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Note: US supplement users 18-34 n=366, 35-54 n=430, 55+ n=314.
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DEMOGRAPHICS: US, AGE & GENDER
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CHARACTERISTICS INFLUENCING 
PURCHASE: COUNTRY
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Key Insights:
• The UK and Australia spike for easy to swallow as well as single pill daily dosage.
• Germany and Italy respond the highest for pleasant taste; Italy also ranks combination formulas the highest of all countries.

Note: All supplement users n=3677, US n=1110, UK n=540, DE n=518, IT n=524, KR n=525, AU n=522. Question: “Which are the most 
important purchase considerations for you when choosing which supplement product(s) to purchase?”
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CHARACTERISTICS INFLUENCING 
PURCHASE: US AGE, GENDER
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Key Insights:
• The US tracks closely to global results, with a strong over-index to gummies, which displace single pill daily dosage as the second 

top response for males and females, especially the former ages 18-34.

Note: US Supplement users female 18-34 n=211, male 18-34 n=150, female 35-54 n=230, male 35-54 n=198, female 55+ n=170, male 55+ 
n=144, all US supplement users n=1110. Question: “Which are the most important purchase considerations for you when choosing which 
supplement product(s) to purchase?”
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BRANDED 
INGREDIENTS
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BRANDED INGREDIENTS: COUNTRY
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Note: US n=673, UK n=377, DE n=311, IT n=364, KR n=335, AU n=397, all supplement users n=2417. Question: “When deciding which 
supplements to purchase, how important is the inclusion of branded or proprietary ingredients?” 

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
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Note: US Female 18-34 n=123, 35-54 n=145, 55+ n=85; male 18-34 n=90, 35-54 n=134, 55+ n=90, all US supplement users n=673. 
Question: “When deciding which supplements to purchase, how important is the inclusion of branded or proprietary ingredients?” 

Key Insights:
• In the US too, the youngest males were most willing 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: 
US GENDER, AGE
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Note: US Female 18-34 n=123, 35-54 n=145, 55+ n=85; US male 18-34 n=90, 35-54 n=134, 55+ n=90. Question: “When deciding which 
supplements to purchase, how important are the following qualities/values related to any branded ingredient?” Response = Extremely important. 

Key Insights:
• Quality is most important to all US demographics except for males 18-34.
• The top response for that group was trust, also the strongest response for females 18-34 .
• Safety was a major consideration for females 55+ and to those 35-54.
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VALUES
Trust, Transparency & 
Sustainability
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TRUST: US, AGE & GENDER
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Key Insights:
• The US parallels other countries generally, with a health care professional driving trust, except consistent product quality is 

much more important for males 18-34.

Note: US Supplement users female 18-34 n=211, male 18-34 n=150, female 35-54 n=230, male 35-54 n=198, female 55+ n=170, male 55+ 
n=144, all US supplement users n=1110.  Question: “What characteristics most encourage you to trust a supplement brand?” 
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TRANSPARENCY PURCHASE INFLUENCE: 
US, AGE & GENDER
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Note: US Supplement users female 18-34 n=211, male 18-34 n=150, female 35-54 n=230, male 35-54 n=198, female 55+ n=170, male 55+ n=144, 
all US supplement users n=1110. Question: “How likely are you to purchase supplements from a manufacturer that provides transparency 
information on its label or website?”

Key Insights:
• US males 35-54 care the most about transparency with nearly 50% saying it would greatly increase the chances they’d buy. 
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SIGNALS OF BRAND TRANSPARENCY: US, 
AGE & GENDER
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Note: US Supplement users female 18-34 n=211, male 18-34 n=150, female 35-54 n=230, male 35-54 n=198, female 55+ n=170, male 55+ 
n=144, all US supplement users n=1110. Question: Which of the following items are the strongest signals that a supplement brand is 
operating transparently?

Key Insights:
• Contract manufacturing information is very important for US females 18-34 and US males 35-54.
• It’s reassuring that across all groups, that most consumers feel supplement brands are operating transparently. 
• Information is key for driving transparency. 
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SUSTAINABILITY: US, AGE & GENDER
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Key Insights:
• US Males 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.

Note: US Supplement users female 18-34 n=211, male 18-34 n=150, female 35-54 n=230, male 35-54 n=198, female 55+ n=170, male 55+ n=144, all 
US supplement users n=1110. Question: When deciding which supplements to purchase, to what degree does the sustainability/environmental impact 
of a supplement ingredient influence your purchasing decision?
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2023 Functional Food 
and Beverage Survey

GENERAL REPORT
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Note: US 18-34 n=325, 35-54 n=403, 55+ n=274.
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FOODS & BEVERAGES WITH FUNCTIONAL 
BENEFITS: AGE & GENDER(US)

Key Insights:
• Most categories have relatively even splits among the age and gender groups.
• Fortified dairy products are mostly driven by the female respondent groups.
• The tea responses are surprisingly high in the US, almost on par with coffee, which skews younger.

Note: US Female 18-34 n=148, US Male 18-34 n=175, US Female 35-54 n=192, US Male 35-54 n=210, US Female 55+ n=146, US Male 55+ n=128. Question: 
“What are the types of foods/beverages that you look to include a functional benefit?”
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SIGNALS OF TRANSPARENCY: 
AGE & GENDER (US)

Key Insights:
• Most categories in the US, especially quality seal and grower information, see the highest response rates come from males under 

55. Country of origin information and QR codes are female led, however.
• The US is quite cynical, seeing higher response rates than other countries for both ‘none of the above’ and not believing any 

brands are operating transparently, especially males 55+.

Note: US Female 18-34 n=148, US Male 18-34 n=175, US Female 35-54 n=192, US Male 35-54 n=210, US Female 55+ n=146, US Male 55+ n=128. Question: 
“Which of the following are the strongest signals that a food/beverage brand is operating transparently?”
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TRUST: AGE & GENDER (US)
Key Insights:
• Supporting charities/causes is one of the highest for females and males 18-34, but very low for the other respondent groups.
• Females over 55 resonate with an authentic brand story, the same goes for te social media influencers response from males 35-

54.

Note: n varies. Question: “What characteristics most encourage you to trust a food/beverage brand?” Percentage of rank 1 responses.
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IMPACT OF SUSTAINABILITY: 
AGE & GENDER (US)

Key Insights:
• Males under 55 in the US have an even higher response rate for ‘always’.
• The three choices, always, frequently and often are all driven by the younger age group, those over 55 do not see response rates 

over 15% for anything other than sometimes and never.

Note: US Female 18-34 n=148, US Male 18-34 n=175, US Female 35-54 n=192, US Male 35-54 n=210, US Female 55+ n=146, US Male 55+ n=128. Question: 
“Does the sustainability/environmental impact of the nutritional ingredients in your food influence your purchase decisions?”
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2023 reports now available. 
Visit our data-driven insights page to discover 

actionable knowledge that can transform your decision-making.

UNLOCK THE POWER OF OUR 
DATA-DRIVEN INSIGHTS TODAY!
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QUESTIONS

#itcinsights

len@itcstrategy.com

+1 (303) 746-9555

itcstrategy.com
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