®
o
)
T
S
@
Z

NETWORK.




fr
4
\':;'
«
N

/
N BJ "
®

NUTRITION BUSINESS JOURNAL

Executive overviewllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll1

TOP thOUGNTS ... e e e 1
The known, the unknown and the yet-to-be-known...........ccrnsnnnsr s 1
Microbiome supplement sales by Cate@gory, 20T7-20256 ...ttt esae st e as e esssss e sss s ssesss e eseasesesseessnasenesseaees 2
Microbiome supplement growth by categqory, 20717-2025€ .........cceeeeeeereeeeeeeeeieieieieeeieieeie e ssssss st easas s arasanaea 2

Supplements......cciir e nana D

e 03R4 Lo T U T | 3
Benefits and DEWIlA@IMENT ......... . eeeeeeeeeeeeeieceecrcc e srassnm s s ssseesss s s s s e e e eeseaasaasa s s ssnssssnsnnnnnnnnnssssssssnnnes 3
IMIarKet MaANIifESTatiONS. ... ...eeeeeeeeeeeeeeeerrrrereeeeeesssssssessssssssssssnnmmmmsssssssssssssesseseeesaasaasssssssssnsnnnnnnnnnnsnssssssssnsnes 5

Probiotic sales and growth, 2017-2025e
Prebiotic sales and growth, 2017-2025e
Synbiotic sales and growth, 2017-2025e

Fiber sales aNA QroWth, 202T-2025€ .........ccueueeeeeeeieeeeees ettt ettt ettt et s s st s et s et s s ae e s s A e s e s e st s e s e e e ss e s s s s ssnsa e aneseannane

Digestive enzymes sales aNd GQroWth, 20717-20256 ..........cueoeeeeeeeeeeeeeeeeeeeeeie e et eesse st esess e st ss e st e e ssssessssss e sssssssssssnsssasessssenssssssesssensans 10
Pre, pro, and synbiotic supplement market Share 2017-2025€ ........ccoeeoueeeeesisieieeeesie et et esesss st sss s ss s s st ssnesssssees 11
Pre, pro and syNbiotic MAIKET SNAIE, 2027 ...ttt te et te st e et et e e ss et ss e s s e sss e s ssass e sss s ssesssanessasenesseasessasennssensans 11

Functional food and beverage.........c.coiimimiimiimiririsrmsrmsresse s rsssnanaa 12

Lo 1.4 o T T | 12
Dairy, and then SOME ... s s a e s m s m s s s m s e s mnns 12
Market ManifesStations..........coierrnirrr s e 15
U.S. Pre- and probiotic functional food and beverage sales, 2017-2025€...........cooueeeeeeeeeeeeeeeeeieeeeeeeeeesieeeeeaeseseee e esesenenns 16
U.S. Pre- and probiotic functional food and beverage growth, 2017-2025€...........ccceeeureeeeieseseissesisesssessesssssssssissesssssssssssesssssseses 16

(@05 T T T o] o TR [ J
Small niche, big gamMDIES ...t e s e s nne s e me e e me s e e mnnannnnnan 17

Market Manifestations..........c.ccoccvcriirrrcserrr s s s s s sae s sesn e nnssn e e e n e e e nnnnnnnnnans
Prelpro/synbiotic market share across top 7 conditions, 2021
Prelpro/synbiotic sales by CONAItION, 2017-20256..........ccccuoueweeeeeerereeeeeeesesteseesessssssssesssssssssssssssssesssesesssssssssssesessssssssssssssssasssssasasasasasas
Prelpro/synbiotic growth by CONAItioN, 2077-20256 ...ttt ettt sse s s ses e s ss e s e sss s sssasesnsseanesessenssennan

Microbiome Report © 2022 Informa E& nutritionbusinessjournal.com i



.\'!‘!/ ‘e
S
SN

iy
N BJ "
®

NUTRITION BUSINESS JOURNAL

(@l 3 T= 1 415 1= R &
Acceleration and @VOIULION ...
Prelpro/synbiotic natural and specialty retail channel sales and growth, 2017-2025e
Prelpro/Synbiotics mass market retail channels sales and growth, 2017-2025€ ..........cceoeeeeoereseeceseeceseseeesis et sn e sesseseens
Prelpro/Synbiotics directToconsumer channels sales and growth, 2017-2025€..........cccccoceveeeeencn.

