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2022 SUPPLEMENT CONSUMER SURVEY

• Fielded by Dynata March 1-26, 2022

• Written & analyzed by Industry Transparency 
Center

• Survey of 3,500 consumers

• 1,000 US, 1,000 China, 500 UK, 500 Germany, 

500 Italy

• Disqualified poor quality responses and 
respondents who did not fit survey consumer 

profile parameters

• General Criteria for Participation

• Supplement users

• Corrected for people who have proclaimed they 

are ‘not a user’ in questioning

The information in this presentation is for the 

recipient only and should not be shared in its 

entirety. You may share components of this survey 

data with attribution:

ITC Insights – 2022 Supplement Consumer 

Survey
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the deck.

The ITC Insights lightbulb indicates there are key 

takeaways for that slide.

You can access primary data for charts by right clicking and opening the 

data in Excel.

Country abbreviations in footers:
United States = US, United Kingdom = UK, Germany = DE, Italy = IT, 
China = CN
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ITC Insights 2022 Consumer Supplement User Survey 4Note: All supplement users n=3,625; n=2,587 for income.

DEMOGRAPHICS

48%52%

18 - 25
11%26 - 34

18%

35 - 54
33%

55 - 64
18%

65+
20%AGE

Less than 
$30,000

16%

$30,000 to 
$44,999

21%

$45,000 to 
$69,999

19%

$70,000 to 
$99,999

21%

$100,000 to 
$149,999

16%

$150,000 
or more

7%

INCOME

Even mix of men and women 

Female n = 1,868
Male n = 1,743

Non-Binary n = 14

A diverse balance of all income 

groups was achieved through 
individualized country quotas. This 

data does not include China’s income 
levels due to disparity between other 

countries and China

Adult supplement consumers, 

with consumers age 65+% 
limited to no more than 20% of 

sample
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DEMOGRAPHICS - AGE

40%59% 57%42% 51%48%

18-34 35-54 55+

Less than 

$30,000
18%

$30,000 to 

$44,999
24%

$45,000 to 

$69,999
17%

$70,000 to 

$99,999
22%

$100,000 to 

$149,999
13%

$150,000+

6%
Less than 

$30,000
13%

$30,000 to 

$44,999
19%

$45,000 to 

$69,999
19%

$70,000 to 

$99,999
21%

$100,000 

to 
$149,999

19%

$150,000

+
9%

Less than 

$30,000
16%

$30,000 to 

$44,999
22%

$45,000 to 

$69,999
20%

$70,000 to 

$99,999
21%

$100,000 

to 
$149,999

15%

$150,000

+
6%

Note: All supplement users n=3,625; n=2,587 for income.
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Note: All US supplement users n=1000.

DEMOGRAPHICS - US

49%50%

18 - 25
10%

26 - 35
15%

36 - 45
30%

46 - 55
16%

56 - 65
19%

66 - 74
5%
75+
5%

AGE

<$30,000
10%$30,000 to 

$44,999
18%

$45,000 to 
$69,999

20%

$70,000 to 
$99,999

21% $100,000 to 
$149,999

21%

$150,000+
10%

INCOME

Even mix of men and women 

Female n = 496
Male n = 494

Non-Binary n = 10

A diverse balance of all income 

groups, with consumers with less 
than $30k in annual income limited to 

no more than 10% of sample

Adult supplement consumers, 

with consumers age 66-74 limited 
to no more than 5% of sample, 

and consumers aged 75 or older 
limited to 5% of sample
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DEMOGRAPHICS - US

Note: 18-34 n=275, 35-54 n=331, 55+ n=394

43%57% 58%42% 48%52%

18-34 35-54 55+

<$30k
11%

$30k-$45k
25%

$45k-$70k
17%

$70k+
47%

<$30k
9%

$30k-$45k
12%

$45k-$70k
19%

$70k+
60%

<$30k
10%

$30k-$45k
17%

$45k-$70k
22%

$70k+
51%
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Note: UK n=505

DEMOGRAPHICS - UK

51%49%

18 - 25
9%26 - 34

18%

35 - 54
32%

55 - 64
18%

65+
23%AGE

<$30,000
10%$30,000 to 

$44,999
20%

$45,000 to 
$69,999

19%

$70,000 to 
$99,999

29%

$100,000 to 
$149,999

15%

$150,000+
7%

INCOME

Even mix of men and women 

Female n = 247
Male n = 258

Non-Binary n = 0

A diverse balance of all income 

groups, with consumers with less 
than $30k in annual income limited to 

no more than 10% of sample

We surveyed a diversified set of 

age brackets in this survey for 
the UK
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Note: 18-34 n=136, 35-54 n=165, 55+: n=204.

DEMOGRAPHICS - UK

37%63% 56%44% 56%44%

18-34 35-54 55+

<$30k
13%

$30k-$45k
24%

$45k-$70k
18%

$70k+
45%

<$30k
7%

$30k-$45k
18%

$45k-$70k
25%

$70k+
50%

<$30k
11%$30k-$45k

19%

$45k-$70k
15%

$70k+
55%
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Note: DE supplement users n=547.

DEMOGRAPHICS - GERMANY

54%45%

18 - 25
10%

26 - 34
19%

35 - 54
35%

55 - 64
17%

65+
19%AGE

<$30,000
9%$30,000 to 

$44,999
18%

$45,000 to 
$69,999

18%

$70,000 to 
$99,999

29%

$100,000 to 
$149,999

19%

$150,000+
7%

INCOME

Mix of men and women 

Female n = 248
Male n = 296

Non-Binary n = 3

A diverse balance of all income 

groups, with consumers with less 
than $30k in annual income limited to 

no more than 10% of sample

We surveyed a diversified set of 

age brackets in this survey for 
Germany
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Note: 18-34 n=160, 35-54 n=187, 55+ n=200.

DEMOGRAPHICS - GERMANY

48%52% 59%40% 55%45%

18-34 35-54 55+

<$30k
6%$30k-$45k

16%

$45k-$70k
16%

$70k+
62%

<$30k
6%

$30k-$45k
14%

$45k-$70k
18%

$70k+
62%

<$30k
14%

$30k-$45k
24%

$45k-$70k
21%

$70k+
41%
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Note: IT supplement users n=535.

DEMOGRAPHICS - ITALY

47%53%

18 - 25
14%

26 - 34
19%

35 - 54
34%

55 - 64
19%

65+
14%

AGE

<$30,000
39%

$30,000 to 
$44,999

32% $45,000 to 
$69,999

18%

$70,000 to 
$99,999

8%

$100,000 to 
$149,999

2%

$150,000+
1%

INCOME

Mix of men and women 

Female n = 286
Male n = 249

In order to field a survey that was 

representative and able to find the 
required number of users we see 

income skewed lower for Italy than 
the other European countries

We surveyed a diversified set of 

age brackets in this survey for 
Italy
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Note: 18-34 n=174, 35-54 n=186, 55+ n=175

DEMOGRAPHICS - ITALY

34%66% 55%45% 50%50%

18-34 35-54 55+

<$30k
46%

$30k-$45k
29%

$45k-$70k
17%

$70k+
8%

<$30k
31%

$30k-$45k
35%

$45k-$70k
16%

$70k+
18%

<$30k
38%

$30k-$45k
32%

$45k-$70k
21%

$70k+
9%
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Note: CN supplement users n=1038.

DEMOGRAPHICS - CHINA

43%57%

18-25
11%

26-34
23%

35-54
40%

55-64
18%

65+
8%

AGE

0-20,000 
yuan
2%

20,001 –
40,000 
yuan
5%

40,001 –
60,000 
yuan
3%

60,001 –
80,000 
yuan
7%

80,001 –
100,000 

yuan
17%

100,001-
120,000 

yuan
24%

120,001+ 
yuan
42%

INCOME

Mix of men and women 

Female n = 590
Male n = 448

China required a completely different 

scaling for income. As such, this data, 
while collected, was not mixed with 

the overall income data

We surveyed a diversified set of 

age brackets in this survey for 
China
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Note: 18-34 n= 350, 35-54 n= 415, 55+ n= 273.

DEMOGRAPHICS - CHINA

37%62% 40%60% 55%45%

18-34 35-54 55+

<60,000 yuan

17%
60,001 – 80,000 

yuan
6%

80,001_ 

yuan
14%

100,001-

120,000 
yuan

24%

120,001+ 

yuan
39%

<60,000 yuan

11%

60,001 – 80,000 

yuan
12%

80,001_ 

yuan
24%

100,001-

120,000 
yuan

23%

120,001+ 

yuan
30%

<60,000 yuan

4%

60,001 – 80,000 

yuan
5%

80,001_ 

yuan
15%

100,001-

120,000 
yuan

26%

120,001+ 

yuan
50%

15
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GENERAL OVERVIEW
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HEALTH ATTITUDES

KEY ITC INSIGHTS:
• The US and UK shared a commonality of focusing on exercise to improve health. Only Germany was significantly 

below the worldwide average in supplement usage while the “super aged” Italy was significantly above

• US Consumers were the most likely group to use supplements daily and were the second most likely to use 

supplements to assist in accomplishing their health goals (behind Italy)

Note: n = 3,625 “Please read the following statements and select ALL that apply”

Total US UK Germany Italy China

Total N=3625 N=1000 N=505 N=547 N=535 N=1038

I am proactive about my health and take steps to lower health risks 63% 56% 59% 65% 63% 69%

I believe that eating good food is important to maintaining good health 74% 75% 76% 70% 87% 68%

I regularly purchase at least some natural & organic foods 57% 47% 50% 61% 67% 64%

I exercise for 30 minutes at least 5 times per week 52% 57% 60% 35% 53% 51%

I read articles, books or magazines about health and wellness 48% 41% 47% 46% 61% 51%

I use/have used vitamins, minerals, herbs or other dietary supplements to help 
manage my health 76% 77% 74% 70% 81% 75%

I use/have used alternative health care providers such as nutritionists, chiropractors, 
and/or naturopaths to help manage my health 26% 29% 26% 23% 27% 24%

Red indicates statistically significant below worldwide average while green indicates statistically significant  above worldwide average
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HEALTH ATTITUDES

KEY ITC INSIGHT:

• Unsurprisingly, we see that regular supplement users are attempting to achieve a healthier lifestyle. An interesting 
note is that the separation between regular and irregular users when it comes to alternative health care is nearly 

equal

Note: Regular users n=2930, Irregular users n=695 “Please read the following statements and select ALL that apply”

0%

20%

40%

60%

80%

100%

I us e/have used
v itamins, minera ls,

herbs  or o ther die tary
s upplements to  he lp
m anage my  health

I be l iev e that eating
good food is  im portant

to  m aintain ing good
heal th

I am  proactive about
m y heal th  and tak e

s teps to  lower health
risk s

I regularly purchas e at
leas t s om e natura l  &

organic  foods

I ex ercise for 30
m inutes  at least 5  tim es

per week

I read articles, book s or
m agazines  about

heal th and wel lness

I us e/have used
alternative heal th  care

prov iders s uch as
nutri tion is ts,

c hi ropractors , and/or
naturopaths to he lp
m anage my  healthRegular U sers Irregular Us ers Al l Supplement Us ers
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HEALTH ATTITUDES: COUNTRY

KEY ITC INSIGHT:
• We see exercise being extremely more important in the US and UK for regular supplement users compared to natural and 

organic food which is significantly more important in the other countries. For those hoping to reach consumers through 
literature, the areas outside of the US seem to be much more likely to achieve this

Note: US n=1000, UK n=505, DE n=547, IT n=535, CN n=1038 “Please read the following statements and select ALL that apply”

0%

20%

40%

60%

80%

100%

I us e/have used
v itamins, minera ls,

herbs  or o ther die tary
s upplements to  he lp
m anage my  health

I am  proactive about
m y heal th  and tak e

s teps to  lower health
risk s

I be l iev e that eating
good food is  im portant

to  m aintain ing good
heal th

I regularly purchas e at
leas t s om e natura l  &

organic  foods

I ex ercise for 30
m inutes  at least 5  tim es

per week

I read articles, book s or
m agazines  about

heal th and wel lness

I us e/have used
alternative heal th  care

prov iders s uch as
nutri tion is ts,

c hi ropractors , and/or
naturopaths to he lp
m anage my  healthUS UK Germ any Italy China
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HEALTH ATTITUDES: AGE

