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Post-pandemic sports
nutrition - Growth and
fragmentation

There was a point in 2020, with lockdowns hitting and gyms
closing, when the future of the sports nutrition market seemed
uncertain.! Now, however, the sector is looking forward to
significant expansion, with a CAGR 8% forecast between 2022
and 2028.2 Indeed, the pandemic, which has contributed to the
long-term increase in consumer interest in lifestyle and diet, has
been seen as one of the factors for growth.®

Meanwhile, a widening of distribution channels beyond sports clubs and
fitness centres, and into online sales, supermarkets, and pharmacies, has
been accompanied by a broadening of the user demographic. Sports
nutrition has emerged from its original niche of serious athletes and

body-builders, resulting in a more mainstream, but also more fragmented,

market, where consumer needs often differ depending on age, gender,

lifestyle, level of fitness, and preferred activity.

New Prinova research

To provide new insights into this evolving and increasingly
competitive space, Prinova commissioned a survey of 1277
consumers in five of Europe’s biggest sports nutrition markets
(France, Germany, Italy, Spain, and the UK).* All were physically
active (exercising at least twice a week) and had used at

least one sports nutrition product over the past year.

We explored how a range of different factors — from preferred activity
and frequency of exercise to age, sex, and nationality — affects the way
consumers purchase and use sports nutrition products. This report identifies

the current state of play and highlights opportunities for targeted innovation.
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Sports nutrition consumers
- a mixed team

. . . )L
There is no typical sports nutrition consumer.

Think about some of the people you know who
exercise regularly. Chances are, they’re very
different - from the “weekend warrior” who
slogs through their weekly park run or bike ride,
to the hardcore “gym bunny” who lifts

weights every day.

Our survey reflected this diversity. All our respondents were
more active than average (previous research has shown that
only 40% of Europeans exercise or play sports at least once a
week).® However, there was significant variation even within
the spectrum of these above-average activity levels, with
20% of survey respondents exercising twice a week and, at

the other extreme, 22.5% exercising daily. We also discovered

significant variations between countries. In Spain, for
example, one in three respondents exercised daily, compared

to less than one in seven in ltaly.

How often do you exercise?

36%

292, 22.5%
20% -

Twicea 3-4times 5-6times Daily
week a week a week
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Endurance edges out strength

We began by asking the consumers which forms of exercise
they took part in most often. Across all categories, endurance
activities and strength training were significantly more popular
than team or individual sports.

Our research also revealed significant variations between countries.
In Germany and Spain, endurance activities were significantly more popular
than strength/gym training, while the opposite was true in the UK and Italy.

The relative popularity of strength training versus endurance also differed hugely
by age. More than half of 18-24-year-olds said strength/gym training was the form
of exercise they engaged in most often, while consumers over the age of 65 were

much more likely to prefer endurance activities.

Preference for different activities by age:

. Strength

. Endurance

75% 75%

57%
5]% o%
36% 359
29 29,

18-24 25-34 35-44 45-54 55-64 65+
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enduracarb

enduracarb®
The fuel of choice for endurance

Informed Ingredient-Certified enduracarb® is a
science-backed, slow-release ‘double sugar’ which
outperforms other carbohydrate sources over
prolonged periods of intense exercise. Made from
high-purity trehalose, enduracarb® is slowly digested
and absorbed, and contributes to the maintenance
of endurance performance during prolonged
endurance exercise.

Supports hydration
Plant-based, fructose-free, non-GMO

Masks the bitterness of other ingredients,
such as proteins

Provides exceptional stabilisation against
moisture absorption and discolouration

Product concept: enduracarb® Endurance drink

enduracarb® is ideal for a range of sports nutrition beverages,
including protein ready-to-drinks, gels, energy drinks, and
vegetarian beverages. This beverage contains enduracarb®
for the slow release of carbohydrates, as well as electrolytes.
Carbohydrate-electrolyte solutions enhance the absorption of

water during physical exercise.

info@prinovaglobal.com - +44(0)20 7466 5460
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YOUR NUTRITION BRAND

L/
enduracarb’

a performance carbohydrate

ENDURANCE

ENERGY
SPORTS

DRINK
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Much more than sports nutrition

We presented respondents with a list of 15 possible goals and
asked them to pick the five that were most important to them
when using sports nutrition products.

