
NBJ DIGITAL EVENT 

Nutrition’s
Next Normal:
How New Consumer Needs Will Impact the 
Supplement Industry in 2021 and Beyond

Thursday, November 5, 2020 (All Times MDT)

As 2020 nears its close—mid COVID and post-
election—NBJ will take a crucial look forward:
What do the coming years promise as the revenue 
gains of 2020 self-correct and consumer behaviors are 
permanently altered? How can the nutrition industry 
serve the changing needs of consumers coming out of 
this period of amplified stress and zero complacency?

For this analysis, we will look into NBJ’s expert data for 
the short- and long-term impacts of the pandemic as 
well as insights from a supplement industry executive 
and a top Amazon expert delivering proprietary insights 
specific to the NBJ audience. 
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9:00 – 9:05 AM MDT Opening Remarks  
Emcee: Tom Aarts,
Managing Director,
Nutrition Business Advisors, 
Co-Founder, NBJ

9:06 – 9:16 AM  Political Roadmap: New Roles for 
Supplement Companies in the Post-
Pandemic Age
Speaker: Steve Mister, President & CEO,
CRN

9:17 – 9:28 AM  End-of-Year Update and Insights on 
the Supplement Market in 2021 and 
Beyond
Speaker: Claire Morton Reynolds,
Senior Industry Analyst,
Nutrition Business Journal

9:29 – 9:35 AM  COVID-19 Consumer Research
Speaker: Vaughn DuBow,
Marketing Manager, Lonza

9:36 – 9:47 AM Swimming the Amazon Current; 
Navigating Channel Dynamics Beyond 
2020
Speaker: Chris Rawlings, CEO,
Sophie Society

9:48 – 10:00 AM Leadership in Times of Uncertainty
Speaker: Angela McElwee, President & CEO,
Gaia Herbs 

10:00 – 10:10 AM Transition into Facilitated
Networking Rooms  

10:10 – 10:30 AM Facilitated Networking Rooms

Agenda
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Tom Aarts
Managing Director, Nutrition Business Advisors, 

Co-Founder, NBJ

Opening 
Remarks

Sponsored by



Steve Mister
President & CEO, CRN

Political Roadmap: 
New Roles for 
Supplement Companies 
in the Post-Pandemic Age
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Claire Morton Reynolds
Senior Industry Analyst, Nutrition Business Journal

End-of-Year Data 
Update and Insights on 
the Supplement Market 
in 2021 and Beyond
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Supplement Market Overview:
What happened in 2020, and what 

does it mean looking forward?

Claire Morton Reynolds
Senior Industry Analyst
Nutrition Business Journal
cmorton@newhope.com

November 5, 2020



What are the key questions 
facing the industry?



Supplements projected to be $1.4B larger in 
2023 than pre-COVID est.

Source: Nutrition Business Journal ($mil, consumer sales)
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Current projection lift in added dollars 
over pre-COVID projections

Source: Nutrition Business Journal ($mil, consumer sales)

Supplements projected to be $1.4B larger in 
2023 than pre-COVID est.

• Multivitamins +$1.1B

• Combination herb formulas 
+$926m

• Vitamin C +$235m

• Vitamin D +$223m

• Pre/probiotics +$220m



Cold, flu and immunity sales now est. $5B
Sales to grow est. 52.2% to $5.2B in 2020

Source: Nutrition Business Journal ($mil, consumer sales)
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Halo effect boost in general health and wellness
Sales to grow est. 11.6% to $7.3B in 2020

Source: Nutrition Business Journal ($mil, consumer sales)
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Global supplement trend is similar: est. spike 
of 9.5% growth to $156B

Source: Nutrition Business Journal ($mil, consumer sales)
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E-commerce supplement sales projected to 
double between 2019 and 2023

Source: Nutrition Business Journal ($mil, consumer sales)
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What does this mean for 
the next 3 years in the 
industry?



© 2020 New Hope Network. 
All Rights Reserved.

Evaluating 
Possible 
Scenarios
4 Scenarios defined by Public-
Health and Economic dimensions:

The 4 scenarios below were developed by creating a hybrid of independent scenarios developed by McKinsey & Company and the Center for 
Infectious Disease Research and Policy that have been adapted for consumer relevance. 
https://www.cidrap.umn.edu/sites/default/files/public/downloads/cidrap-covid19-viewpoint-part1_0.pdf
https://www.mckinsey.com/business-functions/risk/our-insights/covid-19-implications-for-business#
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https://www.cidrap.umn.edu/sites/default/files/public/downloads/cidrap-covid19-viewpoint-part1_0.pdf
https://www.mckinsey.com/business-functions/risk/our-insights/covid-19-implications-for-business


© 2020 New Hope Network. 
All Rights Reserved.

Post pandemic projections should assume 
strong supplement usage 

Vaccine Scenario:
An effective COVID-19 
vaccine becomes 
available and is mass-
produced and widely 
distributed within the 
United States sometime in 
the next 6 to 12 months.

