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In Memoriam

Michael J.
Hennessy Sr
1960-2021

M

ike Hennessy was the beloved chairman and CEO of
MJH Life Sciences.
Hennessy spent his career turning his passion for building businesses and creating jobs into a run of successful ventures
and brands. Following his graduation from Rider University in 1982,
he started his career in medical publishing as a sales trainee, eventually advancing to the position of chief operating officer. In 1986,
Hennessy became chief operating officer of Medical World Business
Press, which was part of the launch of medical newspapers and other media products. The company prospered and was eventually sold
to a Boston-based venture capital firm.
Hennessy launched Multimedia Healthcare LLC in 1993 and built
a portfolio of award-winning clinical journals. In 2001, Freedom Communications Inc. acquired Multimedia Healthcare, about the time
that Hennessy was pioneering a new approach to print and digital
publishing with Intellisphere LLC (now part of MJH Life Sciences).
Guided by the principles of innovation and entrepreneurial spirit, and
reflecting its founder’s dedication to improving quality of life through
healthcare research and education, Intellisphere publishes a variety
of integrated print and digital products focusing on a range of topics
in research and clinical medicine.
To build a comprehensive multimedia and education platform,
Hennessy added companies and capabilities to the MJH Life Sciences portfolio. In 2004, he acquired Healthcare Research Analytics
(HRA), which has been the leader in healthcare market research for
over 30 years. In 2005, Hennessy acquired ArcMesa Educators LLC,
leaders in online certification for physicians, pharmacists, nurses,
and other healthcare professionals. In February 2008, Hennessy acquired the rights to the journals Pharmacy Times and The American
Journal of Managed Care, both recognized in their respective markets
as authoritative, trusted media platforms that provide essential information to a large audience of healthcare professionals.
In April 2011, MJH Life Sciences acquired Physicians’ Education
Resource LLC (PER), an accredited continuing medical education
company that is an industry leader in producing high-quality, firstrate oncology and hematology meetings and conferences. The PER
acquisition included a variety of multichannel enduring educational
activities, as well as the rights to legacy medical meetings, such as the
annual Miami Breast Cancer Conference.
Hennessy’s commitment to improving the lives of patients with cancer is deeply rooted within the halls of MJH Life Sciences. As a complement to the industry-leading OncLive platform, he developed the Giants
of Cancer Care awards to recognize the leaders and pioneers who often
go unrecognized for their contributions to advancing oncology care. He
10

further strengthened his commitment to education by acquiring CURE
Media Group in 2014, followed by the purchase of the Chemotherapy
Foundation Symposium, in his quest to provide oncology professionals
with focused education on innovative cancer therapy.
In 2019, MJH Life Sciences made its largest acquisition to date
when it acquired the Healthcare and Industry Sciences divisions
of UBM Medica, nearly doubling the size of the organization and
adding legacy titles such as Medical Economics to the already impressive portfolio. This acquisition made the organization the largest independently owned medical communications company in
North America. In addition to acquisitions, Hennessy organically
developed ancillary in-house agency divisions with Proximyl Health,
Truth Serum NTWK, and MJH Global Medical Affairs.
Later in 2019, Hennessy elevated his own role to Chairman while
naming his son, Mike Hennessy Jr, to assume the leadership role of the
organization and carry on the family legacy. Under Mike Jr’s leadership,
the company enhanced its global potential by entering into a longterm partnership with BDT Capital Partners LLC in November 2021.
Hennessy’s true passion was his relationship with his wife, Patrice
“Patti” Hennessy. After meeting in college, Hennessy devoted his life to
Patti and his family, raising four wonderful children, Shannon, Ashley,
Mike Jr, and Chris. Hennessy was Patti’s rock as she bravely battled cancer for almost 10 years until her death in January 2020. Hennessy recently honored Patti by making a donation to Rider University to expand the
Science and Technology Center at their alma mater. The Mike & Patti
Hennessy Science and Technology Center is set to be completed in 2022.
Hennessy’s legacy and “family first” mantra will live on through
his children; their spouses, Matt, Phil, Rachel, and Jordan; and his 10
grandchildren. He will be greatly missed by his family, friends, and
his MJH Life Sciences family.
JANUARY/FEBRUARY 2022
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FROM THE EDITOR

Can Growth Last in 2022?
Will the astronomical sales gains of the past two
years for dietary supplements, functional foods,
and natural products carry into 2022? Or will
sales begin decreasing to pre-pandemic levels?

Follow me
on Twitter.

Using your
smartphone camera,
hover over the
QR code or follow:
@JenniferGrebow
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When the pandemic first began pushing supplement
sales to a pace never seen before, market researchers
predicted that this tremendous growth would permanently elevate baseline supplement sales. They also
cautioned, however, that at some point, growth rates
would normalize.
Enter 2022. While it may be jarring to see—for the first
time in a long time—negative growth rates in some categories, it’s important to maintain perspective. Simply
put, the industry is still in a good place.
Take immune health supplements, undeniably the
biggest gainer coming out of the pandemic. In our 2022
Ingredients to Watch cover story this year, data from market researcher and valued story partner SPINS (Chicago)
show that, compared to 2020, sales of cold-and-flu supplement ingredients in the U.S. were not able to sustain
elevated growth rates last year, with many seeing growth
percentages drop by double digits in 2021.
But it’s far from doom and gloom for immune health
supplements. When we look at U.S. ingredient sales data
SPINS provided Nutritional Outlook back in 2019, right
before the pandemic started, we saw vitamin C ingredient sales (excluding Ester-C) in the multioutlet (MULO)
cold-and-flu category top out that year—again, prior to
the pandemic—at $245 million. But at the end of October 2021 last year, vitamin C sales (not Ester-C) in the
MULO cold-and-flu ingredient category—despite declining 10% between 2020 and 2021—were still a whopping $586 million.
That success might not translate to every category or
ingredient. Moving forward, clearly there will be some
winners who will continue reaping sales gains in 2022.
In a December 2021 webcast hosted by private-label
food supplements manufacturer PharmaLinea (Ljubljana, Slovenia), guest speaker Monika Szelążek,
regional client executive for market researcher Euromonitor International (London), highlighted some
of the global supplement industry’s most promising
pockets of opportunity in the near term.
Sports nutrition manufacturers can exhale. While
Szelążek notes that sports nutrition sales still declined
last year, “this is a temporary situation, and we are predicting that those sectors will recover in the upcoming years.

Forecasting growth for the next five years, we see that
sports nutrition is the category that will grow the most in
terms of dynamics.”
Other supplement markets promising good performance are mental health, bone and joint health, beauty,
eye health, sex health, and energy support. “It’s worth
mentioning that eye health supplements are the ones
which are supposed to have one of the highest CAGRs,”
Szelążek added. In ingredients, global demand for glucosamine, probiotics, vitamin C, calcium, minerals, and eye
health ingredients is projected to grow, she said.
In terms of global markets, most regions of the world
are still seeing positive growth. Particularly impressive,
growing by double digits, is Latin America, the Middle
East, Africa, and Australasia, she said. Meanwhile, “The
only exception is North America, where this year we’ve
noticed a small decline of less than 1% growth. The reason for that is simple: last year, North America was the
region with the highest growth year-on-year. It was almost 12%. This is why this small decline that we have this
year is a natural consequence,” Szelążek observed.
Asia Pacific is still where the supplement industry
should invest, as sales there currently represent almost
half of total global sales of vitamins and supplements,
Szelążek added. In fact, in the upcoming years, “it is expected that China will outperform the U.S.” in terms of
supplement sales growth.
Sweet spots like these give the supplement industry a
lot to look forward to. And even in categories seeing some
slowing, the silver lining is that those shoppers leaving the
category might simply be transferring their dollars elsewhere in the market—not leaving supplements entirely.
For instance, those no longer still intensely buying immune health supplements might still be purchasing other
types of supplements. “We have also noticed that consumers are shifting their interest from immunity-related products towards other health concerns,” Szelążek said, “which
were ignored during the peak of the pandemic or which
intensified during the lockdown.”
The new global enlightenment about prioritizing
health, and the role that supplements can play, bodes
well for industry. Although growth “will be likely to slightly slow down in the upcoming years, we believe that in
the next five years, the whole category will continue on a
steady growth of around 4%-5% each year,” Szelążek concluded. That’s something everyone can celebrate.

Jennifer Grebow
Editor-in-Chief
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INDUSTRY
OUTLOOK

Industry Outlook
Nutritional Outlook’s Editorial Advisory Board shares its predictions and tips for success in 2022.
BY JENNIFER GREBOW, EDITOR-IN-CHIEF

s dietary supplement and natural
product companies head into another year of dealing with the pandemic, supply chain disruptions, and more demand
than ever (in some product categories),
Nutritional Outlook asked its Editorial Advisory Board members to chime in on what
they expect to see in terms of trends and
challenges for the industry in 2022, as well
as their tips for success.

What major market, industry,
and/or consumer trends do you
expect to see in 2022?
Daniel Fabricant, PhD
Executive Director & CEO
Natural Products Association (NPA)

We expect the demand for immune-supporting products to remain strong as we
continue to live with COVID-19. People
are more conscious about their health,
and with different variations of the COVID
variant emerging, people will want an extra
layer of support.
14

David Foreman, RPh
Founder & President
Herbal Pharmacist

There will be a continued interest from consumers in products in the mental wellness
arena. Even the World Health Organization has acknowledged that mental health
will be a huge challenge now because of
the impact COVID-19 has had on society.
Two specific areas within mental wellness
should be hot for years to come: stress/
mood support and sleep. Since stress and
sleep are directly connected to causing issues for the other, there should be consumer interest in formulations which address
both and that come without side effects.
Cognition is the third area of the mental
wellness category, and it is directly impacted by stress and poor sleep. Any company
that positions itself as a leader in mental
wellness should grow quickly.
Additionally, I see the botanical marketplace growing significantly as there are
many companies completing clinical studies in most areas of health. As consumers

become savvier and look for “proof ” that
products work, clinical substantiation
should help lead the way.

Kimberly Kawa, BSc
Wellness Product Specialist
The Movitz Group

My expectations for functional ingredient trends in energy, performance, and
hydration, as well as cognition, mood,
and sleep, are based on 2021 health focus
growth rates across condition-specific dietary supplements, performance nutrition,
and protein supplements/meal replacements categories.
In energy and performance segments,
guarana continues to gain shelf space,
featured as a natural caffeine source.
Reishi and cordyceps are emerging “super mushrooms” in preworkout, recovery, and electrolyte supplements, with
growth potential. Animal-based proteins
remain growth drivers due to their amino acid and digestibility standpoint, but
consumer interest in animal alternatives
JANUARY/FEBRUARY 2022
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will drive innovation in plant-based protein formulations. In this category especially, multifunctionality is sought after.
Continued sales growth and distribution
gains in plant-based protein powders
that feature the addition of both herbal
adaptogens and medicinal mushrooms
is anticipated.
For boosting cognition, lion’s mane
is the leading medicinal mushroom.
Shoppers seeking calm-focus support
might try adaptogens ashwagandha and
rhodiola, as well as nootropic amino
acids like L-theanine and DMAE. In the
mood support supplement set, adaptogen ingredients grew +137.9%* in 2021,
with no indication of slowing down. In
sleep aids, melatonin continues to be
a growth-driver functional ingredient.
Also expect nervine relaxants, such as
chamomile and lemon balm, to win with
consumers looking for sleep support.
Source: SPINS data – Natural Enhanced Channel + Multi-Outlet
(powered by IRI) – 52 weeks ending November 28, 2021

Douglas “Duffy”
MacKay, ND
Senior VP, Dietary Supplements
Consumer Healthcare Products
Association (CHPA)

Dietary supplements are becoming a
part of mainstream self-care and healthcare systems. Dietary supplements—
like over-the-counter (OTC) medicines
and consumer medical devices such as
toothbrushes—are products consumers use every day to maintain health and
feel better. The COVID-19 pandemic has
accelerated self-care in general and led
to the largest spike in supplement sales
in two decades. As consumers become
more educated about supplements as a
credible self-care option, we anticipate
the continued growth of the dietary supplements industry.
COVID-19 drove significant growth in
the immunity category, but consumers
also explored ways to use supplements
to address stress or sleep issues. We anticipate supplements marketed for stress,
sleep, and overall health and wellness will
continue to grow, especially as scientific
evidence continues to raise the credibility
of the category.
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Michael McGuffin
President
American Herbal Products
Association (AHPA)

My expectation is that strong consumer acceptance of dietary ingredients and
natural products will continue in 2022. In
addition, the industry should expect an increased focus on sustainability and transparency from the demands consumers will
place on us. Consumers will continue to
seek out brands and products that claim to
be sustainable, and companies that claim
to care about diversity, equity, and inclusion (DEI), and will want assurances that
such claims are legitimate. Any company
promoting their sustainability and DEI efforts should be prepared to survive a social
audit of those values.

Irfan Qureshi, ND
VP, Product Development
& Quality Assurance
Healthy Directions

As the coronavirus pandemic still stays
top of mind for at least the first quarter of
2022, we will continue to see a demand for
immune health products, though the consumer may shift from products or ingredients that are designed to acutely support
immune health (i.e., fending off current
immune challenges) to products that provide immune support year round. With this
shift, consumers will also become savvier
in terms of recognizing other health factors that contribute to a healthy immune
system, such as stress, sleep, energy, and
other areas. They will continue to look for
products that support these areas of health
along with immune function.
While companies will make an effort to
transition workers back to the office in earlyto mid-2022, it is hard to imagine that we will
see a return to a five-day work week, meaning
people will continue to work from home or
work in a hybrid role. This will keep the focus
on achieving an optimal work-life balance,
which will mean consumers will continue to
focus on health and wellness and will gravitate towards supplements that support these
trends. At the same time, they will look for
products that are supportive of this new way

of working. This could mean that cognitive
health, cardiovascular health, joint health,
and eye health (vision, macular function, as
well as a reduction in eye fatigue and dryness
from looking at screens all day long) could all
be trending categories.
While probiotics will continue to be
a large category, brands and researchers
will have to evolve the science behind
probiotics to develop more targeted solutions for microbiome support, taking into
account health status, gender, and other
demographic data. In addition, prebiotics (a continually emerging trend) that
are targeted to support specific healthy
actors in the microbiome should begin
trending upwards, since it will become
clear that generalized probiotics are not
able to support the needs of the entire microbiome in ways that prebiotics may. Research into targeted prebiotic solutions
should begin coming to the forefront, and
the idea of prebiotic specificity will begin taking hold.

Harry B. Rice, PhD
VP, Regulatory & Scientific Affairs
Global Organization for
EPA and DHA Omega-3s (GOED)

GOED members have reported very strong
demand for eicosapentaenoic acid (EPA)and docosahexaenoic acid (DHA)-rich oils
during 2021, but the challenges in the supply chain have attenuated innovation—so,
provided supply chains return to pre-pandemic status, innovation should pick up in
the near future.

Paula Simpson, BSc, RNCP,
R.Herbalist
Author / Nutricosmetics Innovation
& Formulation Expert / Founder
Nutribloom Consulting

Cited as a top 2022 trend by Ulta Beauty,
holistic beauty that encompasses aesthetic wellness/nutrition, along with topical
interventions and self-care, will be top
consumer priorities for 2022. We’re far beyond the days of “hope in a jar” as the sole
way to rejuvenate the health of our skin or
overall aesthetic.
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Partly due to the pandemic, hair wellness through supplementation has and
will continue to be a consumer demand,
[in part because] a side effect [of ] the virus
[is] hair loss, but also due to [the impact
of ] environmental and product toxicities/
pollutants, aging, and hormonal balance.
Longevity research, now more accessible
through AI technologies and at-home testing, merged with personalized nutrition,
will continue to grow in 2022. Healthy aging is the new anti-aging.
The rise in microbiome for health and
skincare will continue. Expect to see more
focus on targeted postbiotics in skincare due
to their enhanced stability in formulations
over “living bacteria,” the probiotics that are
more likely denatured by compounding ingredients and preservatives in formulations.
Focus on the “whole microbiome” versus
gut and skin health only will become more
integrated into supplement regimens as
emerging clinical data and products that
focus on the oral microbiome and its influence on systemic health advance.
Biotech meets environmental and sustainable demands: Sustainable, clean supplements and packaging will become more
sophisticated as biotech companies leverage science and technologies to bring forth
clinically validated and efficacious, naturally derived ingredients and packaging
without a heavy eco-footprint. Algae is one
industry taking on many environmental
challenges in this way.

Lu Ann Williams
Global Insights Director
Innova Market Insights

In our Top Ten Trends, we see that the bigger picture of health is a recurring consumer theme. We think the microbiome has
the potential to be a game changer and is
the focus of our trend “Gut Glory.” We see
growing consumer interest in the link between the gut and other health areas like
immunity, sleep, energy, and mood. Health
is also increasingly intertwined with lifestyles. Our “My Food, My Brand” trend
highlights that consumers are looking for
solutions that align with their values and
personal needs. Personalized nutrition is
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important here, and the supplement industry has an opportunity to help consumers
target very specific needs.

Brian Wommack

Senior VP, Communications
Council for Responsible Nutrition (CRN)

I expect consumers will continue to focus on supplements as a key component
of their self-care. During the pandemic,
usage of dietary supplements—and trust
in them—has increased, according to the
CRN Annual Survey. The behaviors learned
during pandemic are likely to persist
into the future.

What will be the biggest challenges
for dietary supplement and natural
product companies in 2022?
Lisa C. Buono
Principal, Client Insights
IRI Worldwide

One of the biggest challenges will be to keep
new users of supplements motivated and
engaged once the pandemic weakens. The
industry must communicate convincing
reasons to make taking supplements that
help support immunity, help promote better
sleep, and help optimize mental health the
norm versus a response to the pandemic.
Daniel Fabricant: When we speak to our
[NPA] members, we repeatedly hear that
we need better and more consistent regulation from FDA. Marketplace uncertainty is
one of the biggest challenges for businesses, and we don’t expect that to change until
the FDA takes steps to address this issue.
Specifically, this uncertainty is driven by
the FDA’s inaction on cannabidiol (CBD), failure to stop adulterated products from entering the marketplace, a decrease in domestic
and foreign inspections, and confusion over
the regulatory status of N-acetyl-L-cysteine
(NAC). This is further exacerbated by proposals from state legislatures that would restrict
access to nutritional supplements and create
a patchwork of state laws that businesses
would have to navigate.

Making matters worse, the FDA is asking
for more authority regarding mandatory
product listings. Before the FDA is granted
more authority (especially in an area that
is not needed), the natural products industry needs the agency to start enforcing the
laws on the books.
David Foreman: The biggest challenges for
2022 may be in supply chain and meeting
the consumer’s desire for innovative products. While many blame COVID-19 as the
total cause for supply issues, this has been
a growing issue for multiple reasons. With
supply issues, we then encounter adulterated ingredients, or worse. Supply issues will
drive those with greedy intent to buy or sell
adulterated ingredients and hurt the credibility of the industry. There will be a greater
demand for testing due to this challenge.
As if our lifestyles weren’t already busy
enough, the dramatic shift to work at
home, school at home, and now some sort
of hybridization of work and school will
drive consumers to seek products that fit
into their lifestyles. I see stick packs, beverages, shots, etc., as a way to integrate new
products with scientifically proven ingredients into consumers’ homes.
Douglas “Duffy” MacKay: The industry is
facing three major challenges for 2022: the
rising cost of doing business, rapidly evolving key opinion leaders, and the unknown
length of the pandemic.
Companies in the dietary supplement
and natural products industry are facing
increasing costs of doing business due
to the continuing supply chain and labor
challenges across the globe. Everything,
from common ingredients to packaging
materials and manufacturing equipment,
is delayed, leading to additional costs and
issues for the industry. The supply chain
and labor issues are unpredictable, which
makes business planning for 2022 and beyond a guessing game.
We are now in an era of evolving key opinion leaders on health where no formal nutrition or medical training is needed to be
viewed as an expert by the public. Consumers
are not just turning to their healthcare providers for information about supplements;
they’re looking at celebrities, politicians,
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Draco Natural Products

Mushroom
Phytoconcentrates

Nutrient Dense
Bioactive
Botanical
Extract
Ingredients

Lion’s Mane

Chaga
Chaga mushroom (Inonotus
obliquus) is a hard, deeply cracked,
stalkless conk that has the
appearance of burnt charcoal with a
burnt orange interior, found on the
trunks of birch, alder and elm trees. It
has a long history of traditional use in
Russia and Poland as a tonic, blood
purifier and pain reliever. Studies
have shown its effectiveness as an
anti-cancer agent, reducing tumors
and providing support for improved
appetite. It also supports energy
levels, normal blood sugar, and
sleep.

Lion’s Mane mushroom (Hericium
erinaceus) grows in a single large clump of
dangling spines on the side of hardwood trees.
Medicinally, it helps support normal cholesterol
and lipid levels, cognitive health and mood, and
immune health. Human studies show a beneficial
effect for cognitive health and mood in aging
populations. Active constituents in Lion’s Mane
have been shown to stimulate nerve growth factor
associated with repair and rejuvenation of the
brain and nervous system in animal experiments.

Polyporus umbellatus

Polyporus umbellatus (Zhu Ling in Chinese) is a
very rare, short lived edible polypore mushroom
consisting of many small, smoky brown rosettes
that appear at the base of mostly oaks. It contains
polysaccharides, minerals, and various sterols.
The mushroom supports normal kidney function,
water balance, and healthy bladder function. It
has antimicrobial properties, and a hair growth
stimulating effect.

Oyster

Oyster mushroom
(Pleurotus ostreatus)
(pictured on front cover)
grows in clusters on rotting
hardwood logs. Delicious
and popular in cuisine, it
is an excellent source of
vitamins and minerals as
well as polysaccharides and
antioxidants. It helps support
normal cholesterol and
lipid levels, cardiovascular
health, and liver health. In
addition it has been shown
to support appetite control,
boost antioxidant enzyme
levels, and help with a normal
inflammation response.

Cordyceps

Cordyceps Cs-4 extract is
cultivated from the fungal strain
Paecilomyces hepiali derived
from the species Cordyceps
sinensis. The original strain is an
endoparasitic fungus that grows
out of the body of a caterpillar
(pictured). It contains essential
vitamins and minerals and is rich
in powerful polysaccharides. It
supports a healthy immune system,
energy levels, positive mood, libido,
healthy aging, kidney and liver
health, and improved lung function.

Agaricus blazei murrill (ABM), also known as
Himematsutake, is native to Brazil and popular in Japan. Its
fruiting bodies appear as button caps singly or in clusters
in leaf litter. It is a very good source of nutritious vitamins
and minerals. It is also rich in complex polysaccharides
and sterols. The mushroom supports normal cell function
and normal seasonal histamine levels, and boosts immune
function.

Agaricus ABM

Enokitake or Enoki (Flamulina
velutipes) is an edible mushroom
popular in gourmet Japanese
restaurants. It grows at the base
of the Chinese Hackberry tree.
It is an anti-aging mushroom
with blood pressure and
cholesterol lowering effects that
has also been used effectively
for gastroenteric ulcers. It has
significant anti-tumor effects.
Enokitake can also be used to
support healthy liver function and
healthy cognitive function.

Tremella mushroom Tremella comes from
the Latin word for “to tremble”, which appropriately
captures its gelatinous qualities. There are over
100 species of this “jelly fungus” recognized
worldwide. Tremella fuciformis or Snow Fungus,
is generally flavorless, but provides support for
immunity, cardiovascular and cognitive health,
normal blood sugar, and normal cell growth. It also
soothes chronic cough and dry throat, and helps
manage inflammation.

Maitake

Maitake mushroom (Grifola
frondosa) is known as the “king of mushrooms” as it grows up to 100lbs in size in
large clusters of leafy ruffles, usually
at the base of oak trees. Maitake
is a culinary mushroom in Japan,
but is also used in Traditional
Chinese Medicine as a remedy to help support normal
intestinal comfort, healthy
weight management, normal
blood sugar levels, and increased
exercise output. Containing betaglucan polysaccharides, it also offers
powerful immune system support.

Turkey Tail
Poria cocos

Tremella

Enokitake

Turkey Tail mushroom
(Trametes versicolor, syn.
Coriolus versicolor) is a polypore
mushroom with flat caps that
grow in concentric zones of
varying color on decomposing
wood. Rich in polysaccharides
and sterols that support
immunity; prostate, liver and
breast cellular health; and
normal inflammation response.
The mushroom stimulates SOD
activity and liver detoxification;
inhibits fat formation and helps
reduce body fat, and reduces
influenza viral replication.

Poria cocos grows underground as a
sclerotium, which is a compact mass of
hardened mycelium. It helps promote
healthy kidney and bladder function, and digestive and stomach health. Poria
cocos is also known to support calmness and healthy sleep by reducing
anxiety, tension, and fatigue. It stimulates healthy brain function, reducing
memory loss. As with many other mushrooms, it helps with a healthy immune
response, and supports a normal inflammation response with topical use.

Reishi
Reishi mushroom (Ganoderma lucidum) is a
medicinal mushroom that has symbolized great health
and longevity throughout thousands of years of Chinese
history. It is used in Chinese herbal medicine for supporting a calm state of mind, energy, and normal cell
function. Scientific studies show that it helps promote a
healthy immune response, normal liver function, and a
healthy seasonal histamine response.

Mushrooms, fruits and vegetables are ready-made
powerhouses of vitality that are important building blocks for a healthy body. Studies
show that high consumption of fruits, veggies, and mushrooms can significantly
promote heart health, strengthen immune system function, as well as play a
prominent role in supporting healthy blood glucose levels. They are also our best
source of antioxidants like polyphenols, flavonoids, carotenoids, lignans, and other
important anti-aging agents. Potent, nutritious, and functional, Draco Fruit,
Vegetable & Mushroom Bioactive Botanical Extracts are effective ingredients
for functional food, beverage, dietary supplement, and topical skin care applications.
Legendary Draco Manufacturing

Draco Mushroom Extracts are pure, clean, safe, and natural. They are nutrient
dense, whole food extract ingredients. Draco Mushroom Extracts are Full
Spectrum extracted in pure, natural water, resulting in a balanced, efficacious extract powder. We start with the entire whole
mushroom, sustainably grown and harvested. No excipients nor growing media like grain substrates found in cheaper mycelium
versions are used. No chemical solvents are used, which can leave residues, and/or inhibit complete extraction.
In conventional methods used by most processors, organic solvents are used to penetrate cell walls and extract lipid soluble
compounds, but this leaves behind valuable water soluble bioactives like polysaccharides. These are left unextracted due to their
limited solubility in chemical solvents. Draco’s unique Full Spectrum extraction breaks down the cell walls of mushrooms using
our certified organic pure water technology, freeing bioactives, and efficiently extracting a full spectrum of phytocompounds. Our
extracts are never subjected to high heat which can damage important compounds. Due to our unique spray-drying process, our
mushroom extracts are also carrier-free. We can also process with advanced supercritical CO2 extraction and/or bio-fermentation
to produce special extracts with active metabolites and/or high lipid-soluble content, while increasing bioavailability, upon request.
We process our extracts in our own state-of-the-art 120,000 square foot processing facility, which is Certified Organic to both
USDA:NOP and European EEC/834 standards. Our facilities are also SQF Certified superseding FSSC22000 under GFSI, US
FDA Food GMP 21CFR117, Dietary Supplement GMP 21CFR111 Compliant , ISO 9001:2015 Certified, HACCP Certified,
Kosher Certified, and Halal Certified for your additional assurance of quality. As part of our vertically integrated “Seed to Drum”
monitoring process, our extracts undergo Rigorous Analytical Testing for constituent assay (HPLC, HPTLC, UV), moisture, bulk
density, heavy metals, pesticides, and microbiological plate counts. We lead the botanical extracts industry in purity with plate
counts that are frequently several times lower than our competitors and we never irradiate or fumigate either our plants or finished
extracts. Extracts also include full traceability from start to finish.

Draco Natural Products
539 Parrott Street
San Jose, CA 95112

Tel: (408) 287-7871
Email: info@dracoherbs.com
Web: www.draconatural.com

100% Natural • GMP • SQF • ISO9001:2015 • NOP / EU Organic • Kosher • Halal

social media influencers, and people not associated with healthcare to learn about new
products that may offer the benefits they’re
searching for. This underscores the importance of developing credible resources and
scientific studies to educate the public about
products and benefits so consumers are well
informed when making purchasing decisions.
And, of course, as new COVID-19 variants
continue to disrupt daily life, it will remain
difficult for companies to plan for 2022. We
don’t know how much travel, trade shows,
supplier qualifications, audits, and meetings will return to normal and in person.
It is difficult to anticipate just what issues
will arise for business leaders because of
the pandemic. We also don’t know how the
pandemic will impact consumer purchasing and what ingredients and products may
continue to grow in popularity as consumers seek out new self-care strategies.

gap in areas they perceive are not receiving
adequate enforcement attention.
Beyond this, the continued move towards online and e-commerce sales will
favor growth of those brands that are adept
at selling this way. While brick-and-mortar
retail will still be a big piece of the overall
pie, brands will need to have a robust online presence and develop a brand story
that sets them apart from the competition
to thrive in the online world.
The trend for acquisitions and mergers
in the industry is likely not slowing down.
As mergers take place, this transition presents a challenge to individual brand identities. Successful brands will be those that
can navigate how to sustain their individual brand identities and reason for being
while at the same time being a part of a
larger overall organization, taking advantage of the synergies that size brings.

Michael McGuffin: Supply chain issues
will continue to be a big challenge for dietary supplement and natural product
companies in 2022. Consumer demand for
products with botanical ingredients for
health and wellness support during the
pandemic has left some companies challenged to find suppliers, which has the
potential to drive up the price of raw materials. Responsible manufacturers must
maintain their high level of vigilance to
protect from misidentification and intentional adulteration of botanicals.

Harry B. Rice: While not specific to the omega-3 industry, supply chain and logistics challenges are likely to continue to wreak havoc at
least through the first half of 2022. Such challenges result in increased costs, which may
ultimately get passed along to consumers.
Specific to the omega-3 industry is a
rule from the U.S. National Marine Fisheries Service (NMFS) and the National
Oceanic and Atmospheric Administration
(NOAA) implementing a provision of the
Marine Mammal Protection Act (MMPA)
that “prohibit[s] the import of fish or fish
products [including fish oil] from commercial fishing operations that result in
the incidental mortality or serious injury
of marine mammals in excess of United
States standards.” Specifically, this rule established conditions for evaluating a harvesting nation’s regulatory programs to
address the mortality or serious injury of
marine mammals in any fishery that wishes to export to the United States. After January 1, 2023, a fishery’s fish or fish products can be imported into the U.S. only if
it has been authorized to do so based on
information submitted to the U.S. by the
country’s competent authority. The deadline for receipt of information by the U.S.
was November 30, 2021, and it’s been a
challenge to determine if countries have
submitted the necessary information.

Irfan Qureshi: Some of the bigger challenges
that have been identified in the past will continue to be challenges going forward. These
include distinguishing brands based on quality practices to continue to address consumer and media attention around bad players
in the market. At the same time, navigating
rule changes from big e-commerce players
like Amazon and others will also continue to
be something brands need to stay on top of.
Furthermore, staffing changes at the FDA and
shifting priorities could present new challenges as well as opportunities for the industry.
The role of state regulatory bodies and
attorneys general will continue to be something to stay abreast of. As federal agencies
continue to struggle with enforcement resources, these bodies will attempt to fill the
NUTRITIONAL OUTLOOK
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Paula Simpson: Supply chain issues may
be the most challenging for 2022.

Brian Tanzer, MS

Senior Manager,
Scientific & Regulatory Affairs
The Vitamin Shoppe Inc.

A big concern of mine is social media.
Social media is a double-edge sword. It’s
a great platform for education and marketing but has quickly become a breeding
ground for misinformation provided by
many who lack the education, training, and
experience. It is a constant battle to debunk
common myths and dispel misinformation
that negatively impacts our industry. At
The Vitamin Shoppe, we pride ourselves
on providing a solid foundation of education and training for our employees, whom
we call Health Enthusiasts. We want our
Health Enthusiasts to be equipped with the
knowledge they need to provide our customers with the information they need to
make an educated purchasing decision for
them and their families. As industry stakeholders, we must be relentless in our quest
to provide unbiased, science-based information to our customers and the public at
large. Let us all be the voice the industry
needs to help ensure that our reputation is
one where people know they can depend
on us for their health and wellness needs.
Lu Ann Williams: From an operational point
of view, supply chain and price increases will
be the biggest challenges. Consumers remain
interested and engaged with their health,
and clean-label continues to be important—
but being able to meet that demand will be
challenging for many companies.
Brian Wommack: Two big ones remain—
supply chain problems and labor shortages. There aren’t easy or quick answers to
either challenge.

In 2022, what will be the key to
success for those in the dietary
supplement and natural product
industries?
Daniel Fabricant: The most important thing
anyone can do for the industry is to be a part
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of the policymaking process, and if you’re not
already, get involved with NPA. Our members
have seen firsthand what a real return on investment looks like for their involvement in
NPA. Some highlights from 2021 include:
•

•

•

•

•

•
•

•

•

Filing a lawsuit against the FDA for its
retroactive application of the Dietary
Supplement Health and Education
Act (DSHEA) against NAC
Defeating legislation in California,
Massachusetts, and New York restricting access to supplements
Expanding our support in the House
and Senate for tax-free contributions
to health savings accounts to purchase natural products
Joining the SHOP SAFE Coalition,
which advocates for establishing a
set of provisions incentivizing e-commerce platforms to address the sale of
counterfeits and protect unsuspecting consumers from unsafe products
sold through these channels
Joining the Healthy Workplaces Coalition, which advocates for providing
payroll tax credits for expenses associated with COVID-19
Advocating for the FDA to set a safe
level of daily consumption for CBD
Filing a lawsuit against the Occupational Safety and Health Administration
(OSHA) requiring employers with 100+
employees to mandate their employees
meet specific vaccination requirements
Submitting comments to regulatory
agencies advocating for important issues, including: intellectual property
protection, and export and import alerts
Another record-setting year for political engagement for NPA PAC, with
over 254 contributions to NPA PAC

This year, the key to success will be staying on offense and continuing to lead on
issues like these at the federal and state
levels, and ensuring policymakers remain
informed about the policies that impact
the businesses that support the health of
millions of Americans.
David Foreman: The key to success for those
in the dietary supplement and natural products
industry will be those who check all the boxes:
20

•
•
•

•

Innovative
delivery
methods
for consumption
Using clinically substantiated ingredients (at therapeutic doses)
Having a “feel good” cause attached to
their company (i.e., eco-friendly, supporting a cause, etc.)
Experiential: Consumers want to be
able to feel the effects of products

Douglas “Duffy” MacKay: Growing consumer confidence remains a key to success
for the industry. As an industry, we must
advance the science and focus on product
safety, integrity, and sustainability. We also
need to strengthen and standardize quality
assurance programs, abide by and encourage all companies to follow current Good
Manufacturing Practices at a minimum,
and prioritize consumer safety to build
trust in the category and products. And for
those that choose to ignore the law, we need
strong FDA, FTC, and DOJ enforcement
as a deterrent.
And of course, companies will need to
navigate the global supply chain and labor issues to find success in this unpredictable market. Strong supplier, lab, and
packaging relationships and good communication with all business partners
is going to be key to keeping product in
stock. This is a turbulent time in the global market, and successful companies will
need to communicate and manage any
product delays or other issues that may
impact consumers.
Michael McGuffin: Especially considering ongoing supply chain issues, the key
to success for those in the dietary supplement and natural products industry is
maintaining strong, committed relationships with their suppliers. With strong relationships to source, manufacturers will
be able to secure the raw materials they
need, at a price they can afford, to produce
their products. Treating the farmer who
supplies your ingredients as a partner in
your success is the key to success. In addition, companies need to listen—really
listen—to their customers and be able to
back up their positions on social and environmental issues with evidence of commitment through corporate action.

Irfan Qureshi: The key to success for
brands in the natural products industry
in 2022 will be the ability to innovate,
stand apart, and continue to maintain
their brand identity and principles while
navigating pandemic-related supply chain
challenges that are likely to remain prevalent throughout the year. Another key
will be retaining their thought leaders
and high performers in a time of workforce transition. Since many individuals
are rethinking what their priorities are in
terms of work, and career transitions are
bound to continue into 2022, companies
that can keep their employees content,
satisfied, and engaged are the ones likely
to thrive in the future.
Harry B. Rice: As always, consumer trust
is going to drive success. Two ways to build
trust with consumers is to increase vigilance and enforcement.
Paula Simpson: Being able to adapt and
be flexible to the fast-paced and changing
demands of the consumer on all levels—
innovation, formulation, marketing, and
communications. This is being driven by information accessibility and, to some degree,
overload—high-tech and AI companies leveraging personalized plans. Being open to
incorporating a wider breadth of health or
wellness experts as ambassadors can add
value to reaching the consumer over traditional research and marketing tactics as holistic health and beauty continue to appeal
and merge within the market. People are
seeking information that is informative yet
approachable and practical for them.
Lu Ann Williams: Companies that are able
to provide products that deliver on quality, as well as offer meaningful benefits for
consumers, will be the winners. Ingredients drive innovation in today’s market,
and every day I hear about supply chain
challenges and increasing prices.
Brian Wommack: Continuing to deliver innovative products in response to increased
demand for self-care products sparked by
the pandemic in a challenging environment
where there is supply chain disruption and
significant regulatory uncertainty.
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GLOBAL
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Regulatory Outlook
Industry leaders and associations share their 2022 regulatory predictions.
BY JENNIFER GREBOW, EDITOR-IN-CHIEF

eading into 2022, Nutritional Outlook
asked industry leaders and associations
to discuss their biggest regulatory concerns for
the dietary supplement and natural product
industries in the new year—as well as any positive developments to possibly look forward to.