Reflecting the dominance of endurance and strength training, the three most
common goals were energy, post-exercise recovery, and muscle growth. However,
gender was a significant determinant of sports nutrition goals. For example, men
were more likely to prioritise recovery after exercise, while women were more likely

to target hydration and weight management.

Most important goals when using sports nutrition products:
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New consumers, new goals

Meanwhile, large numbers of consumers targeted goals

not traditionally associated with sports nutrition. More than
20% picked cognitive health, while 16% chose immune health,
and 9% said digestive health was a key goal.

The emergence of these new goals may be another sign of the greater diversity
of the consumer base — more people getting active means a wider range of
needs. It may also result from a blurring of the boundaries between sports
nutrition and other categories — many protein products will offer benefits for
weight management as well as performance, for example. This is also suggested
by the fact that the least regular exercisers were the most likely to target goals

such as immune health, weight management, and digestive health.

Consumers in this group were also significantly more likely to value
convenience and seek out products featuring natural ingredients and/or a
pleasant taste and texture, such as AlphaTea™, Cococin®, and Clean Cream®.
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Product concept: Lifestyle & Replenish drink

Cococin® is Prinova’s freeze-dried derivative of coconut

A] ph a water, often known as the “natural isotonic sports drink”.
In this beverage concept, the electrolytes are joined by

BCAAs, B-vitamins, and antioxidants to replenish and

refuel the body.
AlphaTea™ : Y

The natural relaxation solution = Potassium contributes to normal muscle function
and normal functioning of the nervous system.

With consumers increasingly focusing on * Includes coconut water powder (natural presence

cognitive health and mental well-being, of potassium).

AlphaTea™ is a great natural solution for = Vitamin E contributes to the protection of cells

sports nutrition products. Our branded from oxidative stress.

L-Theanine is sourced from Green Tea Extract, = Niacin, vitamin B5, and vitamin B12 contribute to

which is known to support relaxation. the reduction of tiredness and fatigue, normal energy-

yielding metabolism, normal functioning of the nervous

L-Theanine from tea contributes to a system, and normal psychological function.

soothing effect

* Low in carbs
Supports natural sleep and relaxation

Promotes concentration

Ideal for beverages
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Vitamins and minerals -
The new superstars of sports nutrition

Back in 2015, Euromonitor described proteins as “the bedrock

of the sports nutrition market”. That landscape is already looking
different, with consumers turning to an increasingly wide range
of ingredients — from oats to omega-3 - for exercise and
performance benefits.

Indeed, when we asked which ingredients were most sought after in sports .\\M

nutrition products, nearly two-thirds of survey respondents chose vitamins, T ‘r”‘ #

and four in ten chose minerals, which were particularly popular among 'ﬂ//‘“’/
-

consumers who preferred endurance activities. (

Top sports nutrition ingredients sought by consumers: i 4
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One reason for the appeal of vitamins and minerals may

be growing consumer awareness of the importance of
B-vitamins, a deficiency of which can reduce athletes’ ability
to perform high-intensity exercise.® Particularly in a world
where COVID has increased concerns about immune health,
many active consumers may also find products containing
vitamin C appealing. Meanwhile, mineral products, such as
those in Prinova’s Aquamin range, can offer benefits for
bone health, cardiovascular health, and inflammation.

However, vitamins and minerals were not the only non-
protein ingredients mentioned in our survey. 16% of
consumers looked for products containing fibre, shortly
followed by omega-3, botanicals such as ginseng,

probiotics, and oats.