KEY ITC INSIGHTS:

• Natural and Organic items and, potentially, recommendations from alternative healthcare providers could become 
an important avenue for growth as those 18-34 (Millennials & Gen-Z) begin to age and supplement usage picks up

• For supplement companies, age is your friend. As age increases, to an extent, we see supplementation becoming 

more and more important while a few other sources for health and wellness becomes less so. The issue here 
becomes that as those older consumers begin to spend more, their purchasing habits and companies they buy 

from have been solidified so reaching them as younger consumers is key to generating long LTV

Note: 18-34 n=1095, 35-54 n=1284, 55+ n=1246 “Please read the following statements and select ALL that apply”

0%

20%

40%

60%

80%

100%

I bel iev e that eating
good food is  im portant

to  m aintain ing good
heal th

I us e/have used
v itamins, minera ls,

herbs  or o ther die tary
s upplements to  he lp
m anage my  health

I am  proactive about m y
heal th and take steps  to

low er heal th risk s

I regularly purchas e at
leas t s om e natura l  &

organic  foods

I ex ercise for 30
m inutes  at least 5  tim es

per week

I read articles, book s or
m agazines  about heal th

and wellness

I us e/have used
alternative heal th  care

prov iders s uch as
nutri tion is ts,

c hi ropractors , and/or
naturopaths to he lp
m anage my  health18-34 35-54 55+
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HEALTH ATTITUDES: GENDER

KEY ITC INSIGHT:
• Females outpace males on supplement usage and food categories. While males do outpace females on exercise 

focus it isn’t by as much as females outpace males in the other categories

Note: Female n=1868  Male n=1743 “Please read the following statements and select ALL that apply”

0%

20%

40%

60%

80%

100%

I us e/have used
v itamins, minera ls,

herbs  or o ther die tary
s upplements to  he lp
m anage my  health

I be l iev e that eating
good food is  im portant

to  m aintain ing good
heal th

I am  proactive about
m y heal th  and tak e

s teps to  lower health
risk s

I regularly purchas e at
leas t s om e natura l  &

organic  foods

I ex ercise for 30
m inutes  at least 5  tim es

per week

I read articles, book s or
m agazines  about

heal th and wel lness

I us e/have used
alternative heal th  care

prov iders s uch as
nutri tion is ts,

c hi ropractors , and/or
naturopaths to he lp
m anage my  healthM ales Females
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HEALTH CONCERNS

KEY ITC INSIGHTS:

• The top three ailments overall – lack of energy, insomnia/sleep problems, and anxiety or stress all build on each 
other. Energy is the symptom issue but one key will be to figuring out the “chicken and egg” issue for consumers –

are they sleeping poorly due to stress or more stressed due to sleep issues?

• 14% of those surveyed did not experience any health concerns 

Note: n = 3,625 Question: “Which of the following health conditions impact you currently or have impacted you within the past year? “

0% 5% 10% 15% 20% 25% 30%

C ance r

P re gnan cy

Lo ng hau l CO V ID  s ym pt om s

P er im eno pau se/ Me nop ause

H ear t /ca rd iov ascul ar  pr obl em

A nti oxi dan t sup por t

O st eopo ro sis

D iab et es

La ck o f m ent al  a cui ty,  cogn it io n, f ocus

M em or y is sues

Fr eq uent  col d/ fl u issu es

H eal th y A gi ng

D er m ato lo gica l cond it io n

D epr essi on

P oor /d ecl ini ng vi sio n

O ver w eig ht /O bes e

H igh  ch ole st er ol

I m mu nit y con cer ns

M ood

H igh  b loo d pr essur e

E ye Fat ig ue

D ige sti ve com p lai nt s

Joi nt  o r ot he r pai n

A nxie ty or  st re ss

I nsom ni a/ Sl eep  p ro ble m s

La ck o f en er gy
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HEALTH CONCERNS: 2021-2022 COUNTRY

Note: Top ailments by country: US n=1,000, UK n=505, DE n=547 

2021 US TOP 5

High blood pressure 25%

Joint or other pain 24%

Anxiety/ stress 24%

High cholesterol 23%

Lack of energy 21%

2021 UK TOP 5

Anxiety/ stress 28%

Joint or other pain 25%

Lack of energy 25%

Insomnia/ Sleep problems 19%

Digestive complaints 17%

2021 Germany TOP 5

Joint or other pain 31%

Insomnia/Sleep problems 26%

High blood pressure 24%

Lack of energy 19%

Overweight/Obese 19%

2022 US TOP 5

High blood pressure 26%

Anxiety/ stress 26%

Joint or other pain 24%

High cholesterol 22%

Lack of energy 22%

2022 UK TOP 5

Anxiety/ stress 26%

Joint or other pain 23%

Lack of energy 23%

Insomnia/ Sleep problems 20%

Depression 18%

2022 Germany TOP 5

Joint or other pain 26%

High blood pressure 23%

Insomnia/ Sleep problems 22%

Lack of energy 17%

Anxiety/ stress 14%
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HEALTH CONCERNS: 2022 COUNTRY

Note: Top concerns by country: IT n=535, CN n=1,038

2022 Italy TOP 5

Lack of energy 41%

Anxiety/ stress 38%

Insomnia/ Sleep problems 33%

Joint or other pain 30%

Mental acuity, cognition, or 

focus

27%

2022 China TOP 5

Poor/ declining vision 35%

Insomnia/ sleep problems 28%

Immunity concerns 27%

Mental acuity, cognition, or 

focus

24%

Dermatological concerns 21%
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HEALTH CONCERNS: AGE

KEY ITC INSIGHT:

• Those 18-34 heavily over indexed for issues around mental health such as anxiety, depression, and mood. For 
those 55+ their concerns centered most around obesity, cholesterol and high-blood pressure

Note: 18-34 n=1,095 35-54 n=1,284, 55+ n=1,246 Question: “Which of the following health conditions impact you currently or have impacted you within the past 

year?“

0% 5% 10% 15% 20% 25% 30% 35% 40%

Cancer
Pregnancy

Long haul COVID symptoms
Osteoporosis

Perimenopause/M enopause
Antioxidant support

Heart/card iovas cular problem
Dermato logical  condi tion

Memory is sues
Frequent co ld/flu  iss ues

Diabetes
Immunity concerns

Lack of menta l acui ty, cognition, focus
Poor/decl in ing vision

Healthy  Aging
Eye Fatigue

Overweight/Obes e
Depression

High cholestero l
Digestive complaints

Mood
High blood pres sure

Insomnia/Sleep problems
Joint or other pain

Lack of energy
Anxiety or stress

55+

35-54

18-34
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HEALTH CONCERNS: 18-34

KEY ITC INSIGHTS:
• We see China over-index in this age group for many reasons, likely due to a very different cultural dynamic present Dermatological 

concerns, eye fatigue, and declining vision were the largest deviation from other countries

• Italy has a mood issue. The country over-indexed heavily for anxiety/stress and mood and only a bit less so with insomnia and sleep 
problems. When it came to depression though the US “outperformed” every other country in reporting that as an issue

Note: US n=275, UK n=136, DE n=160, IT n=174, CN n=350 Question: “Which of the following health conditions impact you currently or have 

impacted you within the past year? 

0% 10% 20% 30% 40% 50% 60%

Cancer
Perimenopause/M enopause

Osteoporosis
Pregnancy

Diabetes
Heart/card iovas cular problem

Healthy  Aging
Long haul COVID symptoms

Dermato logical  condi tion
Antioxidant support

High cholestero l
Poor/decl in ing vision
High blood pres sure
Immunity concerns

Memory is sues
Overweight/Obes e

Eye Fatigue
Frequent co ld/flu  iss ues

Lack of menta l acui ty, cognition, focus
Joint or other pain

Digestive complaints
Depression

Mood
Insomnia/Sleep problems

Lack of energy
Anxiety or stress

US

UK

Germ any

Italy

China
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HEALTH CONCERNS: TOP 5, 18-34

KEY ITC INSIGHT:
• The US and UK very closely mimic each other with all the top-5 issues tied to mental concerns whereas Germany 

is more varied but still has the top-3 around the stress-sleep-energy cyclical issue

US n=275, UK n=136, Germany n=160, Question: “Which of the following health conditions impact you currently or 

have impacted you within the past year? “

2022 US TOP 5

Anxiety/stress 37%

Depression 32%

Lack of Energy 28%

Mood 25%

Insomnia/Sleep Issues 19%

2022 UK TOP 5

Anxiety/ stress 38%

Lack of Energy 32%

Depression 26%

Mood 19%

Insomnia/Sleep Issues 18%

2022 Germany TOP 5

Lack of Energy 21%

Insomnia/Sleep Issues 20%

Anxiety/ Stress 18%

Joint of Other Pain 13%

Digestive Issues 12%
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HEALTH CONCERNS: TOP 5, 18-34

KEY ITC INSIGHT:
• Italy’s self-reporting is quite a bit higher perhaps due to greater self-awareness of problems in the country 

compared to the others surveyed

• China is a whole different issue. We see a very different profile of top issues with eye health being the unique key 

driver of health concerns in the country

Note: IT n=174, CN n=350 Question: “Which of the following health conditions impact you currently or have impacted 

you within the past year? “

2022 Italy TOP 5

Anxiety/ Stress 50%

Lack of Energy 42%

Mood 36%

Insomnia/ Sleep Issues 32%

Digestive Issues 28%

2022 China TOP 5

Eye Fatigue 39%

Dermatological Issues 29%

Insomnia/ Sleep Issues 25%

Anxiety/ Stress 25%

Poor/Declining Vision 25%
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HEALTH CONCERNS: 35-54

KEY ITC INSIGHTS:
• From 35-54 we saw similar, if not quite as severe trends as we did in those aged 18-34. The biggest thing of note in this age bracket 

is Italy’s focus on lack of energy (48% compared to 32% highest for any other country) and high blood pressure in the US (25% 

compared to 20% in any other country)
• Digestive complaints were also quite high in Italy

Note: US n=331, UK n=165, DE n=187 IT n=186, CN n=415 Question: “Which of the following health conditions impact you currently or have impacted you 

within the past year? “
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HEALTH CONCERNS: TOP 5, 35-54

KEY ITC INSIGHTS:
• While in the 18-34 bracket we saw depression as a common issue, only the US continues to see it persist as a significant self-

reported issue in the 35-54 age bracket. With the coping defaults that depression tends to lead to cause, one has to wonder if the 
high blood pressure might be related

• We see joint and other pain quickly increase in this age bracket. This is the key time to get consumers trusting in your brand to 
relieve these issues and secure a VERY high LTV customer

Note: US n=331, UK n=165, DE n=187 Question: “Which of the following health conditions impact you currently or 

have impacted you within the past year? “

2022 US TOP 5

Anxiety/stress 36%

Lack of Energy 30%

Depression 26%

High Blood Pressure 25%

Insomnia/Sleep Issues 25%

2022 UK TOP 5

Lack of Energy 32%

Anxiety/ Stress 30%

Joint or Other Pain 26%

Insomnia/Sleep Issues 25%

Mood 21%

2022 Germany TOP 5

Insomnia/Sleep Issues 30%

Joint or Other Pain 28%

Lack of Energy 25%

Anxiety/ Stress 23%

High Blood Pressure 21%
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HEALTH CONCERNS: TOP 5, 35-54

KEY ITC INSIGHTS:

• As we see eye fatigue continue to be a major problem for China one has to wonder what is unique about them 
compared to everywhere else. One possibility though, although purely speculative, is that the now illegal, but still 

practiced, 9-9-6 work week is a source of the eye issues

• We see minimal change in Italy between these age brackets with joint or other pain cracking the top-5 compared to 

the 18-34 bracket. With that said, these consumers seem to be facing similar problems

Note: IT n=186, CN n=415 Question: “Which of the following health conditions impact you currently or have impacted you within the past year?”