What are your biggest regulatory
concerns for the dietary supplement
and natural product industries
in 2022?
Christine Burdick-Bell

Executive VP, General Counsel
& Board Corporate Secretary,
Pharmavite;
Steering Committee Chair,
Dietary Supplements Quality
Collaborative (DSQC)

The dietary supplement market is experiencing significant growth as consumers increasingly prioritize their health and wellbeing, a trend that emerged even before
the ongoing COVID-19 pandemic. Today,
the dietary supplement market includes
over 80,000 products, and experienced record growth in 2020.1 While the majority of
the market comprises high-quality products made by reputable companies, as it
expands, so too does the risk of potentially
22

dangerous products being sold as dietary
supplements by bad actors in the industry. In fact, on December 9, 2021, the FDA
reported nine more products marketed as
dietary supplements that contained undisclosed active pharmaceutical ingredients.2
One of our greater concerns for the industry in 2022 is the continued existence
of a “loophole” in how the FDA considers
its legal enforcement abilities, which allows
drug products illegally masquerading as dietary supplements to linger on shelves. We
are hopeful that Congress will take action
to clarify the law for both consumer safety
and to level the playing field in the market
for responsible manufacturers who prioritize safety and quality. In addition, securing
funding for the Office of Dietary Supplement
Programs within the FDA is another step
that would help cut down on the amount of
unsafe products that linger on shelves.
In order to ensure a transparent marketplace where consumers can feel secure in the
dietary supplement purchases they make, one
of our highest priorities is to see realization in
2022 of a “mandatory product listing.”3 This
would include all dietary supplement products on the U.S. market and transparently provide information for use by consumers, the

FDA, retailers, and healthcare practitioners
alike. Consumers would be able to make informed decisions and have confidence in
the quality of the dietary supplements they
choose to take, and the FDA would be able to
focus its efforts on identifying and removing
potentially harmful products from shelves.
These measures would make for a safer market filled with quality products.

Daniel Fabricant, PhD
Executive Director & CEO
Natural Products Association
(NPA; Washington, DC)

Our biggest concern is the FDA is not using all
its regulatory and enforcement authority under the Dietary Supplement Health and Education Act of 1994 (DSHEA). We are especially
concerned about the FDA’s failure to take action against adulterated products that violate
the New Dietary Ingredient (NDI) notification
process, and its reluctance to set a safe level
of daily consumption for cannabidiol (CBD).
On the other end of the spectrum, the
FDA has overreached on its regulatory determination regarding N-acetyl-L-cysteine
(NAC), setting a dangerous precedent that
could extend to other products. NPA has
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pushed back on this forcefully, filing a lawsuit against the FDA to stop its retroactive—
and misguided—application of DSHEA.
At the state level, we are watching California, Illinois, Massachusetts, Missouri, New Jersey, and New York, where legislation has been
introduced restricting access to supplements.
Until the FDA can demonstrate to the industry and state governments they are capable
of fully enforcing DSHEA, the lack of regulatory
oversight by the FDA will continue to be the
most significant concern for the industry.

Douglas “Duffy”
MacKay, ND

Senior VP, Dietary Supplements
Consumer Healthcare Products
Association
(CHPA; Washington, DC)

The biggest concern for industry remains the
impact of the limited number of bad actors
manufacturing illegal products. Consumers
trust that dietary supplements are manufactured to FDA’s quality and safety standards
and make truthful claims. This trust has taken decades to build, but it can be lost in an
instant. FDA and industry need to continue
to vigorously address the problem of illegal
products that slip onto the market, risking
consumers’ health and tarnishing the larger
supplement community’s reputation.
To address these concerns, FDA needs additional tools and resources. The dietary supplement industry has grown and changed over the
past 30 years, and FDA’s supplement regulatory
capabilities need to keep pace. Congress must
engage with stakeholders to balance consumer
safety and consumer access in a way that allows for the industry to meet the growing consumer demand for dietary supplements.

Michael McGuffin

President
American Herbal Products
Association
(AHPA; Silver Spring, MD)

At a time when we cannot stop talking
about supply chain disruptions, we must
be alert to regulatory concerns that might
develop from this reality. The increase in
demand for botanical ingredients during
the pandemic has raised concern about
misidentification or intentional adulteration of botanicals. Thankfully, the regulatory system governing botanical product
manufacturing here in the U.S. protects
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against the risks associated with inauthentic ingredients. Manufacturers are required
and have a responsibility to confirm the
identity of any botanical raw material they
import. Still, in order to ensure these regulations are effective, FDA must be consistent in their regulatory enforcement.
On another topic, take a look at the thousands of CBD products on the market today.
FDA has taken the position that CBD is not
lawful as a dietary ingredient, so CBD products are effectively unregulated. For example, manufacturers of these products are not
being inspected to ensure compliance with
FDA’s current Good Manufacturing Practices (cGMP) rules or submission to FDA
of serious adverse event reports. The lack of
regulatory clarity for CBD and subsequent
lack of enforcement is a disservice to Americans who expect to be—and should be—
protected from unregulated, untested, and
potentially unsafe products. In carrying out
enforcement, FDA must also treat all players
the same, no matter how big or small a company is or where it is located.

Steve Mister

President & CEO
Council for Responsible Nutrition
(CRN; Washington, DC)

We believe the general uncertainty at FDA
on a variety of matters—specifically the
Commissioner and Director of FDA’s Office
of Dietary Supplement Programs (ODSP) positions that currently remain vacant; the outstanding legal issues involving NDI guidance;
the continuing uncertainty around NAC;
and the lack of a clear legal path forward for
CBD—are our most pressing concerns.
These are challenging problems when
taken as singular matters. The fact these are
happening concurrently creates a negative
regulatory environment that stunts our industry’s growth and innovation for at least
the immediate future.

Harry B. Rice, PhD

VP, Regulatory & Scientific Affairs
Global Organization for
EPA and DHA Omega-3s
(GOED; Salt Lake City, UT)

Should the pandemic continue to drag on
with no improvement in the supply chain for

raw materials, we could see an increase in
economically motivated adulteration. This
brings with it a whole host of issues, not the
least of which includes erosion of consumer
confidence. With the exception of sporadic
adulteration of krill oil with vegetable oil,
adulteration of omega-3–rich oils is rare.
Over the last eight months, at least four
class action lawsuits have been filed concerning the labeling of omega-3 ethyl esters as fish
oil. In November, the first of the four cases was
sent to arbitration. In time, GOED anticipates
the remaining three will be dismissed in deference to the FDA who has primary jurisdiction
over the labeling of dietary supplements.

What positive regulatory
developments do you think the
dietary supplement and natural
product industries could see in 2022?
Daniel Fabricant, PhD
Natural Products Association

Over the past two years, demand for natural products skyrocketed as more and more
Americans looked for ways to improve underlying health conditions, support their immune
systems, and live an overall healthier lifestyle.
Congress is taking note of this increased
demand for natural products, and momentum is building to pass legislation that would
expand access to supplements through pretaxed savings accounts. Last year, Senator
Kevin Cramer (R-ND) introduced S.4463, expanding reimbursement eligibility to dietary
supplements.
This year, Sens. Mike Lee (R-UT), Tim
Scott (R-SC), and Kyrsten Sinema (D-AZ)
proposed a provision in the American Rescue Plan Act of 2021 and the National Defense Authorization Act (NDAA) to expand
health savings account (HSA) reimbursement eligibility to dietary supplements. Joining them are five members of the House—
Reps. Darin LaHood (R-IL), Brendan Boyle
(D-PA), John Curtis (R-UT), Josh Gottheimer
(D-NJ), and Peter Meijer (R-MI)—who have
cosponsored legislation to put dietary supplements on a level tax playing field, with
growing support in both chambers. We believe we have an excellent opportunity in the
year ahead to build on this momentum and
finally provide consumers with the option
for pre-tax natural products.
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Additionally, the Senate will consider the
nomination of Robert Califf, MD, to lead the
FDA. NPA will be engaging with Dr. Califf
and Senate staff during the confirmation
process on our priorities for the next commissioner. Our priorities for the next commissioner include: 1) Establishing a regulatory pathway for CBD, 2) Ensuring that FDA
uses its enforcement capabilities to protect
American consumers and intellectual property, and 3) Supporting the agency providing
Congress and the public an annual report of
their activities related to cGMP inspections,
structure-function claim notifications, and
New Dietary Ingredient notifications.

Douglas “Duffy” MacKay, ND
Consumer Healthcare Products Association

At the end of 2021, the Department of Justice
prosecuted bad actors who knowingly sold
dangerous, illegal products while misrepresenting that they were safe and legal dietary supplements. This is a good example of how targeted
enforcement can be used to address a public
health threat. FDA enforced its regulations, and
then the Department of Justice held the responsible parties accountable for disregarding the
law and public health. Punishing bad actors by
sending them to jail sends a strong message to
other bad actors and is a positive development
for all supplement stakeholders. CHPA is hopeful this trend will continue in 2022 and beyond.
A strong FDA is important, because industry
is also accountable for raising the bar. Industry
continues to expand self-regulatory programs
aimed to improve the safety, quality, and science
behind supplements. There has been significant
progress in harmonizing third-party quality and
product testing standards to ensure all programs
are using an appropriate, transparent level of rigor. In addition, the National Institutes of Health
made significant improvements to its Dietary
Supplement Label Database, which now has
nearly 130,000 labels and several user-friendly
features. This is important because it helps to
inform future conversations about the pros and
cons of a federal mandatory product listing requirement for dietary supplements.
Self-regulation plays a crucial role in
maintaining the safety and integrity of our
products, and we will continue to work with
our members and partner organizations to
ensure we grow in this area throughout 2022.
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Michael McGuffin

American Herbal Products Association

AHPA has been actively encouraging FDA
to complete the process of updating regulations for use of the term healthy in
food labeling. In comments submitted to
FDA, we stated that criteria for a “healthy”
claim should not be limited to food’s nutrient content. If regulations allowed for
claims such as “spices are a healthy alternative to salt” or “unsweetened tea is
part of a healthy diet,” companies would
be motivated to provide healthier options
and educate consumers about healthy
substitutes. These recommendations from
AHPA align with the 2015-2020 Dietary
Guidelines for Americans, which call for
healthy dietary patterns that are “low in
saturated fat, added sugars, and sodium.”
In 2021, FDA announced that it has begun
consumer research to develop a symbol
that could be voluntarily used to label
food that meets the updated definition of
healthy—which indicates that the process
is moving along.
On the hemp and CBD front, we are long
overdue for regulatory certainty. FDA has
not used its authority to issue regulations
to establish a lawful route to market for
allowing CBD to be added to food or used
as dietary ingredients, despite thousands
of hemp and CBD products currently on
the market. Should FDA inaction continue,
Congress could create a federal pathway for
the sale and marketing of these products
through legislation instead.
At AHPA, we are intrigued about how
FDA might apply some of the lessons
learned in the last two years to create
more efficient processes for regulatory inspection for cGMP compliance. We have
discussed this matter with our members
and have initiated conversations with FDA
about applying tools like its newly implemented remote regulatory assessments in
the development of a more efficient approach to cGMP oversight.

Steve Mister

introduction and passage of legislation
establishing a mandatory product registry for supplements that balances the demands for transparency with the potential
burdens such a program would create to
assure compliance. We also remain hopeful we will welcome a new confirmed commissioner and permanent director of ODSP,
who will address the issues facing the agency, most notably, enforcing inspections and
enforcement actions.

Harry B. Rice, PhD

Global Organization for EPA and DHA Omega-3s

Legislation proposing mandatory product
listing for dietary supplements is the first
thing that comes to mind. Mandatory product listing would not only increase FDA’s visibility into the dietary supplement market,
but it would increase consumer trust.
By the time this goes to print, Robert
Califf, MD, may have been confirmed as
the new FDA commissioner. While many
in the industry are enthusiastic about his
confirmation, it has yet to be determined
what impact he will have on the dietary
supplement industry.
Last month, the first meeting of the
Committee on Dietary Reference Intakes
(DRIs) for Energy was held. While it remains unknown how the federal DRI steering committee plans to proceed with reviewing the macronutrients, which would
include fat and thus omega-3 fatty acids
eicosapentaenoic acid (EPA) and docosahexaenoic acid (DHA), GOED remains
hopeful that we will have a clear line of
sight in the coming months.
Editor’s note: Robert Califf ’s nomination as
FDA commissioner was approved by a Senate committee
on January 13, 2022, and is now pending a full Senate vote.
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FTC Forecast
FTC’s renewed vigor and focus will raise
the stakes for regulatory compliance in 2022.
BY MIKE STRAUS

he Federal Trade Commission has
stepped up its enforcement actions in
the last few months, creating fresh concerns
for nutrition brands. Current FTC Chair Lina
M. Khan, who was sworn in on June 15, 2021,
has long advocated for stronger enforcement of antitrust laws. Khan has made proactive, forward-looking consumer protection one of the commission’s key goals, and
her vision for FTC’s enforcement role marries consumer protection and antitrust into
one integrated whole.1 While the Supreme
Court’s decision last year in the case of AMG
Capital Management, LLC v. FTC may have
dealt FTC a significant blow by removing
its capacity to seek monetary damages in
court, the commission still has several other
levers of power at its disposal, and is itching
to use them.
John Villafranco, an advertising compliance and FTC matters lawyer and partner
at Kelley Drye & Warren LLP (Washington,
DC)—and a member of Nutritional Outlook’s
Editorial Advisory Board—says the upcoming year will see a very aggressive FTC pursue new cases and new regulations.
Here are some of the focus areas on FTC’s
agenda for 2022—and some of the other legal and regulatory developments that will be
worth watching this year.

FTC to Push Personal Liability
for Officers
If your C-suite has been relying on corporate
structure as a shield against personal liability,
prepare for a rude awakening. The three new
Democratic soon-to-be FTC commissioners intend to pursue cases against company
26

principals personally in addition to cases
against corporations, Villafranco says.
“I’ve seen it in a number of cases,” he explains. “Historically, the Federal Trade Commission has only moved against the corporation, except in the case of a very small
company. But this new trend could create
tremendous liability for individuals from a
compliance perspective. This underscores
how important it is for companies to ensure
they have good compliance policies in place.”
While the Supreme Court ruling in the
AMG Capital Management (Overland Park,
KS) case in April 2021 effectively ended
FTC’s ability to win monetary damages in
court, Villafranco says the commission is
still pursuing monetary remedies through
other means. FTC is actively looking into
other statutes that could justify monetary
penalties; in the meantime, the commission
is partnering with attorneys general at the
state level. According to Villafranco, a state
attorney general can seek monetary remedies in almost all situations.
FTC also appears to be taking a new approach to industry giants. Villafranco says
FTC likes to pursue cases it knows it can
win; however, that hasn’t stopped this particular FTC from going after some of the
country’s largest corporations. In 2021, the
commission announced that it had secured
a $60 million settlement against Amazon
for the Internet retail giant’s withholding of
tips for delivery drivers.2 Now, though, FTC’s
increased focus on individual officers rather than companies in general means there
is even more at stake for corporate leaders.
Even without the ability to win damages in

court, this FTC is proving to be creative and
resourceful in enforcing the law. The Goliaths of the industry should be wary of this
FTC, as it appears the commissioners know
their way around a slingshot.

Direct Selling & MLMs
in the Crosshairs
If your brand relies on direct selling or multilevel marketing to move product, now is a
good time to conduct an internal regulatory
compliance audit. In October 2021, the FTC
announced it had issued notices to more
than 1,100 businesses that recruit consumers into money-making ventures, warning
these businesses that the commission will
not tolerate false or misleading claims about
earning opportunities.3
Direct selling and multilevel marketing
structures are common in the nutritional supplement industry, making this a unique issue
for nutrition brands, Villafranco says. He advises to expect a new rulemaking proceeding
from FTC that will target earnings claims.
“There’s no doubt FTC will bring increased focus to multilevel marketers like
Herbalife or Young Living in the next year,”
Villafranco says. “Natural products companies that rely on direct selling models need
to pay very close attention, because chances
are they may have received a Notice of Penalty Offense. Virtually every direct seller did.”

Influencer Marketing Crackdown
in the Works
Influencer marketing has continued its impressive growth in recent years, reaching an
estimated market size of USD $13.8 billion last
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year.4 However, this tactic’s success has also put it on FTC’s radar. In
October 2021, FTC issued Notices of Penalty Offense to over 700 businesses, including major retailers, big-name advertising agencies, and
household name brands, specifically targeting misleading testimonials
or endorsements.5
Influencer marketing is clearly a focus for the FTC, Villafranco
says. While the rules around influencer marketing aren’t new, influencer marketing has become more popular as a marketing tactic,
which means more FTC cases are inevitable. There are, however,
some proactive steps brands can take to ensure compliance.
“We’re going to see more cases,” Villafranco explains. “Companies
in this space need to familiarize themselves with the FTC guidelines. You can’t make stupid mistakes like failing to disclose that
something is an ad, and you can’t just send your influencer a link to
the FTC guidelines and call it a day. You need to track your influencers to ensure they’re complying with the FTC guidelines.”
Explaining the FTC guidelines to influencers in clear, simple
language should be a priority for brands. Influencers must clearly
reveal their brand relationships when posting sponsored content. It
should be easy for consumers to understand what’s an organic post
and what’s an advertisement or endorsement, he advises.

Prepare for Aggressive Enforcement in 2022
FTC and other regulatory agencies are coming into the year with
renewed vigor. Direct selling, multilevel marketing, and influencers
are among the commission’s enforcement priorities this year. Meanwhile, the three incoming Democratic FTC commissioners will be
looking for opportunities to hold company officers personally liable for companies’ regulatory noncompliance. Removing the legal
protection afforded by a corporate structure means the stakes are
significantly higher for corporate leaders in the nutritional supplement space. Brands that want to mitigate their risks would benefit
from a more proactive approach to regulatory compliance, especially if they plan to engage in activities that will draw FTC scrutiny.

Mike Straus is a freelance writer living in Kelowna, Canada. He writes
for trade publications like Hoist, Canadian Chiropractor, Grow Opportunity, and Massage Therapy Canada.
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RETAILING IN 2022:

An Opportunity for Improvement
COVID will continue to impact supplement retailing. But instead
of scrambling to adjust, brands have the opportunity to hone their
omnichannel strategy and improve long-distance retail relationships.

I

f it hasn’t yet become clear, allow us to be the
first to inform you: COVID isn’t going anywhere anytime soon. And supplement brands
need to realize, sooner rather than later, that
working with retailers in 2022 will include more
of the same challenges—and opportunities—
they’ve experienced over the past two years.
According to Natural Grocers (Lakewood,
CO) Vice President of Purchasing Laura Perkins, brands can continue to expect limited
in-person meetings and the ongoing use of
mediums like Zoom and Teams. But that’s
not to say that face-to-face interactions can
(or should) disappear entirely. “Face-to-face
meetings and the combination of alignment, collaboration, and innovation are not
replaced by Teams and Zoom,” says Brian
Hoke, general merchandise manager at The
Vitamin Shoppe (Secaucus, NJ), noting that
it’s more challenging for brands to break into
new retailers without the in-person meetings and trade shows where personal connections are often made. That’s why it’s more
important than ever that brands are in tune
with what retailers need in the coming year
and maximize what meetings they do have,
whether they’re virtual or in-person.
First, Hoke says it’s critical in 2022 that
supplement brands collaborate with retailers on exclusive innovations that enhance
the retailer’s current offerings. “Include and
partner with the retailer’s merchant team
from the beginning of the innovation process, for alignment,” he says. “Shop the retail store and understand where your brand
and product fit, and if it has a purpose. You
can’t just be good; you need to be better than
28

what you replace.” For Natural Grocers, the
brands that best fit on its shelves understand
its stores as well as the principles, standards,
and goals that guide its business. “At Natural
Grocers, we have very high standards for all
of our products, including vitamins and supplements,” says Perkins. “All products must
go through a vetting process before making
it to our shelves, and we won’t carry a product if it does not meet our criteria.” As such,
it’s important for brands to understand each
store’s unique criteria as well as why they’re
important to the retailer and its customers
throughout the process of developing relationships as well as products. But remaining
mindful of a store’s values isn’t a task limited
to determining which ingredients go into a
product; Perkins says brands must also look
at supporting efficiencies in ordering and
shipping as well as reducing packaging and
packaging waste if these values are important to a brand’s target store and consumer.
Indeed, shipping is becoming a huge differentiator for brands, says Hoke, and it’s his
opinion that supplement brands must ship
95% of their orders on time in order to be
valued by a retailer. “Retailers can no longer
wait for a brand’s current item to be in stock,
as they must support the customer, and need
to move on from partners who can’t support
forecasted inventory needs,” he says, which
have increased during COVID as more people
shop online in addition to in store. Indeed,
Hoke says that supplement retailers will
want to partner with brands capable of filling
orders from customers who shop both ways.
“Brands should expect retailers to require an

omni partnership and not be store-only,” he
says. “Our Vitamin Shoppe customers love to
experience both our stores and web business,
and we will support our customers.”
If you ask Hoke, it could take several years
until consumers return to their pre-COVID
behaviors, and COVID is not likely to ever go
away entirely. As shipping and supply chain
concerns mount, it’s important to retailers
that brands be aware of their pipeline concerns, invest the money needed to improve
them, prioritize distribution, and be aware
of the changes in customer needs and shopping habits, says Hoke, especially as more
consumers are newly prioritizing wellness
and shopping where experts can support
them on their journey. “Education and innovation will continue to give customers a
reason to be in store, and those who invest in
this will position their business for the next
10 years,” he says. At Natural Grocers, Perkins
says brands should continue to provide more
transparency and science-based data, which
helps the store’s standards team vet products
against store guidelines—and can also help
employees on the floor educate consumers
coming in with questions. “Lastly, invest in
customer acquisition and retention, as the
wellness business will continue to have incredible growth for the foreseeable future,”
says Hoke, especially as more consumers
prioritize their health amidst a pandemic.

Melissa Kvidahl Reilly is a freelance journalist
and copywriter specializing in the health and
wellness industry.
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Data Is the Key to
Successful E-commerce
in 2022 and Beyond
The best e-commerce strategies will meet COVID-era
direct-to-consumer needs but also serve as a data mine for
future consumer behaviors and brick-and-mortar retail trends.
BY MELISSA KVIDAHL REILLY

A

30

The greatest opportunity brands have in
e-commerce isn’t necessarily increased sales;
instead, it’s the breadth of real-time data
and intelligence, says 1010data’s Frank Riva.
ClearCut Analytics, an e-commerce insights and services company. “This gives
data-driven brands an advantage on their
competitors by having a more thoughtful
approach when building out their growth
strategy.” Hesketh says e-commerce supplement brands must be able to manage their
stock percentages, as maintaining healthy
inventory is critical.
At 1010data, Riva says e-commerce
data should be leveraged for a more
complete understanding of consumer
loyalty and retention, which is key to any
growth strategy. “A better understanding
of post-purchase behaviors is a critical
component to any loyalty and retention
strategy,” says Riva. “If customers don’t
remain loyal, they end up going through
the consideration phase each time they
look to purchase your brand or a competing one. They are essentially back to

square one at the pre-purchase stage.”
This means that brands are now tasked
with winning these consumers back
and taking on costs to re-acquire them,
which can be five times or more costly
than it is to retain them, says Riva.

Omnichannel Success
The benefits of leveraging e-commerce data
aren’t limited to increasing online business.
It can also help brands establish a successful omnichannel strategy. “Even as we see

To read more about
retail trends, visit:
NutritionalOutlook.com
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t the height of the COVID-19 pandemic, almost everything went online: school, work, holiday gatherings,
and, of course, shopping. Euromonitor
says that though the economy has been
steadily transitioning to digital solutions
over the last five years, the pandemic
accelerated this transition substantially, driving companies to significantly
up their investments in digital tools
and e-commerce. In fact, Euromonitor
found that, from now through 2025, 35%
of companies globally plan to increase
their investments in B2B e-commerce
solutions.1
According to Frank Riva, vice president of marketing at analytical intelligence firm 1010data (New York City),
the greatest opportunity brands have
in e-commerce isn’t necessarily increased sales; instead, it’s the breadth
of real-time data and intelligence that, if
leveraged properly, can catapult a brand
to the next level. The challenge? Brands
must prioritize and invest in analyzing
the fragmented, siloed, and often challenging amount of data newly at their
fingertips.
“With the amount of data that is out
there today, brands need to track competitive pricing, monitor trends in-store and
online, and understand what sets them
apart from others,” says Joe Hesketh, director of client success at Chicago-based

sellers to capitalize on the power of
video content in addition to the more
typical image-based ads. His tips? Show
the product within the first couple of
seconds, keep the video between 15 and
30 seconds, highlight product differentiators, and loop the video to make sure it
doesn’t abruptly end.
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YOUR SOURCE FOR NATURAL

FlaxSeed Oil
Oil derived from Flax Seed is a rich
source of the essential fatty acids,
Omega-3 and Omega-6, and is used
in many nutritional supplements.

Amazon Basics

Vegetable Oils
Abyssinian
Acai
Almond
Apricot
Argan
Avocado
Black Currant
Borage
Canola
Chia

Evening Primrose
Grape Seed
Hazelnut
Hemp Seed
Hydrogenated Oils
Marula
MCTs
Olive
Perilla
Pomegranate

Pumpkin
Rice Bran
Rose Hip
Sacha Inchi
Safflower
Sea Buckthorn
Sesame
Sunflower
Walnut
Wheat Germ

Miscellaneous Ingredients

Marine Oils
Cod Liver
Fish Liver
Krill Oil
Omega-3 Fatty Acids
Salmon
Squalane
Squalene
Tuna

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

Nutritional Outlook October 2018

When dipping their toe into e-commerce,
the first place many supplement brands go
is Amazon. But it’s not as easy as it seems,
says Hesketh.
“Brands need to be aware of the intricacies of Amazon and the complexities
that come with it,” he says. “Amazon is
unlike other marketplaces and is always
evolving its selling features—meaning
it takes a certain internal skill set or
necessitates outsourcing professionals
to manage. Someone with little to no
Amazon experience should not be managing the Amazon channel for a brand.”
Indeed, Amazon opens many doors for
supplement brands and ingredient suppliers, but is not without its challenges.
One aspect that’s a bit unique to Amazon
is, unlike conventional selling channels,
Amazon can attract bad actors who can
easily purchase product, drive the price
down, poorly represent brands, and even
put consumers at risk.
One way to invest wisely in an e-commerce platform like Amazon, says Hesketh, is to optimize online listings and
focus on products’ benefits and features.
In particular, he sees high returns on
videos made for Amazon product pages, as well as for brands that invest in
Sponsored Brands videos, which allow
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We specialize in delivering the finest quality all-natural marine &
vegetable oils and specialty ingredients at remarkably competitive prices.
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ARISTA INDUSTRIES, INC.
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many traditional brick-and-mortar retailers
scale back on their number of physical locations, we see direct-to-consumer brands
doing just the opposite and extending their
physical presence,” Riva says. This is a case
where a strong online presence can translate to more brick-and-mortar opportunities, says Hesketh, as retailers look at online
performance when evaluating products to
put on their shelves, including product reviews, price points, and branding.
Once an omnichannel presence is established, online sales trends can continue
to inform a traditional retail strategy, says
Hesketh, as trends happen in e-commerce
about 18 to 24 months before they trickle
down to brick-and-mortar. “Being able to
identify these trends early on gives brands
the best possible chance at growing revenue through new product innovation and
launches,” he says.

FAX 203-761-4980

info@aristaindustries.com
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Packaging for
the Long Haul
E-commerce packaging considerations run the gamut—
and it’s about more than just securing the product.

I

t’s tempting to think that the COVID-19
pandemic single-handedly caused
the recent e-commerce boom. After all,
Statista says that global online retail
traffic reached a record 22 billion monthly visits 1 in June 2020, with demand exceptionally high for everyday items like
groceries and clothing. But the truth is
that there were other catalysts at play
long before quarantine became common
and COVID-19 lit a match in the powder keg. Namely, the rise of smartphones
portended this boom, with mobile visits
accounting for almost 70% of all online
retail visits worldwide, Statista says, indicating that consumers are increasingly
interested in making a purchase without ever setting foot in a store—or even
stepping over to their desktop or laptop
computer.
Still, many brands found themselves
scrambling to establish an online presence and prepare their products for
direct-to-consumer shipping during
the last year. This spawned questions
like: How does my product’s packaging
lend itself to small parcel delivery? Is
my packaging going to look wasteful to
consumers? What does my product look
like on a computer screen? Is my packaging even practical anymore?
“E-commerce packaging has its own
unique design and logistical considerations,” says Shar Puskala, director of
program management and operations
32

at Berlin Packaging (Chicago). First, unlike traditional retail, where products are
shipped in cases to the store and only handled as a single unit at the point of sale, an
e-commerce package is broken out of that
case pack as soon as it hits the warehouse.
“It may be handled up to three times more
than packaging sold through traditional
retail,” says Puskala, “and those additional

“E-commerce packaging
needs to be designed
to hold up to
rigorous conditions and
rough treatment,”
says Berlin Packaging’s
Shar Puskala.

touchpoints mean more chances for product or package damage.” The most frequent
failures are impact and leak resistance for
liquids, she says, since bottles are generally
well protected in traditional retail but may
lay on their sides unsecured with other
items in an e-commerce setting. “Therefore, e-commerce packaging needs to be
designed to hold up to rigorous conditions
and rough treatment,” she says. To that

end, Berlin Packaging recently developed
the MODA pump, a stylish and durable
personal care pump package that’s certified per Amazon protocol to withstand the
rigors of e-commerce. This serves as an alternative to double- or even triple-sealing a
package to prevent leaks.
Beyond functionality, there are other
packaging elements that brands operating in e-commerce need to consider. First,
brands need to be mindful of how their
packaging graphics look to an online consumer, Puskala says, and graphics need to
stand out on a computer monitor, tablet
screen, and phone. Increasingly, sustainability is also important to consumers
who, thanks to e-commerce, are getting a
front row seat to a brand’s packaging that
they didn’t get at brick-and-mortar retail.
“At Berlin Packaging, we look at sustainability from a holistic point of view,”
says Puskala. “A good sustainability
strategy will consider the environmental
footprint for both product and package.”
Berlin experts consider material weight,
energy use, water use, and emissions,
along with material extraction, transport,
and processing when determining a sustainable plan. “For example, a thin-walled
bottle may be light-weighted, but it may
also require a secondary packaging such
as a plastic bag or additional tape to keep
it safe,” she says, “and those additional
secondary materials may not be easily
recycled.”
JANUARY/FEBRUARY 2022
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Brian Birch, chief supply chain officer
at Netrush (Vancouver, WA), has seen
increased interest in post-consumer
waste material, so much so that there’s
actually a shortage right now. “Beforehand, there was a surplus of material,”
he says. “Now, like most items, there is
an increased lead time, and the pricing
has risen considerably.” Eco-mailers that
are 100% recyclable are another popular
option, he says, since the unrecyclable
bubble layer in traditional mailers was
unattractive to brands that all of a sudden had to send out more mailers than
ever to shoppers increasingly focused on
sustainability. “Recent innovations by
multiple brands have found ways to incorporate a liner that is 100% recyclable
and uses a variety of different materials
such as glue and paperboard,” he adds.
In addition to sustainable alternatives, other packaging innovations are

making e-commerce more secure than
ever. For example, Birch says innovations in auto-bagging will integrate
the packing process so that there is
less need for human touches. And,
radio-frequency identification (RFID)
is increasingly being attached to
packaging to provide consumers and
professionals along the supply chain
with more information than ever. “It’s
about investing in the customer experience,” he says.

result in steep fees not only to cover parts
and labor for securing the packages for
safe transit but also to cover for damages
due to inadequate packaging design,” she
says. And, it’s not just Amazon upping
their pricing. Birch says that FedEx also
added a charge for poly-mailers soon after the e-commerce spike.
One additional cost brands can’t afford
to pay? If a product arrives to the end
consumer leaking or broken, it can affect
a brand’s reputation, which is priceless.

Additional Costs
Rethinking a product’s packaging for
seamless shipping is just the beginning.
As Puskala points out, online retailers
like Amazon charge for parts and labor
when extra measures like bagging are required. “With Amazon, if SKUs have not
been pre-certified as e-commerce compliant, or repeat damages occur, this may

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

Lessons to learn from COVID-related NAD cases

T

he COVID-19 pandemic has prompted a substantial increase in consumer
demand for immune health dietary supplements. Sales of elderberry products, for example, doubled after the start of the pandemic.1
While this uptick in sales activity has created
opportunities for immune health products,
brands must toe a careful line in order to avoid
a NAD complaint or FDA warning letter.
The National Advertising Division (NAD)
of BBB National Programs isn’t a regulatory
body, which means its rulings aren’t legally
binding. However, NAD often refers unresolved cases to the Federal Trade Commission
(FTC) for investigation and legal enforcement.
Several NAD cases have shown that it’s
easy for brands to find themselves in hot water if they aren’t vigilantly policing their marketing. Here are some of the COVID-related
NAD cases that bear lessons for brands.

Steer Clear of Implied Treatment
and Prevention Claims
Most marketers know that supplement
brands can’t make explicit disease-treatment claims (i.e., one cannot claim that a
dietary supplement treats, cures, or prevents COVID-19 or any other illness). But
even if your advertising doesn’t explicitly
claim that your product can treat or cure
COVID-19, an implied disease-treatment
or disease-prevention claim can still be
problematic. Two of the NAD cases decided in 2021 involved social media ads
and sponsored posts that contained implied disease-treatment claims for dietary supplements.
34

Laura Brett, vice president of the National
Advertising Division at BBB National Programs (New York City), opened the case investigating a social media ad for Pendulum
Glucose Control by Pendulum Therapeutics
(San Francisco) to inquire whether the ad
crossed a line.
“The post referred to ‘new hope’ about
butyrate-producing probiotics, like Pendulum’s own product, potentially curbing
COVID-19,” Brett says. “The post linked to
a study that assessed this connection.”
COVID-19 disease-prevention claims
are equally dangerous for brands. In another case decided in 2021, NAD reviewed
advertising for apple cider vinegar gummies by Goli Nutrition (West Hollywood,
CA). The advertisement made implied
immunity-boosting claims in connection
with COVID-19. Brett says Pendulum and
Goli both agreed to discontinue the disputed claims after NAD review.

Advertisers Are Responsible
for Their Influencers
Influencer marketing has quickly become a
popular and effective method for marketing
supplements and functional foods. However, brands that opt to partner with influencers on immune health product campaigns
should know that a brand can be held accountable for claims made by its influencers.
This was the message NAD sent in 2020
when it launched an inquiry into Optivida
Health (Orem, UT), a nutritional supplement
brand that sells liquid silver supplements,
among other products. NAD had initiated the

inquiry after a routine monitoring program
turned up a Twitter post by Optivida that
featured a video of televangelist Jim Bakker
selling Optivida Silver Solution as a treatment
for COVID-19. Bakker, who was convicted of
fraud in 1989 and spent four years in federal
prison2, currently hosts a Christian apocalyptic survivalist Internet television and radio
show. The NAD inquiry in question involved
claims Bakker had made while acting as an
influencer for Optivida, including the claim
that Optivida’s silver solution could treat or
cure COVID-19.
Optivida responded to the NAD inquiry by
explaining that it had already permanently
discontinued the Jim Bakker video in response
to unrelated cease and desist orders from law
enforcement. Optivida then voluntarily removed other social media posts referencing
silver as a COVID-19 cure and discontinued
its relationship with “The Jim Bakker Show.”3
Brett says this case demonstrates that
advertisers are responsible for educating
their influencers on what can and cannot
be said about a product. When working with
influencers, it is the brand’s responsibility to
explain to the influencer that any express or
implied claims, including those conveyed in
photos or hashtags, require substantiation.
“On an ongoing basis, we find it useful
to explain the rules of the road about advertising law,” Brett notes. “NAD has blogs
and a podcast series in which it examines
the basics of claim substantiation, including how to substantiate health claims. We
recommend listening to our podcast on
health-related claims, as well as reading our
JANUARY/FEBRUARY 2022
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blog posts on misleading endorsements and
testimonials and on influencer marketing.”