This explosion of new ingredients results from a
combination of factors - the diversity of the consumer
base, new interest in the value of non-traditional
ingredients for performance, and manufacturer innovation.
Innova, for example, has identified the demand for
immune-strengthening formats and products with
probiotic benefits as a catalyst for NPD in the sports

powder category.’

Prinova: the vitamin leader

As the global leader in vitamins and derivatives, Prinova
can help you create products with high-quality micro
nutrients for human health and performance. We have
the world’s largest inventory of food-grade single
vitamins, and we are the leading supplier of vitamins B
and C. With our extensive portfolio of high-quality
ingredients and vertically integrated capabilities, we are
also experts in superior custom premixes and market-
ready blends for sports nutrition and supplements.

info@prinovaglobal.com - +44(0)20 7466 5460
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Aquamin - Bioactive marine
minerals for sports nutrition

The Aquamin range of plant-based, clean-label, marine
multi mineral-complex products includes calcium,
magnesium, and 72 other trace marine minerals. It is
supported by more than 40 peer-reviewed scientific
publications, with beneficial effects for cardiovascular
health, bones, and digestive health. Calcium and
vitamin D help to reduce the loss of bone mineral.
Low bone mineral density is a risk factor for
osteoporotic bone Fractures.

Natural calcium supports the maintenance
of normal bones

Natural magnesium contributes to normal
muscle function

Zero residue, non-chalky texture, with neutral
organoleptics, and no impact on colour

Ideal for beverages
Low cost-in-use
Good heat stability, suitable for UHT

Easily incorporated into all food systems, with fully
soluble grades that are ideal for beverages

Responsibly and sustainably sourced
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Plant proteins heads
to the front of the pack

Proteins and amino acids accounted for three of the top five most w 4 2 o/

sought ingredients in our survey. However, there has been a huge

shift when it comes to preferred protein sources. As in other sectors, MR of consumers look

large numbers of sporty consumers are looking for plant-based for plant proteins
options because of concerns about sustainability and animal in sports nutrition
welfare, or specific health issues such as lactose intolerance. products

The number of sports nutrition launches with a plant-based claim grew by 26%

between 2016 and 20208, and research has suggested that around half of o
European consumers prefer plant proteins over dairy in sports nutrition products.® /o
Our research reflects the impact of the plant-based revolution, with 42% of of consumers look
consumers naming plant proteins as one of the ingredients they most looked for in for whey or dairy
sports nutrition products. This compared to 26% who looked for whey or dairy proteins in sports
proteins, 15% who looked for egg protein and 8% who looked for meat proteins. nutrition products

The appeal of plant proteins was high across all forms of preferred exercise,

including strength training, and among both women and men. However, men were o
significantly more likely to look for products containing whey or dairy proteins. o

of consumers look for

egg protein in sports
nutrition products

Prinova is a leading distributor of natural, high-quality plant proteins from sources
such as rice, pea, lentil, and fava bean, and we specialise in solutions that are
optimised for flavour, texture, and mouth feel. For example, Clean Cream® is a
plant-based cream that adds a rich, natural taste and creamy texture to a wide

variety of products, from protein shakes and meal replacements to protein bars.

When it comes to amino acids - the building blocks of proteins - Prinova is well @ 8 %

placed to satisfy demand, with Europe’s largest inventory of food-grade amino

acids. Prinova also offers a range of branched-chain amino acids (BCAAs), of consumers look

essential amino acids (EAAs), and non-essential amino acids (NEAASs), from single for meat proteins

ingredients to bespoke blends. in sports nutrition
products

EAAlpha™, a patented, clinically studied blend of nine essential amino acids (EAAs)
and arginine, combines powerful muscle-building power with the functionality
typically associated with amino acids. EAAlpha™ allows you to maximise your

protein supplements and product formulations.
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i
EAAlpha™

Plant-based amino acid innovation

EAAIlpha™ is a patented, balanced blend of
nine EAAs with arginine, providing an optimal
ratio for muscle protein synthesis. Backed
by 26 clinical studies, it’s 32 times more
effective than BCAAs and three times more

- efficient than whey proteins for stimulating

muscle growth.”®

= Cost-effective vegan, non-GMO formulation

igest than whey proteins

compatibility with
carbonated, and hot-fill
appli(:ations

. Suitable for powder blends, bars,
gummies, and on-the-go sachets

R ow ."'.‘a
-

.info@prinovaglobal.com - +44(0)20 7466 5460
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CLEAN
CREAM.