Vaccine Scenario 1 Scenario 4

Increase 21% 29% 20%

No 
Change 78% 66% 78%

Decrease 2% 5% 2%
Note: We are using a stricter definition of increase or decrease use since we have asked consumers to project their future behavior. Increase 
use = Increase considerably + moderately. No change = Increase a little + No change + Decrease a little. Decrease use = Decrease
considerably + moderately.
Source: NBJ and New Hope Network NEXT Data and Insights survey of n~1,000 collected week of July 6, 2020, using a convenience sample of 
U.S. adult consumers weighted to census target on age, income, and gender.



Personalized nutrition represents more 
opportunity now than ever
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U.S. Personalized Nutrition Supplement Sales grew est. 110% to $306M in 2019
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Supplement industry on track to pass 
$50B in 2020
U.S. Supplements to grow est. 12.1% to $54B in 2020

Source: Nutrition Business Journal ($mil, consumer sales)
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THANK YOU! 

Claire Morton Reynolds
cmorton@newhope.com

mailto:cmorton@newhope.com


Claire Morton Reynolds
Senior Industry Analyst, Nutrition Business Journal

End-of-Year Data 
Update and Insights on 
the Supplement Market 
in 2021 and Beyond
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Vaughn DuBow
Marketing Manager, Lonza

COVID-19 
Consumer Research 
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COVID-19
Consumer Update

COVID-19 Consumer Series | October 2020



Sample
• 1000 consumers between the age of 18 and 72, who currently take immune supplements, sports 

supplements or RX/OTC products, are parents and make more than $25k a year. Data was 
collected through four different surveys .



Key Highlights

Immune Supplements Sports Nutrition OTC Parents

Sharp growth in this 
category is still being 
realized. Consumers are 
using their newly 
acquired immune 
products as quickly as 
they can purchase.

Consumers STILL don't 
care that they can't get 
to the gym as sports 
nutrition use continues 
to rise. Spring 2021 
may prove to be the 
biggest season ever for 
sports nutrition.

Category continues 
to trend up, but not as 
quickly as within 
summer months. 
Acetaminophen leads 
the way with US 
consumers looking to 
combat symptoms and 
protect themselves.

Sleep is here to stay, 
with tons of 
competition. The 
largest untapped 
market? Stress & 
Anxiety.

Source: Suzy Survey Service October 2020



Trend Spotlight
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Immune Supplements
• 64% of consumers are increasing purchases of immune supplements for continued enhanced immune support specifically during COVID-19. 
• Increased usage is expected to continue growing with cold and flu season on the horizon.
• Of the 4% of consumers who have decreased usage, many have done so because they have enough on hand. This number should decrease as stockpiles run low and 

because consumers are more concerned about fortifying their immune health with cold and flu season coming into full swing.

Sports Nutrition 
• Usage of sports nutrition products is both sustained and increasing – a positive indicator for players in this segment.
• Only 9% of consumers have decreased their usage in the past 6 weeks – mostly due to lack of gym access. This number is expected to decrease as gyms continue to 

open back up and home workouts gain in popularity. 

Over the Counter Medicines 
• Most consumers are sustaining usage of OTC products, with 25% indicating an increase in their usage in the last 6 weeks.
• Interestingly, consumers say that they are increasing their purchase of OTC products to help support their immune health as well as maintain a constant supply 

during uncertain times.
• Among many APIs, Acetaminophen was the only one that consumers indicated a slight increase of purchasing/usage since the start of COVID-19.
• Securing the supply chain to enable customers to keep products on the shelf is critical for OTC category.

Sleep Support Supplements
• Sleep support supplements are continuing to grow at a steady pace and should consistently be brought to the attention of customers interested in commanding a 

larger share in this space.
• Brands can tap into the growing category of sleep by focusing attention on stress and anxiety supplements – especially with 72% of consumers being much more 

stressed because of COVID-19.

Family
• Parents present an especially strong opportunity in the realm of stress, anxiety and sleep support as they take on new challenges with work-life balance

Source: Suzy Survey Service October 2020



Review and follow all product safety instructions. The statements made in these materials 
have not been evaluated by the U.S. Food and Drug Administration or any other regulatory 
authority. Lonza’s products are not intended for use to diagnose, treat, cure or prevent any 
disease. All information in this presentation corresponds to Lonza’s knowledge on the subject 
at the date of publication, but Lonza makes no warranty as to its accuracy or completeness and 
Lonza assumes no obligation to update it. All information in this presentation is intended for 
use by recipients experienced and knowledgeable in the field, who are capable of and 
responsible for independently determining the suitability and to ensure their compliance with 
applicable law. Proper use of this information is the sole responsibility of the 
recipient. Republication of this information or related statements is prohibited. Information 
provided in this presentation  by Lonza is not intended and should not be construed as a license 
to operate under or a recommendation to infringe any patent or other intellectual property 
right. All trademarks belong to Lonza or its affiliates or to their respective third parties and are 
used here only for informational purposes. Copyrighted material has been reproduced with 
permissions from their respective owners, all other material ©2020 Lonza



Vaughn DuBow
Marketing Manager, Lonza

COVID-19 Consumer Research  
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Rafael Costa
Head of Consumer Health & 

Nutrition, Lonza 



Chris Rawlings
CEO, Sophie Society

Swimming the Amazon 
Current: Navigating 
Channel Dynamics 
Beyond 2020
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How to sell $60m/yr 
on Amazon

By Chris Rawlings



Difference 
between 

Amazon and 
your own site

❏ Amazon: strangers find 
your brand

❏ Retailers: strangers 
find your brand

❏ Your site: Your 
audience finds your 
brand



The way to 
use Amazon

❏ Get strangers to find 
your brand then bring 
them into your 
ecosystem permanently 

❏ You have to know your 
LTV (lifetime value)

❏ Then you know how 
much you can spend to 
get a customer on 
Amazon on average. 