Make Compliance Reviews a Priority
Quickly resolving a NAD complaint is a good
business practice for brands. But an even better practice is performing regular internal compliance reviews of your brand’s assets before a
warning letter makes its way to your doorstep.
Megan Olsen, vice president and associate
general counsel for the Council for Responsible Nutrition (Washington, DC), says brands
should get ahead of potential regulatory action
by conducting internal compliance reviews.
A compliance review would address not only
product labeling and websites, but also claims
made on social media and through influencers.
“As with all claims review, it is important
that companies have a robust marketing review system that includes legal, regulatory,
marketing, and other stakeholders,” Olsen
says. “With regard to COVID-19 claims,
companies should carefully review their advertising for references or images that connect a claim to an effect on COVID-19.”
Olsen notes that the ban on disease-treatment claims does not contain any exceptions for substantiated claims, regardless
of the state of evidence available. The FDA,
she says, provides robust guidance on the
kinds of structure/function claims that dietary supplements are permitted to make. In
some cases, though, Olsen says brands may
have an additional route available.
“If companies believe they have substantial evidence of a dietary ingredient’s effect
on COVID-19, they could petition the FDA to
review the evidence and claim to determine
if it meets the standard for a health claim or
qualified health claim. If approved, food and
supplement companies could make a specified claim that a substance reduces the risk
of a disease or health-related condition.”

to treat, cure, or prevent COVID-19. Immunity
brands can ensure continued compliance with
FDA regulations and the law by avoiding disease-treatment and disease-prevention claims
(whether express or implied), keeping a watchful eye on the influencers they work with, and
conducting regular compliance reviews.

Mike Straus is a freelance writer living in Kelowna,
Canada. He writes for trade publications like Hoist,
Canadian Chiropractor, Grow Opportunity, and
Massage Therapy Canada.
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COVID-19 Resurgence Demands
Continued Vigilance
The COVID-19 pandemic is far from over. Even
with 60% of the U.S. population fully vaccinated4, cases and deaths continue to increase.
Many impressionable consumers who are skeptical of vaccines are far more willing to embrace
nutritional supplements as treatments or preventative therapies, despite the fact that no nutritional supplement is currently FDA-approved
NUTRITIONAL OUTLOOK

■

JANUARY/FEBRUARY 2022

35

Ingredients to Watch

The 2022 List
Sleep-Support Ingredients • Immune Health Ingredients • CBD • Cognitive Health Ingredients
Ashwagandha • Collagen • N-acetyl-L-cysteine (NAC) • Plant Protein

Sleep-Support Ingredients
COVID-19 robbed us of many of the things we love. Sleep is one of them.
“The American Academy of Sleep Medicine found that Americans
continue to report sleeping problems since the start of the pandemic,
and the increase in stress levels can attribute to this growing sense
of restlessness,” says Hanan Wajih, chief marketing officer for supplements brand Natrol.
Though the pandemic exacerbated the problem, struggles with
sleep aren’t new. Graham Sorkin, chief of staff at The Functional
Chocolate Company, cites a 2018 Consumer Reports survey1 that
found 80% of Americans even back then reporting trouble sleeping
at least once a week.
The problem hasn’t gotten better. A November 2021 survey2 of
2000 U.S. adults sponsored by supplements brand Life Extension
found that while 91% of Americans surveyed believe sleep is important to health, 59% said they feel tired most of the time.
Sleep-support products are in high demand these days.

36

“Consumers continue to seek out natural sleep solutions, maintaining the momentum in sales from 2020,” says Wajih, adding, “Through
2021, consumers have continued to focus on health and wellness habits, including sleep regimens. Consumers are purchasing pillows, sleep
masks, trying sleep apps, and experimenting with sleep supplements
as part of a multistep sleep solution customized to their needs.”
Sleep is now viewed as integral to total health. “Overall, health
and wellness have been more top of mind than ever before, and there
is a growing interest in taking a holistic approach to health,” says
Susan Mitmesser, PhD, sleep expert and vice president of science
and technology for Pharmavite LLC, and a member of Nutritional
Outlook’s Editorial Advisory Board. For instance, she says, “The increased interest in immune support over the last 18 months is not
surprising, but what we may not have anticipated is how it has led
to a greater understanding of how interconnected immunity is to
our stress levels and quality of sleep. We know that sleep is key in
terms of day-to-day function, but it’s an essential part of the body’s
healing process and immune response to infections. Managing your
stress allows you to have more productive sleep, which gives
your body the time needed to restore. Given that sleep
issues affect 50-70 million Americans during the best
of times, it’s not surprising that sleep has quickly become a key focal point for personal health.”
Pharmavite and its flagship brand Nature Made
dug into consumer insights around sleep in 2021.
“We learned more about what the consumer is looking for by conducting Nature Made’s ‘United States of
Wellness Survey,’” Mitmesser says. “The survey showed
that sleep issues are at the forefront of many Americans’
minds, with 50% considering improved sleep as their top
mental health goal of 2021. The repercussions of poor sleep
affect other aspects of one’s life as well. Nearly 40% of those
polled reported that their sleep issues are negatively affecting
their personal lives, and 30% indicated that it is interfering with
JANUARY/FEBRUARY 2022
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Nutritional Outlook thanks the experts at SPINS LLC
for sharing research data and insights for this story.

their professional lives. This shows that consumers are more in tune
with their bodies and more well educated on how sleep impacts
their quality of life overall.”
Younger consumers are prioritizing sleep and looking for help as
well. Wajih at Natrol reports, “We’re seeing the VMS [vitamin, mineral,
supplement] category really resonate with the younger health-andbeauty-conscious generations. More and more people are interacting
with sleep-support products on social media and highlighting their
wellness routines to their peer groups—notably, Gen Z and Millennials, with 48% of this group reporting using VMS for ‘self-care.’”
With more consumers seeking natural alternatives, sleep supplements, foods, and beverages may have a leg up on pharmaceuticals.
Sorkin points out, again citing Consumer Reports data3, that of the
80% of Americans who in 2018 reported trouble sleeping at least
once a week, “31% of those use a sleep aid or medication.” However,
“Nearly 6 out of 10 people taking sleep medications reported side
effects such as feeling drowsy, confused, or forgetful the next day,”4
he notes.
“Seeing statistics like this,” Sorkin continues, “it seemed obvious
that we should offer a better, safer, side effect–free option for those
sleepless nights.”
Indeed, consumers are turning to sleep supplements and natural
products in droves. The Life Extension survey2 found that 82% of
U.S. consumers polled said they are interested in vitamins and supplements that can improve quality of sleep. At Natrol, Wajih says,
“We’ve experienced increased demand for sleep products across all
retail outlets, including brick-and-mortar, and online. The pandemic has propelled consumer VMS use up nearly 20%.”
Francis Lau, PhD, FACN, director of science and regulatory for
supplements brand OLLY, told Nutritional Outlook in December 2021,
“Consumers are increasingly looking for sleep aids to help them battle
‘corona-somnia’ (insomnia caused by the pandemic). In particular, the
sleep category has grown 29%, or $1.1 billion, in the latest 52 weeks.”
These reports are also supported by a recent analysis5 by retail analytics provider ClearCut Analytics (Chicago), which looked at sleep
and stress supplements specifically sold on Amazon.com. As ClearCut notes, “To better understand consumer preferences, e-commerce
insights—particularly from Amazon—are where brands, retailers,
and suppliers should first turn for a sneak peek into what’s trending
and how to successfully innovate.”
ClearCut says sales of stress- and sleep-support supplements are growing rapidly online, noting that the two conditions go hand in hand. “As of
September 2021, sales of stress-relief and sleep-support supplements grew
by 31% and 55% year-over-year (YoY), respectively, on Amazon. While
gains are partially due to the COVID-19 pandemic pushing consumers to
e-commerce, it’s also clear that consumers are still spending more online
than they did prior to the pandemic and will likely continue to do so.”
There are more than 240 brands of sleep-support supplements sold
on Amazon, led by companies like Natrol, OLLY, Carlyle Nutritionals,
Zarbee’s Naturals, and Vicks ZzzQuil. ClearCut further states: “While
the top 10 brands make up over 50% of the subcategory market share,
there is still room for new brands and current brands to grow and compete. For example, in this past year, the subcategory has seen the number of brands generating over $1 million in annual sales go from 34 to 42.”
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ClearCut offers this advice: “Stress-support and sleep-aid products
undoubtedly have the opportunity to connect with more customers
than ever before. However, to succeed, products must cater to evolving and increasingly savvy consumer demands.”
One of those demands is products that address not only sleep but
also concerns related to sleep health. “We are seeing more multifunction supplements hitting the shelves,” says Haleigh Resetar, corporate
communications specialist at SPINS LLC (Chicago). “The addition
of elderberry to sleep supplements is a good example of this trend,
especially considering the recent pandemic when consumers were
searching for immunity-boosting supplements.”
Multi-Outlet Channel (United States)
Top 25 Bestselling Functional Ingredients
Functional Ingredient

Current Dollars

Year-Ago
Dollars

Protein - Animal &
Plant Combo

$1,584,524,320

$1,442,056,177

9.9%

Protein - Animal (Multi)

$908,868,403

$749,368,510

21.3%

Probiotic Supplement

$788,340,400

$762,183,982

3.4%

Vitamin C (not Ester-C)

$739,108,634

$806,054,624

-8.3%

Melatonin

$728,397,771

$569,556,878

27.9%

Vitamin D

$619,619,783

$493,811,663

25.5%

Protein - Animal
(General)

$559,014,212

$482,656,042

15.8%

Multivitamin (Women)

$542,242,839

$476,988,160

13.7%

Specialty Remedies
(Homeopathic)

$395,692,802

$490,419,094

-19.3%

Multivitamin (Adult)

$364,407,974

$346,891,898

5.0%

Misc Supplements
(Other)

$323,790,962

$212,633,667

52.3%

Multivitamin (Children)

$309,433,857

$307,091,818

0.8%

Protein - Animal
(Whey)

$299,070,048

$262,112,514

14.1%

Vitamin B12

$273,159,770

$259,855,548

5.1%

Elderberry

$272,367,553

$257,270,328

5.9%

Calcium

$253,221,603

$268,386,871

-5.7%

Fish Oil Concentrate

$253,066,683

$251,243,697

0.7%

Multivitamin (Men)

$251,419,472

$222,278,343

13.1%

Biotin

$247,879,845

$236,367,132

4.9%

Psyllium

$246,285,589

$244,976,606

0.5%

Caffeine

$244,712,188

$189,436,379

29.2%

Taurine

$241,551,057

$228,435,998

5.7%

Collagen Products

$241,184,501

$154,416,178

56.2%

CoQ10

$209,054,323

$198,279,230

5.4%

Glucosamine/
Chondroitin Combo

$199,453,534

$203,024,598

-1.8%

% Change

Time period: 52 weeks ending October 31, 2021
Source: SPINS Multi-Outlet Channel (powered by IRI) covers the Grocery Outlet
(stores with $2 million+ annual ACV), the Drug Outlet (chains and independent stores,
excluding Rx sales), and selected retailers across Mass Merchandisers, including
Walmart, Club, Dollar, and Military, representing over 108,000 retail locations.
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Natural Enhanced Channel (United States)
Top 25 Bestselling Functional Ingredients
Current Dollars

Year-Ago
Dollars

Probiotic Supplement

$119,833,572

$126,852,573

Collagen Products

$67,338,613

$62,796,393

7.2%

Protein - Plant (Multi)

$65,999,376

$66,915,000

-1.4%

Fish Oil Concentrate

$56,278,955

$57,189,421

-1.6%

Vitamin D

$44,956,322

$37,911,444

18.6%

Magnesium

$43,045,566

$40,212,914

7.0%

Cannabidiol (CBD)

$41,901,832

$56,305,360

-25.6%

Multivitamin (Women)

$41,185,112

$41,281,503

-0.2%

Turmeric

$38,015,316

$40,931,891

-7.1%

Vitamin C (not Ester-C)

$37,660,010

$44,412,491

-15.2%

Elderberry

$32,412,039

$53,402,363

-39.3%

Specialty Remedies
(Homeopathic)

$28,245,514

$36,901,906

-23.5%

Calcium/Magnesium
Combo

$24,825,239

$25,253,398

-1.7%

Multivitamin (Men)

$22,196,143

$21,543,550

3.0%

Vitamin B Complex

$19,976,463

$20,375,954

-2.0%

Zinc

$19,285,591

$15,868,580

21.5%

Digestive Enzymes
(Other)

$18,154,750

$18,144,547

0.1%

Vitamin B12

$16,614,039

$16,276,677

2.1%

Protein - Animal
(Whey)

$16,346,719

$17,600,481

-7.1%

Ashwagandha

$16,186,420

$13,427,231

20.5%

Grass
(Wheat or Barley)

$16,173,058

$17,124,245

-5.6%

Multivitamin (Children)

$15,719,370

$17,408,826

-9.7%

Multi-Minerals

$15,647,886

$13,002,588

20.3%

Melatonin

$15,205,236

$13,686,107

11.1%

Multivitamin (Adult)

$14,777,654

$16,042,948

-7.9%

Functional Ingredient

% Change

-5.5%

Time period: 52 weeks ending October 31, 2021
Source: SPINS Natural Enhanced Channel comprises full-format stores with $2 million+
in annual sales and 40% or more of UPC coded sales from natural/organic/specialty
products. It includes co-ops, associations, independents, and large regional chains
(excluding Whole Foods & Trader Joe’s). This channel breeds innovation and sustains the
level of authenticity and high product standards that define the industry. It represents
more than $30 billion in total sales and encompasses more than 1900 stores.

Supplement brands are seeing the same trend. “Products with
dual health benefits will continue to drive consumer interest,” agrees
OLLY’s Lau. “For example, OLLY recently launched Muscle Recovery Sleep, which helps consumers have a good night’s sleep and also
helps ease muscle soreness due to extraneous exercise.”
Wajih at Natrol points out that multipurpose products especially
attract first-time supplement users who may be less knowledgeable
about individual ingredients, who may prefer shopping for an overall
health need, and who may find multifunctional products more convenient to take.
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“Through various consumer research at Natrol, a consistent theme
we found was that new users to the VMS category are often interested in simple solutions that address multiple wellness benefits,” she
says. “This research inspired our innovative Natrol Sleep+ line—a
drug-free sleep aid that blends melatonin and secondary ingredients
to support immune health, feelings of calm, and beauty benefits.”
By offering both multifunctional sleep products and traditional
single-ingredient supplements, companies can ensure they are meeting the needs of all shoppers. “With the rising interest in health and
wellness, sleep is a concern for all generations,” Wajih says. “We’re
continuing to innovate products that welcome new consumers with
a convenient ‘all-in-one’ gummy, like our Sleep+ line that promotes
the benefit of the product, while providing legacy users with products
that are ingredient-focused and target a single purpose, like our melatonin products or vitamin supplements.”
In this way, it’s all about personalization, says Pharmavite’s Mitmesser,
a theme sweeping the entire supplements and nutrition market. “At this
moment, the focus is on personalization and curation. As consumers
start to think more holistically about their health, we’re looking at how
we can curate ingredients to deliver support for their particular needs,”
she says. “Our recently expanded sleep portfolio is a great example of
that. Not only are we offering solutions that support a more complete
range of sleep issues through a variety of forms and flavors, but we’re also
bringing different ingredients together to do multiple jobs. Our Sleep &
Beauty gummies combine melatonin to help you naturally fall asleep
faster with biotin, which may help support healthy hair, skin, and nails,
along with hydrolyzed collagen, vitamin C, vitamin A, and vitamin E.”
Designing sleep products for specific customers also lets them know
the product is just for them, raising the likelihood they’ll buy. Last summer, sports nutrition brand TB12 launched a sleep supplement for athletes called TB12 Sleep containing ingredients like L-theanine, chamomile, GABA, magnesium, and melatonin.
“We launched the TB12 Sleep Supplement in August 2021,” says
Lauren Blanda, vice president, product and marketing, for the company. “As a brand hyper-focused on recovery, we’re constantly promoting
and educating on the role of proper sleep in our recovery equation.
Over the last year, we kept hearing from our clients and customers
how the pandemic has made it increasingly difficult to maintain a
consistent sleep routine. Between our emphasis on the importance of
sleep with regard to recovery and the needs of our customers, we felt
this was the ideal time to release our proprietary sleep formula.”
Blanda adds, “While we never want to say sleep is more important
for one group of people than another, there’s no denying the significance of sleep in an athlete’s performance. Whether you’re a professional athlete, or simply looking to stay fit, sleep accelerates the critical
process of healing and recovery, allowing you to perform pain-free.”
For athletes, Blanda continues, “A good sleep product easily integrates
with an athlete’s lifestyle and supports several aspects of recovery.
The formula includes natural, science-backed ingredients; promotes
physical and mental healing; and doesn’t leave you feeling drowsy the
following day. These are all attributes we incorporated in TB12 Sleep.”
Another way to accommodate customers is with delivery system.
People want to take their supplements in different ways, and companies are working hard to make sure there’s something for everyone.
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Natrol’s Wajih reports, “Among Natrol Melatonin formulas for
adults and kids, gummies continue to grow as a popular format.
Gummies offer convenience and great taste. They are also non-GMO,
gluten free, gelatin free, and have no artificial sweeteners, synthetic
dyes, or preservatives—product attributes consumers are favoring as
healthy living continues to be a priority.”
ClearCut reports that on Amazon.com, “Gummies hold the greatest market share in the sleep-support subcategory, with 29% [market
share], and also grew the fastest, [at a rate of] 66% YoY. Chewables
are another delivery form to watch that only holds 4% market share
but is growing at a similar pace to gummies, at 64% YoY.” Between
those bookends, there are tablets (at 28% market share and 53%
growth), capsules (at 23% market share and 44% growth), and liquid
supplements (with 7% market share and 51% growth).
Don’t rule out the promise of functional foods and beverages, either.
Last June, The Functional Chocolate Company launched its Sleepy
Chocolate bar containing ingredients like chamomile, valerian, lavender, lemon balm, magnesium, and melatonin. Says Sorkin: “Nighttime
teas are commonly used by people of all ages all over the world, in
addition to more traditional pills and tinctures. However, other food/
drink options for sleep support are still few and far between. We believe that consumers generally prefer chocolate over many other traditional delivery mechanisms for nearly any condition. The reception of
this product proves that out. Unsurprisingly, in the weeks after launch,
Sleepy Chocolate quickly became one of our top-selling products.”
He adds: “Chocolate offers numerous benefits both as a functional
food and as a delivery mechanism for other ingredients. Even without the inclusion of vitamins, minerals, amino acids, and botanicals,
chocolate is already a functional food loaded with flavanols, antioxidants, and minerals such as magnesium, an ingredient that has been
studied extensively as a sleep aid. The naturally occurring healthy
fats in chocolate act as a carrier that may improve bioavailability of
the functional ingredients that we add. Further, while chocolate is
being chewed, the brain has an opportunity to alert the digestive system to prepare for nutrients, which further improves potential bioavailability. Finally, many of us enjoy a small treat to wrap up our day
and prepare for bedtime, so chocolate that serves as both an indulgence and a delivery format for trusted sleep aids just makes sense.”
If consumers like taking your product, they’re more likely to stick
with it as a long-term solution, Lau points out. “At OLLY, we strive to
make vitamins and supplements that are delightful so that people enjoy taking them and are more likely to add them to their routine. For
every product we make, we think about taste, texture, size, and anything else that impacts the experience of taking the product. Our goal
is to make people’s lives better and support them in their wellbeing.”
But also, Pharmavite’s Mitmesser adds, “While consumers
tend to have preferences in the form their vitamins take, when

Multi-Outlet Channel (United States)
Ingredient Sales (By Health Focus)
Excludes Private-Label Brands

Health Focus

Current Dollars

Year-Ago
Dollars

Cold & Flu

% Change

$1,493,898,779

$1,700,448,002

-12.1%

Energy Support

$931,156,311

$842,380,025

10.5%

Digestive Health

$895,414,290

$861,296,699

4.0%

Sleep

$762,375,990

$584,228,778

30.5%

Cardiovascular Health

$675,165,165

$640,229,607

5.5%

Bone Health

$612,484,489

$537,273,552

14.0%

Weight Loss

$561,557,755

$580,921,883

-3.3%

Performance

$477,491,379

$425,888,367

12.1%

Cognitive Health

$366,178,077

$230,256,369

59.0%

Hair & Skin & Nails

$336,155,472

$283,922,817

18.4%

Time period: 52 weeks ending October 31, 2021
Source: SPINS Multi-Outlet Channel (powered by IRI) covers the Grocery Outlet
(stores with $2 million+ annual ACV), the Drug Outlet (chains and independent stores,
excluding Rx sales), and selected retailers across Mass Merchandisers, including
Walmart, Club, Dollar, and Military, representing over 108,000 retail locations.

it comes to sleep support, consumers are looking for what will
best support their particular issue. For example, Nature Made’s
Extended-Release Melatonin is a specially formulated tablet that
contains 4 mg melatonin in two different layers to help you fall
asleep faster and stay asleep longer. For a consumer who has
trouble falling and staying asleep, the support this product provides is more important than the form it comes in.”
How is growing demand for sleep-support products benefiting
the sleep supplements ingredients market? Incredibly. To start
with, look at overall ingredient sales in the U.S. sleep supplements
category last year, in both the mainstream and natural channels.
Per SPINS multioutlet channel tracking, powered by IRI, U.S. mainstream sleep supplement ingredient sales grew a significant 31% in
the year ending October 31, 2021, reaching $762 million compared
to $584 million a year ago. Per SPINS natural enhanced channel
tracking, natural sleep supplement ingredient sales in the U.S. grew
11% in the year ending October 31, 2021, reaching $33 million compared to $30 million a year ago.
Melatonin remains, far and away, the category leader—with growth
showing no signs of stopping. In the mainstream sleep ingredients
market alone, melatonin sales grew a significant 31% last year, reaching $698 million compared to $531 million a year ago. By comparison,
other ingredients in the mainstream sleep channel command much
less market share, with valerian and L-theanine, for instance, each
bringing in about $6 million in mainstream sales last year. In the natural sleep ingredients market as well, melatonin is the frontrunner,
with sales growing 12% last year, reaching $14 million.

LISTEN to the February episode of
The Nutritional Outlook Podcast featuring
Scott Dicker, senior market insights analyst for SPINS.
40

JANUARY/FEBRUARY 2022

■

NUTRITIONAL OUTLOOK

Start Your Year Right
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

Ingredients to Watch

Multi-Outlet Channel (United States)
Top 10 Bestselling Ingredients (By Health Focus)
Excludes Private-Label Brands

Bone Health
Ingredient

Current Dollars

Year-Ago
Dollars

Vitamin D

$356,821,166

$281,662,260

26.7%

Calcium

$142,897,506

$150,910,242

-5.3%

Multivitamin (Women)

$43,273,950

$39,749,139

8.9%

Calcium/Magnesium
Combo

$41,329,167

$39,291,724

5.2%

Magnesium

$19,921,179

$18,245,704

9.2%

Vitamin K

$1,999,776

$1,415,734

41.3%

Vitamin C (not Ester-C)

$1,370,759

$1,093,282

25.4%

Multivitamin (Children)

$1,338,517

$1,638,089

-18.3%

Cranberry Supplements

$1,061,045

$896,155

18.4%

$774,027

$1,007,005

-23.1%

Vitamin A - D - K

% Change

Cardiovascular Health
Current Dollars

Year-Ago
Dollars

Psyllium

$178,640,830

$178,799,634

-0.1%

CoQ10

$158,717,177

$141,040,041

12.5%

Fish Oil Concentrate

$143,515,042

$141,413,483

1.5%

Vitamin E (not Ester-E)

$27,376,821

$26,119,353

4.8%

Krill Oil

$27,145,946

$30,688,687

-11.5%

Garlic

$19,258,584

$17,546,311

9.8%

CoQ10 (Ubiquinol)

$15,600,869

$14,565,957

7.1%

DHA Products

$13,022,935

$10,802,050

20.6%

Plant Sterols (Other)

$12,261,072

$11,278,790

8.7%

$9,545,902

$8,253,999

15.7%

Ingredient

Flax Seed and/or Oil

% Change

Cognitive Health
Current Dollars

Year-Ago
Dollars

Misc Supplements
(Other)

$207,414,154

$133,768,531

55.1%

Phosphatidylserine

$95,630,231

$50,215,812

90.4%

Ginkgo biloba

$11,922,700

$10,518,693

13.3%

DMAE

$8,678,720

$6,091,709

42.5%

Bacopa

$4,650,047

$2,146,962

116.6%

Fish Oil Concentrate

$3,792,849

$1,840,361

106.1%

Multivitamin (Women)

$3,325,746

$1,673,460

98.7%

Multivitamin (Men)

$2,839,554

$993,752

185.7%

Protein - Plant
(General)

$2,819,672

$1,676,104

68.2%

Caprylic Acid

$2,629,784

$4,992,124

-47.3%

Ingredient

% Change

Time period: 52 weeks ending October 31, 2021
Source: SPINS Multi-Outlet Channel (powered by IRI) covers the Grocery Outlet
(stores with $2 million+ annual ACV), the Drug Outlet (chains and independent stores,
excluding Rx sales), and selected retailers across Mass Merchandisers, including
Walmart, Club, Dollar, and Military, representing over 108,000 retail locations.
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Even outside of the sleep market, melatonin is an ingredient superstar, period. Melatonin ranks on SPINS’s list of top 25 bestselling
functional ingredients in both the U.S. multioutlet and natural enhanced channels. In the multioutlet channel, melatonin now ranks
as the #5 top-selling mainstream functional ingredient, growing 28%
in the year ending October 31, 2021, with sales reaching more than
$728 million compared to $570 million a year ago. In the natural enhanced channel, melatonin came in at #24 on the list of top-selling
functional ingredients, growing 11% to over $15 million in the year
ending October 31, 2021.
What continues to drive melatonin’s incredibly strong market
position?
“I think there’s a lot to unpack there,” says Scott Dicker, senior market insights analyst for SPINS. “One of the reasons that it’s been so
far and above other ingredients is that it’s pretty proven to work. It’s
been studied. It’s kind of that gold standard of sleep products. When
you have a product that’s been so researched and been around for a
while, it’s hard to say that something’s going to really overtake it. I
think of it the same way I look at sports nutrition ingredients. Everyone’s been looking for years and years [at] what’s the next creatine,
right? But creatine works. Caffeine in products works. So those tend
to continue to [see] growth.”
“I do not foresee any time in the near future another ingredient
overtaking melatonin,” he continues. Due to “its widespread acceptance as a product…melatonin is going to [be] the standard-bearer
for sleep supplements for a while.”
In the supplements market, which saw new users entering the
market in droves during the pandemic, it’s likely those first-time users searching for sleep-support products turned first to the ingredient they knew off the bat. Says Dicker: “They’re more likely to have
heard of melatonin than any other sleep ingredient, right? It’s also
probably the thing that comes up most in their online searches when
they look for supplements that help with sleep. It’s probably the
thing that’s in the retailers’ sleep-support section the most. I think all
those things play a role, but mostly it’s the new customers, and their
first introduction is often going to be the most popular ingredient.”
Natrol saw increased melatonin sales in 2021. “Melatonin is a
staple and will continue to be a go-to option,” Wajih says. “It’s
a naturally occurring hormone that our body produces, making it a more well-known and trusted sleep supplement on the
market. Natrol Melatonin products are effective, 100% drug-free,
non-habit-forming, and are safe to take for helping with occasional sleeplessness. Consumers have also been loving our new
Sleep+ Calm gummies which include a powerful blend of melatonin, chamomile, lavender, lemon balm, and L-theanine, which
help calm the mind and body and ease you to sleep.”
Mitmesser says those other ingredients are playing a larger role in
sleep formulas at Pharmavite, too. “Melatonin has long been a popular and well-known ingredient to support sleep and is featured in
many Nature Made sleep products. However, as we continue to learn
more about the sleep cycle, we’ve seen an uptick in products including ingredients like GABA and L-theanine,” she says.
Part of that uptick is due to growing research showing these
complementary ingredients’ additional benefits when included in
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a sleep product, Mitmesser explains. “Largely driven by melatonin,
the sleep category has historically been focused on helping people get to sleep. What we’ve learned is that sleep issues are more
nuanced than that, and the solutions need to better address these
specific issues by offering a combination of ingredients that work
in tandem to support a specific outcome. For people who struggle
with racing thoughts keeping them from sleep, the combination of
L-theanine, clinically shown to help relax the mind to help people to
fall asleep, [and] GABA, shown to help support a calm and relaxed
mental state, [is effective].”
“There are many ingredients that contribute to helping get a better night’s sleep, but thus far there is no single drug-free ingredient
that has shown to be as effective as melatonin at helping people
sleep better,” Wajih agrees. “That being said, there are a number of
sleep-supporting ingredients that are showing promise, especially
when combined at the right levels, and address not just sleep directly
but also those that support preparing the mind and body for sleep,
[including] passion flower, magnesium, L-theanine, ashwagandha,
GABA, valerian root, and more. One newer ingredient that is showing
a lot of promise is saffron. We know this ingredient from Middle Eastern, Persian, and North African cooking, but it also has a meaningful
impact on mood and the body’s ability to relax.”
Many of these non-melatonin ingredients saw growth in the U.S.
sleep supplements ingredients category last year, per SPINS tracking. For instance, in the U.S. mainstream sleep ingredients channel,
in the year ending October 31, 2021, L-theanine sales grew 180%
(reaching almost $6 million), chamomile sales grew 90% (reaching
$3 million), lemon balm sales grew almost 1000% (reaching almost
$3 million), magnesium sales grew almost 100% (reaching almost
$2 million), and 5-HTP sales grew 7% (reaching almost $2 million).
In the mainstream channel, valerian and ivy leaf were the only two
sleep ingredients to see some decline.
In the U.S. natural sleep ingredients channel, non-melatonin ingredients showing growth in the year ending October 31, 2021, were
magnesium, flower essences, passion flower, ashwagandha, and
lemon balm. (Valerian, homeopathic remedies, and amino acids saw
some declines.)
Two standouts showing growth in the sleep market are elderberry and cannabidiol (CBD). Elderberry sales grew nearly 1400% in the
mainstream sleep ingredients category (to almost $5 million), again
perhaps due to some of those sleep–immune health combo products.
And in the natural sleep ingredients channel, CBD sales grew 31% to
over $4 million.
Regarding CBD, says SPINS’s Resetar, “When CBD was first introduced, it was marketed for stress relief and relaxation, and one of the
most common times of day that people are trying to achieve both or
either of these sensations is when preparing to go to sleep. This common correlation, along with several research studies, found that CBD,
when consumed in the correct dosage, can help manage some of the
most common sleep disorders such as insomnia.”
Adds SPINS’s Dicker, “As brands and consumers make this connection between sleep support and relaxation and stress relief, I
think you’re going to start to see more and more crossover, both in
the marketing claims but also in the ingredients that are being used.
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And so, if CBD had a good run, of course, and continues to have a
big slice of that stress-relief health focus and use case, we are seeing [CBD companies], like every other ingredient and brand, looking
for other ways to utilize their ingredient, and I think sleep support
is a natural transition that overlaps…I imagine that we’re going to
see CBD included in many more sleep formulas that might also include melatonin, so I think that overlapping approach is going to be
something that we’re going to see a lot of brands doing in the future.”
Combining CBD with other sleep-supporting ingredients also lets
CBD companies make product claims that they might not be able to
currently make for CBD alone.
With all this going for it, prospects for the sleep category look good
in 2022. Ingredient suppliers will continue studying the sleep benefits of a wide range of new and existing ingredients, and supplement
brands will continue innovating new products.
“Yes, growth in the sleep category seems to be continuing into
2022 as consumers continue to prioritize their health and wellness,
with sleep as a focus,” Wajih says. “Sleep is very important to overall health, and we’ve seen consumers start to prioritize it high on
their list of wellbeing. Brands that focus on high-quality ingredients, formulations, and delivering the right benefits will stand out
to consumers.
“Consumers are seeking advanced, multi-ingredient products,”
says ClearCut. “While melatonin continues to be a sought-after ingredient for sleep support, with 58% YoY growth, the market is also
seeing more multi-ingredient products emerge, or ‘sleep complexes.’
Product makers are putting careful thought into their formulations
as savvy consumers actively seek out clinically backed ingredients
for supporting calm and restful sleep.”
Continued investment in science to determine which ingredients
work is the key. Says Pharmavite’s Mitmesser, “While our job is to be
at the intersection of where consumer trends and science meet, it’s
also just as important to continue expanding our understanding of
the potential benefits nutrients may have on human health and discovering the potential benefits of nutrients we don’t know exist yet.”
In other words, stay tuned for continued innovation and discovery
in the sleep-support space.
View references online at ow.ly/ntz150HI9Ah

Immune Health Ingredients
While the COVID-19 pandemic continues to wax and wane, the
market for immune health products appears to be leveling off
somewhat. If you look at figures from the previous year, in the
wake of the pandemic, immune health ingredients saw double-,
sometimes triple-digit, growth as consumers actively sought
ways to support their immune systems. This brought new and
existing supplement shoppers in droves to both online and brickand-mortar to buy immune-related products.
For example, back in 2020, the cold-and-flu category in the
U.S. mainstream supplement ingredients market grew fully 41%
compared to the previous year, according to SPINS multioutlet
channel (MULO) tracking, powered by IRI, of the 52 weeks ending November 29, 2020. According to SPINS natural enhanced
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channel tracking during that same time period, the cold-andflu and immune-health ingredient categories grew 36% and 28%,
respectively. That year, an ingredient like elderberry saw a 169%
sales increase to reach $266 million in the overall U.S. mainstream supplement ingredients market, and a 72% sales increase
to reach $53 million in the overall U.S. natural supplement ingredients market. This was on top of a sales gain already seen in
2019 for elderberry of 116% and 33% in the mainstream and natural cold-and-flu supplement ingredient channels, respectively,
based on SPINS data on the 52 weeks ending October 6, 2019.
This past year, on the other hand, according to SPINS MULO tracking,
powered by IRI, cold-and-flu ingredient sales in the U.S. mainstream supplements market declined by 12%, while SPINS natural enhanced channel tracking found that cold-and-flu ingredient sales fell 36%, in the year
ending October 31, 2021. With that, popular immune-health ingredients
such as vitamin C (not Ester-C), while still being a top-selling ingredient
in the overall mainstream supplement ingredients market, saw sales fall
8% last year, while elderberry only saw modest mainstream growth of
6%. In the natural channel, vitamin C (not Ester-C) also remained in the
top 25 bestselling ingredients, but sales fell 15%, and elderberry sales fell
39%, compared to the previous year. Within the cold-and-flu category of
the natural channel, nearly all of the top 10 ingredients within the category saw double-digit declines, except for zinc, whose sales only fell 3%.
“The pandemic caused a huge surge in products promoting immunity health, so as the height of the pandemic has decreased, so has an interest in these immune health products,”
explains Haleigh Resetar, corporate communications specialist
for SPINS (Chicago). “Some of this decline can be attributed to
consumers diverting their attention to other health focuses such
as cognitive health and digestive health. Shoppers have learned
that taking care of all components of their health can increase
their immunity and better help them in their pursuit of wellness.
When products see such huge growth in one year, it is inevitable

that the next year they will see a decline in sales from the year
before.”
Because of the high demand for immune health products when
the pandemic began, manufacturers were buying as much raw material as they could to meet the demand, says Leslie Gallo, president of Artemis International (Fort Wayne, IN), which supplies elderberry extracts. “Now they are working through an abundance of
inventory,” says Gallo. “Supplement fatigue is also a factor. Even with
the option of gummies to stave off capsule weariness, consumers—
even the ones who only started supplementing more recently out of
concerns about COVID—are tired of shopping for bottles of ‘stuff to
keep them healthy.’”
So, while suppliers are not seeing the same demand because manufacturers no longer feel the need to stockpile raw materials, many
manufacturers are no longer seeing the same demand from customers. For example, Gaia Herbs’ Director of Brand Strategy and Innovation Alicia Richman says that its top immune herbs such as elderberry, mushroom, echinacea, and oregano experienced 200% higher
sales in March 2020, compared to the previous year. Gradually these
numbers fell off, but for the most part held steady. In March 2021,
however, says Richman, the company’s immune products saw declines as large as 20%-30%, compared to the previous year.
“Those immune items that jumped the highest (elderberry) also
declined the hardest following the initial spike,” explains Richman.
“But in general, all immune-related herbs saw significant jumps in
early 2020, followed by declines the next year, and now a recent uptick
in the last few months.”
The initial spike these products experienced was simply unsustainable. What has happened since then is likely more of a correction
than a decline. Not all brands experienced this equally, either. Some
brands—such as Pharmavite, for example—say they’ve been experiencing consistently good performance from the category between
2020 and today, also seeing a recent spike.

