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WELCOME!

Collagen Supply Chain,
Sustainability, Source &
Stewardship:

The current state of the category

Nodtie

ODER
en Monheit
Trust Trans

Catlagen Stewarasnp Atance
et oy
——
L~

MISSION

To promote the collagen category
worldwide and steward responsible,
sustainable growth
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HOUSEKEEPING * Question & Answer: Use the Q&A tab to

submit questions. We’ll do our best to answer
them live, and follow up on any others post-
event where possible.

® On Demand: This webinar is being recorded
and will be available on demand. You will
receive an email when the recording is
available.

® Chat: Please send a message to the host if
you need assistance.

Let's ®

#collagenstewardship #collageninfo
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What's your role
in the collagen

market?
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INSIGHTS INTO
COLLAGEN
EMENT AND _~

ABOUT ITC INSIGHTS

ITC Insight reports offer trusted data analysis and insights to enable more informed decision-making in
these categories and across the health ingredients universe.

TTC has been tracking several emerging ingredient categories for usage, reasons why they buy and
attributes such as trust, sustainability, and transparency among consumers to identify new opportunities

in the market.
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GEOGRAPHIC OVERVIEW

Consumer Supplement Users
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COLLAGEN PURCHASE INFLUENCERS: COUNTRY . uopeoient
CENTER

=) KEY ITC INSIGHTS:
W - Generally, collagen users are
simply looking for the word
collagen on a label and are
nottoo discerning
Next in terms of frequency of
response was looking for pill
form in the US, powder form
in the UK and for hydrolyzed
collagen in Germany
Itis interesting to note that the
descriptor collagen peptides
is on par with several others
for the US and Germany, but
not so much in the UK at less
than 10%
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PREFERRED SOURCES OF COLLAGEN: COUNTRY . !icreoient |

KEY ITC INSIGHTS:

need for additional education
40k

g
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+ Consumers are interested in the various sources of collagen but might be a bit confused
+ In Germany, marine source is preferred, while in the US. egg sourced is the top response on the supplement side
+ UK consumers are seeking a vegetarian source more than other countries, giving evidence to market confusion and the

Chelen Egg I dnt myattertion  Bovre (Cow)  Pordre (Pok) A combiration
tothesaurc fomub
=us =UK Germany




SUPPLEMENT SELECTION CRITERIA: ATTRIBUTES ?g;fgz’:&rv

KEY ITC INSIGHTS:

* Collagen users value natural
source and over-index on being
influenced by family/friend

recommendations and the Prod trat t works
importance of branded Detatet gratint
ingredients

* These users are also less ordha expert

influenced by proof of efficacy
and a doctor
and so are more faith oriented Cortairs banddingedens
and are committed to the  ——

category in general @nitons
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WHY THEY TRUST COLLAGEN PRODUCTS: BY COUNTRY ‘r’:g?fgugij«'#

W KEYITCINSIGHTS: and wdson

- The US shows the strongest S
response for characteristics such Corsigert poduct gralty
as a quality seal (35%) and Hedthcareprdessond rcommand tre trand
consistent product quality (33%)

+ In Germany, the top response is
ahealth care professional W bngtemusmgeofthebrart I
recommendation (35%)

+ In the UK, three responses all Aubertiobrand dory
rank strongly: quality i —
and seals, consistent product
quality and an informative Frendfaniy roommends tre and
website (all 28%) Brart lies algnwithmyown e

- The US strongly over-indexes
with the response 'contains Cortairs bardedingederts
branded ingredients' relative to —
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the UK and Germany
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SUSTAINABILITY FOR COLLAGEN CONSUMERS = ISR

) KEY ITC INSIGHTS:
¥ . Collagen users, especially regular users, strongly dex on the impact of decision
(47% said that it always or frequently influences their decision with a further 17% saying it A them)
+ This would seem to suggest that ingredient suppliers with an ‘upcycled’, limited carbon footprint or similar story need to
get it told at brand level to make maximum impact and combined with a transparency story, will be a powerful consumer
306 influencer
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IMPORTANCE OF SUSTAINABILITY: AGE i NN

%) KEY ITC INSIGHTS:
+ Younger collagen users are most influenced by sustainability with 49% of those 18 to 35 saymg it always or
frequently influences their purchasing decision, with the group 36-45 a close second at 4
« For older of collagen, ilty is not a strong ing driver

204
i I I

with  Sometines nfberces wih | wasnt avae thiswasan  Newr nflercesmy
wuerremugredens al stﬂewer‘lrgrvdells @rtan wpdanert ®rtan sippanert ise vih upgerers dasion
igrederts igrederts.

