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. DEMOGRAPHICS: US, AGE & GENDER INDUSTRY

TRANSPARENCY W CENTER

Note: US supplerment users 18-34 =366, 35-54 =430, 55+ =314
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CHARACTERISTICS INFLUENCING
PURCHASE: COUNTRY !I‘NWDM%.I;BY
Key Insights:

“The UK and Australia spike for easy to swallow as well as single pill daily dosage.
Germany and ltaly respond the highest for pleasant taste; ltaly also ranks combination formuas the highest of all countries.
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CHARACTERISTICS INFLUENCING l*
PURCHASE: US AGE, GENDER MMR NEA cenen
@ Keyinsights:

The US rack dlosely toglobal et with  stong oer-ndex t queics whih disiace singe il iy dosage s the ssoond
top response for males and females, especially the former ages
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. BRANDED INGREDIENTS: COUNTRY

@ Key Insights:
68% of US supplement users appreciate and/or always look for branded ingredients.
Consumers in Australia had the lowest appreciation of branded ingredients.
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. BRANDED INGREDIENTS: US AGE, GENDER  INDUSTRY
@ Key Insights:
+Inthe US too, the youngest males were most wmmg to pay for branded ingredients, in this case at 30%.
+  Again, they were followed by males 35-54, now at 27¢
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BRANDED INGREDIENT VALUE PROPOSITION: IND!
US GENDER, AGE

® Key Insights:
«Quality is most important to all US demographics except for males 18-34.
: Tretopresponse for that group wes st s the siongest response forfemles 1834.
« Safety was a major consideration for females 55+ and to those 35-54.
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INDUSTRY

TRANSPARENC

VALUES

Trust, Transparency &
Sustainability
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. TRUST: US, AGE & GENDER

Key Insights:
Q! Theus palallels thercounties gencraly,with aheathcae profssionl g s, exost consisent prodct aualy
important for
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TRANSPARENCY PURCHASE INFLUENCE:
US, AGE & GENDER INDUSTRY

@ Key Insights:
« US males 3554 care the most about with nearly 50% saying it would greatly increase the chances they'd buy.
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SIGNALS OF BRAND TRANSPARENCY: US,
AGE & GENDER

@ Keynsights:
. Gonlrct merufcting nfomaton i vey portant for US femeles 18:34 and US mles 35.54.
« I's reassuring that across all groups, that most consurrers feel
« Information is key for driving transparency.

INDUSTRY

D% \
5% \
0%
%
2% -
5%
%
5%
= I I i 1
%% -
o I n —mlin
Cgtad Diabdipedat  Amsios  Eproibs  lalplddmoae Gorgn Bravhamaqualy Noned hezoe Idorotbdes ey
manfxurg ifomdionis telestieard manmmonam\ sdontrelde! m \b nd
A sargd @ wbd
T wbde podofprauid  Idel malrempa e menty
tatirgpovdd irewd s
—USFeTmb 183 e USMBE 1834 s USFemb355  mmmm USNRE3SSH USFemab55 USMBESS — — Al LS SipEmmtUsTs

.
NS e A, O 24 2 o e resmomasasemsave [ |

24




. SUSTAINABILITY: US, AGE & GENDER INDUSTRY

CENTER

£ Insights:
9 !Wus vzles 35+ were the least influenced by sustainability, but it was most important to males 18-34 and espeically males 35-
54 where it over-indexed compared to males elsewhere in the survey.
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GENERAL REPORT

. DEMOGRAPHICS: US, AGE & GENDER INDUSTRY
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FOODS & BEVERAGES WITH FUNCTIONAL l*
BENEFITS: AGE & GENDER(US) vwswm cenrer
@ Key Insights:
* Most categon% have relaﬂve{y even splits among (he age and gender groups.
Fortified re mostl Jroups.
+ Thetea respcns% are surprisingly high in the US, almost on par with coffee, which skews younger.
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SIGNALS OF TRANSPARENCY:

AGE & GENDER (US) INDUSTRY

Q - Mos1 szegones inthe S, ospecily qualt sealand rowernomaton, seetho ighet rosponse o comsforales nder
55. Country of origin information and QR codes are female led, howeve

The US s duits cynical, seaing higher response rates than other counties for bt ‘none of the above and not believing any
brands are operating transparently, especially males 55+.
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. TRUST: AGE & GENDER (US) INDUSTRY

TRANSPARENCY W CENTER
@ Key Insights:
Supporting charities/causes is one of the highest for females and males 18-34, but very low for the other respondent groups.
Femeles over 55 rescnte wihan et brand sory, e same goes forte socal e nfluencers respanse from meles 35
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IMPACT OF SUSTAINABILITY: INDUSTRY

AGE & GENDER (US) TRANSPARENCY N CENT
(@ Koyinsighs:
Males under 565 n the US have an even higher response rat
+ The three choices, always, frequently andoﬂenarealldnvenbytheynungeragegroup those over 55 do not see response rates
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impact o the nuiritonl ingrederts in your foodi

UNLOCK THE POWER OF OUR
DATA-DRIVEN INSIGHTS TODAY!

2023 reports now available.
Visit our data-driven insights page to discover
actionable knowledge that can transform your decision-making.
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QUESTIONS

+1 (303) 746-9555

len@jitcstrategy.com

itcstrategy.com

#itcinsights