“When products see such huge growth
in one year, it is inevitable that the
next year they will see a decline
in sales from the year before,”
says Haleigh Resetar, SPINS.
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“The VMS [vitamin, mineral, supplement] category has had strong
engagement in the immunity segment from 2020 to today. Initial indications are that 2022 is continuing the trend at above-historical
consumption levels. Immune is established as part of the category’s
overall wellness growth strategy, including vitamin C, D, elderberry,
and zinc,” explains Bryan Donaldson, executive vice president, sales,
for Pharmavite. “The immune segment is growing at 10.6% in the latest four weeks versus 11.1% in the latest 26 weeks. Initial start to 2022,
we have seen a strong acceleration across the immune segment. We
attribute this to the flu/cough-and-cold season as well as the most
recent COVID variant, Omicron.”
Since COVID-19’s initial outbreak, there have been a number of
factors at play affecting sales of immune health products. Richman
points out that rising infections and fear at the start of the pandemic
motivated consumers to purchase immune health products, while
subsequent lockdowns and isolation made them less important.
“There seems to be a general correlation between lockdowns easing,
people getting sick again, and then a corresponding increase in immune product sales,” explains Richman. “As COVID drags on, it is likely
that immune sales will begin to return to industry-leading levels.”
The vaccine was also a game changer, Gallo points out, putting less
priority on supplement usage. However, the rise of new variants of the
COVID-19 virus means that these products remain relevant.
But how do you combat the fatigue with supplement usage?
Alternative Dosage Formats
Because of COVID-19, consumers are forced to approach immunity
much differently than they used to. What was once a seasonal concern has become constant, and taking measures to protect oneself
can be exhausting, from personal protective equipment to consistent
supplement usage. When it comes to supplements, a number of challenges arise, such as finding the right product and being consistent
with its usage, as well as barriers like cost and availability. There are
also other need states such as sleep and stress that customers may
want additional support for, creating a growing list of supplement
products to buy and take on a regular basis.
“There is a sense of weariness among consumers, so it’s important to make wellness as easy as possible,” says Richman. “That often means products like gummies, but it also makes clean products
important for consumers. Immune products will always be needed,
but our hope is to make it easier for consumers to enjoy their supplements, to feel good about them, and to build increased trust in our
brand as the marketplace sees more new entrants.”
Ingredients such as elderberry can be particularly useful when offering alternative dosage formats, says Donaldson. “Our elderberry
products, for example, are not only available in several different delivery formats that appeal to differing consumer preferences—including
gummies, fizzy drink mix, capsules, and syrup—but also include vitamin C and zinc to provide further immune support.”
Fortified foods and beverages may be more desirable to consumers,
too, says Gallo. “We as an industry need to provide better solutions to
consumers by helping them supplement through foods they eat and
beverages they drink,” she explains. “The good news is that many of
our ingredients are versatile—what we’ve been putting in capsules or
NUTRITIONAL OUTLOOK
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Multi-Outlet Channel (United States)
Top 10 Bestselling Ingredients (By Health Focus)
Excludes Private-Label Brands

Cold & Flu
Current Dollars

Year-Ago
Dollars

Vitamin C (not Ester-C)

$586,469,089

$653,134,524

Elderberry

$224,771,762

$215,615,675

4.2%

Vitamin C (Ester-C only)

$171,705,513

$214,162,944

-19.8%

Specialty Remedies
(Homeopathic)

$171,046,114

$272,623,253

-37.3%

Horehound

$123,316,818

$150,650,811

-18.1%

Zinc

$59,213,983

$29,222,161

102.6%

Ivy Leaf

$37,157,651

$29,680,319

25.2%

Echinacea

$34,257,983

$36,987,117

-7.4%

Bee Products
(not Propolis)

$18,906,717

$17,883,696

5.7%

Assorted DSP or Pack

$11,065,935

$12,951,956

-14.6%

Ingredient

% Change

-10.2%

Digestive Health
Current Dollars

Year-Ago
Dollars

Probiotic Supplement

$548,870,067

$535,587,817

2.5%

Fiber (Other)

$124,191,823

$120,307,690

3.2%

Psyllium

$48,541,725

$51,106,927

-5.0%

Lactase

$48,222,711

$40,748,381

18.3%

Ginger

$34,179,696

$32,115,549

6.4%

Digestive Enzymes
(Other)

$26,644,477

$18,766,901

42.0%

Fennel

$11,184,380

$9,811,864

14.0%

Magnesium

$7,476,159

$7,463,424

0.2%

Vegetable Supp Oils
(Other)

$6,624,210

$6,539,639

1.3%

Senna

$5,962,728

$5,326,136

12.0%

Ingredient

% Change

Time period: 52 weeks ending October 31, 2021
Source: SPINS Multi-Outlet Channel (powered by IRI) covers the Grocery Outlet
(stores with $2 million+ annual ACV), the Drug Outlet (chains and independent stores,
excluding Rx sales), and selected retailers across Mass Merchandisers, including
Walmart, Club, Dollar, and Military, representing over 108,000 retail locations.

gummies can be pretty easily formulated to fortify a food or drink.
Fortified foods and drinks give consumers a seamless way to support
their overall wellness, including immune and cardiovascular health.”
Ingredient Bright Spots
Despite some declines in sales compared to the previous year,
ingredients such as vitamin C, elderberry, and echinacea remain,
and will continue to remain, top-selling and important ingredients in the immune health category. However, there are notable
ingredients that show outstanding performance that are worth
keeping an eye on. Zinc, for example, continues to show immense
growth in the immune health category, growing 103% in the mainstream cold-and-flu ingredient market last year and 22% in the
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Multi-Outlet Channel (United States)
Top 10 Bestselling Ingredients (By Health Focus)
Excludes Private-Label Brands

Energy Support
Current Dollars

Year-Ago
Dollars

Taurine

$241,394,650

$228,232,055

5.8%

Caffeine

$177,033,999

$128,598,651

37.7%

Vitamin B12

$169,834,301

$162,528,055

4.5%

Protein - Animal (Multi)

$66,024,738

$50,228,468

31.4%

Vitamin B Complex

$54,232,540

$52,064,180

Ingredient

% Change

4.2%

Protein - Animal &
Plant Combo

$36,842,426

$27,379,570

Tyrosine

$27,945,184

$30,411,778

-8.1%

Creatine

$16,508,720

$18,293,883

-9.8%

Phenylalanine

$13,874,783

$12,709,705

9.2%

$11,158,332

$7,885,470

41.5%

Goji Berry

34.6%

Hair & Skin & Nails
Current Dollars

Year-Ago
Dollars

Biotin

$147,240,298

$140,783,036

4.6%

Collagen Products

$121,533,519

$75,528,701

60.9%

Alpha-Lipoic Acid

$13,210,852

$14,523,383

-9.0%

Specialty Remedies
(Homeopathic)

$10,247,597

$11,178,929

-8.3%

Shark Cartilage

$8,443,031

$5,191,920

62.6%

Multivitamin (Adult)

$6,873,964

$6,530,096

5.3%

Hyaluronic Acid (HA)

$6,352,745

$7,007,822

-9.3%

Vitamin A

$3,141,587

$2,481,095

26.6%

Zinc

$2,549,682

$3,797,190

-32.9%

Horsetail (Silica)

$1,972,354

$2,000,736

-1.4%

Ingredient

% Change

Time period: 52 weeks ending October 31, 2021
Source: SPINS Multi-Outlet Channel (powered by IRI) covers the Grocery Outlet
(stores with $2 million+ annual ACV), the Drug Outlet (chains and independent stores,
excluding Rx sales), and selected retailers across Mass Merchandisers, including
Walmart, Club, Dollar, and Military, representing over 108,000 retail locations.

overall natural supplement ingredients market, remaining among
the top 25 bestselling natural-channel ingredients.
Another is vitamin D, which was in the top 25 overall bestselling
supplement ingredients in both the mainstream and natural markets
last year, growing 26% and 19%, respectively. What’s unique about vitamin D is that it is not purely an immune health ingredient, but the
body of research on vitamin D’s impact on COVID-19 infection and
recovery is making it rather desirable as an immune product, in addition to the other areas it functions in, such as bone health.
“Vitamin D is an ingredient that’s shown strong growth and will continue to. It’s got the benefit of being an immune health product, but not
exclusively an immune health product,” says Scott Dicker, senior market
insights analyst for SPINS. “Everyone’s kind of looking at these adjacent
categories right now, [and ingredients] that have the overlap, that can
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be marketed and positioned as both, really benefit. So, if someone maybe started taking vitamin D for their immune health and then maybe
they stopped…then they get interested in bone health and they see vitamin D there again, they may go, ‘I was taking this for my immune health
as well. I might as well keep taking it. It’s got all these benefits.’ So, I think
vitamin D has a strong case to be made when people are picking and
choosing which supplements they’re buying, and the fact that it crosses
over into so many health focuses really bodes well for the future.”
The same can go for zinc. So, using ingredients with a good deal
of overlapping benefits may offer a similar level of convenience to
consumers as alternative dosage formats. Manufacturers should also
consider multi-ingredient, multi-benefit formulas. Immune-andsleep-support supplements already exist on the market, offering consumers a single product solution for their major concerns. Continued
innovation here would certainly be welcome.
“We have seen increased demand for all of our immune products
since the start of the pandemic, but we have also seen demand and
interest increase in other key areas that contribute to one’s overall
wellbeing,” Donaldson points out. “Achieving quality sleep and managing stress—wellness states that are closely linked to one’s overall
health and immunity—are two areas that consumers continue to say
have suffered since the onset of the pandemic.”
Manufacturers should continue to explore synergistic ingredients
and health benefits that will help consumers streamline their supplement regimen. The demand for immune health products remains,
but at a more reasonable level, so coinciding health concerns such
as sleep and stress may take precedent for some consumers. Luckily, because immune health pervades nearly all aspects of human
health, immune ingredients can complement products in multiple
categories, providing added value. That, combined with innovative,
delicious, and convenient dosage formats, will help immune health
stay at the forefront of people’s health regimen.

CBD
Following immense triple-digit sales growth in recent years, the global pandemic put the brakes on cannabidiol (CBD) sales.
Before the pandemic went global, CBD sales in 2019 in the natural
supplement ingredients market had grown 113% over 2018, according
to data from market researcher SPINS (Chicago) tracking U.S. natural
channel supplement ingredient sales during the 52 weeks ending October 6, 2019. Fast forward, and by the end of pandemic year one in 2020,
CBD sales in the U.S. natural enhanced channel had declined 35%. By
the end of pandemic year two in 2021, SPINS data show that CBD sales
in the U.S. natural supplement ingredients channel declined another
25% in the 52 weeks ending October 31, 2021.
These declines aside, CBD remains one of the natural channel’s top 25
bestselling ingredients. That likely indicates that CBD is not going anywhere, having established itself as a desirable and profitable ingredient.
In fact, one could argue that this is the beginning for CBD, a time for the
category to evolve and mature.
The kind of growth experienced by CBD had to end at some point,
says Haleigh Resetar, corporate communications specialist for
SPINS, and it was only natural that purchasing habits would change
during a global pandemic. “Some of the decline can be attributed to
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its unsustainable growth year and the shifting of priorities during
the pandemic, but also to the market starting to become saturated with several ingredients, all offering similar, yet slightly different,
benefits—giving shoppers more options, and often more confusion,”
she explains. “While CBD is still popular as a dietary supplement, it
is starting to emerge in other categories, including body care. It is no
longer the new kid on the block, so its decline is common for a hot
product after many years of continued growth.”
Hemp-derived CBD has successfully entered the mainstream, but its
continued progress will not be without obstacles. For example, while
CBD is growing in popularity in body care, with major retailers such
as CVS and Walgreens now stocking beauty and topical pain-relief
products containing CBD, it is still not immune to regulatory scrutiny.
In warning letters FDA sent to companies in March 2021, the agency
explained that when topical analgesic products containing CBD make
pain-relief claims, it constitutes an unapproved drug claim, even if
those claims are approved for the active ingredients in the formula.
Moreover, while major retailers are now comfortable stocking topical
CBD products, they still refuse to sell ingestible CBD products. So, despite
the popularity of CBD, as well as its presence in independent retail and
e-commerce, the lack of presence in the mainstream retail channel will
continue to hurt CBD in terms of recognition and trust by consumers.
“The CBD trust gap is one of the biggest barriers preventing the
CBD and natural products industry from achieving its full potential,”
says Nicole Brown, chief innovation officer for Open Book Extracts
(Roxboro, NC). She points to a recent survey the Consumer Brands
Association fielded in July 2021 with the help of Ipsos on 1,000 American adults, who rated their knowledge of CBD as 3.3 on a scale of
1 to 10. “The top reasons consumers buy CBD are to alleviate pain,
sleep disturbances, or anxiety,” Brown continues. “However, many
unanswered questions remain regarding the safety and quality of
products containing CBD and their effectiveness across those need
states. Consumers deserve to be empowered with credible, scientific
information to make informed choices about their health.”
“With CBD being a relatively new offering in the marketplace,
little testing to support benefit claims, over 2,000 CBD brands
to choose from, and retailers offering multiple brands, the CBD
consumer obstacle course can be confusing and frustrating,”
says Jesse Karagianes, senior vice president, revenue growth, for
CV Sciences, makers of +PlusCBD.
NUTRITIONAL OUTLOOK
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Brands can address consumer confusion and trepidation through
transparency, he says. “Our commitment to leading with science and
nature, trust and integrity, and always putting the customer first also
makes a huge difference in minimizing those obstacles,” says Karagianes. “As a legacy brand in the CBD industry, we stand out in the
category with a proven track record for providing CBD products that
are safe and effective. Since the passing of the 2018 Farm Bill, there
has been a surge in bulk hemp supply across the nation, but not all
CBD is equal. CV Sciences +PlusCBD products have and will always
undergo rigorous quality standards.”
Because of the lack of regulatory oversight of CBD products, transparency is important to many consumers. Third-party testing of raw materials not only ensures quality and consistency for manufacturers but
can also give peace of mind to customers. Posting certificates of analysis
on one’s website can therefore be an important way to establish trust
with customers. Brands that are particularly dedicated to demonstrating safety, quality, and transparency are going through the self-GRAS
(Generally Recognized as Safe) affirmation process, which requires toxicology studies that are then made public. CV Sciences was among the
first to go through with this. Most recently, HempFusion announced the
self-affirmed GRAS status of its proprietary hemp-derived CBD extract.
Although few brands so far have been willing to dedicate the time,
resources, and money required to achieve self-GRAS affirmation, actions such as this not only prepare brands for imminent regulatory
pathway but also have the benefit of adding to the growing body of
research demonstrating the safety of hemp-derived CBD products.
“The natural products industry and consumers alike are eager for
evidence-based health data, and we’re seeing this factor most prominently in the CBD and cannabis space,” says Brown. “We are energized
by this burgeoning movement to democratize scientific insights about
natural products, which will, we firmly believe, lead to healthier lives.”
Large-scale research initiatives such as that undertaken by Validcare and Radicle Science are going to play a big role in establishing
the safety and effectiveness of hemp-derived CBD products.
Validcare recently shared the results of its first cohort with Congress.
These results showed that none of 839 subjects taking one of 13 different
CBD products experienced liver toxicity. A second cohort is now underway, and results from the first round are awaiting publication.
The Radicle Science ACES (Advancing CBD Education and Science),
an open-label, randomized controlled study with a sample population
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of almost 3000 people, examined the effectiveness of 13 CBD products
across five health outcomes: wellbeing, quality of life, longer-term
pain, feelings of anxiety, and sleep quality. Those results showed that
subjects taking CBD saw a 71% improvement in wellbeing, 63% saw a
clinically significant improvement in anxiety, 61% experienced a clinically meaningful improvement in sleep quality, and 47% experienced a
clinically meaningful improvement in pain.
More work is underway, which will not only add to the scientific understanding of CBD but also instill confidence in the products’
safety. Of course, brands with a proven track record of safety will be
preferred, which should incentivize participation in studies such as
those from Validcare and Radicle Science.
Regulation
While the research being undertaken will go a long way in establishing trust in hemp-derived CBD, it has its limits in terms of convincing
Multi-Outlet Channel (United States)
Top 10 Bestselling Ingredients (By Health Focus)
Excludes Private-Label Brands

Performance
Current Dollars

Year-Ago
Dollars

Protein - Animal (Whey)

$187,346,493

$160,778,644

16.5%

Protein - Animal (Multi)

$149,624,596

$142,557,181

5.0%

Creatine

$29,140,663

$27,016,128

7.9%

Protein - Animal (Casein)

$26,047,776

$12,168,854

114.1%

Protein - Animal &
Plant Combo

$20,114,385

$18,589,575

8.2%

Branched-Chain
Amino Acids

$14,967,506

$15,888,418

-5.8%

Protein - Plant (Multi)

$11,370,242

$10,208,619

11.4%

Protein - Animal
(Whey & Casein)

$10,748,837

$14,689,553

-26.8%

Protein - Animal
(Whey & Milk)

$6,766,187

$9,999,721

-32.3%

Amino Acids (Other)

$6,343,661

Ingredient

$4,303,141

% Change

47.4%

Sleep
Ingredient

Current Dollars

Year-Ago
Dollars

% Change

Melatonin

$697,548,911

$531,169,178

31.3%

Specialty Remedies
(Homeopathic)

$17,775,555

$16,744,329

6.2%

Valerian

$6,236,240

$7,427,936

-16.0%

Theanine

$5,736,288

$2,051,349

179.6%

Elderberry

$4,830,686

$327,552

1374.8%

Ivy Leaf

$3,312,247

$6,136,847

-46.0%

Chamomile

$3,043,104

$1,608,303

89.2%

Lemon Balm

$2,821,607

$271,791

938.2%

Magnesium

$1,741,709

$878,650

98.2%

5-HTP

$1,720,703

$1,611,664

6.8%
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regulators that CBD should be regulated as a supplement. Currently,
FDA still maintains that the drug preclusion clause prevents CBD from
being marketed as a dietary supplement because it was investigated as
a drug first. Recently, Charlotte’s Web and Irwin Naturals took the leap
of submitting a New Dietary Ingredient notification (NDIN) to FDA.
The process of submitting an NDIN requires data demonstrating the
reasonable expectation of safety under the recommended conditions
of use. Despite the wealth of data provided by the firms, FDA rejected
the NDINs anyway, citing the drug preclusion clause.
This setback, however, does not mean hemp-derived CBD brands
should not invest in science demonstrating the safety and efficacy of
their products. In fact, achieving self-GRAS affirmation and preparing NDINs ahead of regulation are important ways to protect one’s
future in a CBD market that will require FDA compliance. The recent legislation being considered by Congress that would establish
a regulatory pathway for CBD would simply change the language of
the Federal Food, Drug, and Cosmetic Act (FD&C Act) to include
hemp-derived CBD in the definition of dietary supplements. When
this happens, that means all these CBD brands will have to file
NDINs and get their GRAS status if they want to be used in foods.
The companies that already have done the work around GRAS status
and NDIN will be at a significant advantage.
“I don’t think companies should wait. If they are in it for the long
haul, then there is a lot that they can do now to give them the business and regulatory advantage down the road,” explains Ashish Talati,
partner, Amin Talati Wasserman LLP. “I am talking about having safety studies, clinical trials, etc., that take a long time to develop but give
a company an edge over their competitors.”
In the meantime, the industry has to deal with the patchwork
of state laws trying to fill in regulatory gaps. “The biggest challenge
the CBD category faces is state regulation which can significantly
Weight Loss
Current Dollars

Year-Ago
Dollars

Protein - Animal (Multi)

$125,949,356

$120,391,207

4.6%

Protein - Animal (General)

$121,067,942

$117,601,858

2.9%

Protein - Animal &
Plant Combo

$64,472,710

$63,739,538

1.2%

Caffeine

$54,551,912

$57,283,943

-4.8%

Protein - Animal (Casein)

$24,625,293

$29,079,188

-15.3%

Green Teas &
Supplements

$22,281,949

$18,245,064

22.1%

Protein - Animal
(Whey & Casein)

$19,805,376

$16,927,210

17.0%

Cider Vinegar Supplements

$13,868,697

$15,337,183

-9.6%

Glucomannan

$12,802,026

$17,302,670

-26.0%

Green Coffee Extract

$10,623,990

$11,384,578

-6.7%

Ingredient

% Change

Time period: 52 weeks ending October 31, 2021
Source: SPINS Multi-Outlet Channel (powered by IRI) covers the Grocery Outlet
(stores with $2 million+ annual ACV), the Drug Outlet (chains and independent stores,
excluding Rx sales), and selected retailers across Mass Merchandisers, including
Walmart, Club, Dollar, and Military, representing over 108,000 retail locations.
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differ. Labeling compliance, state registrations, and local ordinances restricting CBD sales cause operational and logistical challenges,”
explains Karagianes. “This current state also requires top-notch due
diligence to ensure regulatory demands are met. CV Sciences hopes
that the future will bring FDA regulation that ensures data and science lead the way in an ever-changing regulatory landscape.”
“Though it doesn’t change the federal status of CBD or eliminate
risk at the federal level, state-by-state CBD regulations can be helpful by giving product manufacturers opportunities to legally sell their
CBD products within certain states, especially in states where there
are specific, clear requirements that must be followed,” Talati adds. He
does, however, acknowledge the challenges that differences in state
laws can pose. “Keeping track of the patchwork of unique state rules
for these products requires a lot of time and effort, since states are
constantly changing, updating, or adding new requirements,” he says.
Looking Ahead
While hemp-derived CBD will continue to evolve and grow as an ingredient, the minor cannabinoids will also emerge as valuable compounds for human health. Some are already gaining steam.
“The coming year, 2022, has the potential to be remembered as the year
when minor cannabinoids achieved major status. While it’s true that the
cannabis market is generally interested in tetrahydrocannabinol (THC),
the intoxicating cannabinoid that most marijuana consumers have come
to know and love, as well as cannabidiol (CBD), cannabinoids such as
tetrahydrocannabivarin (THCV) and cannabinol (CBN) have started to
attract attention on their own,” says Brown. “The future of cannabinoid
products is bright due to the countless applications of pure, isolated minor cannabinoids, including cannabigerol (CBG), CBN, cannabichromene
(CBC), THCV, and cannabidivarin (CBDV). The new cannabinoid consumer is looking for an exact, consistent experience to reliably target either a
particular medical ailment or to bring about a specific, desired effect.”
According to Brown, THCV is being marketed and studied as a
weight-management product because it may help suppress appetite
while also supporting energy and focus. Topically, THCV may also
help fight acne. CBN, for its part, shows promise for sleep support as
well as pain relief and appetite stimulation, says Brown. As a topical
ingredient, CBN may help with the treatment of psoriasis, dermatitis,
and other skin-irritating conditions.
There are many minor cannabinoids like the ones mentioned
above that offer benefits to consumers. Considering the potential of
the minor cannabinoids, and the popularity of cannabinoids such as
CBD, there might be cause for urgency to begin extracting, marketing,
and conducting research on these minor cannabinoids. For one thing,
minor cannabinoids may not yet run up against the drug preclusion
clause of the FD&C Act and may therefore have an easier path to
market than CBD. However, because of the many potential benefits, it
would be no surprise if the pharmaceutical industry was also actively
trying to investigate these compounds.
Expect more competition from existing dietary supplement manufacturers as well as they enter the hemp-derived cannabinoid space
to get a piece of the action. More and more are seeing its profitability,
and while they may not be as experienced in CBD, they can leverage
their expertise in other ingredients to make attractive and functional
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Natural Enhanced Channel (United States)
Ingredient Sales (By Health Focus)
Excludes Private-Label Brands
Current Dollars

Year-Ago
Dollars

Digestive Health

$148,423,622

$158,966,007

-6.6%

Cold & Flu

$92,966,831

$144,105,634

-35.5%

Bone Health

$60,245,085

$55,209,412

9.1%

Energy Support

$60,185,259

$63,252,186

-4.8%

Mood Support

$57,964,166

$56,042,338

3.4%

Pain & Inflammation

$43,235,010

$44,409,084

-2.6%

Cardiovascular Health

$41,803,941

$40,604,674

3.0%

Hair & Skin & Nails

$40,354,127

$40,509,229

-0.4%

Cognitive Health

$35,244,793

$35,170,597

0.2%

Sleep

$33,138,256

$29,796,894

11.2%

Health Focus

% Change

Time period: 52 weeks ending October 31, 2021
Source: SPINS Natural Enhanced Channel comprises full-format stores with $2 million+
in annual sales and 40% or more of UPC coded sales from natural/organic/specialty
products. It includes co-ops, associations, independents, and large regional chains
(excluding Whole Foods & Trader Joe’s). This channel breeds innovation and sustains the
level of authenticity and high product standards that define the industry. It represents
more than $30 billion in total sales and encompasses more than 1900 stores.

formulas that can support numerous health states. This means that the
CBD space will continue to become more saturated. Brands that have
dedicated themselves to CBD may therefore have a decision to make:
to diversify, or not to.
Brands such as CV Sciences and HempFusion are good examples
of companies that have deep roots in hemp-derived CBD but have
made it a point to move beyond CBD and establish themselves as
wellness companies by introducing non-CBD product lines or acquiring non-CBD product companies. CV Sciences, for example, recently
launched two new immunity products which do not include CBD.
HempFusion, meanwhile, acquired the probiotic supplement manufacturer Probulin in 2019, which the company says is its largest and
fastest-growing brand.
“Our strategy to launch two immunity products was based on our
company’s mission to bring innovative ingredients, with clinically
backed research, to address specific health challenges during the
pandemic,” says Karagianes.
Giving new and existing customers more options has its advantages. “As the CV Immunity line does not contain CBD, we are finding
that our existing customers are adding CV Immunity to their normal
CBD routine,” he says. “We are also finding that the product line has
opened an entry point for new consumers who might be interested in
a non-CBD option.”
So, having already established trust with customers, even if some
consumers decide to stop taking CBD, they may still be inclined to
buy one of CV Sciences’ immune health products. On the flip side,
new customers who may only be interested in immune products may
eventually decide to explore the CBD product options.
The years to come will be a crucible for manufacturers of
hemp-derived CBD and other cannabinoids, separating those who
were simply exploiting a trend and those who are dedicated to providing high-quality, safe, and effective products to customers looking to enhance their health.
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Cognitive Health Ingredients
Mental health is getting the attention it deserves as the pandemic and
world events pile on stress, anxiety, and depression. But did those concerns outshine focus on other fundamentals of brain health—cognitive
functions like memory, focus, and mental endurance? Hardly.
“The cognitive and brain health space has seen immense growth
over the past year,” reports Kristen Marshall, digital marketing manager, Verdure Sciences (Noblesville, IN). “From brain function and
healthy brain aging to improved memory, mood, emotional wellbeing, stress and anxiety, attention, focus, and mental fatigue, the brain
and cognitive market has seen tremendous growth and offered clarity
to many consumers while mirroring larger trends for mental health
and wellbeing globally.”
As consumers dedicate themselves to improving their health and
longevity overall, they’re more eager to maintain cognitive function,
too. As Marshall says, “Consumers have dramatically shifted toward
proactively tackling health and wellbeing.”
Cognitive function is a priority as the number of seniors grows
worldwide. “There is an increasing trend to directly target the
aging process,” says Steve Holtby, president and CEO, Soft Gel
Technologies Inc. (Los Angeles). “A significant concern associated with growing old is the loss of cognitive function, resulting in
dementia. As the brain ages, it becomes more prone to inflammation and oxidation, which causes free radical damage to brain
cells. The cumulative effect of free radical damage in the brain
over the years as a result of aging can negatively influence cognitive function. This can result in memory loss. In order to reduce
the risk of cognitive decline, one must look to improving lifestyle
by adopting healthy habits.”
While stress and anxiety might be dominating the pandemic discussion, cognitive function remains a permanent concern. During a
December 2021 webcast hosted by private-label food supplements
manufacturer PharmaLinea (Ljubljana, Slovenia), guest speaker
Monika Szelążek, regional client executive for Euromonitor International (London), said: “When it comes to today’s health problems,
they center around stress, anxiety, and sleeping disorders. And this is
mainly the outcome of the pandemic, lockdown, and social distancing. However, we believe that in the future, in the long-term perspective, health concerns will change, and memory issues will become
one of the most important problems.”
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Proactive consumers are seeking out cognitive health products now,
including dietary supplements and natural products. The fact that the
audience for these products is growing beyond just seniors is exciting.
Younger consumers are looking to improve cognitive function—
and we have the pandemic to thank for that, says Scott Dicker, senior
market insights analyst for SPINS (Chicago). “First, we saw the wave
hit sleep support, mood support, stress relief. And then the next wave
is, ‘For my overall wellness, I want to be functioning properly.’ So, we
saw this growth in brain-support products as well as in things like
performance nutrition as people look for peak performance. But not
just in sport. A lot of people are working from home,” he says. “They’re
looking at computers a lot. There are a lot more distractions at home.
I think we can all agree with that. So, these kinds of brain-support
products are growing in popularity as well.”
Dicker’s colleague, Haleigh Resetar, SPINS corporate communications specialist, agrees. “As the movement of working from home has
been expanding, there are more distractions facing shoppers during
their work hours, so there is a greater need for improving awareness
and optimizing concentration.”
Abey Thomas, head of global marketing, Natural Remedies
(Bangalore, India), says, “The brain-support market has grown
widely beyond simply seniors seeking to preserve basic memory
and cognitive function as they age. This market now encompasses
gamers, students, and young/middle-age adults who are keenly
aware that higher-stressed lives negatively impact their mental
performance, so they are seeking supplements and other natural
means to sustain cognitive acuity and energy.”
“Specifically, there are four growing use segments for this market,”
he says. 1) Children (“Approximately one out of 10 children has issues
with maintaining focus, energy, and attention. Others deal with learning challenges.”); 2) Young and middle-aged adults (“Millennials have
the highest levels of stress among adult generations, and they also represent the largest adult population taking products to support mental
health.”); 3) Seniors (“This obvious market group remains a core consumer as the risk of development of mild cognitive impairment becomes more common.”); and 4) Gamers (“Esports…have become one
of the globe’s fastest-growing professional sports and require gamers
to develop and utilize extreme mental acuity and concentration.”).
Verdure Sciences’ Marshall says, “We have seen interest in the arenas of mental acuity, mood, memory, focus, attention, concentration,
mental fatigue, improved learning, quality of sleep (think: alertness
upon waking rather than falling asleep), and more.” She says that
“esports/gamers, athletes, children and students, women’s health, as
well as an aging population are additional areas of focus.”
Demand for cognitive-support supplements—likely born in the
natural retail channel where many trends start—is now moving
mainstream. Dicker observes how these product trends develop. “A
lot of times, they start in the natural channel. When something’s
trending high in natural, we know it’s usually just a matter of time
before it becomes a mainstream trend. That’s why, at SPINS, when
we look at our natural enhanced channel, that’s really our go-to
source for new trends.” Based on growing sales of cognitive supplements SPINS saw in the natural channel, subsequent growth in the
mainstream market “was to be expected,” he says.
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Resetar agrees. “Any curve in the natural channel will over time migrate
into the conventional channel. The natural channel is a great [launchpad] for many new products that are trying to introduce into the market.”
Here’s what we saw happening in the mainstream and natural channels in 2021 in terms of brain supplement ingredient sales in the U.S.
Per SPINS multioutlet channel tracking, powered by IRI, overall
sales of cognitive health ingredients in the U.S. mainstream supplements market grew 59% in the year ending October 31, 2021, reaching
$366 million compared to $230 million a year ago. By contrast, per
SPINS natural enhanced channel tracking, overall sales of cognitive
health ingredients in the U.S. natural supplements market grew just
0.2% to $35 million.
This eye-popping growth of 59% in the multioutlet channel shows
that cognitive health became a mainstream priority in 2021.
Analysts from IRI (Chicago) tell Nutritional Outlook that cognitive
health product sales in 2021 were “still strong despite doubling in 2020
versus 2019.” They say: “We looked at a subset of the most popular-selling
supplement formulations for brain health—notably Prevagen, Neuriva,
and Focus Factor, and a few niche items—as a surrogate for assessing the
popularity and growth trends of all brain health supplements. Looking at
the overall growth of these supplements and a few others, we note that,
overall, their sales grew by 64% versus a year ago in the 52 weeks ending
November 28, 2021. Growth in brick-and-mortar outlets (including food,
drug, club, and mass, but excluding Costco and such specialty chains as
The Vitamin Shoppe) was up 54% in the same period—but for online up
a whopping 108%.”
They continue: “Bucking a trend we’ve seen in sales of overall dietary supplements, where sales are split about 50/50 online versus
brick-and-mortar, for brain supplements sales appear to be concentrated in brick-and-mortar, totaling about 75%. Perhaps most telling
is that these brain supplements taken together show growth of 64%,
which substantially outpaces the growth of overall nutritional supplements at 10% versus a year ago for the same period noted earlier.”
What are consumers seeking in their brain-support supplements?
To start with, “Consumers are looking for ingredients and finished
products that they feel good about purchasing, that contribute to a
greater good and offer tangible results,” says Verdure Sciences’ Marshall.
Beyond that, she says, “Clean-label, sustainable, traceable, and transparent solutions targeting this space have been successful, especially
as value and supply chains face seemingly insurmountable challenges.”
She adds: “Verdure has seen substantial interest in the cognitive/
brain category—in particular, formulators and consumers have
sought out nootropics, adaptogens, mood and mental acuity solutions, as well as clean-label and transparent offerings with robust
stories to support positioning. It is almost assumed that this is all
supported by clinical substantiation, third-party certifications, and
rigorous quality control and assurance.”
Beverages, gummies, and functional foods are all delivery systems
to watch, companies say. Ingredient blends, often in the form of multivitamins, are also a key trend to follow in the brain health supplements market, especially in the mainstream where customers are
looking for general solutions.
SPINS’s Dicker says that companies are “working on a lot of synergistic formulas, so what I expect to see—and what we are seeing—are
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Natural Enhanced Channel (United States)
Top 10 Bestselling Ingredients (By Health Focus)
Excludes Private-Label Brands

Bone Health
Ingredient

Current Dollars

Year-Ago
Dollars

Vitamin D

$23,155,996

$18,607,781

24.4%

Calcium/Magnesium
Combo

$21,916,414

$22,048,436

-0.6%

Calcium

$5,485,327

$5,315,934

3.2%

Vitamin K

$3,405,757

$2,932,626

16.1%

Magnesium

$2,217,233

$2,040,579

8.7%

Fish Oil Concentrate

% Change

$1,758,965

$1,702,856

3.3%

Vitamin A & D Combo

$438,132

$358,874

22.1%

Strontium

$203,978

$219,142

-6.9%

Horsetail (Silica)

$186,122

$196,636

-5.3%

Vitamin A - D - K

$178,026

$384,401

-53.7%

Cardiovascular Health
Current Dollars

Year-Ago
Dollars

CoQ10

$9,423,661

$9,136,169

3.1%

Fish Oil Concentrate

$5,043,625

$5,404,943

-6.7%

CoQ10 (Ubiquinol)

$3,258,840

$3,384,406

-3.7%

Red Yeast Rice

$2,699,959

$2,749,594

-1.8%

Hawthorne

$2,045,815

$1,936,496

5.6%

Garlic

$2,010,150

$2,143,657

-6.2%

Quercetin

$1,883,170

$806,197

Magnesium

$1,668,741

$1,630,054

2.4%

Resveratrol

$1,370,931

$1,208,598

13.4%

Vitamin B12

$1,290,827

$1,272,671

1.4%

Ingredient

% Change

133.6%

Cognitive Health
Current Dollars

Year-Ago
Dollars

Mushrooms (Other)

$4,800,980

$4,385,149

9.5%

Ginkgo biloba

$3,968,674

$3,699,949

7.3%

DHA Products

$3,601,364

$3,907,301

-7.8%

Bacopa

$2,375,790

$2,002,518

18.6%

Magnesium

$2,147,318

$1,593,017

34.8%

Vitamin B12

$1,834,316

$1,721,067

6.6%

MCT (Medium-Chain
Triglycerides)

$1,534,411

$2,083,320

-26.3%

Acetyl L-carnitine

$1,373,246

$1,429,675

-3.9%

Phosphatidylserine

$1,176,157

$1,144,520

2.8%

Fish Oil Concentrate

$1,124,904

$1,208,700

-6.9%

Ingredient

% Change

Time period: 52 weeks ending October 31, 2021
Source: SPINS Natural Enhanced Channel comprises full-format stores with $2 million+
in annual sales and 40% or more of UPC coded sales from natural/organic/specialty
products. It includes co-ops, associations, independents, and large regional chains
(excluding Whole Foods & Trader Joe’s). This channel breeds innovation and sustains the
level of authenticity and high product standards that define the industry. It represents
more than $30 billion in total sales and encompasses more than 1900 stores.
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Natural Enhanced Channel (United States)
Top 10 Bestselling Ingredients (By Health Focus)
Excludes Private-Label Brands

Cold & Flu
Ingredient

Current Dollars

Year-Ago
Dollars

Elderberry

$30,662,650

$51,329,602

-40.3%

Specialty Remedies
(Homeopathic)

$9,126,605

$17,362,124

-47.4%

Vitamin C (Ester-C only)

$8,338,889

$13,979,043

-40.3%

Vitamin C (not Ester-C)