2022 Italy TOP 5

Lack of Energy 48%

Anxiety/ Stress 41%

Insomnia/ Sleep Problems 33%

Digestive Issues 32%

Joint or Other Pain 29%

2022 China TOP 5

Eye Fatigue 40%

Insomnia/ Sleep Issues 31%

Digestive Issues 28%

Immunity Concerns 26%

Dermatological concerns 26%
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HEALTH CONCERNS: 55+

KEY ITC INSIGHT:

• In those age 55+ we see cardiovascular issues begin to dominate. We also see China showing high concerns for 
immunity while Italy begins to show concerns for eye fatigue and maintains a very high “lack of energy” health 

concern/issue

Note: US n=394, UK n=204, DE n=200, IT n=175, CN n=273 “Which of the following health conditions impact you currently or have impacted you within the past year? “
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HEALTH CONCERNS: TOP 5, 55+

KEY ITC INSIGHT:
• While not showing up in the US, we still see the “triple threat” of anxiety/stress – insomnia – energy issue highly 

rated as a problem in the UK and the same for Germany. The truth is that no matter the age, solving or relieving 

this issue on multiple fronts is the real breakthrough global potential.

• The UK continues to have the lowest levels of concerns, most notably in this age group

Note: US n=394, UK n=204, DE n=200 “Which of the following health conditions impact you currently or have impacted you within the past year?“

2022 US TOP 5

High Blood Pressure 39%

High Cholesterol 36%

Joint or Other Pain 33%

Healthy Aging 20%

Overweight 19%

2022 UK TOP 5

Joint or Other Pain 32%

Insomnia/ Sleep Problems 25%

High Blood Pressure 22%

Insomnia/Sleep Problems 22%

Anxiety/ Stress 20%

2022 Germany TOP 5

High Blood Pressure 39%

Joint or Other Pain 38%

High Cholesterol 23%

Insomnia/ Sleep Problems 21%

Overweight 21%
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HEALTH CONCERNS: TOP 5, 55+

KEY ITC INSIGHTS:
• For those 55+ in Italy, eye fatigue becomes a major concern and outpaces this issue compared to every other age bracket 

which is a pattern not seen in any other country

• Unlike any other country, we do not see high blood pressure or cholesterol make the top-5 concerns list in China. In fact, 
one of those two concerns to not come up until 14th place (high blood pressure)

Note: IT n=175, CN n=273  “Which of the following health conditions impact you currently or have impacted you within the past year?“

2022 Italy TOP 5

Joint or Other Pain 40%

Lack of Energy 37%

Insomnia/ Sleep Issues 35%

High Blood Pressure 31%

Eye Fatigue 29%

2022 China TOP 5

Eye Fatigue 31%

Insomnia/ Sleep Issues 27%

Immunity Concerns 26%

Digestive Issues 23%

Lack of Energy 20%
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HEALTH CONCERNS: US 2021-2022 
BY GENDER TOP 5

Note: 2022 US - females n=496, males n=494, 2021 US - females n=468, males n=529.Question: “Which of the following health conditions impact you currently 

or have impacted you within the past year?”

2021 US Females

Anxiety/ stress 32%

Joint or other pain 28%

Lack of energy 26%

Insomnia/Sleep problems 22%

High blood pressure 21%

2021 US Males

High blood pressure 29%

High cholesterol 26%

Joint or other pain 19%

Anxiety or stress 17%

Lack of energy 16%

2022 US Females

Anxiety/ stress 32%

Joint or other pain 28%

Mental acuity, cognition, or 

focus

25%

Depression 23%

Perimenopause/menopause 23%

2022 US Males

High blood pressure 29%

High cholesterol 23%

Joint or other pain 20%

Anxiety or stress 19%

Mental acuity, cognition, or 

focus

18%

KEY ITC INSIGHTS:
• For both females and males, we 

saw a significant jump in mental 

focused issues
• Mental acuity for both genders and 

depression for females could be 

areas of focus going forward as 
both are “gaining ground” as the top 

issue for each and arguably, there 

is no clear market leader

• Lack of energy fell off the top-5 for 
both females and males; however, 
maintained a strong position overall 

Outside of joint pain and 
anxiety, energy is the most 

consistent issue between the 

genders
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HEALTH CONCERNS: UK 2021-2022 
BY GENDER TOP 5

Note: 2022 UK - females n=247, males n=258, 2021 UK - females n=248, males n=252. Question: “Which of the following health conditions impact you currently 

or have impacted you within the past year?”

2021 UK Females

Anxiety/ stress 32%

Lack of energy 28%

Joint or other pain 27%

Insomnia/Sleep problems 21%

Digestive complaints 18%

2021 UK Males

Anxiety or stress 23%

Lack of energy 23%

Joint or other pain 23%

Overweight/Obese 18%

High blood pressure 17%

2022 UK Females

Anxiety/ stress 35%

Mental acuity, cognition, or 

focus

32%

Lack of energy 27%

Joint or other pain 24%

Depression 22%

2022 UK Males

Joint or other pain 23%

Mental acuity, cognition, or 

focus

19%

Anxiety or stress 18%

High cholesterol 18%

Poor/ declining vision 16%

KEY ITC INSIGHTS:

• Mental acuity, cognition, or focus 
rocketed up for UK females and 

males to claim second billing 
One has to wonder if this has to 

do with post-COVID adjusting or 

maybe even distraction from 
world events. Whatever the 

case, this is a significant 

development and opportunity

• Just as was the case for US 
females, we see depression 

jump into the top 5 health 

concerns
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HEALTH CONCERNS: GERMANY 2021-2022 
BY GENDER TOP 5

2022 DE - females n=286, males n=249, 2021 DE - females n=224, males n=274. Question: “Which of the following health conditions impact you currently or 

have impacted you within the past year?”

2021 German Females

Joint or other pain 31%

Insomnia/Sleep problems 29%

Lack of energy 25%

Digestive complaints 21%

Overweight/Obese 21%

2021 German Males

Joint or other pain 30%

High blood pressure 29%

Insomnia/Sleep problems 22%

Overweight/Obese 18%

Depression 16%

2022 German Females

Joint or other pain 27%

Lack of energy 25%

Mental acuity, cognition, or 

focus

20%

Anxiety/ stress 18%

Frequent cold/flu 17%

2022 German Males

Joint or other pain 25%

Insomnia/sleep problems 21%

Lack of energy 19%

Mental acuity, cognition, or 

focus

16%

Heart/ cardiovascular health 15%

KEY ITC INSIGHTS:

• German females had insomnia and 
sleep problems drop totally from 

the list; however, anxiety and 

mental acuity joined the list 
perhaps indicating a different shift 

in how sleep deprivation is being 
felt

• For German males, depression and 

overweight concerns decreased; 

however, somewhat related, mental 
acuity and heart health joined the 

list
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HEALTH CONCERNS: ITALY 2022 
BY GENDER TOP 5

Note: 2022 IT - females n=286, males n=249,. Question: “Which of the following health conditions impact you currently or have impacted you within the past 

year?”

2022 Italy Females

Anxiety/ stress 34%

Mental acuity, cognition, or 

focus

33%

Joint or other pain 28%

Lack of energy 28%

Dermatological concerns 26%

2022 Italy Males

Mental acuity, cognition, or 

focus

48%

Joint or other pain 43%

Anxiety or stress 42%

Lack of energy 37%

Poor/ declining vision 30%

KEY ITC INSIGHTS:

• Due to the “super-aged” 
population of Italy we see a 

much higher rate of health 

condition concerns and a much 
higher ranking for mental acuity 

than anywhere else surveyed

• Females and males share 4 of 

the top 5 concerns with only 

vision and dermatological 

concerns being different and 
both ranking 5th
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HEALTH CONCERNS: CHINA 2022
BY GENDER TOP 5

Note: 2022 CN - females n=590, males n=448 Question: “Which of the following health conditions impact you currently or have impacted you within the past 

year?”

2022 China Females

Lack of energy 30%

Immunity concerns 28%

Diabetes 27%

Poor/declining vision 26%

Anxiety/ stress 20%

2022 China Males

Lack of energy 25%

Immunity concerns 25%

Poor/ declining vision 22%

Mental acuity, cognition, or 

focus

21%

Joint or other pain 19%

KEY ITC INSIGHTS:

• The most unique thing about China 
compared to the other four 

countries surveyed is the high 

ranking of immunity concern. This 

isn’t surprising though as the entire 

Asian area has been focusing on 
public health and immunity since 
SARS in 2003

• While the top-2 are the same for 

both females and males we see top 
issues vary greatly between the two 

groups in positions 3 through 5
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HEALTH CONCERNS: REGULAR USER, TOP 5

KEY ITC INSIGHTS:
• Issues that all could very well be closely related take up 3 of the top 5 spots (energy, sleep, and anxiety). This indicates 

that if a breakout formulation to support this cluster is found extremely effective then the market is there

• Irregular users had a similar top-5 with one notable exception. Eye health was the 3rd most cited concern for these 
supplement users

Note: n = 3,625 Question: “Which of the following health conditions impact you currently or have impacted you within the past year? “

Regular Supplement Users 
Top 5 Issues

Joint or other pain 27%

Lack of Energy 25%

Insomnia/Sleep 25%

Anxiety/Stress 24%

Digestive Issues 19%
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HEALTH CONCERNS: WHAT THEY TOOK 
SUPPLEMENTS FOR

0% 4% 8% 12% 16% 20%
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All  Respondents

n=3129. “Did you take supplements for any of the following reasons over the past year?”

KEY ITC INSIGHTS:
• This matches, but trails those 

with these concerns across the 

board which means conversion 

of concern to purchase is a gap 
representing an opportunity

• At 20%, lack of energy was the 
top health concern for which 
consumers said they took 

supplements

• There were a number of 
respondents who indicated they 
took supplements due to 

vitamin deficiencies in the other 

health condition response
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SUPPLEMENT USAGE
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SUPPLEMENT USAGE FREQUENCY

KEY ITC INSIGHTS:
• More than 50% of respondents are taking 

supplements 4 times a week or more making them 

regular users and key target consumers

• Non-supplement users were disqualified from the 

survey

• Daily usage is down from 2021 data, but that is 
driven by variances between countries. The US for 

example leads with 55% of all supplements users 

taking supplements daily whereas China only has 

23% of their supplement user population using 

supplements daily

Note: n=3,625 “How often do you take vitamins, minerals, herbs or other dietary supplements (such as fish oil, protein 

powder, probiotics, sports nutrition, etc.)?”

As need 
arises, 9%

Sporadically, less 
than one time per 

weekly, 10%

1-3 times per 
week, 24%

4-6 times per 
week, 14%

Daily, 39%

Multiple doses 
per day, 3%

43

ITC Insights 2022 Consumer Supplement User Survey 44

SUPPLEMENT USAGE FREQUENCY – US

KEY ITC INSIGHTS:
• The US has the largest percent of heavy users 

among those using supplements. In addition, the 

sporadic and “as needed arises” numbers are the 

smallest combined among any country surveyed 
showing that these supplement users are the highest 

valued on average
• The US was the second most likely country to use 

supplements to assist in accomplishing their health 

goals with 77% responding this was a goal for them 

compared to 81% in Italy

Note: US n=1,000 “How often do you take vitamins, minerals, herbs or other dietary supplements (such as fish oil, 

protein powder, probiotics, sports nutrition, etc.)?”

As need arises, 
4.8%

Sporadically, less 
than one time per 

weekly, 8.2%

1-3 times per 
week, 15.4%

4-6 times per 
week, 12.0%

Daily, 55.1%

Multiple doses 
per day, 4.5%
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SUPPLEMENT USAGE FREQUENCY – UK

KEY ITC INSIGHT:
• The UK closely mimics the US in supplement users. While the country includes slightly less committed users of 

supplements, the lower end commitment among supplement users isn’t dramatic compared to the US

Note: UK n=505 “How often do you take vitamins, minerals, herbs or other dietary supplements (such as fish oil, 

protein powder, probiotics, sports nutrition, etc.)?”