Clean Cream®
Vegan creamer

Clean Cream® is a clean-label, vegan cream
powder that improves the taste and texture

of plant-based products.

= Adds a dairy-like taste without
the use of dairy

= ldeal for products such as meal
replacement shakes and protein bars

= Highly soluble
= Non-allergenic
= Non-GMO

= Sugar-free

= Vegan-friendly
= Keto-friendly

©2023 Prinova Europe Ltd. All rights: rgerved. prinovaglobal.com
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Convenient formats
have the edge

When we explored consumers’ preferred
formats (asking them to pick two of seven
different options), bars emerged as the most
appealing option overall, followed by ready-to-
mix (RTM) powders for beverages and ready-to-
drink (RTD) beverages.

Unsurprisingly, the preferred form of exercise significantly
influenced the appeal of different formats. Over half of gym
enthusiasts selected RTM beverages as a preferred format,
compared to just over a third of endurance fans, and three in

ten of those who played team sports.

Frequency of activity was also an important determinant.
One in five of those who exercised daily chose gels as an
appealing option, compared to just 4% of those who
exercised twice a week. Over two-thirds of those who
exercised twice a week chose bars, compared to under half

of those who exercised at least five times a week.

There were also variations by nationality and gender. Bars
were particularly popular in France and ltaly, while RTM
powders were a preferred option in Germany. Men were
almost twice as likely as women to find gels appealing, while

gummies were more popular among women than men.

Looking at the market as a whole, this suggests an opportunity
for brands to target specific product formats and marketing
activity at the diverse needs of these consumer groups.
Prinova’s powder and liquid premixes, for example, are ideal for
many convenient applications, including meal replacements,
post-workout drinks and snacks, and nutritional supplements.
They also support a wide range of health and performance
benefits in areas like pre-, intra-, and post-workout, as well as

heart health, immunity support, and joint care.

info@prinovaglobal.com - +44(0)20 7466 5460

Sports nutrition formats with
the greatest consumer appeal:

Bars

55

RTM powders

41

RTD beverages

37%

Gummies

20

Capsules

16%

Gels

Single-serve sachets | »

59,

S

='
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Is inflation a game-changer?

EU inflation hit record growth rates in 2022" - triple that of 2021 - and
previous research has found that 64% of UK sports nutrition consumers were
likely to rein in purchases to save money during the cost-of-living crisis.”

Our survey provides new insights into the impact of inflation
on the sports nutrition space, with more than eight in ten
consumers saying they had changed their purchasing

behaviours in some way.

The youngest were most likely to have adapted their
behaviours, with 49% of 18—-24-year-olds shopping for
cheaper products, compared to 27% of 55-64-year-olds.
Responses to inflation also varied by activity level: consumers
who exercised daily were the most likely to look for cheaper

products but the least likely to purchase fewer of them.

It is unsurprising, then, that when we asked consumers to
pick the three factors that would most influence them to
purchase a particular sports nutrition product, affordability
ranked top. Other key purchase drivers were “It’s made by a
brand I trust”, “It’s made with natural ingredients”, “It
contains scientifically proven ingredients”, and “It contains
ingredients | recognise”. Prinova’s Aquamin products are a
great example of branded, natural, sustainably-sourced
ingredients that tick all these boxes, delivering science-
backed nutrition and containing well-known nutrients such

as calcium and magnesium.