$8,111,403

$9,811,533

-17.3%

Colloidal Silver

$7,244,623

$10,675,367

-32.1%

Echinacea

$6,755,959

$11,882,539

-43.1%

Zinc

$5,047,533

$5,177,031

-2.5%

Echinacea/Goldenseal
Combo

$4,130,460

$7,110,044

-41.9%

Horehound

$1,873,783

$2,676,527

-30.0%

$1,592,005

$2,035,860

-21.8%

Menthol

% Change

Digestive Health
Current Dollars

Year-Ago
Dollars

Probiotic Supplement

$93,240,415

$103,466,182

-9.9%

Digestive Enzymes
(Other)

$16,702,718

$16,701,525

0.0%

Aloe vera

$7,653,978

$8,390,742

-8.8%

Psyllium

$3,609,020

$3,904,073

-7.6%

Papaya

$3,335,325

$3,256,020

2.4%

Charcoal

$2,026,248

$2,175,069

-6.8%

Flax Seed and/or Oil

$1,913,523

$2,038,827

-6.1%

Cider Vinegar
Supplements

$1,728,643

$961,119

79.9%

Licorice

$1,534,233

$1,525,639

0.6%

Ginger

$1,323,988

$1,414,920

-6.4%

Ingredient

% Change

Time period: 52 weeks ending October 31, 2021
Source: SPINS Natural Enhanced Channel comprises full-format stores with $2 million+
in annual sales and 40% or more of UPC coded sales from natural/organic/specialty
products. It includes co-ops, associations, independents, and large regional chains
(excluding Whole Foods & Trader Joe’s). This channel breeds innovation and sustains the
level of authenticity and high product standards that define the industry. It represents
more than $30 billion in total sales and encompasses more than 1900 stores.

a lot more of these brain health blended products rather than people
going for a single ingredient.” Among less-experienced supplement
users especially, “when people are searching for things, a lot of times
they’re searching just for ‘brain health products’ and not necessarily
a lot of these single ingredients, which are sometimes harder to pronounce, sometimes a little harder to search for.”
For instance, SPINS tracking of cognitive health ingredient sales in the
U.S. multioutlet channel shows ingredients for brain health multivitamins growing significantly in the year ending October 31, 2021. Breaking
that down, SPINS cites 99% growth in cognitive health multivitamins
for women and 186% growth in cognitive health multivitamins for men.
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Dicker observes, “Multivitamins have historically been a strong
supplement category. When people are looking to fill the gaps in
their everyday nutrition, that’s a logical first product to take.”
Among new supplement users, “instead of maybe adding on a
second product, a third product, and building their basket that
way, when they see that a multivitamin can also help with brain
health and these other functions,” they opt for the multivitamin.
“And I don’t think brain health is alone in that,” he adds. “When
you have a multivitamin that’s multipurpose, that’s going to be
attractive to a lot of customers. [It’s a preference] I expect will
continue to grow.”
Szelążek at Euromonitor said similar, noting that “consumers are
moving towards products which are supposed to target more than
just one condition” and that “we have noticed that there is an increased demand for combination products and multivitamins.”
Consumers like the convenience of multivitamins for brain health,
SPINS’s Resetar agrees. “Multivitamins are a quick method of receiving necessary nutrients in a small, compact package, making it popular for a society of movers and shakers.”
Of brain health multivitamins, she says, “Much of their growth can
be traced back to the trend of overall wellness that was brought on
by the pandemic. It is multifunctional to attack many different health
focuses. We can expect to see a growth in vitamins that designate
different areas of health in addition to their other marketed benefits,
including immunity, digestive, and cognitive.” Also, she says, “Growth
spurs innovation, and with the growth in multivitamins, we expect to
see changes in their form (gummies, candy, powder, liquid), in their
packaging, and in what they offer.”
IRI highlights one category leader as evidence. “Focus Factor is a
great example of this kind of product, and it grew 47% in 2021 versus
2020,” analysts say. “[It’s] a bit pricey but delivers on the promise of
a solid multivitamin with the blend of brain-supportive ingredients.”
When it comes to ingredients selling especially well in the U.S.
mainstream cognitive health supplements market, one ingredient
with notable growth was phosphatidylserine (PS).
Per SPINS multioutlet channel tracking, PS sales in the mainstream cognitive health supplements market in the U.S. grew 91% in
the year ending October 31, 2021, reaching $96 million compared to
$50 million a year ago.
“PS represents a trending ingredient in the brain health space, clinically demonstrated to support and improve mind and body performance for consumers of all ages,” says Eran Ivanir, director of clinical
development, IFF Health (New York). “A natural building block of our
tissues, found in every cell membrane, PS has been shown to play a
crucial role in the structure and function of the brain, as well as in
muscles and other tissues.”
Laurentia Guesman, business manager, AIDP Inc. (City of Industry,
CA), discusses the role of PS in brain health. “PS is a vital phospholipid
essential to memory and cognitive health. It is mainly concentrated in
the brain and nerves, and is essential to nerve-cell functions. Among
other functions, PS dramatically boosts protein kinase C (PKC) activity within the neuronal membranes. PKC is an intracellular messenger enzyme that regulates the release of acetylcholine and dopamine,
neurotransmitters that are critical to learning and memory.”
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Holtby at Soft Gel Technologies says, “Several multicenter, double-blind, placebo-controlled trials on patients with Alzheimer’s
disease have suggested that PS improves cognitive performance. PS
is a building block for brain cell membranes and protects the function of brain cells by stabilizing the membranes of the cells. Healthy,
well-structured cell membranes promote optimal brain cell performance. Brain cell activity is important for proper memory recall. PS
may increase brain function by limiting the deterioration of cell membranes that contribute to brain aging.”
He adds, “It has been demonstrated in clinical trials to improve
memory, concentration, word recall, and mood in middle-aged and
elderly subjects with dementia and age-related cognitive decline. For
older adults with moderate cognitive impairment, PS has produced
consistently modest increases in recall of word lists.”
Guesman and others point out that “PS is the only dietary ingredient with two FDA qualified health claims related to reducing risk of
cognitive dysfunction and dementia in older adults.”
“While many nutraceutical ingredients have been touted for their
ability to improve cognitive performance, few have the scientific
backing of PS,” adds Holtby.
“PS has proven to be an effective supplement for cognitive health,
and those results are attributing to its growth,” agrees SPINS’s Resetar.
The science backing PS is strong—and continues to grow not only
on brain-related health concerns such as mood and stress but also
sports, skin health, and more.
“Research is absolutely expanding for PS, which has helped drive
the increase in sales,” says Mike Petteruti, president and general manager, Chemi Nutra (Austin, TX). “Some of the most notable data we
have seen in recent years has been for stress benefits, particularly for
cortisol reduction. In addition to stress, we see an ever-expanding
base for the cognitive and memory applications of the ingredient as
PS has historically been used.”
IFF’s Ivanir points out the benefits of PS for both mental and physical stress. “While PS is most commonly known for its effects on cognitive function, there are other effects that have been identified in
humans. For instance, several clinical studies examine the effects of
PS on exercise, and it’s shown to improve several different aspects.”
He continues: “Intake of PS is known to lessen the increases in cortisol that are associated with mental stress as well as physical stress
(exercise). Since PS is a safe dietary ingredient, supplements containing PS may provide an effective alternative for those seeking to ease
day-to-day stress and keep a balanced mood.”
Holtby adds that “Recent studies have been conducted with PS
as it relates to the stress experienced by athletes (including Olympians, runners, and golfers)—and how it may improve exercise performance. In addition to PS reducing cortisol levels, it was also found
to increase physical performance, hasten recovery, and reduce
post-exercise muscle soreness.”
Supplementation with PS may also benefit the skin. “PS affects the
skin with at least two different mechanisms of action that are complementary to one another,” Ivanir explains. “The first effect relates to the
way PS affects the levels of internal collagen production, studied in cell
and animal research. Reduction in collagen formation results in skin
wrinkling and drying. The second effect identified relates to the way in
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which PS affects the production of another protein, known as MMP1,
which is an enzyme responsible for collagen breakdown. The two combined effects of synthesis or formation of collagen and on breakdown
of collagen leads to an overall result of increased collagen formation.”
This is an especially promising area, Chemi Nutra’s Petteruti agrees.
“I would say that PS is heavily used for cognitive and stress benefits,
but the skin application is one that I believe will get much more attention in the future.”
Due to such wide-ranging health benefits, “Research on PS suggests that people of all ages can benefit from taking PS as a dietary
supplement,” says Ivanir. “From children needing to improve their
attention span to adults working at intellectually challenging jobs,
to seniors concerned about age-related cognitive impairment, cognitive function is top of mind.”
PS supplements are also evolving to accommodate a broader audience.
“Innovation for PS has been strong with new gummy, chocolate, and highdose powder applications,” says Petteruti. He adds, “But I believe the synergy that we see with other ingredients is the true area of innovation for
the ingredient. We see a great deal of combinations with focus on stress/
cortisol and cognitive enhancement (nootropic combinations). There are
many ingredients that work well in combination with PS and very few, if
any, that would be counterproductive to add in with PS.”
In addition to phospholipids like PS, botanical ingredients for brain
health are performing strongly.
Mushroom sales continue to grow. Per SPINS natural enhanced
channel tracking, sales of mushroom ingredients in the U.S. natural
cognitive health supplements market grew 10% in the year ending
October 31, 2021. Mushrooms are now the leading ingredient in the
natural cognitive health channel. Both Dicker and Resetar at SPINS
say lion’s mane (Hericium erinaceus) is the standout among mushrooms, with Resetar pointing out that lion’s mane “is already showing
up in coffee/teas and in sweet frozen treats.”
Bacopa monnieri is another botanical with growing sales in brain
health supplements. Per SPINS multioutlet channel tracking, bacopa
sales in the U.S. mainstream cognitive health supplements market
grew 117% in the year ending October 31, 2021, while bacopa sales
in the U.S. natural cognitive health supplements market grew 19%.
Bacopa suppliers say they’ve seen demand grow over the past two
years. “Focus and concentration are critical to achievement of goals,
both professional and personal/leisure. Bacopa is becoming more
recognized, and favorably so, by consumers who are more interested
in increasing their ability to learn and do more mentally,” says Natural
Remedies’ Thomas.
Marshall at Verdure Sciences says bacopa is gaining attention
among consumers including esport gamers and other athletes, children and students, women, as well as aging adults. “Bacopa has been
used traditionally to help students in preparing for exams, for children to focus in school, and [ for] military use for increased mental
acuity without jittery side effects,” she adds.
Research continues to substantiate bacopa’s positive effects. Marshall says a recently published study on her company’s proprietary
bacopa ingredient showed it can support emotional and mental wellbeing, stress, alertness, focus, and quality of life—all while improving
sleep quality without causing grogginess.
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And Thomas at Natural Remedies says his company’s proprietary
bacopa ingredient has research showing that it preserves and promotes cognitive and memory functions in middle-aged and senior
adults, with a recently published review highlighting its mechanisms
of action, including acting as a neuroprotectant via antioxidant action and stimulating the dopamine and serotonin pathways. Meanwhile, in children, the ingredient has been shown to improve logical
verbal memory, short-term working memory, mental control, shortterm visual memory, and auditory memory, as well as attention span.
Nearly all ingredients in the mainstream cognitive health supplements channel are growing, says SPINS, including Ginkgo biloba,
DMAE, and fish oil concentrate. In the natural channel, ginkgo, magnesium, and vitamin B12 show growth.
Will the success of brain health supplements continue post-pandemic?
There’s certainly room for more. IRI points out, “As best as we can tell, it
would seem that brain health supplements are growing rapidly but are
still quite in their infancy, accounting for about 3% of total dietary supplement sales in brick-and-mortar.” Chances are good that cognitive health
supplements will continue prospering in 2022, “unless any bad news
comes out on the key ingredients often used in brain supplements,” the
analysts add.
Beyond 2022, the picture is less clear, says SPINS. Resetar expects
some slowing. “Consumers are living longer than ever before, increasing the want for supplements that can keep their minds sharp for as
long as possible. The cognitive health category will continue to grow,
but most likely at a lower rate.”
And Dicker says, “I think near-term, for sure; I think long-term,
it will be interesting to see how it plays out.” For instance, in terms
of the new first-time customers cognitive supplements attracted
during the pandemic, “it will be interesting to see how many of them
are retained as repeat customers, as sometimes these specialty supplements are not things that have a quick refill rate. As people…try
a product, if they’re not getting immediate results, are they going
to go back and try it again? Are they going to try a different brain
health supplement, or are they going to be turned off of the category
altogether?”
He concludes: “I do think there’s a lot of room for growth. I think
there’s a lot of strong products out there. So, I do expect it to grow in
2022. When we go beyond that, it’s going to be really interesting to see.”

Ashwagandha
Ashwagandha (Withania somnifera) is leading the pack of herbal
ingredients for mood support especially in the U.S. natural retail
market for dietary supplements. According to SPINS’s natural enhanced channel tracking of the U.S. supplement ingredients market
for mood support during the 52 weeks ending October 31, 2021, the
ingredient experienced 33% sales growth over the previous year, now
standing just behind magnesium as the natural channel’s leading
mood-support ingredient. Ashwagandha also ranked 9th in the natural channel’s top 10 bestselling ingredients for sleep. On the whole,
ashwagandha is now one of the natural channel’s top 25 bestselling
ingredients, growing 21% to reach $16 million in sales in 2021. A year
ago, ashwagandha did not even rank among the natural channel’s
top 25 bestselling ingredients. Clearly, ashwagandha is on the rise.
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For many reasons. “Life is stressful, and shoppers are finally
demanding that there be methods to relieve stress that are natural, which is where ingredients like ashwagandha come in,” says
Haleigh Resetar, corporate communications specialist for SPINS.
Ashwagandha is a trailblazer for other botanicals, too. Says Resetar: “We can expect that the introduction of ashwagandha into
products will lead the way for other herbal remedies to enter the
market that offer not only stress-relieving [but other] benefits. As
far as entering the conventional market, it is slowly becoming a
better-known ingredient, and as consumers continue to purchase
products, more conventional products will pick up the hints.”
Mainstream sales had been growing. According to figures published in the American Botanical Council (Austin, TX) journal
HerbalGram, in 2020 ashwagandha sales grew 185% in the U.S. conventional multioutlet (MULO) channel compared to 2019, based on
tracking from SPINS for the 52 weeks ending December 27, 2020. In
Nutritional Outlook’s Ingredients to Watch coverage last January, we
also reported SPINS figures showing a large spike of nearly 4000%
for ashwagandha ingredient sales in the mainstream MULO sleep
supplements category, based on figures provided by SPINS for the
52 weeks ending November 29, 2020.
While this growth has not continued for ashwagandha in the
mainstream in 2021, ashwagandha’s double-digit growth in the natural channel in 2021 means that the growth ashwagandha has shown
over the years was not merely a fluke. Ashwagandha is seeing steady
growth in a volatile market.
Mood support, particularly stress management, has been an ongoing concern for many consumers since before the pandemic. However, the struggles everyone faced these past two years have put into
perspective just how important it is that we take care of ourselves.
“Chronic stress negatively impacts various aspects of health, including physical and mental performance, sleep, body composition
(e.g., accumulated body fat and loss of muscle), digestion, and immune functions,” says Anthony Thomas, director of scientific affairs
at Natreon (New Brunswick, NJ), maker of Sensoril ashwagandha.
“Thus, by discoursing the negative effects of excessive stress on the
body and mind, ashwagandha exhibits broad therapeutic potential.
Ashwagandha is [also] seeing growth in the sleep-support category, a
top concern among consumers.”
The proliferation of ashwagandha in popular mainstream product
brands is also helping raise the ingredient’s profile, says Alicia Richman, director of brand strategy and innovation, Gaia Herbs. “Ashwagandha has seen consistently strong growth the last couple years
across all channels. Certain products, like Goli’s gummies, are driving
a lot of that growth, but [so is] a broader awareness of ashwagandha,” explains Richman. “Currently, nearly all items still focus on stress,
and often as a combined formula with other herbs/botanicals. Sleep
is likely the next area to see innovation with ashwagandha. One noteworthy item is Vicks ZzzQuil Pure Zzzzs with ashwagandha.”
“Ashwagandha has been growing in popularity over the last decade,
first in the natural channel and now in the mass/multioutlet channel due to its recognition for reducing the negative effects of chronic
stress on both physical and mental health,” offers Thomas. “Interest
in health-promoting nutraceuticals and dietary supplementation has
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increased in the face of the ongoing COVID-19 pandemic, particularly
in ingredients and products for diminishing excessive stress, worries,
and disrupted sleep cycles, as well as supporting immune functions.
Hence, name recognition for ashwagandha has grown substantially
and continues to grow in part due to its efficacy in addressing these
key health concerns among consumers.”
Clinical substantiation is probably the most critical factor to consider when developing a dietary supplement and/or functional food
and beverage. Current clinical evidence on ashwagandha is overwhelmingly dedicated to stress and sleep, which is therefore driving
product development in that direction.
“In the natural products industry, formulators especially pay attention to science. Their ability to generate timely products depends on
keeping a finger on the scientific pulse. Ashwagandha root extract
has enjoyed a large body of new science over the past decade, and this
double-blind, placebo-controlled human clinical science has greatly
boosted the position of ashwagandha root extract in the market,” says
Kartikeya Baldwa, CEO of Ixoreal Biomed (Hyderabad, India), maker
of KSM-66 ashwagandha. “Much of the science [ for KSM-66] is specifically focused on stress and mood.”
This is bound to change, of course, as the body of scientific evidence for ashwagandha expands beyond mood and stress. The research already exists in some cases.
Explore how ashwagandha may fit into your product lineup.
“Athletic performance is an area in which ashwagandha is still underutilized but now seeing a lot of traction,” says Baldwa. “In human studies, we saw that KSM-66 ashwagandha improved strength,
stamina, recovery, mental function, and cardiorespiratory endurance. Ashwagandha is clearly a potent agent for enhancing athletic
performance. Besides, clinical studies have also corroborated benefits of ashwagandha for better sleep, sexual function, menopause,
and thyroid health.”
This is echoed by Thomas, who states, “Manufacturers should also
look to capitalize on the potential benefits of ashwagandha in other
high-demand categories: 1) active lifestyle/sports nutrition, 2) body
weight and composition management, and 3) digestive health.”
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King of Adaptogens
The full versatility of ashwagandha has yet to be tapped, but as an
Ayurvedic ingredient, and an adaptogen, ashwagandha has numerous potential benefits that will create added value for manufacturers
in many types of products.
Many consumers already recognize the benefits of Ayurvedic herbs,
but adaptogenic herbs, as a category, are still growing in profile. “Interest in the search term ashwagandha has grown markedly across the
entire country in the past few years, particularly with the progression
of the COVID-19 pandemic, according to Google Trends, whereas relative interest in the search term adaptogen has remained far lower and
is limited to various subregions of the country, although there looks to
be an upward trend in recent years,” says Thomas. “As one of the premier adaptogen ingredients and fastest-growing ingredients within dietary supplements, ashwagandha is anticipated to help pave the way
for other adaptogens, especially lesser-known adaptogens popular in
Ayurveda such as shilajit and amla fruit (amalaki).”
While ashwagandha is overshadowing adaptogens, the adaptogen
category overall is benefiting from the ingredient’s popularity, motivating clinical investigation of other adaptogenic herbs.
“Adaptogens have been very much on the rise for at least 15 years.
The term has unquestionably gained traction, and many hundreds
of articles on adaptogens have helped to popularize the term and
the adaptogenic botanicals,” says Baldwa. “Ashwagandha has helped
with this popularization as it enjoys a stream of positive human
studies, and this helps the whole category.”
Ultimately, this means that interest in and adoption of ashwagandha will continue long-term as the body of research on the ingredient,
and its fellow adaptogens, grows.
Dosage Formats
Capsules and tablets will likely remain the predominant dosage format for
ashwagandha, for the time being, but ingredient suppliers and manufacturers are continuing to innovate so ashwagandha can be more easily used
in foods and beverages. In fact, says Baldwa, “It is the gummies, bars, and
beverages that are gaining a huge traction in popularity for ashwagandha.”
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“It is the gummies, bars, and beverages
that are gaining a huge traction in
popularity for ashwagandha,”
says Ixoreal’s Kartikeya Baldwa.

Natural Enhanced Channel (United States)
Top 10 Bestselling Ingredients (By Health Focus)
Excludes Private-Label Brands

Energy Support
Current Dollars

Year-Ago
Dollars

Protein - Plant (Multi)

$9,811,755

$11,193,894

Multivitamin (Adult)

$5,960,292

$5,953,889

0.1%

Vitamin B Complex

$3,924,471

$4,444,227

-11.7%

Multivitamin (Men)

$3,542,622

$3,728,217

-5.0%

Vitamin B12

$3,363,590

$3,341,188

0.7%

Multivitamin (Women)

$2,944,318

$3,137,086

-6.1%

Iron

$1,879,804

$1,884,612

-0.3%

Grass (Wheat or Barley)

$1,879,757

$2,043,842

-8.0%

Ginseng - All
(X Siberian Ginseng)

$1,795,755

$1,832,150

-2.0%

Caffeine

$1,600,037

$1,352,915

18.3%

Ingredient

% Change

-12.3%

Hair & Skin & Nails
Current Dollars

Year-Ago
Dollars

Collagen Products

$22,150,267

$21,745,813

1.9%

Biotin

$5,623,348

$5,633,076

-0.2%

Horsetail (Silica)

$3,339,497

$3,668,357

-9.0%

Hyaluronic Acid (HA)

$1,802,790

$1,978,574

-8.9%

Specialty Remedies
(Homeopathic)

$1,334,347

$1,427,340

-6.5%

Vitamin B Complex

$891,527

$934,266

-4.6%

Homeopathic Remedy
(Other)

$687,793

$575,532

19.5%

Calendula (Homeopathic)

$621,265

$617,957

0.5%

Lysine

$546,085

$699,721

-22.0%

$461,389

$449,465

2.7%

% Change

Ingredient

Astaxanthin

% Change

Mood Support
Ingredient

Current Dollars

Year-Ago
Dollars

Magnesium

$11,952,794

$12,439,744

-3.9%

Ashwagandha

$9,349,427

$7,046,642

32.7%

Flower Essences

$4,176,051

$3,956,904

5.5%

5-HTP

$3,462,328

$3,489,427

-0.8%

Theanine

$3,413,939

$3,103,992

10.0%

GABA

$2,974,822

$2,819,050

5.5%

Cannabidiol (CBD)

$2,480,426

$2,910,367

-14.8%

Kava

$2,176,266

$2,130,244

2.2%

Calcium/Magnesium
Combo

$1,610,873

$1,835,982

-12.3%

Vitamin B Complex

$1,550,506

$1,553,560

-0.2%

Time period: 52 weeks ending October 31, 2021
Source: SPINS Natural Enhanced Channel comprises full-format stores with $2 million+
in annual sales and 40% or more of UPC coded sales from natural/organic/specialty
products. It includes co-ops, associations, independents, and large regional chains
(excluding Whole Foods & Trader Joe’s). This channel breeds innovation and sustains the
level of authenticity and high product standards that define the industry. It represents
more than $30 billion in total sales and encompasses more than 1900 stores.
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The fact remains that ashwagandha does have organoleptic challenges, but these can vary depending on the ashwagandha ingredient.
With ingredients like ashwagandha rich in phenolic compounds, bitterness is the main challenge when incorporating into food. Therefore, high solubility and low effective dosage are ideal features to look
for in your ashwagandha extract—which, when paired with flavor
maskers or modulators, helps overcome whatever flavor challenges
that may exist. A soluble product that doesn’t require a high dosage is
also advantageous for multi-ingredients formulas.
“Gummies are currently the fastest-growing delivery format for ashwagandha, and Sensoril ashwagandha is no exception,” says Thomas.
“However, with increasing consumer demand for functional foods and
beverages, incorporation of ashwagandha-derived ingredients into coffee, coffee alternatives, and other functional beverages and ready-to-mix
powder formulations as well as chocolates is growing in popularity.”
As a result, there is a huge opportunity and incentive to lead the
way in innovation of not just ashwagandha extracts but also product
formulation, including flavor modification. Currently, Natreon is in
the process of being acquired by Kerry, which is a leader in taste and
nutrition for the food and beverage industries.
“Kerry Taste and Nutrition offers extensive technical/scientific expertise, financial resources, and connections across industries, which will
support expansion of Natreon ingredients, including its flagship, Sensoril ashwagandha solvent-free extract,” says Thomas. “The incorporation
of botanical extracts with complex (phyto)chemical makeups generally
presents a flavoring challenge for tasted products, such as functional
foods and beverages, as well as potential stability issues. As ‘pill fatigue’
and the demand for alternative delivery formats to capsules and tablets
increases among consumers, developing technologies to overcome potential challenges for the incorporation of Sensoril ashwagandha into
functional foods and beverages will provide tremendous opportunity to
expand its market presence.”
This partnership will help progress the use of ashwagandha in the
functional food and beverage market, and spur competitors to push
innovative solutions for manufacturers as well. In turn, manufacturers will have the opportunity to develop interesting products featuring ashwagandha, allowing them to exploit the many health benefits
the ingredient boasts, including stress and sleep support.

Collagen
Any way you slice it, collagen sales are stellar. Collagen companies are
now striding confidently—and excitedly—into 2022.
Per SPINS multioutlet channel tracking, powered by IRI, collagen
ingredient sales in the U.S. mainstream supplements market grew a
whopping 56% in the year ending October 31, 2021, reaching $241 million compared to $154 million a year ago. Collagen now ranks #23 on
the list of 25 bestselling mainstream functional ingredients.
Meanwhile, per SPINS natural enhanced channel tracking, collagen
ingredient sales in the U.S. natural supplements channel grew 7% in
the year ending October 31, 2021, reaching $67 million compared to
$63 million a year ago. Collagen now ranks #2 on the list of 25 bestselling functional ingredients in the natural channel.
“Conservatively,” says Angie Rimel, marketing communications
manager, North America, Gelita (Sioux City, IA), “2021 should see
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sales of collagen-based supplements at nearly $250 million, more
than triple compared to 2016. Collagen peptides have been widely
recognized as one of the hottest ingredients in modern times.”
Lindsey Toth, associate director, global marketing, Lonza Capsules
& Health Ingredients (Morristown, NJ), points to a Forbes article published last year1, noting, “The global collagen market more than doubled in size from $3.5 billion in 2018 to $8.36 billion in 2020 and is
expected to reach $16.7 billion by 2028.”
Collagen secured an enthusiastic audience amidst the pandemic.
Says Rimel: “Although the market growth had cooled for a bit during
the early days of the pandemic, the momentum of this market is back
on pace to continue dominance in the arena of active ingredients.”
Indeed, “With so many unknowns over the past two years, healthy
daily rhythms can provide a sense of stability, familiarity, and comfort—
not to mention tangible physiological benefits,” says Liz Clarke, CFS,
technical marketing manager, Nitta Gelatin North America (Morrisville, NC). “While immunity superstars like vitamins C and D, zinc, and
elderberry saw huge spikes in sales, we saw a milder, but similar pattern
of use, with collagen-containing products during the same period of
late 2020 to late 2021.”
Each year, interest expands beyond collagen’s origins in skincare and
beauty. After all, one of collagen’s strongest characteristics, and what will
drive the ingredient going forward, is the fact that the one ingredient has
so many overarching benefits. This gives companies considerable latitude
to innovate products that address multiple health concerns at once.
“One major reason for growing collagen sales is consumer interest
in supplement solutions that offer multiple, complementary benefits,” says Lonza’s Toth.
Combination health-benefit products are taking the market by
storm and attracting new users. Nutrition brand Bulletproof, for instance, last year launched five new collagen-based need-state products, including a Sleep Collagen Protein drink mix combining collagen protein with melatonin, chamomile, and magnesium, and a
Complete Daily Energy Collagen Protein mix marrying collagen protein, essential amino acids, medium-chain triglyceride (MCT) oil, and
a blend of ginseng, magnesium, and cordyceps. “We created our targeted collagen line that gives all the benefits of a collagen supplement
with added functional ingredients,” says Shenoa Riegel, brand manager, Bulletproof. “Our Sleep Collagen is a great pre-bedtime routine,
and Energy Collagen is great for a boost of energy to start the day.”
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She adds, “We see functional ingredients coupled with collagen for
a specific need state as an integral part of what is helping grow collagen interest now and in the future.”
Jim Burkett, president of the brand Great Lakes Wellness, says,
“Gut health has been a hot topic of discussion.” His company recently
introduced its Daily Digestion Collagen Peptides, a quick-dissolving
drink mix containing collagen peptides and 5 billion CFU of branded
probiotic strain Bacillus subtilis DE111, plus prebiotic fiber and vitamin C (to support collagen production).
Lonza’s Toth highlights collagen’s complementary presence in bone
health products. “Bone and joint health typically go hand-in-hand for
consumers, as they are both key to mobility; bone brings structural integrity to the body, while joints enable movement. However, the ingredients that address each one are very different—undenatured type II collagen for cartilage, and calcium and vitamins D and K for bone health,
to take a few examples. For consumer convenience, developing combination products using formulation expertise and innovative capsule
technology helps bridge this gap and address multiple health concerns
while also driving market growth.”
The fact that collagen is so friendly to work with—including in food
and drinks—enables lots of innovation. “Collagen peptides allow for
a wide range of formulations—for example, powder, gel, gummies,
concentrated shots, near-waters and bars, and inclusion in everyday
foods such as yogurt,” says Gelita’s Rimel.
“Collagen peptides,” she explains, “are versatile and easy to use. They
have a neutral taste and can be incorporated into a diverse range of
products. Additionally, they have high heat and acid stability, low viscosity, and no precipitation or clumping. They also offer fast absorption and good bioavailability, and are free from fat and cholesterol.”
Riegel says Bulletproof “continues to see a preference for healthy
drink options among consumers,” and that single-use packets and
bars provide travel-friendly options for customers on the go.
Plant-based cream and creamers are also hot categories for collagen,
adds Haleigh Resetar, corporate communications specialist, SPINS
(Chicago).
All these product types give consumers many ways to adopt a collagen product into their daily diet. “People are creatures of habit and
need products that fit into their already established routines,” says
Burkett at Great Lakes Wellness. “Collagen powder is a popular choice
as it can be added into morning cups of coffee, smoothies at the gym,
or even oatmeal. Stick formats make on-the-go collagen consumption
easy and convenient, as do gummies. New flavors are catching the eye
of consumers as well, bringing a fruity or sweet twist to their daily water intake. We’ll see the continued development of products that target specific needs and are easy and convenient for consumers—from
quick-dissolving tablets to other flavor combinations.”
“Consumers are searching for products that will help them age the
way they like to age,” he adds. “Collagen can also target multiple areas
of wellness at the same time, rather than using multiple products to
get the whole package, or they can opt for collagen that targets exactly what they want.”
Two of consumers’ primary goals for collagen supplementation are
beauty and joint support. These are firmly established as collagen’s
strongest categories.
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Natural Enhanced Channel (United States)
Top 10 Bestselling Ingredients (By Health Focus)
Excludes Private-Label Brands

Pain & Inflammation
Current Dollars

Year-Ago
Dollars

Turmeric

$23,185,939

$24,839,254

-6.7%

Arnica (Homeopathic)

$8,938,618

$8,577,147

4.2%

Specialty Remedies
(Homeopathic)

$5,353,455

$5,335,215

0.3%

Homeopathic Remedy
(Other)

$1,744,475

$1,669,908

4.5%

Cannabidiol (CBD)

$829,488

$898,635

-7.7%

Cherry Fruit
Supplements

$673,168

$655,933

2.6%

Boswellin or Boswellia

$397,440

$207,415

91.6%

Proteolytic Enzymes

$266,463

$206,777

28.9%

Homeopathic Cell Salts

$254,349

$256,755

-0.9%

Willow Bark

$226,369

$274,293

-17.5%

% Change

Ingredient

% Change

Sleep
Ingredient

Current Dollars

Year-Ago
Dollars

Melatonin

$14,036,994

$12,556,265

Valerian

$4,786,817

$4,975,355

-3.8%

Cannabidiol (CBD)

$4,399,355

$3,359,622

30.9%

Specialty Remedies
(Homeopathic)

$2,005,759

$2,012,864

-0.4%

Magnesium

$1,276,026

$617,084

Flower Essences

$1,151,930

$1,148,423

0.3%

Amino Acids (Other)

11.8%

106.8%

$1,054,182

$1,121,962

-6.0%

Passionflower

$583,351

$570,625

2.2%

Ashwagandha

$534,236

$531,066

0.6%

Lemon Balm

$463,978

$430,080

7.9%

Time period: 52 weeks ending October 31, 2021
Source: SPINS Natural Enhanced Channel comprises full-format stores with $2 million+
in annual sales and 40% or more of UPC coded sales from natural/organic/specialty
products. It includes co-ops, associations, independents, and large regional chains
(excluding Whole Foods & Trader Joe’s). This channel breeds innovation and sustains the
level of authenticity and high product standards that define the industry. It represents
more than $30 billion in total sales and encompasses more than 1900 stores.