❏ Could be up to 100% 
of the retail price or 
more!



The ways you 
can trade 
money for 

Amazon sales:

❏ Amazon PPC (Pay per 
click)

❏ Promotions to increase 
rank (rebates)

❏ Driving facebook traffic 
and collecting the user 
info (email, manychat, 
phone number)



Only 2 ways to sell more on 
Amazon

Increase either..

Visibility or Conversion.

Everything you do on Amazon is to increase one or another of these things



Visibility:

Organic ranking

❏ PPC ad placements in 
search

❏ Ad placements on 
other Amazon listings

❏ Other ad placements 
(video, sponsored 
brand)

❏ Fb ads or cross 
promotions or 
influencers



Conversion:

Listing Content (you 
control)

❏ Main image
❏ Title
❏ Bullets
❏ Secondary Images
❏ A+ content
❏ Video
❏ Cross - selling

Reviews (You 
influence)

❏ Top reviews
❏ Review rating
❏ Number of reviews



How to launch and rank 
now:

❏ Start with a great product
❏ Create great listing
❏ Identify keywords
❏ Execute ranking protocol:
❏ Get reviews



Start with great product

❏ One thing that affects 
all things

❏ Mismatch in 
customer expectation 
leads to bad reviews

❏ Has to deliver on 
listing promise



Then create a great listing

❏ This is the visitors entire 
experience of the product 
all the way up until the 
time they’ve purchased it.

❏ Every element is geared 
toward ACTION 
(conversion)



Identify keywords

Volume Relevance

❏ Highest volume = 
lowest relevance

❏ Highest relevance = 
lowest volume





Then execute ranking protocol:

❏ Rebate promotions
❏ Aggressive PPC

❏ Target keywords you established
❏ Not meant for profit - only organic ranking



Get reviews
❏ Insert in the product that gets them into your 

ecosystem and incentivizes them
❏ Email
❏ Manychat list
❏ Text list

❏ Build your audience and constantly use them to get 
reviews

❏ Engage with reviews and comment on reviews
❏ Vine
❏ Early reviewer program
❏ Influence top reviews



chris@sophiesociety.com



Chris Rawlings
CEO, Sophie Society

Swimming the Amazon 
Current: Navigating 
Channel Dynamics 
Beyond 2020
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Angela McElwee
President & CEO, Gaia Herbs 

Leadership in Times 
of Uncertainty
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Leading Through Uncertainty



“For a seed to achieve its 
greatest expression, it must 
come completely undone. The 
shell cracks, its insides come 
out, and everything changes. 
To someone who doesn’t 
understand growth, it would 
look like complete 
destruction.”  

-- Cynthia Occelli



The Consequences: 
• A dismantling of trust in institutions & each other
• A breakdown in ability to effectively communicate different vantage points

The Opportunity:
• Leadership can look different, both for those who purchase our products & for our employees



Key Ingredients: 
• Compassionate leadership 
• Hard conversations about bias & racism 
• Showing up: Advocacy 



Practice Compassion 
Balance Continuity & Care
People run your business – make decisions that weigh 
team, purpose, culture, & KPIs carefully

Devotion  >  Discipline 
Devotion is the attitude of deep care - with 
commitment - to a person, an ideal, a vision or a goal. 
Devotion is a path. It connects us to a higher power, a 
source that pulls us into greater and greater 
expressions of who we really are. 

Create Safe(r) Spaces

“People think I'm disciplined. It is not discipline. It is devotion. 
There is a great difference.” 

Luciano Pavarotti



Building Racial Equity
• It’s not about you - be 

conscious of 
motivations and who is 
being centered 

• Uplift under-
represented voices and 
support community 
driven solutions

• Understand context. Be 
aware of the socio-
political history that has 
resulted in disparities

Working Toward Solutions: 
Gaia Herbs Roots Initiative 

• Be honest and stay ready to be humbled. You’re (likely) not the expert in 
these spaces 

• Representation is meaningful



Stand Up: Values-led 
Advocacy

Next Normal: Consumers & Employees expect that brands use their voice 
& influence to lead with more than only a product or service. What do 
you stand for? 

While advocacy platforms should be specific to 
community & brand, consider: 

Climate Justice
Climate justice recognizes that those who are least 
responsible for climate change are more likely to suffer its 
gravest consequences, and places people and equity at the 
center of climate action and advocacy
• https://www.bcorpclimatecollective.org/climate-justice

Carbon Neutral & Carbon Positive

https://www.bcorpclimatecollective.org/climate-justice




Thank You
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