As need arises, 5%

Sporadically, less than one time 
per weekly, 10%

1-3 times per week, 19%

4-6 times per week, 12%

Daily, 51%

Multiple doses per day, 4%
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SUPPLEMENT USAGE FREQUENCY – GERMANY

KEY ITC INSIGHT:
• Germany has a significant portion of individuals (25%) taking supplements 1-3 times per week. Somehow nudging 

this market up in usage would likely be the easiest way to see increased revenue for companies selling in Germany

Note: DE n=547 “How often do you take vitamins, minerals, herbs or other dietary supplements (such as fish oil, 

protein powder, probiotics, sports nutrition, etc.)?”

As need arises, 14%

Sporadically, less than one time 
per weekly, 10%

1-3 times per week, 25%

4-6 times per week, 11%

Daily, 37%

Multiple doses per day, 4%
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SUPPLEMENT USAGE FREQUENCY – ITALY

KEY ITC INSIGHT:
• Italy has nearly equal sized daily users compared to people using 1-3 times per day. As our age data has shown 

this could be highly related to the “super-aged” population in Italy that is less likely to not use supplementation on a 

daily basis overall

Note: IT n=535 “How often do you take vitamins, minerals, herbs or other dietary supplements (such as fish oil, 

protein powder, probiotics, sports nutrition, etc.)?”

As need arises, 7%

Sporadically, less than 
one time per weekly, 10%

1-3 times per 
week, 33%

4-6 times per 
week, 14%

Daily, 33%

Multiple doses per day, 3%
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SUPPLEMENT USAGE FREQUENCY – CHINA

KEY ITC INSIGHT:
• China, unlike any other country, has a significant portion of individuals taking supplements 4-6 times per week. 

Getting these individuals into a daily habit might be a way to boost product sales and repurchase rates

Note: CN n=1038 “How often do you take vitamins, minerals, herbs or other dietary supplements (such as fish oil, 

protein powder, probiotics, sports nutrition, etc.)?”

As need arises, 15%

Sporadically, less than one time 
per weekly, 12%

1-3 times per week, 29%

4-6 times per week, 20%

Daily, 23%

Multiple doses per day, 2%

48



ITC Insights 2022 Consumer Supplement User Survey 49

DAILY AND MULTIPLE DAY USERS BY COUNTRY

KEY ITC INSIGHTS:

• China and Italy had similar or better rate of supplement usage when compared to the US; however, when looking 
at the heaviest users these countries fall well behind their counterparts surveyed. Increasing market potential in 

these countries will heavily depend on getting frequency of usage increased

• When looking at the least engaged users, “sporadic users” and “as needed”, these segments were relatively similar 

across countries. The biggest difference was with “1-3 times per day” users which ranged from 15.4% of users in 

the US to 33.3% of users in Italy

Note: US n=1,000 UK n=505 DE n=547 IT n=535 CN n=1,038 “How often do you take vitamins, minerals, herbs or other dietary 

supplements (such as fish oil, protein powder, probiotics, sports nutrition, etc.)?” Responses ‘daily’ and ‘multiple times per day’
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SUPPLEMENT USAGE FREQUENCY: US 2019-2022

KEY ITC INSIGHT:
• Supplement frequency returned to closer to pre-pandemic levels. Whether this is due to reduced working 

from home, increased business of schedules, or other factors it has declined. Based on what we saw in 

2008, we’d suspect usage to increase in next year’s survey as “avoiding the doctor” becomes a critical 

focus again should the economy falter

Note: 2019 n =1004, 2020 n=1000, 2021 n=1000, 2022 n=1000. Question: “How often do you take vitamins, minerals, herbs or other dietary supplements?”
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SUPPLEMENT USAGE FREQUENCY: AGE

Note: 18-34 n=1095, 15-54 n=1284, 55+ n=1246 “How often do you take vitamins, minerals, herbs or other dietary 

supplements (such as fish oil, protein powder, probiotics, sports nutrition, etc.)?”
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KEY ITC INSIGHT:
• While younger people might be using a wider breadth of supplements their usage is less frequent than older users who 

are locked in on what they want to take. As with most goods we tend to develop and focus on habits prior to the age of 

45 and, as such, connecting with this sporadic users creates a base down the road as consumer’s supplement testing 

reduces but usage increases
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WHAT SUPPLEMENTS THEY TAKE: ACROSS COUNTRIES 
(UNAIDED RESPONSES)

KEY ITC INSIGHTS:
• The list of unaided supplements overall has not changed from 2021 though the percentages have decreased—this 

is likely due to the addition of two other countries and consumer confusion on what they actually take

• While they didn’t make top lists, we also saw an increase in consumers writing in prebiotics, probiotics and 

postbiotics

TOP 7 ALL COUNTRIES

Multivitamins 30%

Vitamin C 24.5%

Vitamin D 24.3% 

B Vitamins 18%

Omegas 11%

Calcium 10%

Magnesium 8.5%

Note: All supplement users who responded n=2997. Question: “What vitamins, minerals, herbals, or other dietary supplements do you currently take?”

Country Top 3

US Multivitamin Vitamin C Vitamin D

UK Multivitamin Vitamin D Vitamin C

Germany Vitamin D Magnesium B Vitamins

Italy Multivitamin Vitamin D B Vitamins

China Vitamin C Multivitamin B Vitamins
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USAGE LEVEL BY SUPPLEMENT INGREDIENT

ITC Insights 2022 Consumer Supplement User Survey
n= Varies by Ingredient based on answers from those who have heard of the supplement. “Which of the following best describes 

how frequently you are taking the following supplements?”

Supplement N= User Daily
4-6 times 
per week

1-3 times 
per week

Seasonally/As 
Needed

It's in another 
supplement I take Never

Multivitamin 3,458 85% 28% 10% 18% 22% 6% 15%

Vitamin D 3,510 84% 27% 9% 18% 23% 8% 16%

Calcium 3,525 79% 19% 10% 17% 23% 10% 21%

Probiotics 3,367 74% 14% 11% 17% 27% 5% 26%

Omega-3 3,345 74% 19% 10% 16% 23% 5% 26%

Magnesium 3,302 67% 15% 9% 14% 21% 8% 33%

Antioxidants 3,258 63% 12% 9% 13% 22% 7% 37%

Lutein 2,498 62% 9% 10% 12% 19% 6% 45%

Protein Powder 3,265 62% 12% 11% 15% 21% 4% 38%

Vitamin K2 2,677 62% 10% 10% 14% 21% 7% 38%

Prebiotics 3,078 60% 9% 8% 15% 23% 4% 40%

Astaxanthin 1,984 57% 9% 11% 13% 20% 4% 43%

Collagen 3,308 56% 11% 9% 12% 20% 5% 44%

Curcumin/Turmeric 3,077 56% 11% 8% 14% 19% 4% 44%

Postbiotics 2,230 56% 10% 10% 12% 20% 4% 44%

CoQ10 2,290 55% 11% 10% 12% 18% 5% 44%

Alpha-GPC 1,870 55% 8% 12% 13% 18% 4% 45%

Citicoline 1,807 55% 8% 11% 14% 17% 4% 45%

Glutathione 2,026 54% 8% 11% 13% 19% 4% 46%

Glucosamine 2,765 52% 11% 8% 11% 16% 5% 48%

Nootropics 1,925 52% 8% 11% 14% 16% 4% 48%

Choline 2,134 49% 8% 9% 12% 15% 5% 51%

Regular User Irregular User
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KEY ITC INSIGHTS:

• For regular users Vitamin D remains the most used supplement; however, for irregular users, 'multivitamin' has 
become the number one supplement after a short time knocked off from that spot, likely due to Covid-related vitamin 

D popularity
• Irregular users show a much higher usage rate of pro/prebiotics, calcium, vitamin K-2, protein powder, and collagen 

than regular users. Some of these supplements have great “food-like or food-fortified” sources which could be a 

common thread; these all represent great conversion opportunities

USAGE LEVEL

Note: Answered only by those who have heard of the supplement, n=varies by supplement, regular users = daily + 4-6 times a week, irregular users = seasonally, 

1-3 times a week, and in another supplement. All of specific supplement are all answer choices combined. Question: “Which of the following best describes how 

frequently you are taking the following supplements?”
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USAGE LEVEL: AGE

ITC Insights 2022 Consumer Supplement User Survey
Note: Answered only by those who have heard of the supplement, n=varies by supplement, % using the supplement. 

Question “Which of the following best describes how frequently you are taking the following supplements?”
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KEY ITC INSIGHTS:

• In general, older millennials and Gen X are taking the most supplements as a percentage of their age groups. Why? Many theories 
can answer but we’d look to nootropics as a reason why – they’re turning to supplements for performance and to regain an edge 
that is perceived to be slipping

• For those 35-54 postbiotics are much heavier used. This could be due to recency and the probiotic market (and microbiome 
overall) becoming a key focus during the impressionable period for these consumers (18-34 or so)
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USAGE LEVEL: GENDER

KEY ITC INSIGHT:
• Females are significantly pacing ahead of males to a significant degree in collagen and calcium however in every 

other supplement category the genders are even or seeing higher male usage. This gender difference is strongest 

for prebiotics and vitamin K2

Note: Answered only by those who have heard of the supplement, n=varies by supplement, % using the supplement. 

Question “Which of the following best describes how frequently you are taking the following supplements?”
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KEY ITC INSIGHTS:

• For 2022 we removed an 
awareness smoothing element 
to the data, this caused 
significant jumps in certain 
supplements

• Of note, even accounting for 
this movement, we saw 
significant gains for 
Astaxanthin with self-reported 
usage increasing +21% in the 

US, +23% in UK, and +20% in 
Germany 

• We also had significant 
increases in usage for 
citicoline and glutathione. It is 

possible glutathione’s 
increase was partially due to 
Amazon’s ban of NAC which 
caused many brands to move 
to glutathione

Usage Level change Country 2021-2022

Note: % using the supplement at any level, n=varies by 

supplement. Question “Which of the following best 

describes how frequently you are taking the following 
supplements?”

US 2021 US 2022 UK 2021 UK 2022 Germany 2021 Germany 2022

Vitamin D 79% 90% 86% 93% 89% 94%

Multivitamin 81% 88% 79% 80% 86% 91%

Calcium 67% 77% 61% 68% 86% 87%

Omega-3s 61% 77% 76% 83% 77% 86%

Probiotics 53% 73% 55% 69% 58% 73%

Magnesium 52% 73% 58% 63% 95% 95%

Protein Powder 43% 61% 45% 55% 58% 71%

Curcumin/Turmeric 50% 62% 54% 62% 64% 76%

Glucosamine 40% 60% 45% 63% 34% 67%

Prebiotics 42% 62% 49% 63% 56% 69%

Vitamin K (K2, MK-7) 48% 67% 49% 70% 60% 82%

Collagen 41% 57% 39% 49% 49% 59%

CoQ10 49% 64% 53% 66% 61% 74%

Astaxanthin 57% 78% 55% 78% 56% 76%

Lutein na 65% na 69% Na 74%

Citicoline 54% 78% 56% 80% 54% 75%

Glutathione 50% 72% 51% 75% 53% 71%

Postbiotic 50% 66% 58% 68% 63% 70%

Nootropics na 72% na 69% na 74%

Antioxidants na 71% na 63% na 71%

Choline na 66% na 69% na 68%

Alpha-GPC na 71% na 79% na 78%

57



ITC Insights 2022 Consumer Supplement User Survey 58

KEY ITC INSIGHTS:

• Across the board we see significantly lower supplement 
usage in China. One category that deserves attention is 
nootropics with a usage rate of 19% from those 
surveyed

• China’s “city jobs” are notorious for their hours with the 

infamous 9-9-6 work week. Nootropics promise a 
mental performance boost and stamina which should 
speak loudly to these workers

• Italy has the highest usage of multivitamins and 
extremely high usage of various other supplements. 

This shows that there is a receptive supplement 
audience in Italy and with careful care and maintenance 
Italy could likely turn into a major supplement market.

USAGE LEVEL ITALY/CHINA 2022

Note: % using the supplement at any level, n=varies by supplement. Question “Which of the following best 

describes how frequently you are taking the following supplements?”