“Beauty applications remain the top application for collagen. In the
U.S., skin and beauty is the main purchasing driver for almost half of
collagen users,” says Jaume Reguant, healthcare director, Bioiberica
(Barcelona, Spain), citing 2021 consumer survey data from Ingredient
Transparency Center (ITC).
Collagen’s growth in the U.S. hair, skin, and nails supplement market
was impressive last year. Per SPINS tracking, within the mainstream
multioutlet hair, skin, and nails supplement sector in the U.S., collagen was the second-highest-selling ingredient, growing an incredible
61% in sales the year ending October 31, 2021, reaching $122 million
compared to just $76 million the year prior. Over in the natural-channel
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hair, skin, and nails supplement market in the U.S., collagen was the
number-one-selling ingredient, reaching $22 million.
Credit goes to the growth of ingestible beauty. “The nutricosmetics market—whether we call it ‘edible’ or ‘beauty-from-within’—
has experienced substantial growth over the last five years in sales
volume,” says Sid Hulse, vice president of product development,
PLT Health Solutions (Morristown, NJ). “What was once a strong
business in Asia—particularly Japan and Korea—has now become
a global phenomenon.”
Joint health is collagen’s second-highest seller. “In fact,” Bioiberica’s
Reguant says, “collagen is currently driving growth of the joint health
category, which has historically been dominated by ingredients such
as glucosamine and chondroitin.”
Interest in collagen for joint health may have also shot up as the
pandemic adversely impacted routines and mobility. “The pandemic affected consumers in a huge number of ways, including
how they move and how their joints feel,” Lonza’s Toth points out.
“Lockdowns and gym closures disrupted exercise routines, while
at-risk individuals have avoided leaving the house. Many people
who were once very active have lost some joint flexibility and mobility, while pandemic-related weight gain has become common in
the U.S. and Europe—another major cause of joint health issues.”
Joint health will continue being a leading concern. “Joint health remains a key driver of the collagen market—it has long been a major
consumer priority,” she says.
Tangential health concerns are also getting swept up in the enthusiasm for collagen. For instance, joint health relates to sports performance and active nutrition, and here, collagen is growing its name,
especially as more consumers seek to increase their level of exercise
during the pandemic, Toth says.
Performance nutrition is one of collagen’s top-growing categories,
Resetar at SPINS confirms. “In the performance nutrition category,
the top subcategories include postworkout, preworkout, and hydration and electrolyte,” Resetar adds. “We can expect to see shoppers
interested in exercise and nutrition to be pushing this ingredient forward in innovation. The expanded role of collagen for joint support
and performance opened new categories for the ingredient.” Gelita’s
Rimel highlights her own company’s body-toning collagen peptides
as playing in this space.
Cognition is another emerging focus. “Another collagen application
with potentially enormous benefits is brain health,” says Abdul Alkayali,
vice president of sales and marketing, Certified Nutraceuticals Inc. (Pauma Valley, CA). “The approximately 100 billion neurons in our brains rely
on neurotransmitters made of essential amino acids to enable thinking
and memory.” Jellyfish collagen, he says, offers not only these amino acids but also macronutrients and calcium-binding proteins.
Stress relief is another area to explore. “Stress manifests itself in different ways, both mentally and physically,” says Nitta Gelatin’s Clarke.
“We’re hearing so many accounts of self-care routines featuring collagen peptides addressing both the physical and mental manifestations
of stress, allowing consumers to both look and feel their best.”
And then there’s immune health. Gelita’s Rimel says, “The fact that
[specific collagen] peptides also contribute to immune function is a
fairly new discovery.”
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Witnessing consumers’ growing interest in these other health benefits of collagen is gratifying to ingredient suppliers who have been
investing in collagen research.
The public’s growing focus on holistic health, particularly during
the pandemic, bodes well for the enduring appeal of a multifunctional ingredient like collagen. “The growth of collagen can be attributed
to many factors, including changes in health focus from immunity
to strengthening the overall wellness of the entire body,” says Resetar
at SPINS. “The pandemic opened the eyes of consumers in terms of
looking at their health in its entirety. It started with consumers looking at introducing supplements that promoted immunity, and from
there shoppers started to take a closer look at how they were treating
the rest of their body. Shoppers want to take care of their body from
the inside out, and through branding and marketing of collagen products, consumers learned of its benefits both inside and outside the
body. This corresponds to the growing trend of increased health and
beauty from within.”
And this is why beauty-from-within products like collagen are
outperforming the market. Says Hulse at PLT Health Solutions, “If
you’ve seen the sales volumes for the traditional cosmetics market
since early 2020, not only hasn’t there been any growth, but sales are
also dramatically lower. This is not the case in the nutricosmetics
beauty market, which tends to focus more on health as a driver than
just appearance.”
The result is that nearly all collagen businesses interviewed here
report skyrocketing, double-digit sales gains last year. And the good
times will continue. “When it’s continuing to do well in the natural
channel, that’s why I’m comfortable saying that it’s going to continue
to have growth in the conventional channel as well,” says Scott Dicker,
senior market insights analyst at SPINS. Will sales plateau? “At some
point, yes,” he says. “I don’t predict 2022 is the year, though.”
For one thing, collagen’s audience continues to grow. “Traditionally, the age-related decline of function or appearance was the primary
driver of collagen demand. Today, we’re seeing more interest in collagen from consumers of all ages,” says Certified Nutraceuticals’ Alkayali.
“Younger and middle-aged consumers are supplementing with collagen products to maintain joint health and function in hopes of preventing the mobility and pain issues plaguing the older generation. Similarly, younger consumers are turning to beauty products with collagen to
help maintain and enhance beauty.”
Burkett at Great Lakes Wellness agrees. “All ages and backgrounds
are turning to collagen. It comes in a wide range of flavors for easy
integration. Social media is huge and an easy avenue for sharing
products and results over time between friends, family, and followers.
Younger generations are also turning to collagen as they are seeing
the results from Gen X and the Boomers.”
Toth says Lonza has been doing studies on its ingredient to
demonstrate joint-health benefits not just in older populations but in
healthy, younger subjects as well.
And Reguant at Bioiberica says, “Over the past few years, we have
seen a steady increase in the number of consumers taking a daily dose
of collagen—up 8% in the U.S. between 2019 and 2021,” he says, again
citing ITC survey data. “What’s more,” he continues, “almost half of
regular collagen users say they have increased their intake over the
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past year, suggesting there is a growing loyal base of consumers that
are seeing the benefits and wanting more.”
The science is also strengthening. “Collagen ingredient technologies are evolving by leaps and bounds,” says Nitta Gelatin’s Clarke,
noting that “researchers continue to gain more in-depth understanding of collagen peptides’ mechanisms of actions within the body…”
She adds: “Even over the past few years, we’ve seen the general tone of
skepticism transition into genuine interest, and support, by the wider
scientific community.”
Collagen also lets companies check off the boxes important to
today’s shoppers. For instance, says Hulse at PLT Health Solutions,
“We find that ‘origin story’ is increasingly something that consumer products companies want to share with consumers. Consumers
want to know about sustainability, non-GMO certification, fair trade,
traceability, and more when they go to select a beauty-from-within
product containing collagen.”
Certain consumers prefer non-bovine and non-animal-based
collagen sources, Hulse adds. Burkett says Great Lakes Wellness
launched its Daily Marine Collagen Peptides product last year for its
pescatarian and flexitarian customers “so they can still reap the benefits of collagen in a format that isn’t from bovine sources.”
“The collagen source can…be a key purchase influencer,” agrees
Bioiberica’s Reguant. “There has been a slight increase in the number
of collagen users looking for ‘grass-fed’ or ‘fair trade–sourced’ collagen.
In the U.S., egg-sourced collagen is the most popular choice for regular
collagen users, although the overall split across different sources (vegetarian, marine, chicken, egg, and bovine collagen) remains fairly even.”
Educating the industry and consumers about the differences between collagen ingredients will be key to protecting the category’s
longevity. After all, collagen is not a singular ingredient but rather
a broad category. As Certified Nutraceuticals’ Alkayali points out,
“There are 28 different types of collagen.”
Unfortunately, people might be unaware of the differences—
the efficacy, dosage, and benefits—between collagen types. It also
doesn’t help that manufacturers looking to capitalize on the collagen
trend—but who are unwilling to pay the price for a clinically proven,
high-quality, often branded, ingredient—can take advantage of a general lack of knowledge.
Suhail Ishaq, president, BioCell Technology LLC (Irvine, CA), says,
“There’s two different dynamics happening in the industry. Some that
are purely cost-driven—contract manufacturers who are just riding on
the coattails of the success in the category and saying, ‘Hey, collagen
is hot. Just come out with a product.’ And when they see how much
[branded ingredients like] Verisol or BioCell Collagen cost, they’re, like,
‘Oh, well, you know what? We can find some cheap stuff, and consumers don’t know. We’ll just call it collagen on the label and just start
marketing it.’ You have those players who are just price-driven and who
have no sense of real caring for quality and integrity. And then you have
the other players who are, like, ‘No, hey, we really want to make sure we
can deliver products that are effective, that we can really stand behind.’”
“That’s, I think, where the industry needs more stewardship,” he
continues, “because there’s extreme over-generalization that’s happening in the category.” Fortunately, he believes this will cease over
time as more people learn about collagen types.
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N-acetyl-L-cysteine
N-acetyl-L-cysteine (NAC) may not be a familiar ingredient to some
dietary supplement users, but within the supplements industry—and
among those who regularly take NAC supplements for antioxidant,
liver, and respiratory support1—NAC is now a red-hot topic thanks to
recent regulatory actions taken by U.S. FDA. In 2022, expect further
discussion about NAC and possible friction between FDA and the
industry leaders confronting the agency to protect the supplement
industry from what they say is FDA’s misapplication of the law.
First, some background: Within the Federal Food, Drug, and Cosmetic Act (FD&C Act) governing dietary supplements in the U.S. is
an infamous “drug exclusion provision” (Section 201( ff)(3)(B)(i)). This
provision was signed into law on October 15, 1994—and enacted on
October 25, 1994—as part of the Dietary Supplement Health and Education Act (DSHEA) that amended the FD&C Act with new regulations for dietary supplements.
The drug exclusion provision states that dietary supplements may
not include “an article authorized for investigation as a new drug, antibiotic, or biological for which substantial clinical investigations have
been instituted and for which the existence of such investigations has
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been made public.” In other words, if an ingredient was first approved
as a drug, or studied as an investigational new drug (IND) and that research was made public, supplement companies thereafter could not
begin selling the ingredient as a dietary supplement—in essence, protecting drug companies’ research investment from supplement companies turning around and selling that same ingredient in lower-cost
supplements. If the ingredient was, however, sold as a dietary supplement before the ingredient was publicly investigated or approved as
a new drug, supplement companies could legally continue selling the
ingredient as a dietary supplement.
Several drug and supplement ingredients lawfully coexist in the
market under the drug exclusion provision. Omega-3 fish oil is one.
The Natural Products Association (NPA; Washington, DC) points to
L-carnitine and caffeine as other examples.2
FDA has also used the drug exclusion provision to challenge the
legal status of certain dietary supplement ingredients. In 2016, for instance, FDA declared that vinpocetine, already a longtime ingredient
in the supplements market, was now on the wrong side of the drug
exclusion provision.3
N-acetyl-L-cysteine is the latest ingredient in FDA’s crosshairs involving the drug exclusion provision. In July 2020, FDA sent warning letters to a handful of companies selling products as dietary supplements,
some as hangover remedies. In those warning letters, FDA claimed that
NAC was approved as a new drug in 1963 and that there are no records
showing that NAC was marketed in supplements prior to then.
Supplement industry leaders rebutted FDA’s reasoning in citizen
petitions filed by NPA2 and the Council for Responsible Nutrition
(CRN; Washington, DC)4, plus comments on these petitions from the
American Herbal Products Association (AHPA; Silver Spring, MD)5.
First, pointed out CRN and NPA in their petitions, as well as AHPA
in its comments, the NAC article approved as a drug in 1963 is different from the article that’s sold as a supplement. The drug approved in
1963 was an inhaled drug and not a substance to be orally consumed.
In fact, an oral NAC drug was not approved for use until 2016, long
after NAC oral supplements entered the market, both CRN and AHPA
stated4,5. In its citizen petition2, NPA said it remains “unclear” whether
an ingredient can be excluded from the definition of a dietary supplement “when the article has been approved as a drug not intended to
be administered by ingestion.”
Second, CRN and NPA wrote in their citizen petitions, evidence
substantiating the 1963 drug approval, or public records showing investigation as a new drug, are shaky. NPA wrote2, “Usually, evidence
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Nitta Gelatin’s Clarke hopes likewise. “Branded, clinically substantiated collagen peptides are primed for major growth as we move
past demand for generic collagen ingredients,” she believes.
As consumers get serious about collagen, they also may be willing
to pay more for a better-quality product. “Indeed, research shows that
‘quality’ is the major factor driving price premium for branded ingredients, with over a quarter of collagen users willing to pay a premium
of over 20%,” says Reguant at Bioiberica.
“We expect that collagen sales will continue on an upward trajectory as more brands and consumers come to understand the various
types of collagen available and the different benefits of each,” says
Lonza’s Toth.
Collagen sales will continue forging ahead even as these best practices take hold, with collagen companies reaping the rewards as they
learn how to position their products to meet the growing demand.
“We can tell who’s winning and losing” in the collagen market, says
Douglas Jones, BioCell Technology’s global sales and marketing manager. “We’ve got a couple of customers that are just hitting this thing out of
the ballpark” with their product positioning—such as by branding their
products more strongly to play up their collagen ingredients, as well as
strengthening their marketing around structure-function claims and
highlighting clinical studies on proprietary, branded ingredients.
Hulse at PLT Health Solutions states, “Quality science allows messaging that consumers will trust…Healthy solutions backed by trustworthy clinical science and delivered in product forms that delight
the consumer are where today’s edible beauty market is going.”
As collagen goes from strength to strength, its stage continues to
grow, and its star continues to rise. “When you look at retailers like
CVS and Target who have created beauty-from-within departments
in their cosmetic aisles,” says Jones, “…you know you’ve transitioned
right when you’ve got your own section in Target.”
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from the period of time in question are handwritten notes and documents.” In a December 2020 letter6 on the matter to Steven Tave,
then-director of FDA’s Office of Dietary Supplement Programs, CRN
wrote, “This handwritten notation [indicating a drug approval date of
1963] raises a number of questions about the reliability of this record,
not the least of which is whether the approval date was actually 1963
or sometime later, why was the approval date handwritten, when was
the notation made, and who made it. This is not the type of document
that should be regarded as authentic.”
CRN pointedly added: “The unreliability of a handwritten date is
exactly the type of issue that FDA likely would raise for a dietary supplement company providing similar evidence that an ingredient was
marketed as a supplement before being approved as a drug.”6
Third, the associations said, evidence—including documentation
AHPA cited in its comments to FDA5—shows that NAC was on the
market as a supplement before the drug exclusion provision became
law when DSHEA passed in October 1994.
Michael McGuffin, AHPA’s president, explains to Nutritional Outlook, “AHPA submitted comments to FDA wherein we identified a
number of dietary supplements being marketed with NAC as an ingredient prior to the enactment of DSHEA. Following our comments,
FDA issued a formal request for information, stating their interest
in receiving ‘data and information on the earliest date that NAC was
marketed as a dietary supplement or as a food, the safe use of NAC in
products marketed as a dietary supplement, and any safety concerns.’
Since submitting our initial comments, we have found documentation of NAC marketed as an ingredient in a food product, and intend
to provide the information to FDA.”
Most critically, these industry leaders argue that the drug exclusion provision, which was enacted with DSHEA’s passage in
October 1994, is not allowed to be applied in order to retroactively
pull off the market ingredients that were already on the market
prior to the provision’s passage. In CRN’s letter to FDA’s Tave, the
association wrote6 that “the definitional exclusion established by
section 201( ff )(3)(B)(i) should be read to have proactively prohibited products containing articles that were approved as new drugs
after October 25, 1994, from being marketed as dietary substances,
unless such articles were marketed in dietary supplements prior
to approval. By contrast, section 201( ff )(3)(B)(i) should only be
read to retroactively apply to products containing articles that
were approved as new drugs before October 25, 1994, if Congress
expressed a clear, unambiguous intent for this provision to have a
retroactive effect.”
Clearly, Congress did not expressly intend for the drug exclusion provision to act retroactively, CRN extensively explained in
its citizen petition based on its review of both DSHEA and the
provision’s legislative history.4 “If these ingredients were on the
market pre-DSHEA passage in 1994, FDA doesn’t have the authority to remove them,” Megan Olsen, CRN’s vice president and
associate general counsel, tells Nutritional Outlook. “Congress never gave that intent, and there’s strong legal argument that when
Congress does not give a clear, unambiguous intent that a statute
is intended to be applied retroactively, then it cannot be applied
retroactively.”
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McGuffin says the same: “Congress did not intend for DSHEA to
be retroactive. Rather, DSHEA was intended to incentivize drug research on ingredients first brought to market…—not in the past, but
in the future. Any contrary interpretation is, at best, strained.”
Olsen adds that “the purpose of this provision, and this bears
itself out in the legislative history, was to encourage drug development and protect drug investment. You’re encouraging development by protecting those investments and helping ensure to drug
companies that they wouldn’t have to be concerned about putting
investment in and then have a supplement come on the market.” In
the case of NAC drugs and supplements, “those arguments aren’t
available,” she says, because both coexisted in the market prior to
the passage of DSHEA’s drug exclusion provision. “It’s concerning
that you would apply it retroactively when drug companies would
never have any assurances that there would be a protection,” she
adds. “If a supplement is already on the market and a drug company
also gets that ingredient approved in a drug, the supplement doesn’t
come off the market. It’s not, ‘Okay, now that the drug is here, you no
longer can sell the supplement.’”
“It’s important that the FDA is interpreting all of the provisions in
a manner that is consistent with Congressional intent,” she says. “And
I think here, we very much are concerned that the way that they’re
using it does not match Congressional intent.”
Supplement leaders are adamant about defending the industry
from FDA’s turn on NAC because FDA’s actions could set a dangerous
precedent in the supplements industry for years to come.
McGuffin says, “If FDA bans NAC by retroactively applying the
drug exclusion clause, there is concern that the agency could do the
same with any vitamin, mineral, or herb that has ever been the subject of any formal drug investigation.”
Daniel Fabricant, PhD, NPA’s CEO and president, tells Nutritional
Outlook, “It’s incredibly concerning if FDA can retroactively apply the
drug exclusion clause. DSHEA was introduced to balance consumer access to nutritional supplements and strong federal oversight
of the industry. However, what we are seeing with NAC is unnecessary federal intervention. NAC has been on the market for over
three decades, and there are more than 800 NAC product labels in
the [National Institutes of Health’s] Dietary Supplement Label Database. These products have been safely on the market, so what’s to say
FDA wouldn’t respond this way for other ingredients? Vitamin C and
other dietary supplements have been on the market as drugs. So, this
action gives way to FDA arbitrarily using the drug exclusion clause
as an administrative procedure disrupter to business.”
Imagine the unstable environment supplement companies face if,
at any point, someone could introduce obscure evidence long buried to threaten the existence of a supplement decades later. Consider
that documentation of clinical trials done long ago is often publicly
unavailable or unreliable. “It becomes almost impossible when you’re
looking back decades for a company to readily determine what types
of drugs were included,” Olsen points out. And, she says, “I think
there’s concern that FDA, which does have records, but you almost
have to FOIA [Freedom of Information Act] those records, could turn
around and say, ‘Hey, five years from now, well, this ingredient is precluded because there were drug trials in the 1980s.’”
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How can a supplement company confidently move forward amidst
that kind of uncertainty? It’s unfair to supplement companies for
FDA to do a 360 on an ingredient like NAC, leaders say.
“Here, FDA has implemented a sudden policy change without
providing a well-reasoned explanation, and has done so in a manner
that will affect thousands of industry and consumer stakeholders…,”
CRN’s letter to Tave6 pointed out. “As noted above, prior to July 2020,
it was FDA’s longstanding policy to permit the marketing of dietary
supplements containing NAC. FDA had reviewed over 100 30-day
notifications of structure/function claims for NAC and never raised
any issues with the drug preclusion clause. FDA also had reviewed
a qualified health claim for NAC and failed to raise the drug preclusion clause. As part of the qualified health claim review process, FDA
specifically assesses whether the substance that is the subject of the
qualified health claim qualifies as a food or dietary ingredient in dietary supplements. In response to the qualified health claim petition
involving NAC, FDA states that NAC is a dietary supplement.”
Olsen says, “There are other legal concerns or other legal doctrines
that say that after so long of allowing companies to rely on FDA’s position, FDA can’t reverse that position without significant reason.”
Why is FDA going after NAC? After all, safety concerns about NAC
aren’t popping up, to industry’s knowledge. Says NPA’s Fabricant, “Our
members go to great lengths to provide consumers with safe products.
We know NAC is safe, but if FDA has data points that suggest otherwise,
they need to communicate those findings to us, which they haven’t.”
Olsen says, “When FDA has raised concerns about the legality of
ingredients as dietary supplements in the past, we often see those
concerns tied to safety issues. For example, with vinpocetine, FDA in
2019 raised safety concerns about the use of the ingredient by women
of childbearing age. FDA, however, has not banned the use of vinpocetine as a dietary ingredient. FDA also maintains a Dietary Supplement Ingredient Advisory List regarding dietary ingredients the agency has indicated ‘do not appear to be lawful.’ For the ingredients on
this list, FDA has generally flagged safety concerns about the ingredient. This list is not a final determination of legality or safety by FDA,
but a common concern in FDA evaluation of a dietary ingredient’s legality is safety. What is so striking here for NAC—FDA has never, that
we are aware of, questioned the safety of NAC in dietary supplements.
The ingredient has a decades-long history of safe use, and its safety
record has been acknowledged by other authoritative government
bodies like the National Institutes of Health (NIH), which noted in a
recent review of NAC that ‘[n]o safety concerns have been reported
for products labeled as dietary supplements that contain NAC.’”
Industry leaders are demanding that FDA defend its reversal on
NAC. They want answers. So far, they haven’t gotten them, leading associations to take more aggressive steps. This fight will persist in 2022.
On November 24, 2021, for instance, FDA sent CRN a “tentative response”7 to CRN’s citizen petition. Instead of addressing the petition’s
legal questions, FDA’s letter simply asked for more proof of NAC’s
market history as a supplement—which, Olsen says, “is information
we think is irrelevant to answering the legal questions that CRN has
posed.” CRN, she says, “asked the agency solely to review and defend
legal arguments and legal concerns with the validity of their July 2020
position on NAC,” which she says thus far the agency has failed to do.
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Frustrated with FDA’s lackluster reply, on January 4, 2022, CRN sent
another letter to FDA8 criticizing the agency, stating, “The agency’s
nonresponsive November 24th response does not address the single legal issue first raised by CRN in December 2020 and restated in
CRN’s June 1st citizen petition: whether the drug preclusion provision
in section 201( ff)(3)(B)(i) properly precludes NAC from being marketed in dietary supplements.” And on January 25, 2022, CRN filed
new comments with FDA, demanding the agency’s response to its
legal question by February 24, 2022.9
AHPA, in its comments to FDA5, stated: “To AHPA’s knowledge,
FDA has not expressly addressed the question of whether DSHEA, and
the prior drug exclusion provision in particular, has retroactive effect.”
On January 25, 2022, AHPA also filed new comments with FDA, again
providing evidence to show that NAC was marketed as an ingredient
in conventional food or dietary supplements prior to October 1994.10
Following lack of response to NPA’s citizen petition, in December 2021
NPA took the strong step of suing FDA, asking the court11 to “hold unlawful and set aside FDA’s final actions that are arbitrary, capricious, an
abuse of discretion, and contrary to law.”
Fabricant tells Nutritional Outlook, “NPA will leave no stone unturned until FDA’s decision is reversed.”
How many NAC companies and products today are adversely impacted by FDA’s reversal? AHPA’s McGuffin points out, “At least 600 products
with NAC as an ingredient can be found in the National Institutes of
Health’s Dietary Supplement Label Database (DSLD), the public database for volunteer product listing of dietary supplements.”
“NAC supplement sales are very significant for the industry,” Fabricant tells Nutritional Outlook, noting that the ingredient is sold both
domestically and internationally. He adds: “NAC has been safely on
the market for decades, and the agency should know this because
they have the data to back it up. Over 800 labels accompanied by
product information, including claims, are available to them through
the NIH Dietary Supplement Label Database.”
Nutritional Outlook asked market researcher SPINS (Chicago) to
provide an estimate on NAC market sales in the supplement channels it tracks. Sales appear to be growing.
“N-acetyl-L-cysteine saw 61% growth in sales in 2021 compared to
2020,” says Haleigh Resetar, SPINS corporate communications specialist. “The fastest-growing categories include performance nutrition—specifically hydration and electrolyte—and condition-specific
supplement formulas, including cognitive health supplements and
organ-support supplements.” Performance nutrition is definitely a key
market, adds CRN, citing data from SPINS multioutlet (MULO) channel tracking, powered by IRI (Chicago), and SPINS natural enhanced
channel tracking, showing NAC supplement sales for performance
nutrition up 98% over a year ago.
Resetar’s colleague at SPINS, Senior Market Insights Analyst
Scott Dicker, says, “We are seeing a lot of growth for NAC in the
MULO plus convenience channel, the natural enhanced channel,
as well as some in [the] regional [independent grocery channel] as
well. The dollar volume isn’t high in it, but we’re definitely seeing a
lot of consumers interested in it.”
FDA’s adverse opinion on NAC’s legal status—which, it’s key to note, is
only mentioned in warning letters and is not an official policy change—
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has already negatively impacted NAC supplements on the market.
NAC supplements are sold by respected brands including NOW Foods,
Thorne, Pure Encapsulations, and Life Extension, to name a few. Natural
Products Insider reported last year12 that Amazon.com had ceased allowing NAC products to be sold on its website.
Fabricant tells Nutritional Outlook, “We have heard of other
e-commerce platforms prohibiting the sale of NAC on their platform, and financial service providers restricting transactions related to NAC.”
“We understand that some contract manufacturers have also indicated that they do not want to continue to manufacture NAC. So, there
are real-world implications that are happening here,” Olsen adds. “And
we’ve heard directly from consumers, we’ve heard from healthcare
practitioners that sell these products to patients or work with patients
to secure these products, that there’s a concern out there that consumers rely on these products as dietary supplements for their health,
and they’re having trouble accessing the products because either Amazon or companies are deciding to limit or stop their inventory.”
SPINS’s Dicker says that while NAC might not be a flagship product for some brands, it’s likely still an important one given the rising
consumer interest. During the pandemic, he says, while brands might
have started cutting the “tail” off their product lines and discontinuing less-popular products, NAC probably remained a priority. “With
something growing in popularity like NAC, it could become a more
major role in their business, so that is definitely something to consider
as well, those financial implications” of any FDA actions, Dicker says.
Unfortunately, because FDA’s opinions are still not official legal action and only mentioned in the warning letters, NAC companies have
few options for recourse at this point, even as they see tanking sales,
Olsen points out. “Warning letters are not final agency action, and
that position has been well established by both FDA and the courts,”
she says. “And so, it doesn’t give companies the opportunity, like they
would where there’s actually legal consequences that have flowed out
of an FDA action, to take that action to court.”
For now, she says, “Companies need to assess their own risk of selling
NAC. CRN considers this still a very open matter. We have seen FDA reverse its position in warning letters in the past.” So perhaps there’s hope.
Will some in the industry end up calling on Congress to intervene?
As McGuffin says, “AHPA and the industry are doing what we can to
ensure safe and informed consumer access to NAC. We are evaluating every avenue. The actions taken so far—two citizen petitions,
comments by AHPA, the lawsuit against FDA—may help, but we
might have to seek a solution in the Congress.”
What’s more, he says, given FDA’s attempt to use the drug exclusion
provision to remove a supplement from the market once again, it may
be time to reexamine this provision altogether. “If the dietary supplement industry brings a new ingredient to market first, we share the
market with the drug industry. However, if the drug industry initiates
research on a new ingredient, the dietary supplement industry is shut
out. It is time for Congress to reconsider the drug exclusion clause,
a restrictive provision of DSHEA that impacts consumer access and
choice, and apply congressional pressure to FDA accordingly.”
In August 2021, Natural Products Insider reported that U.S. Senator
Michael Lee (R-UT) requested a FDA hearing on the NAC issue but
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was denied.13 Says Fabricant, “When you have not one, but two, members of Congress request more information about NAC, and the agency ignores their questions, it’s a sign of disrespect. Congress has oversight over agencies like the FDA. FDA’s actions have put them under
a microscope, and Congress is exploring legislative measures to make
them more transparent. It’s a strenuous time at the FDA for several
reasons, and we understand that. However, when you become less
and less transparent with the industry, it will rightfully raise concerns.
I’m confident we will see more congressional action in the coming
months that demand more accountability from the FDA.”
What could ultimately happen? “If FDA maintains its position that
NAC isn’t a legal dietary ingredient, it would need to begin taking
enforcement actions against companies selling,” Fabricant continues. “Given their posturing with [cannabidiol] CBD, and considering
NAC’s safety record, I have a hard time believing FDA would begin
seizing products or using other enforcement action.”
Dietary supplement associations will continue fighting FDA on
the matter this year. Says Olsen, “CRN doesn’t consider this a settled
battle while the agency continues to deliberate as to what their response will be.”
In the meantime, “We’ll probably see more actions taking place in
the fight over NAC,” says Fabricant.
It’s a fight worth having, he and the others say. “This issue is more
important than just NAC,” says Fabricant. “FDA’s action sets a dangerous precedent which presents a real and present danger for the
dietary supplement industry.”
View references online at ow.ly/7RPx50HBJC1

Plant Protein
Plant-based protein is a category in which innovation has been persistent, continually improving to satisfy the growing and demanding
base of consumers seeking alternative protein sources. Functional
foods and beverages can be a major driver of innovation for protein
in general, but while animal-based proteins such as whey and casein
have settled into the category, plant-based food and beverage protein
products continue to see new development.
For example, explains Scott Dicker, senior market insights analyst
for market researcher SPINS (Chicago), “When we’re talking about
functional beverages, usually whey or casein or other milk proteins
are and continue to be the market share leader. But oftentimes, the
largest growth items are the plant-based proteins.” For example, he
says, in the U.S. natural supplement ingredients channel, plant-based
multi-protein ingredient sales are growing at 5%. And in the U.S. conventional multioutlet supplement ingredients channel (MULO) plus
the convenience channel, he says, plant-based multi-protein ingredient sales are growing at almost 20%.
While plant proteins may not reach the level of sales of their animal-based counterparts in MULO, plant-based proteins have become ubiquitous enough that they are being combined with animal
proteins. In fact, animal-and-plant-combo protein ingredients were
the highest-selling mainstream functional ingredient last year in the
U.S., with sales growing 10% to nearly $2 billion during the 52 weeks
ending October 31, 2021, per SPINS MULO tracking.
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Where was growth highest for animal-and-plant-combo ingredients last year? In the mainstream supplement ingredients market,
sales of these ingredients grew 35% to $37 million in energy-support
products, and grew 8% to $20 million in performance products.
Even without animal proteins added in, plant proteins are doing
fine. Plant-based protein products often feature multiple plant protein
sources, and in the U.S. mainstream market for performance supplement ingredients last year, for instance, sales of multi-plant-protein
ingredients grew 11% to $11 million. Multi-plant-protein ingredients
remain a top-selling ingredient the U.S. natural channel, too, where,
within the natural channel’s top 25 bestselling ingredients last year,
multi-plant-protein ingredients came in at #3, grossing $66 million
during the 52 weeks ending October 31, 2021.
Plant proteins’ presence is growing in many types of products. According to SPINS sales tracking of plant protein ingredients during
the 52 weeks ending December 26, 2021, plant protein in food and
beverages grew by 14%, while plant protein in supplements grew 6%.
Clearly, plant-based proteins are becoming more accessible. “Plant
proteins, including pea protein, have transcended past protein
shakes and are now also found in meal occasions from morning to
night,” says Tyler Lorenz, CEO of Puris (Minneapolis), a supplier of
pea protein ingredients. “This allows food eaters the opportunity to
try plant-based proteins in a more approachable fashion such as a
yogurt, beverages, snacking, and, of course, plant-based meat.”
Pair this innovation and technological advancement with growing
fascination with living more sustainably, and you have an environment
ripe for plant proteins, says Lorenz. “With an incredible increase in ESG
(environment, social, governance) mandates in the capital markets,
net-zero claims by major CPG and big tech, and the curiosity around
sustainability for consumers, plant-based ingredients, including proteins, that are built by sources that give more than they take will continue to shift the buying choices away from unsustainable solutions that
currently dominate the volume of the market,” he explains.
For some time now, the plant-protein consumer has grown more
diverse in that they are not all vegan or vegetarian, and they are motivated by a variety of factors. “Our consumers seek balance and often
identify as ‘flexitarians,’” says Adam Grogan, chief operating officer
of Greenleaf Foods, the parent company of Lightlife Foods and Field
Roast plant-based product brands. “Our consumer research shows
people’s top three reasons for choosing plant-based protein are
health, sustainability, and variety.”
“The buying behavior for plant-based protein purchases is incredibly nuanced depending on the market segment and adoption curve
of the buyer,” adds Lorenz. “In some cases, the product serves a consumer that is looking for complete replacement for animal proteins
(vegan or plant-based eaters). In other cases, what we continue to see
driving trial is the flexitarian that is trying to incorporate more plantbased foods into their diet. Flexitarians that eat both animal proteins
and plant are looking for great taste, accessibility, and functionality
that they are used to. This is where a lot of innovation is occurring to
allow both in-home and out-of-home food making and food purchasing to be on par with animal proteins.”
The adoption of plant-based products by a larger swath of consumers also creates different expectations. For example, a vegan or
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vegetarian may be happy with the flavor of a black bean burger, but
a flexitarian may be more inclined to buy a product that more accurately mimics the food they are familiar with. While the seasoned
vegan may have no interest in “upgrading” to these newer products,
a flexitarian sees these new products as a way to dip their toes in
the plant-based pool. Essentially, everyday consumers are much less
willing to make the compromises which were inherent in adopting
plant-based protein products years before.
New Product Development
Plant-based protein products are no longer competing just against
each other but also against traditional proteins. That means manufacturers making plant-based food and beverage products such as
meat alternatives need to meet consumers where they are.
“We believe that food is emotional, cultural, and familiar. In many
societies, animal proteins are the staple items for many dishes and
many people’s food experience,” says Lorenz. “By creating plant-based
options that food eaters are familiar with, we believe the adoption
curve will be faster. This is a critical focus for the plant-based industry.”
Plant-based burgers are the biggest driver of trial in the plant-based
category, says Grogan. Quick-service restaurants played a large role in
this by adopting them as menu items. These menu items serve as a
proof of concept that then encourages subsequent sales in grocery.
Other meat products have been more difficult to replicate but have
seen some breakthroughs recently. Nutritional Outlook recently recognized Good Catch, a plant-based-fish manufacturer, as its Best of the
Industry award winner because of the company’s aggressive expansion
into food service, partnering with brands such as Long John Silver’s,
raising awareness about not only their products but about the potential of plant-based meat alternatives.
“One of the biggest innovations in plant protein we’ve seen in recent
months is around plant-based chicken: traditional chicken represents
42% of animal-based meats, but plant-based chicken trails behind
significantly at only 25% of total plant-based protein,” says Grogan.
“There are different challenges to overcome when creating plantbased chicken to more closely mimic the color and texture of chicken.
Traditional chicken also has a very subtle flavor, which we want to ensure is the case with any plant-based offerings as well. The other thing
to consider when we think about plant-based chicken nuggets or filets
is the breading system, which is a challenge we don’t face with other
plant-based offerings. There’s a need for different binders for different
protein sources, and it’s important to keep in mind that we aren’t using eggs.”
Lightlife, for example, has delivered its first breaded plant-based
chicken filet and plant-based chicken tender that is instead designed to
be sold in the fresh meat case. Lightlife’s unbreaded plant-based chicken product is currently available exclusively in the Whole Foods Market
prepared-foods department. “Both offer a taste, color, and pull-apart
texture that mimics traditional whole-muscle, white-meat chicken,”
says Grogan.
Currently, there are immense opportunities to create innovative
plant-based food products, particularly meat alternatives.
“The plant-based protein category as a whole is both dynamic and
evolving. Our process for developing new plant-based products starts
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Will this plant-based burger
be as good? Will this breaded
plant-based chicken cutlet
fry up as well on my skillet?
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with the consumer and thinking through what people are looking
for that they cannot currently find on shelves at retail,” says Grogan.
“Our R&D team is constantly exploring new protein options to discover new ways to bring high-quality, bold-tasting protein into our
foods. Field Roast Plant-Based Pepperoni is an example which, unlike
competing products, has characteristic fat marbling and delivers an
authentic pepperoni taste, crafted with fresh spices, including whole
pieces of fennel, cracked black pepper, garlic, and paprika.”
It’s important to listen to your customers. Puris, for example,
launched a line of “Pantry” products sold on Amazon that includes
Pea Protein Crisps, Sweet Lupin Flour, and Pea Protein Powder. As a
protein supplier, Puris sees these products as a link to the end consumer, who can help inform further innovation.
“Our Puris Pantry products allow us to have direct conversations
with food eaters to test and learn how we can improve our ingredients and serve the market,” says Lorenz. “By sharing our innovations
with creators at home, we can find new ways to create products of
the future, and these creators can see what is possible with pea-based
ingredients. We chose these products specifically to have these conversations and learn faster.”
Pick Your Protein
When it comes to plant-based foods and beverages, protein content
matters. In most cases, moving away from meat and animal-based
products reflects ethical and environmental concerns surrounding
the industry. Plant-based alternatives offer a guilt-free way to not only
eat one’s favorite foods but also get similar, if not better, nutrition from
these products. According to Innova Market Insights’ “Innova Meat,
Dairy, and Alternative Protein Survey 2021,” 46% of consumers said
that similar nutrition content is “very” or “extremely” important in
meat substitutes.
Formulators have to strike a balance between protein content,
flavor, and texture to achieve the best possible product. This means
using proteins very strategically as well as combining multiple plantbased proteins to achieve the ideal outcome.
“Just like not all plant-based foods are created equal, not all protein
sources are created equal. That’s why our products are crafted using a
diverse set of sources—from pea to soy, wheat, fava bean, and more,”
says Grogan. “Pea protein, for example, has a neutral flavor and good
color, but it’s also more difficult to work with because the protein isn’t
as strong. This means we sometimes must rely on other ingredients
for binding.”
NUTRITIONAL OUTLOOK

■

JANUARY/FEBRUARY 2022

“Diversifying proteins offers many benefits,” he continues. “It’s given us a wide range of ways to deliver a balance of healthy protein
to consumers, and it allows us to do it without overtaxing a single
resource. In turn, we’re able to contribute toward a more sustainable
food system capable of feeding our burgeoning global population.”
Protein ingredient suppliers are also hard at work creating products
that meet the needs of specific applications. Puris, for example, recently launched a number of new pea proteins, including Puris Pea Bite+,
which is designed with high-moisture extrusion in mind, making it ideal
for plant-based meat. It also introduced Puris 2.0, which the firm says
is designed for ready-to-drink beverages with smooth and creamy texture, with improved mouthfeel compared to the company’s Puris P870
ingredient.
And there’s more to come. “We continue to see advancements in
taste and formats of plant-based proteins, which speaks to the innovation we continue to push,” says Lorenz.
Flavor and texture are crucial to draw in and maintain customers.
While consumers desire nutrition, most don’t necessarily recognize
what makes the protein content of one product better than another,
nutritionally. According to the “Innova Meat, Dairy and Alternative
Protein Survey 2021,” when asked what they thought a complete protein source was, only 18% of respondents knew the correct definition:
“adequate proportions of all essential amino acids.” That means if a
brand wants to emphasize the quality of its protein content, the protein content needs to be communicated more effectively.
And as animal and plant proteins begin to coexist more, and
plant-based proteins begin to achieve greater nutritional parity
with animal-based proteins, it’s taste and functionality that will be
the real deciding factor for consumers. Will this plant-based burger
be as good? Will this breaded plant-based chicken cutlet fry up as
well on my skillet?
“Greenleaf Foods believes plant-based protein should exist alongside animal protein to combat the environmental impacts of the
meat industry, to feed a growing global population, as well as to appeal to a broader consumer audience. A wider range of alternative
meat products is continuing to enter the market to appeal to the rise
in consumer demand for plant-based seafood, eggs, and butters,” says
Grogan. “As the category continues to grow and more consumers
seek to add more plant-based foods to their diets, we predict new
technologies and formats will continue to expand as well to focus on
enhancing taste, nutrition, as well as mimic animal-based proteins in
terms of texture.”
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Eat Your Feelings

In 2022, emotions will continue driving consumers’ flavor choices.
What are they in the mood for?
BY JENNIFER GREBOW, EDITOR-IN-CHIEF
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their whole selves,” declares Jennifer Zhou,
senior director of product marketing, North
America, ADM (Chicago). “People are increasingly connecting what they eat to how
they feel, and many are taking a proactive
approach to their holistic health and wellness.” Also, she adds, “Because self-care is
innately individual, we see a variety of subtrends coming into focus as certain flavor
profiles rise to the top.”
Jennifer Clancy, customer experience
marketing leader at IFF (New York City),
agrees. “The flavors of 2022 will inevitably
be influenced by the pandemic and the unpredictable world around us. Tapping into
all areas of life, we see flavor being an avenue to health, comfort, nostalgia, adventure,

and luxury. Each category has its own flavor
profile and delivers a unique value consumer are seeking.”
Let’s take a look.