Pre/pro/synbiotic SAIES DY CHANNEI, 2021 ...ttt ettt st as et s s et et ss et s s s s s e s s s e s sssss s ese s esease s eseasennanenan

(@lo 1o L0 T=1 g U [ oY - e —. -

o o3 4 0 Lo 1 U T | 1 26

Selling SOPRISTICAtION ......oviiiiiiiiiri e an s 26
Consumer awareness and knowledge of personal Qut,digestivVe REAITH .............ccceeeeueeveieeeeeesieeseeie ettt snsnenes 27
When consumers became aware of their personal gut,digestive REAIth ................coouueeeeueeeeee et 28
Consumers actively optimizing their QUE,diGESIVE NEAITN ............ooeeeeeeeeeee ettt et

Categories of gut/digestive health dietary supplements used

Reasons for taking gut/digestive health dietary supplements

Health issues regularly @XperieNCEA DY CONSUMELS .........ocooveeeeeeeeeeeeeeeesesieteeeeseei e aeaes s seass e s s sess s s s e ssn s asasanras
Do respondents believe gut health iNflUENCES OTNEI SYSTEMS? .......cveveueureseeeeiesisietecsseste s sestsaesests st ssssssssssesesssssssssesssssnssessssessessnes 33
Appeal of condition-specific probiotic formulation and MArketing. ........oceeeeeoieeeeeesseeeeee sttt st 34

Level of consumer familiarity across ingredients
Consumer knowledge about the microbiome............c.ccoeoeeevvivennne
Consumer awareness of the human microbiome

Patterns of usage of gut/digestive health SUDPIEMENTS............c.cooeeeeeeeeeeeeeeeeeeee et 38
Usage frequency of supplements to support microbiome/gut/digestive REAITA.............cceveeeeeereeseeeiesesieeiesteeissesiessssessessnsnees 39
Consumption of fermented food and beverage products to SUDPOIt QUE REAITA............ceeueeeeeeeerieeeessee e 40
Consumer participation in activities specifically to support microbiome REAITN .............cceceeeeeeveeeeiesisiseesese e ssses e e sese s essnsnens 41
Consumer perception of the benefits of fermented foods and beverages compared to probiotic supplements ...................... 42

Company profiles......ccooiiiiiiiciir e B3

2 T | 43
5] 0 45
L@ 10 41 Y X 46
LT T | S 48
Digestive AdVaNtage........ccccrerrmrsrimsserssssssssssssssssssssssssssssssssssssssssnssssssnsssssssssssssnssssssnssssssnssssssnsassssnnsns 50
LT L C T T (o (= o 51
= 0 52
0 3= = ' 54

Z4 nutritionbusinessjournal.com ii




.\.‘.l e
\ [

/,"-
N BJ \\

NUTRITION BUSINESS JOURNAL

[ 0}V LT 1 I g o Tl 55
32 Qo 56
1Y =T 58

Acknowledgments and definitions...........coiciriicieiiirciicircsscrsre . 39

e g Lo TV =Y L T 1= o 59
Research methodology ... s 59
T el T = 59
L0 o3V T | 60
D 7= 13T To T 3T 60
[ T L et ar= (=T o T 1= 60
[ TT= =TT 0T o 0] 1=T 44T 60
Dietary supplement delivery fOrmats .........ccourrrrrmnmnrnsssssssssss s sss s s s 61
[ oTaTo = T Vo [ o= V=T - T = 62
Natural and organic personal Care.........couiroirrnnirnrnnn e s as s 62
Other household ProduCts...........ccccecciieircrrcrr s s s se s e s e s sne s sn e e e e sme s smnenmnnnnnas 63
SAlES CHANNEIS ... e 63

COVER: GETTY IMAGES
The NBJ model pulls from myriad data sources, outlined in the methodology on page 63. Critical to our outputs are
partnerships with SPINS, which powers our retail data and understanding, and ClearCut Analytics, whose Amazon data
supports our e-commerce projections.
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