Italy 2022 China 2022

Multivitamin 93% 75%

Vitamin D 90% 66%

Calcium 82% 78%

Omega-3s 84% 51%

Probiotics 83% 72%

Magnesium 89% 29%

Protein Powder 62% 61%

Curcumin/Turmeric 67% 23%

Glucosamine 53% 28%

Prebiotics 70% 47%

Vitamin K (K2, MK-7) 69% 40%

Collagen 60% 56%

CoQ10 62% 34%

Astaxanthin 60% 37%

Lutein 55% 36%

Citicoline 58% 20%

Glutathione 56% 25%

Postbiotics 63% 27%

Nootropics 56% 19%

Antioxidants 80% 39%

Choline 57% 17%

Alpha-GPC 58% 25%
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CHANGE IN USAGE LEVELS

Note: n= varies by supplement “Which of the following best describes how your use of each of these supplements 

compares to your usage 1 year ago?”
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KEY ITC INSIGHTS:

• Overall, those consumers we surveyed reported more taking less of a particular supplement than those taking more. 
This could be due to a myriad of factors ranging from budget to lives getting busier and may reflect a fall off from 
large 2020 and 2021 increases

• Multivitamins, magnesium and vitamin D are three major categories which actually saw increased usage in this 
metric, while protein powder was equal

• Curcumin/turmeric, postbiotics and glucosamine were all close to neutral

59

ITC Insights 2022 Consumer Supplement User Survey 60

NET CHANGE IN USAGE

Note: n= varies by supplement “Which of the following best describes how your use of each of these supplements 

compares to your usage 1 year ago?”

KEY ITC INSIGHTS:

• Outside of omega-3s, the most 
mass-market friendly supplements 

saw the best results in net change

• Despite lack of energy and focus 

being answers of issues people are 

dealing with, nootropic use declined
• The pre/post/pro biotics segments 

(especially the latter 2) were all 

down in this measure. This could 
indicate a lack of faith among users 

that these products are delivering 
on their claims
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NET CHANGE IN USAGE: COUNTRY

Note: n= varies by supplement “Which of the following best describes how your use of each of these supplements 

compares to your usage 1 year ago?”

KEY ITC INSIGHTS:
• The US heavily over-indexed for 

positive change in usage for 
multivitamins, lutein, and probiotics

• We saw the largest single negative 
usage changes from Italy where 
choline, astaxanthin, probiotics, and 

CoQ10 all surpassed -15% by a 
healthy margin. This may be directly 
due to a 2020-2021 increase now 
balancing out

• No single supplement increased 
usage across every country however, 
calcium, alpha-GPC, and vitamin K2 
were the closest to achieving 
universal growth

• Germany was net neutral for several 
ingredients
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INCREASE IN USAGE LEVELS: AGE & SUPPLEMENT

KEY ITC INSIGHTS:

• This chart is a snapshot to show only where usage is increasing; among those in the 18-34 and 35-54 age brackets 
we saw the highest increase in multivitamins and vitamin D

• Across the board “increasing usage” was not a common answer in those 55+, confirming the importance of 

establishing consumer usage habits for the younger age groups

Note: n= 18-34 1095, 35-54 1284, 55+ 1246 “Which of the following best describes how your use of each of these 

supplements compares to your usage 1 year ago?”
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INCREASE IN USAGE LEVELS: 
AGE 18-34/COUNTRY

KEY ITC INSIGHT:

• Young German users appear to be increasing their usage of many supplements, especially vitamin D and alpha-GPC, 
at a higher rate than young UK users with their rate for alpha-GPC even surpassing the US

• While increased usage of supplements by Chinese users trailed other countries significantly overall we did see 

supplements such as collagen, probiotics, calcium and protein powder see significant increase in usage with these 

customers

n= varies by supplement “Which of the following best describes how your use of each of these supplements compares 

to your usage 1 year ago?”
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INCREASE IN USAGE LEVELS: 
AGE 35-54/COUNTRY

KEY ITC INSIGHT:

• As we age, we grab for youth, or so it appears. A lot of “improvement” supplement categories saw large bumps in many 
countries. Examples are nootropics and collagen in the US, and alpha-GPC in the US and UK

• Vitamin D usage rose significantly in Germany, multivitamins in Italy and lutein in the UK all stand out

• For China we see over-indexing for probiotics and collagen. Relatively speaking, collagen is one of the star supplement 
ingredients throughout the Asian marketplace

Note: n= varies by supplement “Which of the following best describes how your use of each of these supplements 

compares to your usage 1 year ago?”
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INCREASE IN USAGE LEVELS: AGE 55+/COUNTRY

KEY ITC INSIGHTS:

• In this age group, we see supplement users in Italy consistently outpace other country users in increased usage 
statistics, especially with probiotics, prebiotics and antioxidants

• In addition, we see older Chinese users increasing usage at a rate well above all but Italy on average

Note: n= varies by supplement “Which of the following best describes how your use of each of these supplements 

compares to your usage 1 year ago?”
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INCREASE IN USAGE LEVELS: GENDER

KEY ITC INSIGHT:
• We see males increasing usage of nootropic and other brain stimulant supplements at a significantly higher rate than 

females while females are increasing usage as a relatively higher rate in collagen, probiotics, vitamin D, and multivitamins

Note: n= varies by supplement “Which of the following best describes how your use of each of these supplements 

compares to your usage 1 year ago?”
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KEY ITC INSIGHTS:

• Compared to last year, we saw a significant drop in multivitamins of -6% in the US. We’d expect to see this bounce 
back some in 2022 and 2023 as people begin to use supplements to avoid costs associated with doctors and medical 
expenses much like we did during the Great Recession

• The largest increase in top-2 usage, defined as those reporting using the ingredient either 4-6 days or daily in the US 

was citicoline at +11%

USAGE LEVEL: US 2018-2022

Note: % using the supplement, n=varies by supplement. Question “Which of the following best describes how frequently you are taking the following supplements?”
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SUPPLEMENT USAGE TIME OF DAY

KEY ITC INSIGHT:

• 50% of supplements are taken around the bedtime routine (wakeup + before bed). If possible, tying supplement 
positioning and benefits with these times of the day would be a good way to find a market that will be more 
welcoming

Note: n=3,625 “When you take supplements, what time of day do you take them?”
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SUPPLEMENT USAGE TIME OF DAY: US

KEY ITC INSIGHT:
• 78% of supplements in the US are taken as part a morning routine. As such, it can be difficult to break into the US 

supplement market if your supplement is focused at any other time unless it makes logical and intuitive sense to the 
consumer (i.e., melatonin/sleep and night)

Note: US n=1,000 “When you take supplements, what time of day do you take them?”
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SUPPLEMENT USAGE TIME OF DAY: UK

KEY ITC INSIGHT:
• The UK looks very similar to the US in terms of when supplements are taken. The only real deviation is a flip 

between near dinner and near lunch supplement usage and that is still very minor

Note: UK n=505 ““When you take supplements, what time of day do you take them?””
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SUPPLEMENT USAGE TIME OF DAY: GERMANY

KEY ITC INSIGHT:
• While morning is still the dominant time for supplements, we see it becoming less so in Germany than it is in the US and 

UK. Germany’s dominant cultural anchor for supplement usage appears to be meals more than time of day with breakfast, 
lunch, and dinner all being significant timeframes

Note: DE n=547 ““When you take supplements, what time of day do you take them?””
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SUPPLEMENT USAGE TIME OF DAY: ITALY

KEY ITC INSIGHT:
• Italy is unique in just how common supplement usage near lunch is. While morning routine times are still first and 

second, we see “near lunch” as a close third

Note: IT n=535 ““When you take supplements, what time of day do you take them?””
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SUPPLEMENT USAGE TIME OF DAY: CHINA

KEY ITC INSIGHT:
• In China, which is more culturally unique compared to Europe and the US, there is a difference in how common “near 

dinner” and “before bed” are compared to other countries. This provides a more evening/night targeted supplement a 
greater chance of adoption compared to the other countries looked at in this survey

Note: CN n=1,038 ““When you take supplements, what time of day do you take them?””
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SUPPLEMENT TIME OF DAY: AGE

Note: n= 18-34 1095, 15-54 1284, 55+ 1246 “When you take supplements, what time of day do you take them?”
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KEY ITC INSIGHTS:

• We do see those 18-34 significantly more likely to use supplements before bed. Those 35-54 slightly over-index for 
using supplements with a morning snack; however, even then it is only slightly over 10% who do. Lastly, those 55+ are 

the most likely to have supplements with breakfast and under-index for almost every other occasion

74

ITC Insights 2022 Consumer Supplement User Survey 75

SHOPPING BEHAVIOR
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SUPPLEMENT SPEND

Note: n= 2,587 “On average, how much do you spend monthly on vitamins, minerals, herbals, or other dietary 

supplements for just yourself?

KEY ITC INSIGHTS:

• Year-over-year we saw an 
increase in higher spend with $60+ 

and $30-$39 brackets increasing 
while spend less than $10 

monthly decreased

• Slightly over a quarter of 
individuals are spending over $40 

per month
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SUPPLEMENT SPEND: US

Note: US n=1,000 ““On average, how much do you spend monthly on vitamins, minerals, herbals, or other dietary supplements for just yourself?”

Less than $10 $10-$19 $20-$29

$40-$59$30-$39 $60 or more

21% 19%

14% 13%
19%

KEY ITC INSIGHT:

• Supplement users in the US increased their spend in 2022 with spending patterns shifter from lower spend per 
month to higher spend per month – especially in the $30 - $39 and $60+ ranges

14%14%
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SUPPLEMENT SPEND: UK

Note: UK n=505 “On average, how much do you spend monthly on vitamins, minerals, herbals, or other dietary supplements for just yourself?

Less than $10 $10-$19 $20-$29

$40-$59$30-$39 $60 or more

25%
16%

14%
7%

12%

KEY ITC INSIGHT:

• UK spending is slightly less than the US; however, we still see roughly the same number of user spending $60 
or more per month on supplements

14%

27%
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SUPPLEMENT SPEND: GERMANY

Note: US n=547 “On average, how much do you spend monthly on vitamins, minerals, herbals, or other dietary supplements for just yourself?

Less than $10 $10-$19 $20-$29

$40-$59$30-$39 $60 or more

24%
16%

17%
12%

18%

KEY ITC INSIGHT:

• German users spend the most of any country surveyed. Users spending $60 or more were 5% points higher 
than any other country surveyed and the lowest spending $10-$19

14%13%
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SUPPLEMENT SPEND: ITALY

Note: IT n=535 “On average, how much do you spend monthly on vitamins, minerals, herbals, or other dietary supplements for just yourself?

Less than $10 $10-$19 $20-$29

$40-$59$30-$39 $60 or more

25% 27%

15% 14% 8%

KEY ITC INSIGHT:
• Italy, like Germany, has less individuals spending under $10/month and $60+. This likely reflects either a 

regional price inflation or a consumer base which is willing to spend on supplements but that might be 
constricted by amount of disposable income

14%
10%
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SUPPLEMENT SPEND: CHINA

Note: n=1,038 “On average, how much do you spend monthly on vitamins, minerals, herbals, or other dietary 

supplements for just yourself?

KEY ITC INSIGHT:

• Half of Chinese consumers spend 
between $20 and $55 on 

supplements monthly. This is 

slightly higher than the European 

countries (combined) and roughly 

in line with the US

Less than 60 Yuan
8%

61 – 130 Yuan
16%

131 – 190 Yuan
13%

191 – 255 Yuan
19%

256 – 382 Yuan
19%

383 – 510 Yuan
13%

511 – 635 Yuan
7%

636  - 960 Yuan
4%

961+ Yuan
1%
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SUPPLEMENT SPEND: US 2018-2022

KEY ITC INSIGHT:

• 2022 saw a significant jump in US consumers spending $60 or more per month on supplements while also seeing 
dramatic declines in those spending less than $20 

Note: US n=1,000 ““On average, how much do you spend monthly on vitamins, minerals, herbals, or other dietary 

supplements for just yourself?”
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KEY ITC INSIGHTS:
• Alpha-GPC has a large premium in every country except Italy, where less is spent than for numerous 

supplements unlike the US and Germany

• In the UK, significantly more is spent on choline and collagen than in the US, UK, and Italy

Note: Answered only by those that use supplement, n=varies by supplement. Question: “Approximately how much per month do you spend on each of these 

supplements?”