=1835 93645 46

13

IMPORTANCE OF SUSTAINABILITY: GENDER

KEY ITC INSIGHTS:

- Interestingly, males are much more influenced by sustainability with always/ frequently at 48% vs. females at 35%
(in fact, for the ‘always' response, they are at 25% vs. females at 14%)

- Males also are stronger in the ‘often’ response as weil
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INGREDVENT
TRANSPARENCY

FUNCTIONAL
FOOD AND BEVERAGE
CONSUMER INSIGHTS
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GEOGRAPHIC OVERVIEW
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1,000 US
Consumers

Northeast

Top 5 States

Florida 9%
California 9%
Texas. 8%
New York 7%
Pennsylvania 5%
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COLLAGEN FOOD FORMATS: UNAIDED

/ KEY ITC INSIGHT:

INGREDVENT
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CENTER

When asked the general question what foods they purchase for collagen benefits, meat, fish and eggs was the
top response (16%), followed by fruits and vegetables (14%) indicating an education gap and opportunity for the

category
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KEY CHARACTERISTICS OF COLLAGEN i
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;- KEY ITC INSIGHTS:
* As with supplement consumers, functional food
consumers are also just looking for collagen,

Wstlo hatit wrtaiscolagn

especially younger consumers (37%). Lakfor pat amm agdprdile
* Looking for specific types of collagen is also quite
similar when one compares our ITC food and Lwkfor lagnpedide

supplement survey responses, although si
more regular food format consumers (25%) look for
collagen peptides compared to regular supplement
users (14%)

Irregular collagen consumers have room for Ithasatlemt6g d prden r rvhg
education to convince them to be more discerning
when they select products given that 35% say they
are looking for none of these characteristics Koshe or Hdalcatifed
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COLLAGEN SOURCE: GENDER 7

) KEY ITC INSIGHTS:

W+ While chicken source is top for both genders (especially males at 36%) 20% of males look for bovine sourced
collagen vs. 12% of females

* Males are also interested in pork-based products (15% vs. 9% of females)
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+. KEY ITC INSIGHTS:

Males (15%) are more likely to research ingredient suppliers, even if they're not listed on the label, compared to
only 8% of female collagen consumers

Overall, 62% of females either frequently or sometimes research ingredient suppliers/farmers compared to 57%
of male collagen consumers
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; KEY ITC INSIGHT:
* 46% of collagen are influenced by iity, a response that
significantly over-indexes compared to all survey respondents
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IMPORTANCE OF SUSTAINABILITY 'gégifgi’tkm

. with Sometines nfuerces wih  Newr nflerces I wasnt aw ae this
vithal ingradients. withal irgradients. ®rtan hgradients  ®rtan hgralientsor s my deson wasanisue
ofprodids
Colamn Consimas = AlIReorderts




IMPORTANCE OF SUSTAINABILITY: AGE
1) KEY ITC INSIGHTS:

it is younger consumers responding at a higher level
« There were no major gender differences
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W' "By age, the middie group of consumers is more influenced (always) while for the “frequently’ response,
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Dr. Elizabeth Thundow
VP Consulting Chemicals,
Materials and Nutrition
Frost & Sullivan
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How would you rate your
concern about your current
supply chain?
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Kenn Israel
Founder & Manager
Innovation Nutrition Consulting LLC
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THANK YOU

For more information:
Len Monheit
Trust Transparency Center/Collagen Stewardship Alliance
+1 (303) 746-9555
len@trusttransparency.com

Connect with us at Vitafoods — Stand D23

CollagenAlliance.org