Comfort Food
Comfort comes in many forms. For some,
it means surrounding oneself with the familiar; for others, it’s full-on indulgence.
These days, the need for comfort is great.
Says Zhou: “Extended periods of heightened
stress and uncertainty have more people
turning to comfort foods with familiar flavors as well as products that cue relaxation
through signaling flavors.”
Derek Holthaus, director of innovation
and solutions, FlavorSum LLC (Kalamazoo,
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he gamut of emotions we’ve experienced these past two pandemic
years—anxiety, sadness, and more—
continues as COVID-19 lingers. In the meantime, we’re seeking things that make us feel
better—food included. If you’ve found yourself stressed and reaching for a salty snack,
you are not alone.1 The same goes for sweets
that comfort us during crisis.2 These feelings
will continue driving our food choices with
force in 2022, strengthening macro-trends
that have been developing for years.
These days, many consumers are overwhelmingly driven by a desire to feel
healthy. “One of the leading themes shaping food and beverage trends for the coming year is consumers’ desire to nourish

MI), agrees. “As the world continues to feel
the stress-related impacts of COVID-19, we
predict consumers will look to their favorite, classic flavors for a feeling of nostalgia
and comfort. Mintel reports that 71% of U.S.
consumers enjoy things that remind them of
their past, and we believe flavors can play a
big role here.”
Familiar favorites for 2022 include Fresh
Strawberry, Chocolate Fudge, Cotton Candy, Vanilla Ice Cream, Tart Raspberry, and
Orange Creamsicle, says Brooke Rosenthal,
product strategic manager, flavors, Glanbia Nutritionals (Chicago). Rosenthal adds:
“The world has been in a constant state of
change, so food and beverages that provide
a sense of comfort and familiarity are top
of mind. We expect to see this trend continue into 2022.”
Even a flavor as common as vanilla has
legs, says Alexandre Massumoto, marketing specialist, Synergy Flavors Inc. (Wauconda, IL). “2022 will be the year of familiar, and value will be essential for many
U.S. consumers as we transition to this
next phase of the pandemic in 2022,” he
says. “With the economic experts predicting inflation and price increases, brands
already started to prioritize core product
lines and flavors that can offer consumers
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that familiarity, and vanilla meets all the
requirements: a flavor that consumers
simply love, and with the dropping price
will also fit in [the budget of consumers
who] want the great taste and label opportunities that vanilla extract can offer.”
Sweets remain a frontrunner in the comfort category, as anyone who’s reached for
a tub of ice cream in times of strife can
attest. “Consumers have not let go of comfort foods and snackable treats,” reports
Comax Flavors (Melville, NY) in its 2022
Flavor Trends report. The company cites
a 2020 survey3 conducted by OnePoll for
food brand Farm Rich that found that two
out of three Americans that year said they
had consumed more comfort food since
the start of the pandemic. “We know sweet
goods such as ice cream, donuts, and cupcakes offer nostalgia and comfort,” added
Catherine Armstrong, Comax Flavors’ vice
president of corporate communications, in
the company’s press release. Comax created
its new Sweet Decadence flavor line encompassing such offerings as Cannoli Donut,
Salted Caramel Brownie Cupcake, and Vanilla Bean Mochi for use in baked goods,
nutrition bars, confections, syrups, dairy
and non-dairy plant-based items, as well as
non-alcoholic and alcoholic drinks.

ADM’s Zhou points to other popular flavors such as Peppermint Mocha, Caramel
Apple, and Smoked Butterscotch. Familiar
savory flavors, such as Cheddar Cheese and
Dill Pickle, can also be comforting, she adds.
The trick in 2022 is that these flavors will
“evoke memories of favorite dishes” but be
“reimagined in new formats,” Zhou predicts.
For instance, says IFF’s Clancy, “The flavors of nostalgia have evolved and changed
with modern times. Many novel products
will continue to include childhood flavors,
but with a twist.” One example? “Flavors
from the 1980s and 1990s are making a very
exciting comeback; however, familiar flavors
always need a different story and an uncommon creative blend to remain exciting to
consumers. We’ve seen a slow comeback of
the Classic Mixed Berries flavor that dominated in the 1990s. Projected to be even
more popular in 2022, it’s likely the flavor
will have an unexpected twist combined
with Black Cherry or Orange.”
Even a classic like Cookies ’n Cream can be
reimagined. Megan Byrnes, marketing manager, Gold Coast Ingredients (Commerce,
CA), says, “In 2021, one of consumers’ favorite flavors, Cookies ’n Cream, became even
more popular. Cookies ’n Cream flooded
the food and beverage industries with new
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flavor pairings, including Mint Cookies ’n
Cream, Coffee Cookies ’n Cream, Red Velvet
Cookies ’n Cream, and Caramel Cookies ’n
Cream. While the trend continues upwards,
we predict to see more Cookies, Cream, ’n
Things in 2022.”
Seasonal flavors can also be revamped.
One of the trends Flavorchem (Downers
Grove, IL) highlights in its 2022 Flavor &
Trend Forecast is “Novel Seasonal Twists.”
The company reports: “Seasonal flavors are
often tied to comfort, indulgence, and reminiscent memories, with opportunity for
brands to expand upon well-known flavors
and categories.” It predicts that “the next big
trend in seasonal food and drink will feature
upscale twists on classic flavors like Maple,
Peppermint, and Watermelon that offer consumers both familiarity and a novel eating
experience.” Many will be offered as limited
editions, upping the novelty factor.
These “new” flavors let consumers stay
close to the recognizable while still branching out. “The need for familiarity is still underlying, but taking a step or two out of a
flavor comfort zone seems to be the sweet
spot,” says Glanbia’s Rosenthal. “The balance of nostalgia and newness has taken
classic flavors that are known and loved and
elevated them with a unique twist. These
flavors peak consumer interest while still
having some element of comfort that provides a sense of safe adventure when experiencing a food or beverage.” Inventive examples include Chili Chocolate, Brown Butter
Caramel, Bourbon Vanilla, Blood Orange,
Cotton Candy Grape, Brandied Banana, and
Salted Crème Brulee, she says.
Rebecca Davis, flavor scientist at FlavorSum, advises, “When you have a hesitant
consumer unwilling to try new flavors, one
way to entice them can be to incorporate
the new with the old and familiar. We’re
expecting to see continued growth of new
tastes like botanicals, but with a tinge of the
familiar. According to Mintel’s report4 ‘Embrace Flavors for Thrifty Consumers,’ 41% of
U.S. consumers are interested in trying new
flavors that are similar to their favorites.”
Soumya Nair, global consumer research
and insights director, Kerry (Beloit, WI),
agrees. “Tastes that offer novelty, indulgence, and health benefits are set to drive
consumer preference in 2022. Trends that
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were accelerated by the COVID-19 pandemic have developed and will become
more sophisticated in 2022, with consumers seeking new tastes paired with familiar
formats and flavors—leading to surprising
new combinations. We will likely see mainstream flavors combined with emerging
tastes, like Milk Chocolate infused with
Chili Crisp or Tahini.”
Original flavors also separate a brand
from the pack, says Clancy at IFF. “An abundance of sweet confections and dessert-like
flavors often fall in multiple product categories, with an overall goal to soothe and
comfort. However, we see indulgence getting more cutting-edge in 2022. So, how
does one stand out in an oversaturated
category?” she asks. “Complex flavor twists
that are creamy and rich but also savory in
nature are becoming more popular. Chaotic combinations, such as Sweet Lime, tap
into multiple sensorial experiences. We eat
with our eyes, so when consumers see a
green drink labeled ‘sweet lime,’ they expect
to experience that flavor as soon as it hits
their mouths.”
Clancy also suggests keeping sweets interesting via texture. “Visually impactful
food and beverages that evoke positive
feelings are giving rise to new flavors as
consumers look for uncommon textures
and experiences. For example, boba pearls
are expected to be found in a variety of
new products in 2022. Currently found in
baked goods, teas, cocktails, ice cream,
and more, boba pearls excite and delight
consumers with a nostalgic, yet unique,
texture and flavor.”

Global Taste
Some seek the familiar, while others crave new
experiences. Faced with renewed lockdowns
and limited travel prospects, consumers are
aching to break out of their routines—even if
vicariously through food and drink. Sampling
flavors from far-off places—all from the safety
of home—is a good place to start.
“The pandemic has given many consumers the time and resources to explore ways
that they can recreate their favorite food
and beverage experiences from their home,”
says Synergy Flavors’ Massumoto. “As we
look ahead to a post-pandemic future, there
is a whole world out there for consumers to

rediscover. Consumers’ newfound love of
premium beverages, world cuisines, and exciting flavors will drive a new wave of more
exciting adventures to come,” he predicts.
And enjoyment. Says Kerry’s Nair, “A
desire for authentic flavors is driven by an
interest in wellness and health following
the COVID-19 pandemic, while cravings
for more novel flavors such as Tahini and
Chili Crisp is led by consumers seeking adventure, surprise, and fun from their food
and beverages.” She adds, “Restrictions
around movement have also led to consumers traveling the world through their
tastebuds, with Asian and Latin American
flavors set to make a bold comeback in
emerging foods and drinks.”
Massumoto says international flavors expected to grow more popular include Yuzu,
Hibiscus, Tiramisu, and Speculoos. In addition, “We can expect new and emerging exotic flavors to rise in popularity in the new
year inspired by Japan, Korea, the Mediterranean, and Latin America, such as Bergamot, Ume Plum, Banoffee, Hojicha, Sansho,
Habanero Chili, and Ancho.”
Likewise, says FlavorSum’s Davis, “With
our world so virtually connected, we’re seeing an influx of flavors inspired by global
trends, and we anticipate this trend will continue in 2022. Flavors such as Yuzu, Sriracha,
and Ube are becoming more mainstream,
and food and beverage manufacturers are
following suit.”
IFF’s Clancy highlights Kumquat. “We’ve
already seen a lot of influence from Asia,
Africa, and Latin America, and we expect
this to blow up in 2022. Kumquat is one to
watch. Known as the smallest citrus, this
fruit is packed with vitamin C and nutrients.
It’s a distinctive flavor that is hard to find,
and the rarity of kumquat appeals to the eccentric consumer.” In addition, she says, “We
also anticipate seeing more of Amba in 2022.
The Middle Eastern spice begins with a huge
explosion of flavor that starts as tangy and
spicy and then transitions to a green, sweet,
comforting flavor. The journey is an exciting
one—perfect for those looking to draw in
and delight the adventurous consumer.”
Fusion flavors will see more demand, predicts ADM’s Zhou. “With ongoing travel restrictions, consumers are eager to discover
new flavors and revisit past flavor journeys.
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This trend took off in 2021 with an emphasis on exploring global and ethnic taste profiles. In 2022, a resurgence of fusion-cuisines
will open up opportunities to mix favorite
and familiar ethnic food flavors, regardless of geographic boundaries. A reinvented throwback to the 1990s fusion-cuisine
trend, today’s consumers will be excited to
experience complementary flavors through
a mashup of cultures like Mexican-Korean
burritos, Chinese-Peruvian bao buns, Greek
quesadillas, or Banh Mi pizza. Instead of having to choose their favorite fare, consumers
can experience the best of both worlds and
taste the harmony and diversity of merging
cultural cuisine.”
“Travel Through Taste” is also a top trend
predicted by Flavorchem. The company’s
2022 Flavor & Trend Forecast notes, “Many
of the fastest-growing international flavors
on menus come from sauces, seasonings,
appetizers, and beverages.” It predicts that
in 2022, “indulgent global flavors” will continue making their way into other categories, like snacks and bakery—flavors such
as Dragon Fruit, Elote, Gochujang, Horchata, Sriracha, and Wasabi, and trending regions including Asia, Central America, and
the Middle East.

Seeking Health
Flavors perceived as healthy have performed
strongly during the pandemic. Kerry’s Nair says
that “with an increasing focus on gut health,
immune support, and emotional wellbeing,
consumers are looking for better-for-you food
and beverages that make them feel like they are
taking an active role in their future health—but
also taste great.” Emerging flavors like Saffron,
Sage, and Cardamom are the result, according
to Kerry’s Global Taste Charts for 2022, which
identify “key, mainstream, up-and-coming,
and emerging” flavors “that are set to inspire
innovation across the food and beverage landscape in countries in North America, Europe,
Latin America, Asia Pacific, Middle East, and
Africa over the coming year.”
Immune support is, no surprise, a key
selling point these days. “With the current state of the world, there’s…been an
increased focus on healthier choices and
products that are associated with immunity,” Glanbia’s Rosenthal says. “This
trend has spilled into flavors, and we will
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continue to see popularity around flavors
that are close to nature and that pair well
with immune-boosting ingredients.”
FlavorSum’s Holthaus agrees. “Consumers are prioritizing their health more than
ever because of COVID-19. Mintel reported
that 43% of consumers agree that healthfulness is having a stronger influence on food
choices since the pandemic,” he says. “This
is a consumer priority we don’t anticipate
going away in 2022, and flavors can play a
role here. We expect to see an increase in
flavors associated with immunity, such as
citrus flavors that naturally offer vitamin C
and antioxidants.”
Indeed, “Health-signaling citrus fruit
flavors and ingredients will evolve from
consumers’ interest in immune-boosting
food and beverage products during the pandemic,” states Flavorchem’s 2022 Flavor &
Trend Forecast.
Flavor supplier Döehler GmbH (Darmstadt, Germany) also sees the growing citrus trend, citing Euromonitor market data.
“From sweet to sour, from bitter to ripe—
today, citrus fruits are the most popular
among consumers and the most widely
cultivated worldwide,” Döehler tells Nutritional Outlook. “Fruits such as Orange,
Lemon, and Lime are especially demanded
for flavored bottled water (which has a 4.1%
global CAGR forecasted through 2025) and
energy drinks (which have a 5.1% global
CAGR forecasted through 2025).”
Citrus varieties are becoming more sophisticated, too. Flavorchem notes that
“Exotic citrus flavors like Yuzu, Blood
Orange, Kumquat, and Tangerine will
feature more unique flavor profiles in
the year ahead.”
Gold Coast Ingredients’ Byrnes expects
to see some modern lemon flavors take
hold. “In 2022, look out for new variations
of refreshing lemonade flavors,” she predicts.
“Pink Lemonade, Strawberry Lemonade,
and Raspberry Lemonade have become
staple flavors in the nutraceutical industry,
and in 2021 we saw Mango Lemonade rise
in popularity. At Gold Coast, we foresee
additional mixed lemonade flavors hitting
the market, like Kiwi Lemonade, Blueberry
Lemonade, and Guava Lemonade.”
Pineapple is another rising favorite, and
there’s room to play here as well. “Pineapple

flavor also
took on a
new popularity in 2021,
especially in the
nutraceutical industry,” Byrnes reports.
“From its increasing demand, we predict
companies will innovate their products
with pineapple-fusion flavors in 2022 with
trending flavors such as Pineapple Whip,
Pineapple Guava, Pineapple Passion Fruit,
Pineapple Mango, and Pineapple Orange.”
Lemon Cheesecake is another citrus
flavor to watch, she adds. “Lemon Cheesecake flavor has been making its way into
protein powders and nutrition bars, satisfying taste buds with its tart yet indulgent
flavor profile.”
Look for fruity combos in 2022, says
Synergy Flavors’ Massumoto, especially
in drinks. “Flavor exploration was deeply
affected during the pandemic, as it made
it more challenging for consumers to go
to restaurants and bars, which are key
venues for trying new flavors and varieties. As consumers resume pre-pandemic
habits, variety and a wide range of flavors
will return to be an important factor for
purchasing,” he says, “and the strongest
consumer interest, especially in beverages, is in the fruit family, with citrus, berry,
and tropical as the top three most widely
sought flavors, according to Mintel. Brands
have been exploring fruit flavor combinations to offer innovation around the flavor
category, using a more well-known profile
such as Strawberry paired with an upcoming one like Dragon Fruit, as an example.
Strawberry Lemon, Blood Orange Grapefruit, Watermelon Lime, Raspberry Cranberry, and Peach Passionfruit are some of
the most expected flavor combinations
to see in 2022.”
Flavorchem expects citrus flavors like
Blood Orange, Calamansi Lime, Kumquat,
Key Lime, Tangerine, and Yuzu to do well.
“The pandemic prompted increased citrus consumption as food and beverage
launches featuring both a citrus flavor and
an immune health claim grew 21% from
2018-2021,” the company’s 2022 Flavor
& Trend Forecast adds, citing stats from
Mintel’s Global New Product Database.
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“Almost one in four U.S. consumers say they’re eating
more earthy flavors compared to last year,”
says FlavorSum’s Derek Holthaus.

Mental health is also a critical area of
wellness that more people are prioritizing.
These consumers might turn to relaxing botanicals and florals like Lavender, Chamomile, and Jasmine. “We’ll see these nostalgic
and comforting flavor profiles pop up across
many categories and applications, from hot
beverages, salty snacks, protein shakes, and
frozen treats to confections with functional
ingredients like postbiotics, guarana, and
vitamin C,” ADM’s Zhou predicts.
Glanbia’s Rosenthal also sees growth in
Lavender as a flavor, alongside fruity and
immunity-boosting ingredients like Elderberry, Honey, Lemon, Orange, Peach Mango,
Mango Yuzu, Triple Berry, and Grapefruit.
Gut health is also trending. “Once on
the fringe, gut and digestive health are now
mainstream,” reports Comax Flavors in
its 2022 Flavor Trends report. As consumer interest in digestive health ingredients
like probiotics, prebiotics, and postbiotics
grows, so will their interest in flavors that
pair well with these ingredients. Comax
created its Trust Your Gut flavor collection
comprising Apple Cinnamon Oat, Lavender
Cola, and Peach Ginger to appeal to the microbiome-friendly food and drink market.
These flavors can be used in non-alcoholic
and alcoholic beverages, beverage syrups,
plant-based and dairy applications, baked
goods, and confections, as well as in nutrition and performance products.
Ginger will be a leading flavor this year,
say ADM’s Zhou and Glanbia’s Rosenthal.
“We anticipate ginger will be a standout
flavor in 2022, with the versatility to add its
spicy and heat-inducing notes to a number
of applications, such as classic cocktails,
energy drinks, and baked goods,” Zhou says.
“Moreover, ginger pairs well with offerings
that consumers may associate with support
of gut health or immune function.”
Meanwhile, Flavorchem’s forecast predicts
gut-friendly fermented foods and flavors like
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kombucha and kefir to grow this year. And
over at IFF, Clancy says, “We’re seeing more
pickled or fermented products with a modern
twist to it. It’s important to note, though, that
it takes advanced technology to really elevate those flavors when incorporating them
into products.”

Nature Inspired
In addition to their own health, consumers
are considering environmental health when
choosing foods, beverages, and flavors.
“Today’s conscientious consumers are
more attentive to the environmental impact
of their consumption and the global food
system overall, which has intensified the desire for products that they believe are good
for themselves, their communities, and the
planet,” says ADM’s Zhou. “More sustainable, plant-based ingredients are inspiring
new applications for botanical, floral, and
fresh fruit flavors.” As an added boon, she
notes, “Many of these flavors can also signal
to consumers that the food or beverage may
contain desired functional ingredients, such
as citrus linking with ingredients for immune support, chamomile and relaxation,
and green tea flavor and mental acuity.”
Consumers associate earthy flavors with
healthfulness, Glanbia’s Rosenthal agrees.
“With consumers increasingly focused on
healthier choices, there’s a greater interest
in ingredients that are close to nature,” she
says. “These are often viewed as having a
healthy halo and continue to drive interest
in the natural space.” Her suggestions include botanical, herb, fruit, and spice flavors
such as Lemongrass, Rose, Basil, Mint, Blueberry, Cinnamon, Cardamom, Lime, Dragon
Fruit, and Ginger.
These flavors combine with others in interesting ways, says IFF’s Clancy. “Combinations like Strawberry with Hibiscus, Lemon
with Elderflower, or Peach with Basil are also
becoming more popular. There’s a desire for

a juxtaposition of two very vibrant flavors to
offer consumers an exciting adventure.”
“Almost one in four U.S. consumers say
they’re eating more earthy flavors compared
to last year,” adds FlavorSum’s Holthaus.
“We envision flavors like Mushrooms
and more bitter botanicals like Rosemary
gaining momentum.”
Flavorchem’s 2022 Flavor & Trend Forecast also acknowledges the “Shroom Boom”
happening with mushrooms, especially with
Cordyceps, Lion’s Mane, Maitake, Reishi,
and Shiitake. “Mushrooms will emerge further in the adaptogenic space as consumers
continue to seek out products that mitigate
stress and anxiety,” it adds.
Sensient Flavors & Extracts (Hoffman Estates, IL) highlights one trending plant flavor
in particular. “Douglas Fir has immediate olfactory connection with the outdoors and nature,” says Sydney Riethman, marketing specialist at the firm. “With screen use on the rise
and consumers avoiding large gatherings and
missing personal connection, many of us are
turning to the adventures and experiences of
the outdoors to fulfill a desire for connection.
This flavor has a deep connection to the forests and outdoors, and resonates as a flavor
that is fresh, earthy, and has a very natural
connotation that health- and natural-focused
consumers are looking for.”
Luckily for formulators, this fresh yet
earthy flavor is versatile and can be used
in everything from beverages and dips to
seasonings, bakery, and confectionery. “Its
botanical and earthy elements also pair
well with fruity, citrusy, and nutty flavor elements, making it diverse and flexible to
work with,” Riethman says.
Douglas Fir also provides that important emotional appeal “that consumers can
connect with and appreciate right now as
they continue to reconnect with themselves
and one another through the experiences
of the outdoors.”
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On the plant front, flavor firm Döehler
highlights Citrus Oak and Juniper. This is
in line with consumers’ growing desire that
their food and drinks be “as natural as possible, ideally positioned as clean label,” the
firm says. In addition, tea and botanical flavors, extracts, and distillates are extremely
popular in beverages such as flavored bottled water, ready-to-drink teas, and alcoholic
drinks, Döehler says

of fruits, or a sugar-free dessert,” the company
adds. “They are suitable for ever more emerging claims such as ‘free from sugar,’ ‘sugar reduced,’ and ‘no added sugar.’”
Clancy notes “consumers [are] looking to
reduce their sugar intake but are not interested in artificial sweeteners.” She says this
opens opportunities for naturally sweet ingredients like Licorice, “with natural sugars
that are easier to digest.”

Less Is More

Put Some Spice In It

Another aspect of health is cutting back on the
unhealthy, including excess sugar and alcohol.
With non-alcoholic beverages and spirits
trending, beer, hop, and malt flavors promise good growth in these products, Döehler
says. For non-alcoholic spirits, the company
says that flavors ranging from fresh, natural
fruit notes to complex and intense aromas,
herbs, and spices are in demand. “Flavors
that provide the taste of Gin, Juniper, Bitter
Orange, Whisky, Vermouth, and Rum are
popular,” it reports.
Flavorchem’s 2022 Flavor & Trend Forecast also cites rising non-alcoholic drink
flavors. Bolder flavors as well as botanical
blends are ramping up, including Cucumber
Mojito, Lemon Lime, Mango Lychee, Passionfruit Hibiscus, Pina Colada, Prickly Pear,
and Red Grapefruit.
IFF’s Clancy adds: “Similar products we’ve
seen gain popularity include botanicals with
a mix of fruit blends or a hard seltzer with a
tea flavor. These are great examples of how
consumers are looking to get more than one
flavor out of a product.”
Consumers also want sugar reduction,
but without sacrificing taste. “With sugar
taxes having been implemented in more
than 46 countries worldwide, and 87% of
consumers trying to consume less sugar,
the topic is top of mind, but without any
compromise in taste,” Döehler says. “At the
same time, the sugar content for beverages
has been reduced in recent years anyway,
which means that consumers expect products that are less sweet. Both factors—sugar
reduction and the trend for products that
are less sweet—make taste modulation a big
trend for 2022.”
“These solutions combine full indulgence
with a clean conscience—be it reduced-sugar
stevia cola, a sports drink with the sweetness

Finally, remember that consumers aren’t
shying away from spicy.
“Products with spicy flavors have been increasingly popular over the past few years,
with a 16.5% increase in launches from
2017-2020 in the U.S., according to Mintel,” says FlavorSum’s Davis. “In 2022, we see
formulators keeping up with this trend but
adding a twist with sweetness to balance the
eating experience.”
Sensient’s Riethman highlights one
lesser-known but promising flavor: Yaji.
Described as a nutty, spicy, smoky flavor
with hints of onion and garlic, this flavor
has room to grow, she says.
“This is a flavor that is new and unfamiliar, yet all the notes and tonalities within it
feel and taste familiar,” Riethman says. “With
hints of chili, paprika, cayenne, ginger, garlic,
onion, and peanut, it is the perfect savory,
umami flavor that can be implemented as a
flavor or seasoning for snacks, meats, vegetables, and more. This flavor’s versatility and
uniqueness will make it a trending flavor, as
it is easy to implement in almost all savory
foods, and it also provides an adventurous,
unique, and exciting element to those who
are looking to try something new.”
In general, she says, “Consumer interest in
spice is on the rise as they search for flavors
that can provide great heat and taste. Yaji
has a subtle kick, with multiple savory notes,
making it the perfect candidate for those
looking for unfamiliar heat and flavor.”
Spicy flavors are an experience of their
own, says IFF’s Clancy. “Beyond flavor, how
do we get a product to pop, tingle, or snap?
A burning, cooling, tingling sensation across
our tongues is something that takes more
than just flavor to accomplish. It takes certain technologies to stimulate these senses
in a flavor mashup. In 2022, we expect to see
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tingly properties paired with spicy flavors
such as Chili, Red Hot Cinnamon, Habanero, and traditional Peppercorn. This is especially something to keep an eye out for in the
hard seltzer category.”

Lots to Look Forward to
Food and beverage companies have an eager audience waiting to be delighted, comforted, and bolstered by healthier, natural
products. Keeping flavors in line with the
emotional needs of today’s consumers, in
such difficult times, will be key to driving
success for any brand.
The right flavor can also elevate a product or brand, says Riethman. “Botanical,
floral, and herbal flavors and elements are
on the rise and can premiumize food and
beverages. These flavor elements are perceived as exotic, rare, healthy, and natural.
Consumers are craving this after experiencing canceled travel plans, a lack of worldly
experiences, and an increased interest in
healthy, better-for-you flavors in the food
and beverage space. We can expect to see
this flavor trend through 2022. As the pandemic continues, consumers’ gatherings,
experiences, and travel are limited, and they
will continue to look for flavors that are new,
exciting, premiumized, and tied to elements
that they can enjoy at this moment in time.”
FlavorSum’s Holthaus has some final
advice: Don’t be afraid to simplify. “The
pandemic has forced consumers to think
not just about their physical wellbeing,
but their financial health, too. With 40% of
consumers choosing ingredients that they
can use in a variety of ways to save money
(Mintel data), we anticipate versatile, simplified flavors will see growth.”
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Fucoidan: 5 Reasons It’s a Must
for Digestive Health
Fucoidan is a bioactive compound found naturally in
brown seaweeds and is a sought-after inclusion in the
latest digestive-health formulations.
NUTRITIONAL OUTLOOK: Fucoidan—what is it?
STRINGER: Fucoidan is a long-chain polysaccharide that occurs
naturally in brown seaweeds. In nature, it serves to protect the
seaweed plant against a range of external stressors, including UV
radiation and environmental contaminants such as marine-borne
pathogens and viruses. Research suggests that the same bioactive
properties that benefit the seaweed might also offer potential
benefits to human health. The most widely researched fucoidans are
extracted from two species of seaweed: Fucus vesiculosus, commonly
known as bladder wrack, and Undaria pinnatifida, widely known
as wakame. Marinova’s unique portfolio of Maritech® fucoidan
ingredients includes extracts from these two species of seaweed.
The efficacy of fucoidan has been investigated across a diverse
range of health indications and clinical settings, including immune
modulation, anti-inflammation, anti-aging, and gut and digestive
health. There are more than 2,000 published scientific studies
investigating the bioactive properties of fucoidans, and global
demand for these versatile marine extracts is increasing. Fucoidans
are now an ingredient of choice for dietary supplements, topical
skincare formulations, functional food and beverages, animal-health
products, medical devices, and pharmaceutical research.
NUTRITIONAL OUTLOOK: What’s the number-one reason fucoidan
should be considered for digestive-health formulations?
STRINGER: The rapidly expanding dossier of scientific evidence is fueling
growing interest in the potential of fucoidan to address a range of gut and
digestive-health conditions. To summarize the key findings of recently
published research, fucoidan extracts have shown promise to
• Promote the growth of naturally occurring good bacteria and
reduce the growth of bad bacteria during periods of antibiotic
use. Importantly, research has also shown Maritech® fucoidan
did not interfere with the treatment action of common
antibiotics against harmful bacteria in an in-vitro model.
• Inhibit adhesion and block the entry of certain viruses into
host cells. Cell models have shown that fucoidan might
effectively inhibit multiple strains of influenza that multiply

Damien Stringer, Ph.D.
Operations Manager
Marinova
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in the gut mucosa and may also inhibit the
herpes simplex virus.
Inhibit the adhesion of pathogenic bacteria,
such as Helicobacter pylori, that may cause
chronic stomach inflammation, peptic
ulcers, and gastric cancers.
Reduce gut inflammation and colitis
in preclinical models by inhibiting key
inflammatory enzymes expressed in the gut.
Reduce the growth of yeast and fungus.
Support mucosal immune function.

NUTRITIONAL OUTLOOK: What’s the second point
formulators should be aware of in relation to
fucoidan and digestive health?
STRINGER: Global demand for natural, certifiedorganic, plant-based ingredients continues to rise.
Superior fucoidan extracts tick all those boxes, and
Maritech® fucoidan is an excellent example. It's the
world's only high-purity, certified-organic fucoidan
with global regulatory acceptance. My advice is
to look for fucoidan extracts that carry organic
certification. It's an indication of the quality of the
source seaweed and the integrity of the fucoidan
extraction process. And being derived from seaweed,
fucoidan is obviously a plant-based extract—which is
appealing to brand owners and consumers to whom
plant-based ingredients are important.
NUTRITIONAL OUTLOOK: Fucoidan is an ingredient
that can vary in purity. Is purity important?
STRINGER: Yes, fucoidan extracts can vary
significantly in purity and, subsequently, quality.
Marinova regularly tests fucoidan ingredients on
the market, and we can confirm that there is a wide
variation in purity. As with most ingredients, due
diligence is required when it comes to sourcing. We
recommend you question any potential fucoidan
supplier about the purity of their extracts.
NUTRITIONAL OUTLOOK: What about the fucoidan
extraction process—does that matter?
STRINGER: It certainly does. Manufacturers of
fucoidan have traditionally utilized solvents to
precipitate fucoidan polymers from crude extracts.
This can lead to contaminants being present in
the final extracts. Fucoidans manufactured in this
way can suffer from many shortfalls. Their quality
can be inconsistent, and their chemical integrity
can be compromised. Most importantly, their
bioactivity can be affected. The Maritech® extraction
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technology, developed and exclusively used by
Marinova, overcomes these problems. The process
is free from organic solvents and produces fucoidan
extracts that remain unadulterated in chemical
structure and free from solvent residues. The mild
aqueous process also ensures that resulting extracts
comply with the most rigorous quality standards
and regulatory requirements.
NUTRITIONAL OUTLOOK: Finally, how does
fucoidan rank in terms of sustainability?
STRINGER: Sustainable manufacturing has always
underpinned Marinova’s business philosophy.
Sustainable and ethical production practices run
throughout our supply chain—from seaweed
harvesting practices and green chemistry techniques,
through to the use of renewable energy and the
conversion of waste residues into new value-added
products. Not only does Marinova capture all liquid
and solid by-products of the Maritech® extraction
process, it also converts these into nutrient-rich
organic additives for the horticultural sector. We take a
very holistic approach to sustainability.
NUTRITIONAL OUTLOOK: Further, to those
informative five points, are there any final tips for
brand owners considering fucoidan?
STRINGER: Like many ingredients, quality can vary
widely. Manufacturers and brand owners should
verify the provenance, attributes, and identity of
their fucoidan ingredients. Indeed, studies have
shown that some fucoidan preparations sold
commercially for use in food and supplements
may not contain fucoidan as stated. Some appear
to be alternative polysaccharides while others
may be substituted with glucose or cellulose. To
ensure you’re purchasing a superior fucoidan
extract, Marinova recommends product formulators
seek clear answers to the following questions: Is
it certified organic? What seaweed is the extract
made from? Where and how is the seaweed
sourced? What is the extraction process? What’s
the purity of the extract? Where’s the supporting
science? What quality control is in place? Does the
extract comply with global regulations? And what is
the company’s track record with fucoidan? The most
reputable fucoidan producers will be very happy to
discuss their ingredients in-depth and share their
knowledge with you.
For further information visit www.marinova.com.au.

Contract Manufacturing

Lemons into Lemonade
Surviving, and thriving, in today’s contract manufacturing environment

E

ugene Ung is under no illusion as to
the toll the past couple years have
taken, not just on individuals and
companies, but on society as a whole.
“Both 2020 and 2021 were challenging for
the entire world,” concedes the CEO of Best
Formulations (City of Industry, CA). “The
recent past brought about supply-chain,
logistics, and staffing challenges that created incredible inefficiencies—and we’re still
dealing with them today.”
But if Ung sees slivers of silver shining behind those clouds (and he does), credit his
and Best’s role as contract manufacturers
in the dietary supplement industry—an industry that both evaded the shutdowns that
marked the pandemic’s darkest days, and
perhaps even thrived because of them.
“I believe we have a stronger organization
overall because we all went through this
pandemic together,” Ung declares. That said,
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he and his co-manufacturing peers will need
their strength going forward, as the turbulence that’s shaken up supplement production looks set to keep them on their toes for
some time to come.

A Tale of Two Industries
To cadge a phrase from Dickens, the pandemic has been the best of times and the
worst of times for supplement producers.
Yes, robust COVID-driven supplement
sales packed co-manufacturers’ production
schedules; but boom or none, the tough going has nevertheless tried companies’ mettle.
“Under the theory that a rising tide lifts all
boats,” observes Mark LeDoux, chairman and
CEO, Natural Alternatives International Inc.
(NAI; Carlsbad, CA), “the entire industry benefited from renewed interest in self-protection
through nutritional supplementation”—a surge
in demand that he predicts won’t soon subside.

And LeDoux’s not alone in that opinion.
Karla Acevedo, marketing manager, Americas, Sirio Pharma (Ma’anshan, China), recalls
that “both 2020 and 2021 tested our readiness, but we fared very well and were able
to keep up with increased demand to supply
our customers reliably.”
Steve Holtby, president and CEO, Soft Gel
Technologies Inc. (Commerce, CA), says that
despite the challenges, “We certainly saw a
large increase in demand for products across
the natural-products spectrum, and kept delivering quality products in a timely manner
thanks to our long-term supplier partners
and our outstanding staff.”
And by Vincent Tricarico’s reckoning,
“2020 to 2021 was, in short, the most successful 24-month period in NutraScience Labs’
history. Our entire operation—sales, marketing, operations, graphics, fulfillment—has
been in overdrive since 2019, and we haven’t
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hit the brakes since,” says the Twinlab Consolidation Corp. and NutraScience Labs
(Farmingdale, NY) executive vice president.

Going Up
That’s the upside. The down, of course, is
that those hard-won gains came amidst
a supply-chain cataclysm that’s disrupting every aspect of manufacturing, across
every industry.
“The disrupted supply chain definitely
makes you lose sleep,” laments Adel Villalobos,
CEO and founder, Lief Labs (Valencia, CA).
“The upheavals impact not just supplement
raw materials and plastic components, but
also equipment supplies and fuel—in other
words, everything we use to run a manufacturing organization.”
And the consensus is that this time, it’s
different. This is no run-of-the-mill supply-and-demand imbalance, which both time
and sound policy can correct. As Villalobos
says, “The new norms of disrupted logistics,
supply shortages, and—the elephant in the
room—inflation are all here.”
Just how bad is it? LeDoux points out that
containers from Asia that once cost $2,500
to ship now capture prices as much as five
times that. “And when the goods in the container are low-priced and bulky,” he adds,
NUTRITIONAL OUTLOOK
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“the impact on the importer is significant
and deleterious, too.”
Ung’s seen price rises throughout his operation, “from pay expectations to raw materials, logistics, real estate costs, and more,”
he says. “And though we’ve invested in automation and improving manufacturing efficiencies, the extra costs have outpaced our
productivity gains. So we continue looking
for ways to improve efficiencies and yields
to make up the difference. But it’s a challenging place to be.”

