging, which helps detect counterfeit product. Lastly, we are producing a lot
of pouches that feature a clear window so
the actual product is incorporated into the
look of the packaging.”
“There’s a growing trend toward simple,
understated brand design across a variety of
categories,” offers Jayaseelan. “This is partly
due to the ‘clean label’ movement, with consumers wanting simple, honest ingredients
presented clearly, but it also reflects an overall desire for simplification in our everyday
lives. A minimal, uncluttered design can also
feel more premium, especially when paired
with high-quality materials and finishes.”
“We’re also seeing brighter colors,
playful graphics, and spirited language

to attract millennials and younger consumers who are becoming increasingly
health-conscious,” he adds.
Manufacturers should also consider
inclusive designs wherever appropriate.
This means packaging that is accessible
to everyone, regardless of age, disability, or
physical limitations, says Jayaseelan. “This
includes lids and seals that are easier to
open and close, ergonomic forms that allow for optimized handling and dispensing, braille markings and larger fonts for
those with visual impairments, and intuitive design that is easy for everyone to understand and use.”
Finally, with ecommerce being such an
important component of product sales,
products should be optimized to sell just
as well online as they would on the shelf.
“Consideration needs to be given to how
the design will perform on a white computer screen or when reduced to a thumbnail
image,” Jayaseelan explains. “We created
a new custom bottle and label design for
[supplements brand] ZenWise with online
shopping in mind. The striking black bottle
and unique silhouette stands out on ecommerce sites.”

Reference
1.
Cohen PA et al. “Nine prohibited stimulants found in sports and weight loss
supplements: deterenol, phenpromethamine (Vonedrine), oxilofrine, octodrine,
beta-methylphenylethylamine (BMPEA),
1,3-dimethylamylamine (1,3-DMAA), 1,4-dimethylamylamine (1,4-DMAA), 1,3-dimethylbutylamine (1,3-DMBA) and higenamine.”
Clinical Toxicology. Published online ahead
of print March 23, 2021.
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Flavor Sophistication
Global and exotic flavors can give
your products the sophisticated flair
consumers are looking for.

A

s Nutritional Outlook1 pointed out in
its story, “2022 Flavor Trends for Food
and Beverage,” consumers are very open to
new experiences in flavor, including those
inspired by global cuisine and exotic, novel
ingredients. A good example of how an ordinary product can be elevated by global flavors is jerky. The protein-rich snack has gotten more sophisticated over the years, using
higher-quality ingredients and utilizing
globally inspired flavors such as jalapeño,
teriyaki, and mango habanero. Now, we are
seeing regional styles of jerky being brought
to market such as biltong, which is a South
African version of jerky.
According to the “2022 Taste Charts” report
from Kerry (Tralee, Ireland), cuisines such as
Asian and Mexican have been mainstream
for the past five years, but more culturally specific cuisines such as Thai, Korean, Japanese,
Jamaican, and Oaxacan are “Up & Coming”
and among the fastest-growing cuisines of the
last three years, the report notes. Meanwhile,
cuisines such as South African fall under the
report’s “Emerging” cuisine category—the
fastest-growing flavors of the previous year.
What’s clear is that consumers are getting
more exposure to specific cultures, and food
is a common gateway to different cultures.

Meat and Meat Alternatives
Meat is a useful example in this case because meat is historically a great vehicle for
flavor. Plant-based meat and cheese alternatives have also become a valuable place to
explore different flavor profiles and cuisines.
While these alternatives are getting better
at replicating the taste and texture of meat
and cheese, it’s the use of spices that truly
98

defines various styles—think pepperoni,
chorizo, pepperjack, etc.
Based on data from Innova Market Insights’ Innova Database in 2021, Kerry breaks
down the “Taste Lifestyle” of plant-based
meat and cheese alternatives, showing that
the “big flavor movements” of the plant-based
meat category are chili, mushroom, and
cheese, while the flavor movements of the
plant-based cheese category are herbs, garlic,
and smoked. Kerry also notes that in 2021,
significant flavor introductions in the plantbased meat category included: more spices,
Mediterranean, Italian, Basil, and Mexican
cheese types. In the plant-based cheese category, significant flavor introductions for 2021
included mushroom and jalapeño chili.
Familiar flavors like Italian spices or Mexican cheeses give people a point of reference,
but as the space continues to grow and more
consumers become accustomed to plantbased alternatives, there will be even greater exploration of exotic flavors and cultures
like we’re seeing throughout the food and
beverage space.

Healthy Flavors
Certain flavor combinations can also impart
positive health associations. Of course, ingredients like citrus and elderberry are associated with immunity in function and therefore
in flavor. But increasingly, these flavor combinations are also becoming more sophisticated. Orange and lime, for example, are being
switched out for more exotic options like
yuzu or blood orange. Flavor supplier Virginia
Dare (Brooklyn, NY) cites “wellness flavors” as
the top flavor trend of 2022. The flavor combinations lean toward botanical and aromatic,

using ingredients that feel like they’re sourced
from a farmers’ market and apothecary. According to Virginia Dare, combinations like
Passionfruit Chamomile, Golden Chai Turmeric, Ginger Chai Apple Cider Vinegar, and
Goji Aronia Berry are just some of the flavor
combinations that call to mind wellness categories such as relaxation, immunity, digestive
health, and beauty, respectively.
Beverages are a natural vehicle for these
flavors and therefore lead the wellness flavors trend, says Philip Caputo, marketing and
consumer insights manager for Virginia Dare.
“Herbal teas—the original wellness beverage—
are rooted in ancient eastern medical systems,
made from a mélange of botanicals with therapeutic properties. As interest turns back to
holistic healing, consumers are reacquainted
with earth’s functional ingredients, some of
which contribute flavor. Modern beverage
brands are taking inspiration and leveraging
trust in longevity.”
Dispersible powders could be a versatile
and cost-effective way to deliver these flavors to consumers. Alternatively, differentiation with more sophisticated adult flavors
can offer gummy manufacturers an edge in
the dietary supplement category as well.
While there will always be a space for familiar, comfortable, and nostalgic flavors,
we live in a much more global society, with
consumers being drawn to more exotic flavors and experiences. What’s niche now
may be mainstream tomorrow.
Reference
1.
Grebow J. “2022 Flavor Trends for Food and
Beverage.” Nutritional Outlook. Published
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