However, it is worth noting that consumers said they were
more likely to look for cheaper sports nutrition products than
to stop buying them altogether. This reflects the pattern that
was evident during the pandemic, when people maintained
their commitment to healthy lifestyles but found ways to
adapt to circumstances (exercising at home, for example). To
help meet the needs of price-conscious consumers, Prinova

offers a range of great-value protein products.

info@prinovaglobal.com - +44(0)20 7466 5460

Top ten purchase drivers for
sports nutrition consumers:

Affordability

48

Trusted brand

35%

Natural ingredients

34

Scientifically proven ingredients

33%

Familiar ingredients
26%

Taste and texture

25%

Convenience
22
Sustainable ingredients
3%
Low in sugar
8%
Offers particular benefit

8%

II

I
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Meeting the needs of
underserved consumers

A 2022 Mintel report into attitudes towards sports nutrition in the
UK - the largest market in Europe - found that while 75% of over-
55s exercised, only 14% used sports nutrition products. Of these,
58% were interested in age-relevant products, focusing on healthy
aging, brain health, and support for bone and muscle.”

Women have also tended to be underserved in this market. When our survey asked
respondents if they believed there were enough sports nutrition products that met
the needs of their gender, one in five women answered, “No”, compared to only one

in eight men.

Furthermore, some female-specific products were described as ‘condescending’,
‘less potent’, and smaller than their male equivalents - the “pinking and shrinking”
effect. It’s worth noting that only 2% of products meet women’s needs for specific
nutrients, including iron, vitamin B12, folic acid, and calcium,’® highlighting another

gap in the market.

Similarly, 24% of middle-aged and older consumers (55-64 years) said there were
not enough products for people of their age. This may suggest progress has been
made but that there is still room for improvement — and significant opportunities
for brands to meet unmet needs.

Product concept: Move, Flex
& Soothe drink

This research-backed drink concept is
specifically formulated to ease aching
joints and improve recovery. It contains
six powerful ingredients, including
Prinova’s clinically studied Curcumin
C3 Reduct®, which helps to control \‘S/NB
inflammatory responses within the body, . :

WOV AR
"yl DRING

and vitamin C, which supports collagen MOVE, FI_EX
and connective tissue formation. & SOOTH E DRIN K

= Vitamin C contributes to normal - AND MUSCLE

sUPPC

collagen formation and the protection vith apotent

of cells from oxidative stress

* Manganese contributes to normal /] 60 servines [/

formation of connective tissue and SLAND
the maintenance of normal bones.
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Team up with Prinova

STATE OF PLAY: NEW INSIGHTS INTO THE CHANGING SPORTS NUTRITION MARKET

As shown by our research, in a fragmented market it makes sense

to partner with a company that understands the changing - and

increasingly personalised — needs of sports nutrition consumers.

Prinova fields a comprehensive, premier league range of
high-quality ingredients to help create innovative sports and
lifestyle nutrition products, and it doesn’t stop there. Whether
you’re looking for full product development support or
turnkey solutions, Prinova — the leading provider of bespoke

premixes and ready-to-use blends - is in your corner.

We offer a broad portfolio of ingredients sourced from around
the world, including unique branded ingredients that deliver
the best in science-backed nutrition and market-leading
positions within key categories, including amino acids,
plant-based proteins, food and beverage ingredients, and

vitamins and derivatives.

Contact us to understand the consumer

landscape and opportunities this presents.

Click here %

info@prinovaglobal.com - +44(0)20 7466 5460

Our customers benefit from optimised, reliable supply chains,
vertically integrated manufacturing capabilities, and
unrivalled marketing, scientific, and R&D expertise.

Our value-added capabilities range from initial concept
development to final delivery — streamlining your product-
innovation and development curve, giving you a competitive
edge, and helping you get to market in record-beating time.

With strategically located facilities on three continents,
Prinova provides quick access to an extensive inventory of
sports nutrition ingredients and real-time, local-market
insights. Whether you are a local company or a global
corporation, we are the experts by your side, every step of the
way - offering everything you need to maximise the huge

opportunities in the sports nutrition market.

AMANNNN
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