AVERAGE MONTHLY SPEND: COUNTRY
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KEY ITC INSIGHTS:

• Chinese consumers are spending more on supplements that focus on external physical changes, such as 
collagen, or products with well-established and practical application. It is surprising to see ingredients such as 

Omega-3s being spent more on than what most countries consider a luxury good in nootropics

Note: Answered only by those that use supplement, n=varies by supplement. Question: “Approximately how much per month do you spend on each of these 

supplements?”

AVERAGE MONTHLY SPEND: CHINA

¥0

¥20

¥40

¥60

¥80

¥100

¥120

¥140

¥160

Pr
ot

ein
 P

ow
de

r

G
lut

ath
ion

e

Co
lla

ge
n

O
me

g
a-3

s

Co
Q1

0

No
otr

op
i c

s

An
t io

xid
an

t s

As
t a

xa
nt

hin

Pr
ob

i o
ti c

s

Po
st

bi
oti

cs

Ci
ti c

ol
ine

Ca
lciu

m

Lu
t e

in

Pr
eb

i o
ti c

s

M
ult

ivi
tam

i n

G
luc

os
am

i n
e

Ch
oli

ne

Cu
rcu

m
i n

/Tu
rm

er
ic

Vi
tam

i n
 D

Vi
tam

i n
 K

2

M
ag

ne
si

um

China

84



ITC Insights 2022 Consumer Supplement User Survey 85

AVERAGE MONTHLY SPEND: AGE

KEY ITC INSIGHT:
• Since those 55+ are significantly more likely to spend in the mass market that could partially explain the dramatic 

decline in spend within this age group

Note: Answered only by those that use supplement, n=varies by supplement. Question: “Approximately how much per 

month do you spend on each of these supplements?”
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AVERAGE MONTHLY SPEND: GENDER

KEY ITC INSIGHT:

• Males spend more across the board and by the widest margins in CoQ10 and vitamin K-2. There is also a relatively 
large gap with prebiotics

• The spread is least for astaxanthin and collagen indicating a willingness of both to actively participate and buy into 
these markets

Note: Answered only by those that use supplement, n=varies by supplement. Question: “Approximately how much per 

month do you spend on each of these supplements?”
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AVERAGE MONTHLY SPEND: 2020-2022    

Note: Answered only by those that use supplement, n=varies by supplement. Question: “Approximately how much per 

month do you spend on each of these supplements?”

KEY ITC INSIGHTS:

• We saw significant increases in 
spend across the board, with only 
three categories having single-digit 

increases in spend

• This increase across the board is 
likely due to both increases in price 

and product mix

Supplement 2022 2021 $ Increase % Increase

Magnesium $15.87 $12.89 $2.98 23.10%

Calcium $15.82 $12.97 $2.85 22.00%

Vitamin D $16.00 $13.17 $2.83 21.50%

Omega-3 $17.18 $14.32 $2.86 20.00%

Multivitamin $17.41 $14.75 $2.66 18.00%

Vitamin K $18.76 $16.07 $2.69 16.70%

Glucosamine $18.98 $16.55 $2.43 14.70%

Probiotics $17.42 $15.33 $2.12 13.80%

Curcumin/Turmeric $16.89 $15.33 $1.56 10.20%

Protein Powder $21.31 $19.59 $1.72 8.80%

Prebiotics $18.08 $16.77 $1.31 7.80%

CoQ10 $20.35 $18.99 $2.43 7.10%

Collagen $19.90 $18.81 $1.09 5.80%

Astaxanthin $21.76 $21.12 $0.64 3.00%
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PRIMARY PURCHASE CHANNEL: COUNTRY, TOP 5

KEY ITC INSIGHT:
• The top-5 remain consistent between each of these countries with only the order changing
• Online increased in every country and due to the convenience will likely become the top channel for every country 

eventually

Note: US n=1000, UK n=505, DE n=547 “Where do you primarily purchase your vitamins, minerals, herbals & other 

dietary supplements?”
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• Natural / Health Food Store 

15%
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Provider 5%
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26%

• Mass Market Retailer 22%

• Tradition Medicine Provider 
10%

• Practitioner 3%

• Online 44%

• Mass Market Retailer 16%
• Natural / Health Food Store 

14%

• Practitioner 7%
• Traditional Medicine 

Provider 7%
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PRIMARY PURCHASE CHANNEL: COUNTRY, TOP 5

KEY ITC INSIGHT:
• Italy saw a significant number of respondents responding “other” for where they buy supplements (13%) and was the only country to 

see Network Marketer crack the top-5
• China was given different purchasing options due to a very different storefront design in that country. Still, we see Online being the 

#1 place to shop for supplements

n+ IT” 535, CN: 1038 “Where do you primarily purchase your vitamins, minerals, herbals & other dietary 

supplements?”

• Online 37%

• Natural / Health Food Store 
27%

• Mass Market Retailer 15%

• Practitioner 5%
• Network Marketer 2%

• Online 34%

• Specialty Stores 28%
• Doctors and Other Medical 

Personnel 13%

• Retail Stores 13%
• Department Stores 5%

Italy China
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PRIMARY PURCHASE CHANNEL: AGE

KEY ITC INSIGHT:
• Those 55+ are most likely to purchase at Mass Market Retailers of all age groups. Online and Natural/Health Food 

Stores are the top two outlets for those under 55

Note: n= 18-34: 1095 35-54: 1284. 55+ 1246 “Where do you primarily purchase your vitamins, minerals, herbals & 

other dietary supplements ?”
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PRIMARY PURCHASE CHANNEL: GENDER

Note: n= Female 1868, Males 1743 “Where do you primarily purchase your vitamins, minerals, herbals & other dietary 

supplements ?”

KEY ITC INSIGHTS:

• Females slightly favor online as their primary place of purchase compared to males while males slightly favor Mass Market
• Natural and Health Food Stores have nearly equal female and males using the channel as their primary place to purchase 

supplements
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FAMILIARITY & 

REASONS THEY BUY
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OVERALL FAMILIARITY

KEY ITC INSIGHTS:

Note: ITC Insights 2022 Consumer Supplement User Survey 93

Extremely 
familiar and 

consume and/or 
recommend 

Extremely 
familiar

Very 
familiar

Moderately 
familiar

Minimally 
familiar

All 
Familiarity

Never heard 
of it

Calcium 19% 22% 26% 22% 8% 97% 3%

Vitamin D 22% 20% 25% 22% 8% 97% 3%

Multivitamin 24% 21% 23% 19% 8% 95% 5%

Probiotics 15% 16% 21% 26% 15% 93% 7%

Omega-3s 15% 17% 22% 25% 13% 92% 8%

Collagen 10% 17% 19% 25% 20% 91% 9%

Magnesium 15% 16% 20% 23% 17% 91% 9%

Protein Powder 12% 18% 19% 22% 19% 90% 10%

Antioxidants 10% 17% 20% 25% 17% 90% 10%

Prebiotics 9% 13% 19% 25% 19% 85% 15%

Curcumin/ Turmeric 9% 13% 18% 22% 23% 85% 15%

Glucosamine 7% 11% 15% 20% 24% 76% 24%

Vitamin K2 6% 10% 14% 20% 24% 74% 26%

Lutein 5% 10% 14% 21% 19% 69% 31%

CoQ10 6% 9% 12% 16% 20% 63% 37%

Postbiotics 5% 9% 12% 16% 21% 62% 38%

Choline 4% 8% 11% 14% 22% 59% 41%

Glutathione 4% 8% 11% 14% 20% 56% 44%

Astaxanthin 4% 8% 11% 16% 16% 55% 45%

Nootropics 4% 8% 10% 13% 18% 53% 47%

Alpha-GPC 4% 7% 9% 13% 18% 52% 48%

Citicoline 3% 7% 9% 12% 18% 50% 50%

All supplement users n=3625. Question: “How familiar would you consider yourself regarding the use of these supplements?”

• As one would expect, 

calcium and vitamin D 
have the highest overall 

familiarity and 

multivitamins have the 
highest familiarity and use 

and/or recommendation
• At least half of 

supplement users in this 

survey were at least 

somewhat familiar with 

each ingredient
• Respondents had lower 

than expected familiarity 

with glucosamine, vitamin 

K2, and curcumin/turmeric 

opening the door for 
education in those 

categories 
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FAMILIARITY OF USE: REGULAR AND 
IRREGULAR USERS

Note: Regular users n=2065, irregular users n=1560. How familiar would you consider yourself regarding the use of these supplements? Top-2 

Box answer “extremely” and “Extremely familiar and I actively consume and/or recommend the supplement” familiar

KEY ITC INSIGHTS:

• Regular users were more likely to be familiar with use and be significantly more familiar with some of the “staple” 
supplement products – multivitamins, vitamin D, calcium, omega-3s, and magnesium

• Compared to regular users, while slightly lower, irregular users had high familiarity with probiotics, protein powder, 

collagen, and prebiotics. These products tended to have positive viral moments within the past decade which might 

account for why their relative knowledge is so high for irregular users when compared to regular users
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FAMILIARITY OF USE: COUNTRY

KEY ITC INSIGHTS:

• While Italy didn’t have nearly the same level of usage and enthusiasm for supplements as the US (or other countries) 
their self-reported familiarity with supplements (such as antioxidants, magnesium and even omega-3s) is higher than 

the US for quite a few supplements and most of the “traditional supplements”
• Levels of familiarity fall off are less stark in the US then say the UK

• China’s familiarity with supplements is quite low – especially for some basic supplements such as magnesium and 

omega-3s showing that knowledge could be a significant barrier to sales currently
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Note: US n=1000, UK n=505, DE n=547, IT n=535, CN n=1038 “How familiar would you consider yourself regarding the use of these

supplements?” Top-2 Box answer “extremely” and “Extremely familiar and I actively consume and/or recommend the supplement” familiar
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FAMILIARITY OF USE: GENDER

Note: Females n=1868, Males n=1743  “How familiar would you consider yourself regarding the use of these supplements?” Top-2 Box 

answer “extremely” and “Extremely familiar and I actively consume and/or recommend the supplement” familiar

KEY ITC INSIGHTS:

• With more well-known supplements such as multivitamins and vitamin D, females have higher familiarity than males; 
however, when we get to more obscure supplements, males become more familiar than females

• Between the genders it appears vitamin D, calcium and collagen have the largest gap in familiarity
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FAMILIARITY OF USE: AGE
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KEY ITC INSIGHT:

• Those aged 35-54, in general, are the most familiar with supplement ingredients
• We had high reporting of mental and energy concerns; however, we also see very low familiarity with nootropic 

and nootropic style ingredients. This appears to be a disconnect ripe for potential when someone can connect 

the dots for consumers

Note: 18-34 n=1095, 35-54 n=1284, 55+ n=1246 “How familiar would you consider yourself regarding the use of these supplements?” 

Top-2 Box answer “extremely” and “Extremely familiar and I actively consume and/or recommend the supplement” familiar”
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FAMILIARITY OF USE: COUNTRY, 18-34

KEY ITC INSIGHTS:

• Among those 18-34 we see significant over-indexing in Italy for magnesium which is similar, but more dramatic, than 
what was seen in the overall country data. Germany too scores relatively high for magnesium

• In this view, for this age group, we see the top US familiarity is for vitamin D, while in the UK it is multivitamins

• Outside of calcium, we continue to see China’s low familiarity continue to plague every supplement. This will act as an 

extreme hurdle to capturing the value of the market in this relatively new customer base
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Note: US n=1000, UK n=505, DE n=547, IT n=535, CN n=1038 “How familiar would you consider yourself regarding the use of these supplements?” 

