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MODERATOR:
Len Monheit, CEO
Trust Transparency Center
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MISSION
To promote the collagen category 

worldwide and steward responsible, 
sustainable growth

C ollagen  S tew ardsh ip  A lliance  
fue led  by
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• 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 
connect: /collagenstewardshipalliance

HOUSEKEEPING

#collagenstewardship #collageninfo

C ollagen  S tew ardsh ip  A lliance  
fue led  by
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Poll!
What’s your role 
in the collagen 

market?
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INSIGHTS INTO 
COLLAGEN 
SUPPLEMENT AND 
FUNCTIONAL FOOD 
CONSUMERS
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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.

Trusttransparency.com/insights
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GEOGRAPHIC OVERVIEW

Midwest
264

West
251

South
261

Northeast
224

2,000
Consumer Supplement Users

UK
500

Germany
500
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COLLAGEN PURCHASE INFLUENCERS: COUNTRY

Note: US n= 339, UK n=172, Germany n=208. Question: “When you select what collagen to purchase, do you look for any of these specific characteristics?”
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KEY ITC INSIGHTS:
• Generally, collagen users are 

simply looking for the word 
collagen on a label and are 
not too 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

• It is 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

Note: US n=339, UK n=172, Germany n=208. Question: “When you select what collagen to purchase, what source(s) of collagen do you look for?”
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KEY ITC INSIGHTS:
• Consumers are interested in the various sources of collagen but m ight 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 

need for additional education
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KEY ITC INSIGHTS:
• Collagen users value natural 

source and over-index on being 
influenced by family/friend 
recommendations and the 
importance of branded 
ingredients

• These users are also less 
influenced by proof of efficacy 
and a doctor recommendation 
and so are more faith oriented 
and are committed to the 
category in general
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SUPPLEMENT SELECTION CRITERIA: ATTRIBUTES
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Recomm ended by doc tor or other expert

Detai led ingredient in form ation (trans parenc y)
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Cl in ica l  res earch
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Al l Col lagen Users Al l Supplem ent Users

Note: All collagen users n=719, all supplement users n= 2000. Question: “Which of the following characteristics are most important when choosing which supplement 
product to purchase?” Asked with other criteria answer options in survey. 
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WHY THEY TRUST COLLAGEN PRODUCTS: BY COUNTRY

Note: US n=339, UK n=172, Germany n=208. Question: “What characteristics most encourage you to trust a supplement brand?”
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KEY ITC INSIGHTS:
• The US shows the strongest 

response for characteristics such 
as a quality seal (35%) and 
consistent product quality (33%)

• In Germany, the top response is 
a health care professional 
recommendation (35%)

• In the UK, three responses all 
rank strongly: quality certification 
and seals, consistent product 
quality and an informative 
website (all 28%)

• The US strongly over-indexes 
with the response 'contains 
branded ingredients' relative to 
the UK and Germany
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SUSTAINABILITY FOR COLLAGEN CONSUMERS

Note: Regular users indicated using supplement at least 4 times per week n=299, irregular users n=420, all supplement users n=2000. 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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KEY ITC INSIGHTS:
• Collagen users, especially regular users, strongly over-index on the impact of sustainability in their purchasing decision 

(47% said that it always or frequently influences their decision with a further 17% saying it often influences 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 
influencer

12
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IMPORTANCE OF SUSTAINABILITY: AGE

Note: 18-35 n=276, 36-45 n=208, 46+ n=235. 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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KEY ITC INSIGHTS:
• Younger collagen users are most influenced by sustainability with 49% of those 18 to 35 saying it always or 

frequently influences their purchasing decision, with the group 36-45 a close second at 47%
• For older consumers of collagen, sustainability is not a strong purchasing driver
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IMPORTANCE OF SUSTAINABILITY: GENDER

Note: Female n=338, male n=378. 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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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 well

14

FUNCTIONAL 
FOOD AND BEVERAGE
CONSUMER INSIGHTS
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GEOGRAPHIC OVERVIEW

Midwest
21%

West
23%

South
37%

Northeast
19%

Note: All respondents n=1000. Question: “In what state do you currently reside?” 

Top 5 States

Florida 9%

California 9%

Texas 8%

New York 7%

Pennsylvania 5%

1,000 US 
Consumers
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KEY ITC INSIGHT:
• 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

17Note: Answered by n=467 who consume collagen, unaided open text response. Question: “What foods are you currently purchasing for their functional collagen benefits?”

COLLAGEN FOOD FORMATS: UNAIDED
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17

IT C  Ins igh ts : 2021  S upp lem ent C onsum er S urvey
18

KEY ITC INSIGHTS:
• As with supplement consumers, functional food 

consumers are also just looking for collagen, 
especially younger consumers (37%). 

• Looking for specific types of collagen is also quite 
similar when one compares our ITC food and 
supplement survey responses, although significantly 
more regular food format consumers (25%) look for 
collagen peptides compared to regular supplement 
users (14%)

• Irregular collagen consumers have room for 
education to convince them to be more discerning 
when they select products given that 35% say they 
are looking for none of these characteristics

18Note: Regular consumers indicated using functional ingredient at least daily/weekly n=168, irregular consumers n=297, all collagen consumers n=465. Question: “When 
you select which foods containing collagen to purchase, do you look for any of these specific characteristics?” Includes the 2021 ITC Supplement Survey. 

KEY CHARACTERISTICS OF COLLAGEN
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KEY ITC INSIGHTS:
• 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)

19Note: Female n=252, male n=213. Question: “When you select what collagen to purchase, what source(s) of collagen do you look for?”

COLLAGEN SOURCE: GENDER
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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

20Note: Female n=252, male n=213. Question: “When you purchase food that includes functional ingredients, how important is transparency as it relates to the individual 
ingredient farmers/suppliers?”

IMPORTANCE OF TRANSPARENCY: GENDER
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KEY ITC INSIGHT:
• 46% of collagen consumers are always/frequently/often influenced by sustainability, a response that 

significantly over-indexes compared to all survey respondents

21Note: Collagen consumers n=465, all respondents n=1000. Question: “When deciding which foods to purchase, to what degree does the sustainability/ environmental 
impact of nutritional ingredients influence your purchasing decision?”

IMPORTANCE OF SUSTAINABILITY
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KEY ITC INSIGHTS:
• By age, the middle group of consumers is more influenced (always) while for the ‘frequently’ response, 

it is younger consumers responding at a higher level 
• There were no major gender differences

22Note:18-35 n=135, 36-55 n=163, 56+ n=167. Question: “When deciding which foods to purchase, to what degree does the sustainability/ environmental impact of 
nutritional ingredients influence your purchasing decision?”

IMPORTANCE OF SUSTAINABILITY: AGE
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Dr. Elizabeth Thundow
VP Consulting Chemicals, 
Materials and Nutrition
Frost & Sullivan
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Poll!
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
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