Hurry Up and Wait
And it’s constantly in flux. “The biggest challenge, in my opinion, has been how quickly
prices change for materials,” Tricarico says.
“We’ve seen prices change by large margins
in such short periods of time.”
Beyond inflation, logistical hiccups—
“transit times and availability, and the cost
to haul goods from port to facility”—also
weigh upon Tricarico. “We can absorb the financial headaches in most cases,” he insists,
“but the choppiness of timing with goods
has made sticking to production schedules
more challenging. The unknown release of
materials from ports has added even more
guesswork to the process of when to plan on
producing an item.”

Ung, too, has experienced delays and
cancellations when scheduling pickups and
deliveries, and he notes that lead times on
some packaging components can stretch to
as long as a year.
In fact, LeDoux describes the supply-chain
breakdown around packaging items like
corrugated printed shipping boxes, printed
packaging stock, lids, bottles and “containers
of all kinds” as “amazing.”
“It seems as if suddenly supply-chain basics vanished,” he marvels. And they have yet
to reappear, he adds—“as evidenced by the
tens of thousands of containers still onboard
ships offshore waiting to be unloaded.”
An even bigger issue, LeDoux contends,
is the “lack of available common-carrier personnel and assets,” which has made securing
trucks for long-haul full-trailer-load shipments
“extremely challenging.” And don’t look to rail
for relief, either, he warns, as the railcar capacity needed to unclog “thousands of seemingly
‘stranded’ ocean-vessel containers” at ports
remains nowhere to be found.

Enough Hands on Deck
The epic levels of port congestion are a symptom of what LeDoux considers a primary
factor feeding the current environment: the
labor shortage.
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From the “Great Resignation” to reported
waves of COVID-inspired entrepreneurialism, “The pandemic’s economics and the
unintended consequences of restrictions on
commerce and income have motivated an
entire generation to rethink their life goals
and strategies,” he says, leaving them with
“far less of an appetite to reenter the workforce as employees post-pandemic.”
Ung adds that while Best was prepared
to pay California’s $15-per-hour minimum
wage, it’s now “offering significantly more
than that just to get enough hands on deck.”
And though he credits Best’s “strong culture” with helping the company retain the
staff it has, “even culture can’t get feet in the
door sometimes.”
In an effort to goose labor supplies, Villalobos and Lief—working with the CEO
Council of Los Angeles—have “taken it
upon ourselves to drive training for the
workforce of tomorrow.” Case in point:
Noticing a lack of curriculum at local
universities and colleges supporting advanced machine-operation skills, they’ve
partnered with the College of the Canyons in Santa Clarita, CA, to build that
curriculum and equip workers not just to
fill Lief ’s open positions, but to serve the
whole industry.
Lief is also helping staff shore up its
21st-century logistics skills. “Supply-chain
professionals are highly sought-after,” Villalobos notes, “and managing that chain has
become a more technical, highly complex
role that requires mathematical and statistical skills. So we’re actively developing workers to fill those roles.”

Solutions Amidst the Storm
Beyond this, Lief is investing in everything
from infrastructure and data analytics to
predictive technologies, all in a bid to “improve quality and efficiencies that help us
make our clients’ lives easier and be a better manufacturing partner,” Villalobos says.
And to mitigate shipping and fuel costs, he
continues, “We’re teaming with logistics,
transportation, and shipping companies to
ensure that we give them the long-term contracts and visibility they need to make good
business decisions in this environment.”
Looking long-term, LeDoux wagers the
industry could avoid future supply-chain
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catastrophes by domesticating supply lines
it would have offshored previously—a move
that will “require substantial investments
in North American production of essential raw materials,” he says. “But we’ll need
a comprehensive program to help foster
repatriation of many of these supplies, or
we’ll continue suffering shortages brought
on either by economic factors or lack of
available capacities.”
In the meantime, well-capitalized firms
like his “have invested millions of dollars in
safety stock,” LeDoux says. “Failure to take
advantage of these types of procurements
leads to consumer-inventory shortages and
is likely to continue for some time.”
Ung agrees that the days of just-in-time
inventories may be over. “There’s more discussion about safety stock,” he says. “Brands
have to do a better job forecasting and investing here. And manufacturers need to
be nimble in adjusting to changing market
conditions. Open and frequent communication is key.”

Talk It Out
And how. As Acevedo observes, “We’re
overcoming challenges by actively listening to our customers. Making sure that
we understand exactly what they need—
and how we can support their growth—is
very important.”
Dan Peizer, vice president of global strategy and marketing for consumer
health at Catalent (Somerset, NJ), says his
company takes “a ‘patient-first’ approach”
to working with partners and suppliers,
which has helped it weather not just the
current storm but everything from natural
disasters to severe cold and flu outbreaks
in the past. “This core value has guided
us into making the right decisions during
the pandemic while positioning our company for success as we transition back to
normal,” he says.
And as far as Holtby is concerned, the
strength of the customer-manufacturer
bond “helps companies stay in business,”
he maintains. “Trust and integrity are
crucial components in this relationship,
especially for contract manufacturers,
who can focus on offering solutions that
give customers safe, high-quality, and
on-time products.”

Feel-Good Future
And offering those solutions will be key,
because, as Ung declares, “Demand for contract manufacturing continues to be strong.”
To prepare, Best continues squeezing out
more efficiencies while also making “significant” investments in new dosage formats
like gummies, as well as in personal care.
“The nutraceutical gummy dosage is showing the greatest growth among the major
formats,” Ung notes, “and wellness brands
are offering both ingestible and topical products for consumers.”
Catalent’s August 2021 acquisition of Bettera Wellness added gummy, soft chew, and
lozenge capabilities to a portfolio that already included the company’s “deep formulation and product-development expertise,”
Peizer says. “This deep knowledge can help
shorten the learning curve on new product
development, and brings benefits in terms
of reliability and, ultimately, market success.”
LeDoux says that 2022 will see NAI investing more than $10 million into expanded capacity to meet demand, readying the company “for the expected continued growth
as more people take hold of their welfare by
adding dietary supplements to their daily
regimens,” he says.
And while Sirio is girding itself for the
possibility of further disruption as new
COVID-19 variants make mischief, “We’re
not losing sleep over it,” Acevedo says.
“We’re just becoming more resourceful so that we can adapt to any changes
that come our way.”
Which is right in line with Villalobos’s philosophy. “Yes, the pandemic put us into overdrive,” he says. “The difficulties and stresses
of that environment made us feel like we’d
been given an adrenaline shot three months
after COVID hit—and it hasn’t worn off. But
when challenges like this come, we get inspired.” As the dust settles, he—and others—
remain confident that “consumer sentiment
will include a more health-oriented mindset,
which is great for our industry and great for
contract manufacturers.”

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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Organic Whole Mushroom Powders
TRACEABLE, TANSPARENT, GROWN AND MADE IN THE USA
State of the Art controlled
growing environment
provides optimal conditions
with protection from toxins,
radiation and heavy metals.

OUR BROAD
RANGE OF
MUSHROOM
POWDERS

Integrity guaranteed. DNA
testing with the master cultures
stored cryogenically. With
optimized lighting, temperature,
airflow and humidity, M2
mushrooms are consistent from
lot to lot with the highest level
of bioactivity.

AGARICUS
ANTRODIA
CHAGA
CORDYCEPS
KING TRUMPET
LION’S MANE

Sustainably cultivated –
produced with very low
organic waste, low CO2,
without pesticides or
chemicals. M2 has both
low water and low energy
usage.

MAITAKE
REISHI
SHIITAKE
TURKEY TAIL
CUSTOM BLENDS

For more information email us at innovations@stauberusa.com
or visit stauberusa.com/our-partners/m2i-organic-mushroom-powders

Equipment/Processing

Equipment in 2022:
Automated and Smart
The most in-demand equipment going forward will streamline manufacturing
and solve some of the biggest problems facing the market today: labor shortages,
data mining, and efficiency.

T

here was once a time when nutraceuticals were made on one type of
equipment and pharmaceuticals were
made on another (superior) type of equipment. Those days are gone. “With nutraceutical new product development being reshaped
by all-time high levels of consumer health
consciousness, many companies are turning
to the pharma industry to help them deliver
more effective nutritional supplements,” says
Marcus Michel, CEO of ACG Engineering
(Piscataway, NJ). “Deliveries commonly used
within pharmaceutical products are now
increasingly adopted by nutraceutical companies to provide more unique products, improve efficacy, and differentiate products.”
But as demand rises for nutritional supplements, formulators are looking for equipment
that can not only produce top-of-the-line
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products but also make their day-to-day operations run more smoothly and efficiently.
One trend on the radar for 2022 is equipment that is easy to use and clean. “Buyers are
looking for efficiency, batch-to-batch consistency, easy cleaning, and simple maintenance,”
says Christine Banaszek, application engineer
and sales manager for Charles Ross & Son
Company, a Hauppauge, NY–based manufacturer of specialty mixing and blending equipment. Banaszek says these objectives can be
met with high polish on stainless steel surfaces, interchangeable mix vessels,
sanitary fittings and valves that
can be quickly taken apart
for thorough cleaning,
drain ports, large enough
access to agitators, and
other approaches.

“The COVID-19 pandemic has caused increased demand in the dietary supplement
space, and many manufacturers are working to increase production volume,” says
Frederick Murray, president of KORSCH
America Inc. (South Easton, MA). “In many
cases, this increased demand can be offset
to a large extent through improved efficiency, which means faster changeovers and
increased uptime.” The new KORSCH XL
400 4 Tablet Press offers an integrated electrical cabinet, an advanced torque
drive, and a fully sealed design, with the capability
to produce single-layer,
bi-layer, and tri-layer
tablet formats on the
same machine platform. “The result is
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a smaller footprint,” says Murray, “delivering
powerful performance, an extremely fast
change capability, as well as a flexible platform to accommodate all product formats
on the same machine.”
At Volkmann USA (Bristol, PA), Vice President of Sales and Marketing David Nichols
agrees that the capability to produce multiple products on the same system is a huge
plus. “Stainless steel is a given, and it needs
to be able to disassemble quickly with no
tools,” he adds. At I Holland (Nottingham,
England), an ultrasonic cleaner is attractive
because it can quickly and easily remove
contaminants like granule residue or grease
from every surface, including those on tablet
punches, dies, drip cups, and bellows.
But as ACG’s Michel points out, equipment
is a long-term investment, and companies
must be confident that it’s able to meet current needs as well as any future trends; in other words, it must be able to grow and evolve
with the market. “What this means in 2022 is
that companies should be looking to invest in
equipment that makes their factories flexible,
agile, and, ultimately, smarter,” he says.

Smart Machines
By “smarter,” Michel means that machinery
must be equipped with data analytics and
machine learning, as these can lower manufacturing costs, improve quality, and reduce
capacity constraints. “Big data, artificial intelligence, cloud computing, continuous connectivity, and advanced analytics are some of the
most in-demand features across all types of
equipment,” he explains. “These features help
the industry respond to issues such as rising
supply chain complexities and costs, the need
for remote connectivity, and ever-changing
industry and country regulations.”
Specifically, predictive analytics can help
manufacturers draw on data to manage resource consumption, machine performance,
and storage conditions on shop floors; to troubleshoot problems; optimize processes; and
boost productivity. Augmented and virtual
reality services can enable more operations to
become remote—which is increasingly attractive in the era of COVID—with remote machine
maintenance, installation, and commissioning.
ACG recently launched a new Smart Connected Adaptor Kit, which connects production machines at any facility and visualizes
NUTRITIONAL OUTLOOK
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relevant information on a single platform.
“Using the Smart Connected Adaptor, authorized users can monitor production on any
internet-enabled device,” Michel says. “This
means that nutraceutical companies can
remotely monitor machine settings, performance parameters, downtimes, and alarms in
one dashboard, all in real time, giving greater
visibility and control to manufacturers.”
At I Holland, tool management systems are
in demand, since they can register a factory’s
entire tooling and largely automate the visibility of what is happening with the tools. “Its main
objective is to establish compliant, efficient,
and accurate maintenance of punches and
dies, and to ensure that tooling is never a cause
for delay in the production schedule,” says Marketing Coordinator Marianna D’Onghia. Plus,
an in-depth monitoring system should be able
to keep track of maintenance history and tooling inventory, support regulatory procedures,
and comply with legal requirements in nutraceutical production. “The data can also provide information to effectively measure areas
of performance by way of showing what and
how many products have been produced, and
a summary of any production issues experienced,” she adds. “Problems like wear to punch
heads and tips can be detected before they impact production.”

Automated Is Here to Stay
Before machines became smart, they were
automated. And while automation isn’t anything new, it’s hotter than ever as labor issues
affect every industry, nutraceuticals included.
“Many owners and managers are looking to
automate as many steps in the production
process as possible,” says Nichols. Volkmann’s
PPC pneumatic vacuum conveying system
automatically transfers ingredients within a
sealed, enclosed system to prevent contamination, promote product purity, and support
product efficacy. “Volkmann pneumatic vacuum conveyors automate the transfer of powders from storage, bulk bags, or sacks directly
into a mixer or into any step in the process,”
says Nichols, adding that they can also be
used to transfer finished tablets directly from
the press to the filling line or into storage.
“Automated equipment is in demand since
it helps solve labor, safety, and product quality issues,” agrees John Deitz, president of
Deitz Company (Wall, NJ). “Our bestselling

machines for dietary supplements are our
Pharmafill NB1 neck banding machine, which
automatically applies tamper-evident shrink
bands onto bottles and other containers, and
our Pharmafill pill counters, which automatically count tablets, capsules, lozenges, and
other oral solid dosage forms and fill them
into bottles.” Deitz recently introduced a new,
affordable system that makes it fast and easy
to automatically print codes on bottle bottoms
using the company’s BCV1 bottomless conveyor and lift stand.

The COVID Question
All the bells and whistles in the world mean
nothing if an equipment supplier is unable to meet its orders, which is a significant problem for many industries during
the COVID-19 pandemic. Erik Bronander,
business unit leader at Nutra-Pack Systems
(Souderton, PA), says that some raw materials and certain electrical components went
from being in stock to being delayed several
weeks or even months, if they’re available at
all. “Since machinery is inherently a ‘sum of
parts’ item, the supply chain breakdown for
any number of their elements can delay their
availability significantly,” he says.
In response, many equipment suppliers are making changes. ACG has worked
closely with local government officials to
keep manufacturing supply chains open
and deem many products “essential,” keeping transportation of equipment continued
even throughout lockdowns. I Holland leveraged its international network of suppliers
and high levels of stock to ensure that deliveries were maintained. And, since Volkmann
manufactures nearly everything in house
and sources many raw materials locally, it
has been largely isolated from supply chain
disruptions. “Our customers are experiencing increasing product demand, so we’re
working nonstop to provide the automated
machinery they need to grow, and we have
been able to meet tighter and tighter delivery times to keep them up and running,” says
Deitz. “The key to getting through difficult
times like these is to learn and adapt.”

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

A Role
to Play
Supplements aid in
the global fight against
rising blood glucose levels.
BY JUDY BLATMAN
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And yet is there a legitimate role for the dietary supplement and functional food industry to play? Even with these scary statistics,
last June, 10 companies marketing products
labeled as dietary supplements related to diabetes received a stern—and seemingly appropriate under the law—warning in a joint
action from the U.S. FDA and the FTC. Those
warning letters reminded the supplement industry (and alerted consumers) that “products
intended to diagnose, cure, treat, mitigate, or
prevent disease are drugs and are subject to
the requirements that apply to drugs, even if
they are labeled as dietary supplements.”4,5
Companies that take the law seriously
also take that warning seriously.
But since diet plays a part in the rise and
fall of blood sugar, is there a place for dietary
ingredients in helping consumers manage
their blood sugar? It’s a sticky wicket that
reputable ingredient suppliers and product
marketers should hold top of mind.
According to Rob Brewster, president,
Ingredients by Nature (IBN; Montclair, CA),
“Keeping ingredients regulation-compliant
can be challenging but is important to the
ingredient’s credibility.” His company, he
says, works with a legal team that helps to
“keep our claims within the bounds of safe
and effective messaging and provide advice
where we may have doubts.”
For Brewster, it’s important to “keep our
messaging around the science we have, and
phrasing is everything.” He is clear that the
company’s blood sugar–management propri-

etary ingredient, Eriomin, “…doesn’t cure or
treat a disease like type 2 diabetes; it provides
support to the body’s natural functions associated with blood glucose and works in tandem
with healthy lifestyle changes, such as an improved diet and exercise, to influence the best
possible outcomes.”
His advice to his colleagues is that by making the intent clear and claims honest, no
company should have to worry about regulatory challenges and warnings from the FDA.
Brewster is just as clear when he says
that “all consumers, especially U.S. consumers, should be taking a proactive stance
on maintaining healthy blood glucose levels. It’s a serious problem, and the average
American diet and the prevalence and convenience of unhealthy food isn’t doing the
nation any favors.”

The Food Solution to
Blood Sugar Management
Beneo (Manheim, Germany), a company
known, among other things, for its ingredients and solutions in the blood sugar–support
category, concurs that managing blood sugar
is important for all consumers, not just those
currently with diabetes, as a means of not
reaching even the prediabetes stage.
Beneo supplies several ingredients with
a variety of food and beverage applications
for this market, including its well-researched
functional carbohydrate, Palatinose, which
can be used as a 1:1 substitute for sucrose
or other high-glycemic sugars. Beneo also
JANUARY/FEBRUARY 2022
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anaging blood sugar is serious
business, and according to a
2021 study from researchers at
the Johns Hopkins Bloomberg School of
Public Health, it’s a problem that is getting
worse for Americans.1,2
Using data from the National Health
and Nutrition Examination Survey—the
government-sponsored
health
study
commonly referred to by its acronym,
NHANES—the researchers analyzed trends
in glycemic control in U.S. adults with diabetes. The results demonstrated that trend
is heading in the wrong direction.1
The published findings indicated that,
while over a 10-year period beginning in
1999, adults with diabetes demonstrated
improved blood sugar control, more recent
statistics showed there’s been a precipitous
decline. Specifically, the proportion of adults
with diabetes achieving glycemic control
stood at 44% between 1999-2002, rising to
57.4% during the 2007-2010 period—but
dropped to 50.5% during 2015-2018.1
It’s a problem no one should take with a
grain of salt.
According to the Centers for Disease Control and Prevention (CDC), more than 34 million people in the U.S. have diabetes, with an
additional whopping 88 million+ American
adults believed to have prediabetes, a risk factor for progressing to full-blown type 2 diabetes. In 2017, the CDC estimated the diagnosed
cost of diabetes, including medical care and
workforce impact, at $327 billion.3

offers Isomalt, another low-glycemic sugar
replacer, derived from pure sugar beet. An alternative route, according to the company, is
its chicory root fibers, inulin and oligofructose, that replace available carbohydrates
with dietary fibers that work effectively to
help balance glucose response.
According to Anke Sentko, vice president,
regulatory affairs and nutrition communication, Beneo, “Over the past few years, consumers and the authorities have increasingly
demonized sugar and focused on the longterm effects of healthy sugar consumption.
However, it’s important to look at the physiological quality of the carbohydrates we consume and not on food chemistry only.”
Sentko is concerned that the extreme
focus on cutting carbs and reducing sugars
“has drifted far apart from what is considered healthy nutrition.” She points out that
carbohydrates are an extremely important
nutrient necessary for our bodies to function
properly. “Our brains run on glucose, and we
need carbs to function and have energy,” she
says. Her philosophy is that it is important to
consume carbs in moderation and to choose
the right carbohydrate—ideally one that provides the necessary energy for a person’s metabolism but also triggers a low and balanced
rise in blood glucose and a low increase in
insulin, as well as encouraging fat burning
rather than fat storage.
Says Sentko, “The risk of developing noncommunicable diseases, including diabetes,
has been proven to lessen with a focus on
the right diet and controlling blood sugar.”
She explains that as people age, many
biological processes slow down, and the
elasticity of metabolism is less effective. This
includes insulin resistance and impaired
glucose tolerance. Thus, this is another
reason to manage the potential problem of
blood sugar earlier in life, before it becomes
a problem with serious consequences.
Like IBN’s Brewster, Sentko believes that
blood sugar support extends beyond diabetes. “Blood sugar management and aiming for
lower levels is relevant for anyone, from baby
to seniors, not for prediabetes or diabetic situations only,” she says. “Healthy eating means
that you want to avoid getting a disease in the
first place. With attractive structure-function
claims, manufacturers can reach their audience for blood sugar control.”
NUTRITIONAL OUTLOOK
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She adds that “in parallel, nutrition professionals like registered dietitians are eager
to learn more on this broad topic and help
consumers in their food choices.”

Partnerships Increase
Consumer Education
Vous Vitamin, a personalized vitamin company
cofounded by physicians Romy Block, MD, and
Arielle Levitan, MD, is doing its part to educate
consumers, especially those with diabetes,
about the importance of controlling blood sugar, thanks to a new strategic partnership with
Pops, a self-care platform for people with diabetes.6 According to a press release7, the partnership pairs two companies that are driving
innovation in their respective spaces.
And although Vous Vitamin’s personalized recommendations for creating the
right vitamin solution are not focused specifically on ingredients that are marketed
as helping to manage blood sugar, that
doesn’t mean the company is not interested
in helping consumers find ways to improve
health in this area.
As Block, an endocrinologist, explains,
“Our formulations focus on improving vitamin deficiencies that may exist for our
customers. These improvements lead to
improved overall health and energy, which
often manifests as increased exercise
and weight loss.”
As it turns out, those health improvements are recommendations for people trying to improve their blood sugar numbers.
As an example, Block says, “Vitamin D deficiency can lead to depression and fatigue.
Repleting vitamin D has been associated
with lower HbA1c levels without changing
direct insulin resistance measures.”8
Block advises that at Vous Vitamin, “we
are always searching to update our formulations based on science and evidence. There
are some interesting studies showing that
fenugreek and cinnamon can both lower
[blood] sugar [levels], but they have not
shown any impact on complications or mortality.” She would like to see longitudinal and
controlled studies, adding that “we are excited to see future outcomes.”
In the meantime, Block advises that “we
are focused on making sure that we protect our diabetic customers’ overall health
and prevent future complications.” She

points to vitamin B12 as being important
for those taking metformin, and B complex vitamins and alpha-lipoic acid as two
nutrients she would recommend for those
with neuropathy.
According to Brad Helfand, CEO, Vous Vitamin, “Broadly speaking, vitamins have been
disintegrated and separate from traditional
care models and chronic disease management systems. We saw an opportunity with
Pops to embed personalized vitamin technology into a comprehensive diabetes management platform.”
It is Mina, Pops’s artificial intelligence
(AI)–enabled virtual assistant, that is connected to the Rebel glucometer, he explains.
Mina is now able to ask relevant questions
about vitamins and ensure that patients
have high-quality resources available to
learn more about the potential value of certain vitamins to help with aspects of blood
sugar control strategies.
Helfand views this partnership as not
running afoul of the regulatory landscape
because, he says, “we are not marketing vitamins as a treatment or cure for diabetes.
It is simply a component of a sound and balanced overall nutrition approach that can be
supported with the Pops platform.”
He also believes the partnership is a winwin for both parties. “For Pops,” he says, “this
is an opportunity to add new capabilities to
their virtual assistant and offer a more comprehensive array of services and education to
their constituents.” And as for Vous Vitamin,
Helfand looks at this partnership as “an important proof of concept that a personalized
vitamin offering can enhance and add value
to a chronic disease management platform.”
Helfand says that “Pops is progressive
about how they think about their ecosystem
partners, and we expect more telehealth
platforms, wearable devices, and virtual
health offerings will develop a similar outlook over time.” That forward-looking vision
makes Vous Vitamin progressive, too.

New Supplement Science
Also looking forward are the scientists
studying the potential health benefits of ingredients for blood sugar–support products.
Two studies9,10 published in 2021 tested
delta-tocotrienol sourced from annatto—
specifically, DeltaGold, a patented vitamin E
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ingredient produced by American River Nutrition (Hadley, MA). They discovered promising results in the areas of glycemic control
and inflammation biomarkers in a population
of type 2 diabetes mellitus (T2DM) patients.
Both studies were randomized, double-blind placebo-controlled trials, and each
took place over a 24-week period.9,10 According to a press release from American River
Nutrition, the first study results found that
dosing 250 mg/day of the delta-tocotrienol
annatto demonstrated “…improved glycemic
control accompanied by reduced inflammation and oxidative stress and was further
confirmed by modified miRNA expression”
compared to a blinded, placebo group.11
Specifically, HbA1c levels were reduced
from 8.3% to 7.8% in the treatment group,
while levels in the placebo group remained at
8.4%. The high-sensitivity C-reactive protein,
an inflammation marker, was reduced by
10% in the treatment group versus increased
levels in the placebo group. The oxidative
stress level was also lowered significantly
in the treatment group, with the biomarker
malondialdehyde (MDA) lowered by 9% compared to no change for the placebo group.11
Barrie Tan, PhD, president, American River
Nutrition, stated that “for the first time, tocotrienol has been shown to reduce functional insulin secretion and successfully manage
blood sugar via multiple avenues, thereby improving T2DM hyperglycemic control.”11
The second study administered 500 mg/
day of delta-tocotrienol annatto and provided further evidence to support this ingredient
for insulin resistance and blood sugar control.
In a company press release, American River
Nutrition stated that its branded ingredient, with or without resveratrol and vitamin
D3, indicated “significant efficacy on fasting
blood glucose, glycated hemoglobin (HbA1c),
insulin, HOMA-IR scores, and various inflammation and oxidative stress markers.”
The study also found positive results for
resveratrol and vitamin D3 in the areas of
improved glycemic control, accompanied by
reduced inflammation and oxidative stress.
Last November, IBN announced that the
United States Patent and Trademark Office
approved a second patent for the company’s use of eriocitrin in its ingredient formulations. Eriocitrin is the primary citrus
flavonoid used in IBN’s branded Eriomin
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ingredients. According to the company’s
press release, “The patent further solidifies
the use of eriocitrin to support individuals
with unhealthy levels of fasting blood glucose, such as prediabetics, by administering 50-600 mg of the citrus flavonoid for
increased GLP-1 [glucagon-like peptide-1]
levels.”12 Says IBN’s Brewster, “There are
multiple facets to prediabetes management, and increasing GLP-1 plays a vital
role in helping to support healthy blood
glucose levels.”
In addition to a 2019 double-blind, randomized controlled study13 that found that
“short-term intervention of Eriomin at doses
of 200, 400, or 800 mg/day benefited glycemic control, reduced systemic inflammation
and oxidative stress, and reversed the prediabetic condition in 24% of the evaluated patients,” Brewster advises there are also “several more very promising human clinicals in
process” on the ingredient.
He teases results from the second human
clinical study on Eriomin in this way: “Our
second human clinical study on Eriomin is
planned to be published soon, and we are
very excited to share the results. Subjects of
the study had very high prediabetic levels of
blood glucose, and Eriomin didn’t disappoint.”

Future Innovation Key to
Market Success
Brewster says that while there are some legacy ingredients like cinnamon and berberine in the blood sugar–support category, he
doesn’t feel as though there has been much
innovation in the space until recently.
True, health professionals have increased
efforts in the last few years to better educate
consumers about how to manage blood
glucose levels for better health outcomes
overall, says Brewster. But, he adds, “most of
these commonly recognized ingredients that
help manage blood glucose levels typically
only address insulin resistance, and only a
few ingredients address those two factors.”
That’s why he is so excited about what he
calls Eriomin’s triple-pronged functionality:
helping to improve insulin sensitivity for direct
blood glucose management, indirect support
through its potent antioxidant activity, and
powerful inflammation regulation. “Our initial
human clinical [trial] observed improved biomarkers across each of these functions,” he says.

With IBN’s recent acquisition of the ingredient Sytrinol for heart health, Brewster
is interested in discovering ways to combine
that ingredient with Eriomin for synergistic
benefits. “Sytrinol helps to reduce LDL cholesterol and triglycerides, which may have a
positive impact on Eriomin’s blood glucose–
support functions,” he says.
“There continues to be a need for more
science, and that’s what we aim to bring,”
states Brewster.
Another innovative approach for IBN is
to focus on blood glucose management beyond prediabetes benefits. “For example, we
launched Eriomin Esport with the intention
to educate that healthy blood glucose levels have an influence on the performance
of gamers,” says Brewster. “I think we are
going to see the category cross more into
other categories as the research catches up
and shows us that the benefits of healthy
blood glucose to the body are more widely
integrated than many realize. And it’s our
aim to be at the forefront of that research to
help introduce more applications for blood
glucose management ingredients.”
Beneo’s Sentko is intrigued by how improved technical application work for functional ingredients will help the market achieve
additional goals for producing nutritious food.
“Recently, A*STAR14, an institution very
active in supporting the war-on-diabetes
campaign in Singapore, developed a product,
which was a plant-based cookie with a glycemic index (GI) of only 24. This was adapted
from a traditional but already-low-GI cookie with a GI of 54,” she shares. “A 24-hour
measurement on blood glucose was done
with the cookies eaten for breakfast and an
afternoon snack and a standardized lunch
and dinner. The results show a lowered blood
glucose response throughout the day from
eating this low-GI cookie,” Sentko adds.
“This is what we envision: a variety of
great-tasting, low-glycemic food choices
that simplify choices for people who are interested in this way of eating,” states Sentko.
“The global burden of noncommunicable
disease such as overweight and obesity, diabetes, and cardiovascular diseases forces
us to rethink the nutritional quality of our
foods and carbohydrate quality in our diet.”
Sentko believes consumers are increasingly interested. She references a consumer
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survey that Beneo conducted with InSites
Consulting that showed that 78% of those
aged 65-75 in the U.S., Asia, and Europe are
now paying attention to their sugar intake.15
It’s a good start. And good news for the functional food and dietary supplement industry.

4.

5.

Judy Blatman Communications LLC specializes
in strategic counsel, media training, writing, and
talent solutions. Blatman spent 16 years as senior
vice president of communications at the Council
for Responsible Nutrition.
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Two reasons
to breathe
a little easier.
Around the world, people are searching for solutions that will give their bodies an edge in the fight
against pathogens. Unigen® has developed two new patent pending ingredients based on natural botanicals
and nutrients that have stood the test of time and the laboratory. Attenutin™ is targeted to support
healthy respiratory function and Symetrian™ for maintaining immune homeostasis.*
They work to sustain, balance and support immune systems* so that the body can perform at its peak.



Specially formulated, patent-pending natural
bioflavonoid composition with long history of safe
human consumption for supporting respiratory
health



Suitable for short term usage in immune-stressing
seasons



Clinically proven to support IgA & IgG antibodies
production and adaptive immunity while
supporting a healthy level of cytokines*



Clinically proven to maintain enhanced healthy
level of an antioxidation biomarker—glutathione
peroxidase*



Clinically proven to support mucosa of respiratory
system for normal, healthy lung function*



Scientific evidence showed to maintain healthy
level of an alarmin protein HMGB1 and proven to
support and protect the function of the
respiratory system*
*These statements have not been evaluated by the Food & Drug Administration. This product is not intended to
diagnose, treat, cure or prevent any disease. Final product claims are the responsibility of the ultimate seller.
© 2022 Unigen®



Standardized, patent-pending, novel Aloe-based
composition with long history of safe human
consumption for immune support*



Suitable as a long-term daily supplement for all
populations



Clinically proven to support maintenance of
healthy immunity homeostasis*



Clinically proven to support cellular and humoral
immunity by increasing TCRγδ+ Gamma delta T
cells and IgG antibodies*



Clinically proven to support healthy immune
response by maintaining healthy cytokine levels
and cytokine responses*



Clinically proven to support strong antioxidant
activity*

To learn more about Attenutin™
& Symetrian™, visit Unigen.net
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PICTURE-PERFECT FOOD

Colors play a crucial role in consumers’ eating experience. Are you getting it right?
BY SEBASTIAN KRAWIEC, EDITOR

t’s well known that consumers eat with
their eyes and that the aesthetics of a food
or drink—most notably its color—heavily
influence purchase decisions. There is also
a growing discomfort with artificiality in
food because of the negative connotation
we have with chemicals. This has posed a
challenge for food formulators: they need to
accommodate consumers with clean-label
products while also providing something
vibrant and engaging in color. Luckily, suppliers of clean-label colors have made huge
strides in this area and continue to innovate. Here’s what you need to know to keep
up with your consumers.

Food as Experience
Our relationship with technology has had
such a pervasive influence on our lives, including how we eat. Through social media,
all people now have a public-facing existence that involves sharing huge, as well as
mundane, moments with our friends. Food
is something we can all connect with.
“We spend more time taking photos
of our food than ever before—and then,
of course, share it on social media. Color
plays a major role here. Food must be vivid,
bright, and exciting to be worthy of sharing,”
says Jessica O’Sullivan-Munck, global communications and media manager, Oterra
(Hørsholm, Denmark). “At the same time,
there’s an increasing demand for ingredient transparency; consumers don’t want to
compromise on naturality. Food and beverages must look good and be all-natural. This
is where clean-label colors come in. They
deliver on both.”
90

“The clean-label trend is ongoing, but
we see that consumers are looking for even
more label transparency—for example, the
provenance of ingredients,” she continues.
“Consumers want ingredients to be instantly
recognizable and understandable and know
exactly where they come from.”
One of the more recent food experiences
the public is enjoying collectively is how uncannily “real” plant-based meats have become.
Somehow, food formulators have figured out
how to make plant-based burgers bleed! Of
course, clean-label color solutions play a huge
role in accomplishing meat-like aesthetics.
“Plant-based foods have seen a dramatic
rise in recent years, with appearance and visual
appeal playing a significant role for consumers
when choosing these products,” explains Nathalie Pauleau, global product manager for natural colors, Givaudan (Geneva, Switzerland).
“From the beginning, natural colors were identified as a basic requirement for new product
development in this category. Natural colors
are overwhelmingly preferred because they fit
well with the main drivers of this market, which
are health, sustainability, and ethical concerns.”
For industry, she says, “This demand has
driven innovation in natural color solutions to
address the specific challenges of both plantbased meat and alternative dairy. For example,
around 95% of new colored meat-alternative
product launches contain color solutions from
natural sources, and more specifically, from
plant-based coloring foods.”
For example, natural brown and red color
solutions help recreate that authentic transition from red to brown during the cooking
process, says Pauleau.

Nothing Is Impossible
There are no one-size-fits-all solutions when
it comes to clean-label colors. Many different factors should be considered when adding color to a product.
“One of the major differences between
synthetic colors and natural colors is the
way they can be used in food products,” says
Pauleau. “While artificial colors are stable in
many light and heat conditions, natural colors have different stability within different
food process parameters, and it is important to recognize that not all natural colors
are suitable for every product development.
Formulators must ask themselves, ‘What
are the process parameters to take into consideration (heat treatment, pH variations)?
What are the other ingredients in the formulation? Will the finished product be exposed
to light? What shelf life is expected?’”
Take a natural red pigment used in a
strawberry ice cream, Pauleau says, which
would differ from one used in a red fruit
drink because of the temperature of the ice
cream and the acidity of the fruit juice.
While using clean-label colors can be
complex, do not be discouraged, because
huge technological innovations have made
many potential concerns irrelevant. “There
are a few unfounded myths in the industry
that implementing natural colors is difficult,”
says O’Sullivan-Munck. “These include stability issues, lack of vibrancy and shades variety, off-flavor, variations from batch to batch,
and the idea that they may be hard to work
with. However, with continuous innovation
within the natural colors industry, these misconceptions no longer hold true.”
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A Singular Focus
We make softgels. Various shapes, sizes, and colors. Custom and stock formulas. Solvent-free.
That’s all we do. In a GMP-certified U.S. facility. We do one thing and we do it well. By choosing
us as your softgel contract manufacturer, you can concentrate on what you do best.
If we may have your attention for a moment, we’ll make you the center of attention. Contact us today.
Delivering custom and branded softgels, naturally.™

6982 Bandini Blvd., Los Angeles, CA 90040 | Toll Free: (800) 360-SGTI | Phone: (323) 726-0700
focus@soft-gel.com | www.soft-gel.com

innovation to fuel your growth
the technologies & expertise to
launch better brand extensions

For nearly 90 years, Catalent has partnered with consumer health companies the world over to
create and launch new and exciting products. We are pleased to announce the addition of gummy,
soft chew, and lozenge technologies and expertise to create a powerful idea-to-innovation-to-supply
solution that helps you launch more successful products across all consumer health segments.
soft dose gummy (gelatin, plant-based) | softgel (gelatin, plant-based, chewable, delayed-release) | soft chew
solid dose lozenge | fast-dissolve | stick-pack | capsule | tablets (coated, bi-layer)
Formulation Expertise
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Advanced Technology Portfolio
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Global Supply
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Leading Development Partner

Discover more at consumerhealth.catalent.com