Top-2 Box answer “extremely” and “Extremely familiar and I actively consume and/or recommend the supplement” familiar
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FAMILIARITY OF USE: COUNTRY, 35-54

KEY ITC INSIGHTS:

• Among those 35-54 we see significantly higher awareness for multivitamins in the US than for any other supplement 
overall in any country. In addition, we see Germany highly over-index in this age category for magnesium awareness 

compared to the country’s average. Magnesium is also high in Italy in this group

• Across most countries, collagen sees the highest awareness level in this age bracket. This could either have to do 

with when collagen had its biggest focus in the headlines or with users attempting to recapture youth
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supplements?” Top-2 Box answer “extremely” and “Extremely familiar and I actively consume and/or recommend the supplement” familiar
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FAMILIARITY OF USE: COUNTRY, 55+

KEY ITC INSIGHTS:

• Italians 55+ are extremely more familiar with antioxidants than any other age bracket within the country and even 
overall worldwide of those surveyed. This is extremely interesting as it shows a breakout within the country well above 

most other supplements

• Overall, Italy’s awareness of supplements among those 55+ is well above what one would expect looking at those 54 

and under. Can the reason why this is occurring be replicated in other European markets?

Note: US n=1000, UK n=505, DE n=547, IT n=535, CN n=1038 “How familiar would you consider yourself regarding the use of these

supplements?” Top-2 Box answer “extremely” and “Extremely familiar and I actively consume and/or recommend the supplement” familiar
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PERCEIVED EFFECTIVENESS

Note: n=3625 “What is your opinion of the effectiveness/benefit of each of these supplements?”
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KEY ITC INSIGHTS:
• Compared to last year, probiotics, 

collagen, and protein powder saw 

large increases in perceived 
effectiveness. No supplement saw 

meaningful declines

• In general, the most used 
supplements were also the ones with 

the highest perceived effectiveness

• There is no supplement that is having 

a “crisis in perceived effectiveness” 
with the highest percentage of people 
stating that a supplement is not 

effective being 16% for multiple 
different supplements
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KEY ITC INSIGHTS:

• This year, we see vitamin D suddenly behaving like collagen in terms of the gap in all supplement users broadly and regular 
users in terms of effectiveness, largely because China rates vitamin D significantly lower compared to the US, UK, and 
Germany

• We also see astaxanthin, CoQ10, and K-2 having better perception in all supplement users surveyed than regular users of that 
supplement. This could indicate supplements likely to breakout in sales as people who do not use regularly have a high 

perception of it

Note: Weighted average of all answer choices, n= varies by supplement. Question: “What is your opinion of the effectiveness/benefit of each of these supplements?”
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Note: Regular users n=2065, irregular users n=1560. “What is your opinion of the effectiveness/benefit of each of these supplements?”

KEY ITC INSIGHTS:

• The supplements with over a 10% or greater gap between regular and irregular users were, in order: CoQ10 (15%), 
antioxidants (14%), omega-3s (14%), multivitamins (14%), curcumin (12%), magnesium (12%), vitamin D (11%), 

lutein (10%), and glucosamine (10%)
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PERCEIVED EFFECTIVENESS: 
EXPERIENCED BENEFITS BY COUNTRY

Note: US n=1000, UK n=505 DE n=547, IT n=535, CN n=1038 by country “What is your opinion of the 

effectiveness/benefit of each of these supplements?”

KEY ITC INSIGHT:
• While having less enthusiastic users, both Italy and China believe in the benefits of certain supplements. Most 

notably, probiotics, calcium and collagen are all well above other countries in the belief in benefits
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PERCEIVED EFFECTIVENESS: 
EXPERIENCED BENEFITS BY AGE

Note: 18-34 n=1095, 35-54 n=1284, 55+ n=1246 “What is your opinion of the effectiveness/benefit of each of these supplements?”

KEY ITC INSIGHT:

• Younger consumers (18-34 ) have a strong belief in supplements; however, those 35-54 consistently score 
the highest on reporting experiential benefits from supplements, especially with calcium, antioxidants and 

prebiotics
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IMPORTANT ATTRIBUTES

KEY ITC INSIGHT:
• Looking globally, experts are the 

most important attribute and, as 

we see, those experts are 

trusted more than friends and 

family. The trust of experts over 

friends and family increase as 
age increases

• Organic certification is most 

highly valued in China where it 

is seen as a seal of quality more 
than in the other country 
surveyed. Natural sourcing is 

important to younger consumers 

while organic certification is 

equally valued across the age 
range

Note: n=3625 “What are the most important attributes you look for when purchasing supplements?”
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ATTRIBUTES BY COUNTRY

Note: US n=1000, UK n=505, DE n=547, IT n=535, CN n=1038“ What are the most important attributes you look for when purchasing supplements?”

KEY ITC INSIGHTS:
• Despite a large percentage of sales 

coming from the online channel for every 

country, we see that online reviews were not 
of a top priority for any country consumers

• Areas that help indicate quality – natural 

source, detailed ingredient information, and 
organic certification were of much higher 

importance to consumers in China 

compared to other countries. Surprisingly; 

however, they did not indicate that 
production outside (or inside) China was 
important

• Experts are conspicuously important 
Italy, likely due to the importance of the 

pharmacy channel, and one would perhaps 

expect this to be higher in Germany than it 
shows
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TOP ATTRIBUTES: COUNTRY, TOP 5

KEY ITC INSIGHT:

• For the US, UK, and Germany the top5 most important attributes were the same with just a different order. With 
Recommended by Doctor other Expert appearing first and clinical search appearing in the top-5 of all three an 

argument can be made for clinical research really being the hero attribute for adoption of supplements. 

Note: US n=1000, UK  n=505, DE n=547 ““What are the most important attributes you look for when purchasing supplements?”

• Recommended by Doctor or 
Other Expert: 25%

• Past Experience With Brand 
22%

• Detailed Ingredient 
Information 21%

• Natural Source 18%

• Clinical Research 18%

• Recommended by Doctor or 
Other Expert: 21%

• Past Experience With Brand: 
21%

• Clinical Research: 19%

• Detailed Ingredient 
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• Natural Source: 18%

• Recommended by Doctor or 
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• Detailed Ingredient 
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• Natural Source: 22%

• Clinical Research: 20%
• Past Experience With Brand 

17%

US UK Germany

108



ITC Insights 2022 Consumer Supplement User Survey 109

TOP ATTRIBUTES: COUNTRY, TOP 5

KEY ITC INSIGHT:

• Italy saw a significant number of respondents responding “other” for where they buy supplements (13%) and was the 
only country to see Network Marketer crack the top-5

• China was given different purchasing options due to a very different storefront design in that country. Still, we see 
Online being the #1 place to shop for supplements

Note: IT n=535, CN n=1038 “What are the most important attributes you look for when purchasing supplements?”
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ATTRIBUTES BY AGE

Note: 18-34 n=1095, 35-54 n=1284, 55+ n=1246: “What are the most important attributes you look for when purchasing supplements?”

KEY ITC INSIGHTS:
• Age creates huge differences in the 

attributes that are most cared about. Those 

55+ are much more focused on expert 
recommendations, detailed ingredient 

information, and their past experience with 

the brand

• Younger consumers are much more focused 

on supplements having a natural source, 

clinical research, and are much more 
influenced by online reviews

• When looking at age by country, we see 
those 18-34 showing a preference for 

natural sourcing in the US, UK, to a degree 

Germany at higher rates than expected 
where anyone under 55 in China over-

indexes for certifications
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PHYSICAL CHARACTERISTICS: COUNTRY

Note: US n=1000, UK n=505, DE n=547,IT n=535, CN=1038 “What characteristics most encourage you to trust a supplement brand?”

KEY ITC INSIGHTS:

• Easy to swallow and single pill/dose were by far the two most important physical characteristics across 
consumers in every country

• While gummy format is a winner in both the US and China, the other countries (and China) had high 

demand for just a “pleasant taste” from supplements
• Users in the UK over-indexed for convenience
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PHYSICAL CHARACTERISTICS: AGE

Note: n= 18-34: 1095, 35-54: 1284, 55+ 1246 “Which of the following physical characteristics are most important to 

you when choosing which supplement product(s) to purchase?”

KEY ITC INSIGHTS:
• Those consumers 18-34 were much more open to “other non-pill format” supplements such as stick packs 

and chews

• In general, convenience and ease were top priorities for older consumers while taste and non-pill formats 

were more desired by younger consumers
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PHYSICAL CHARACTERISTICS: GENDER

Note: Females n=1868, Males n=1743: “Which of the following characteristics are most important when choosing which supplement product to 

purchase?”

KEY ITC INSIGHT:

• The largest difference between females and males were gummy format preference for females and powder 
format preference for males
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PHYSICAL CHARACTERISTICS: GUMMY 
YOY, COUNTRY

Note: US n=1000, UK n=505, DE n=547,IT n=535 CN n= 1038 “What characteristics most encourage you to trust a supplement brand?”

KEY ITC INSIGHTS:
• When examining gummies, we continue to see the delivery format increase in popularity as a physical 

characteristic in every market with year-over-year comparison. The reasons for the improvement are likely 

due to the ease of the delivery method for consumption and gummies more being associated as a fun treat
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USAGE DRIVERS

Note: n=3625 “What is the likelihood that each of the following characteristics would encourage you to take a 

supplement more frequently/regularly?”

KEY ITC INSIGHTS:

• Experiencing the benefits and brand trust are the strongest drivers of purchase
• Looking at the top two options (always and usually) saw clinical trials and transparency of brand also 

eclipse 50% encouragement
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USAGE DRIVERS: COUNTRY

Note: US n=1000, UK n=505, DE n=547, IT n=535, CN n=1038 “What is the likelihood that each of the following characteristics 

would encourage you to take a supplement more frequently/regularly?”

KEY ITC INSIGHTS:

• Transparency was the top driver response in every country; however after that countries begin to diverge in 
the importance of different attributes

• Most notably, Italy put a relative high value on scientific studies/clinical trials while China put a relatively high 

value on branded ingredients
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KEY ITC INSIGHTS:

• Overall, age did not highly impact the order of importance, or relative importance, for each age bracket. Those aged 
35-54 cared the most about each driver compared to their counterparts

• Compared to the other age brackets, those 55+ seemed to care the least about the transparency of the brands 

relative to their counterparts

Note: 18-34 n=1095, 35-54 n=1284, 55+ n=1246: “What is the likelihood that each of the following characteristics would encourage you to take a supplement more 

frequently/regularly?”

USAGE DRIVERS: BY AGE
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BRANDED 

INGREDIENTS
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FAMILIARITY OF BRANDED INGREDIENTS

Note: n=3625 Question: “How familiar are you with the following branded ingredients?”

KEY ITC INSIGHTS:

• In this measure of awareness (any familiarity at all) Ester-C® is the only branded ingredient to really break-away from 
the pack and obtain over 50% awareness among supplement users surveyed
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FAMILIARITY OF BRANDED INGREDIENTS: 
COUNTRY

KEY ITC INSIGHTS:

• When looking by country, we again see the outlier, Ester-C® having by a drastic margin the largest awareness in the 
United States. It is also the only branded ingredient whose awareness is the highest in the United States out of all 

branded ingredients surveyed

• In general, Italy has the highest awareness of branded ingredients while the US has the least awareness. Minus Ester-

C® and Wellmune®, this rule of thumb holds true among all branded ingredients surveyed

• Wellmune® scores particularly well in the UK
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Note: US n=1000, UK n=505, DE n=547, IT n=535 “How familiar are you with the following branded ingredients?”
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FAMILIARITY OF BRANDED INGREDIENTS: 
GENDER

Note: Females n=1868, Males n=1743  “How familiar are you with the following branded ingredients?”

KEY ITC INSIGHTS:

• If we look at “Qoogaine” as our control group, the only branded ingredient with significantly different split between male and female 
awareness is Ester-C® which has a lower difference between the genders (6%) than the range is almost across the board (9-11%)

• The gender spread for Astareal® is a tad broader than our control group
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FAMILIARITY OF BRANDED INGREDIENTS: AGE
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KEY ITC INSIGHT:

• Among those 18-34 we see Ester-C®’s large awareness advantage almost disappear compared to the next 
most known branded ingredients. Among those 35-54 and 55+ though Ester-C® enjoys significantly more 

awareness than any other supplement

• Sensoril® enjoys better than expected awareness among the 35-54 year old demographic with the difference 
between this and the younger age group significantly smaller than other branded ingredients

Note: 18-34 n=1095, 35-54 n=1284, 55+ n=1246 “How familiar are you with the following branded ingredients?”
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FAMILIARITY OF BRANDED INGREDIENTS: 
COUNTRY, 18-34

KEY ITC INSIGHTS:

• Among those 18-34 the biggest difference from the country averages comes from Germany where awareness among 
this age bracket for branded ingredients is the highest for most of the ingredients surveyed

• The highest awareness seen in any country is the US where among this age group Ester-C® enjoys 71% awareness 

which is higher than any other supplement with Lutemax® in Germany coming second at 69%

0%

20%

40%

60%

80%

Este
r-C

®

Opi t
ec 

®

Wellm
un

e®

Sun
fibe

r®

EPIC
OR®

Setr
ia®

IM
M
USE

™

Zem
bri

n®

Lu
tem

ax
®

Xere
noo

s®

Cog
niz

in®

Magte
in®

Asta
Rea

l®

EY
EM

USE
™

AlphaS
ize

®

Im
mun

o-L
P20

®

Xan
Max®

LG
G®

OmniX
an

®

Floraglo
®

HOWARU®

Vitac
hol

ine
®

no
oL

VL
®

Sen
sor

i l®

Qoo
ga

ine®

Twin
Tiger®

US UK Germ any Italy

Note: n= Varies by Country “How familiar are you with the following branded ingredients?”

123



ITC Insights 2022 Consumer Supplement User Survey 124

KEY ITC INSIGHTS:

• Among those 35-54 in the US Ester-C® reaches almost 80% awareness which is impressive and bordering on mass 
appeal within the country

• Much like we saw with Germany in the previous age bracket, UK overperforms in branded awareness among 35-54 

year olds. Similarly, in Italy 55+ overperforms significantly for the country and thus between high awareness in 35-54 

bracket and significant awareness among those 55+ Italy becomes the most aware country on branded ingredients
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FAMILIARITY OF BRANDED INGREDIENT USE: 
COUNTRY, 35-54
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KEY ITC INSIGHTS:

• In the US, we only see Ester-C® having and real familiarity among those 55+
• In general, Italy’s familiarity is well above the other countries surveyed. Outside of Ester-C®, Italy has the top 

awareness on every branded ingredient and in only a few, such as EPICOR®, does Germany’s awareness get close 

to Italy’s awareness in this age bracket
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FAMILIARITY OF BRANDED INGREDIENT USE: 
COUNTRY, 55+ 
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IMPORTANCE OF BRANDED INGREDIENTS

Note: n=3625 “When deciding which supplements to purchase, how important is the inclusion of branded or proprietary ingredients?"

KEY ITC INSIGHTS:

• Compared to last year, we saw a slight increase in those looking for branded ingredients
• Branded ingredients are valued by consumers overall with only 25% of consumers either not caring, preferring not to 

buy, or being completely unaware of branded ingredients
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IMPORTANCE OF BRANDED INGREDIENT: 
COUNTRY

Note: US: n=1000, UK n=505, DE n=547, IT n=535, CN n=1038 “When deciding which supplements to purchase, how important is 

the inclusion of branded or proprietary ingredients?"

KEY ITC INSIGHTS:

• When it comes to always looking for branded ingredients, the US is highest at 24%
• China had the highest appreciation for branded agreements and the lowest number either prefer to not buy or 

to be unaware of branded ingredients. This is likely due to branded ingredients acting as a “seal of approval” 

on products in the region
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IMPORTANCE OF BRANDED INGREDIENTS: AGE

Note: 18-34 n=1095, 35-54 n=1284, 55+ n=1246: “When deciding which supplements to purchase, how important is 

the inclusion of branded or proprietary ingredients?"

KEY ITC INSIGHTS:

• We did however see age have a greater impact with those 35-54 showing a much higher preference for branded 
ingredients and those 55+ either not caring or unaware of branded ingredients to a much higher degree than other 

age group supplement users
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Note: n= varies by supplement. Question: “When deciding which supplements to purchase, how important is the inclusion of branded or proprietary ingredients?”

IMPORTANCE OF BRANDED INGREDIENTS 

Astaxanthin CoQ10  Collagen Postbiotics Prebiotics Vitamin K
Protein 
Powder

Curcumin/ 
Turmeric Probiotics Omegas Magnesium Calcium Vitamin D Multivitamin Glucosamine

n=1984 n=2290 n=3308 n=2230 n=3078 n=2677 n=3265 n=3077 n=3367 n=3345 n=3302 n=3525 n=3510 n=3458 n=2765

I always look for 
branded 
ingredients, and 

willing to pay a 
premium

27% 25% 21% 25% 22% 23% 21% 22% 21% 21% 21% 21% 21% 21% 23%

I always look for 
branded 
ingredients, but not 

willing to pay a 
premium

22% 20% 19% 21% 19% 20% 19% 19% 19% 19% 19% 18% 18% 19% 19%

I appreciate 
branded 
ingredients when I 

find them

36% 35% 37% 36% 37% 36% 37% 36% 36% 35% 36% 37% 36% 36% 36%

I don't care about 
branded 
ingredients

8% 13% 14% 11% 13% 12% 14% 14% 14% 14% 14% 14% 14% 15% 13%

I prefer not to buy 
branded 
ingredients

4% 4% 3% 4% 3% 3% 3% 4% 3% 3% 3% 3% 3% 3% 4%

I don't know what 
branded 
ingredients are

3% 4% 6% 4% 5% 5% 6% 6% 7% 7% 7% 7% 7% 7% 5%

KEY ITC INSIGHTS:

• While the high-end of premium went down year-over-year, astaxanthin remains the top of our previously surveyed supplements
• Commoditized or non-differentiated categories continue to post lower branded ingredient scores
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IMPORTANCE OF BRANDED INGREDIENTS CONT’D

Lutein Citicoline  Glutathione Nootropics Antioxidants Choline Alpha-GPC

n=2498 n=1807 n=2026 n=1925 n=3258 n=2134 n=1870

I always look for branded 
ingredients, and willing to pay 
a premium

24% 28% 27% 28% 21% 25% 27%

I always look for branded 
ingredients, but not willing to 
pay a premium

20% 22% 21% 21% 19% 21% 22%

I appreciate branded 
ingredients when I find them 37% 34% 36% 36% 36% 36% 36%

I don't care about branded 
ingredients 11% 8% 9% 9% 14% 11% 8%

I prefer not to buy branded 
ingredients 4% 4% 4% 4% 3% 4% 4%

I don't know what branded 
ingredients are 4% 3% 3% 3% 6% 3% 2%

KEY ITC INSIGHTS:

• Of the new supplements surveyed, we see memory performance supplements have the highest overall branded 
ingredient premium demand. This is unsurprising as these users tend to be looking for an advantage and those 

advantages are likely to be worth a high price tag
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IMPORTANCE OF BRANDED INGREDIENTS: 
REGULAR VS. IRREGULAR USERS

Note: n=3625 “When deciding which supplements to purchase, how important is the inclusion of branded or proprietary ingredients?"

KEY ITC INSIGHTS:

• Unsurprisingly, we saw regular users much more willing to pay a premium for branded ingredients; however, both 
groups showed a similar level of appreciation, indifference, and even unawareness of branded ingredients
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BRANDED INGREDIENTS VALUE PROPOSITION

Note: Regular users n=2930, Irregular users n=695 “When deciding which supplements to purchase, how important 

are the following qualities/values related to any branded ingredient?”

KEY ITC INSIGHTS:

• Regular users noted all values 
more strongly than irregular 

users, however, irregular 
users valued regulatory/legal 

compliance to a 

'relatively' higher degree than 
regular users did with 

regulatory/legal compliance 

being the second most 

important value proposition for 
them
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BRANDED INGREDIENTS VALUE PROPOSITION: 
COUNTRY

Note: n= US 1000, UK: 505, DE: 547. L: 535, CN: 1038: “When deciding which supplements to purchase, how 

important are the following qualities/values related to any branded ingredient?

KEY ITC INSIGHTS:

• By country we saw significant 
differences. All countries, 

especially Germany and China 

valued quality; China highly 

valued established safety and 

regulatory compliance while Italy 
highly valued efficacy and clinical 

studies

• In general, we still see the three 

pillars of value proposition –
quality, safety, and trust being top 

benefits of branded ingredients to 

supplements
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BRANDED INGREDIENTS VALUE 
PROPOSITION: AGE

Note: 18-34 n=1095, 35-54 n=1284, 55+ n=1246 : “When deciding which supplements to purchase, how important are 

the following qualities/values related to any branded ingredient?

KEY ITC INSIGHTS:

• While still the lowest valued value 
proposition, we do see significantly more 

care about media coverage and social media 

presence from those 54 and under than we 

did for those 55+

• Those 35-54 did value efficacious dosing to 

the highest degree, with that being the 
second largest value proposition after quality

• There were no appreciable gender 
differences
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BRANDED INGREDIENTS PRICE PREMIUM

Note: n=3625 When deciding which supplements to purchase, how much of a premium would you be willing to pay for 

the inclusion of a BRANDED INGREDIENT with the following features (versus the cheapest option available)?

KEY ITC INSIGHT:
• Compared to last year, we see willingness to pay 10% or greater price premium decrease by nearly 10% for 

the top reason-safety which did again repeat as the top proposition. Interestingly, we see trust drop greatly 

when talking about price premium when evaluated as a value proposition of branded ingredients
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PRICE PREMIUM: REGULAR VS. IRREGULAR 
USERS

Note: n=3625 When deciding which supplements to purchase, how much of a premium would you be willing to pay for 

the inclusion of a BRANDED INGREDIENT with the following features (versus the cheapest option available)?

KEY ITC INSIGHTS:

• Regular users of supplements, in general, are much more willing to pay a 10% or greater premium for the 
benefits of branded ingredients. Interestingly, clinical studies are relatively more valued by irregular users than 

regular users when looking at price premiums and might indicate a more skeptical audience
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PRICE PREMIUM: COUNTRY

Note: US n=1000, UK n=505, DE n=547, IT n=535, CN n=1038 When deciding which supplements to purchase, how much of a premium would 

you be willing to pay for the inclusion of a BRANDED INGREDIENT with the following features (versus the cheapest option available)?

KEY ITC INSIGHTS:
• For price premium, we by far see the US being the most willing to pay for every listed attribute 
• Unsurprisingly, the top reason that a Chinese consumer would be willing to pay a premium for supplements is 

for established safety
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BRANDED INGREDIENTS PRICE PREMIUM: TOP 5
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KEY ITC INSIGHTS:

• Efficacy and efficacious dosing made it into the top-5 in 2022 compared to 2021 when it did not. Again in 2022 
we see quality top the list overall and as the aspect most likely to gain a 20%+ premium from the customer

Note: n= varies by answer choice, calculated using a weighted average. Question: “When deciding which supplements to purchase, how important are the 

following qualities/values related to any branded ingredient?
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BRANDED INGREDIENTS PRICE PREMIUM

0%

10%

20%

30%

> 20%
premium

11%- 20%
premium

5%-10%
premium

1%-5%
premium

No
premium

Regulatory/legal compliance

0%

10%

20%
30%

40%

> 20%
premium

11%- 20%
premium

5%-10%
premium

1%-5%
premium

No
premium

Social media presence

0%

10%

20%

30%

40%

> 20%
premium

11%- 20%
premium

5%-10%
premium

1%-5%
premium

No
premium

Branded ingredient logo on front  package

0%

10%

20%

30%

40%

> 20%
premium

11%- 20%
premium

5%-10%
premium

1%-5%
premium

No
premium

Website offering further information

KEY ITC INSIGHT:

• Whether social media or mass media, there is less interest in paying a premium for that piece of the 
program
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Note: n= varies by answer choice, calculated using a weighted average. Question: “When deciding which supplements to purchase, how important are the 

following qualities/values related to any branded ingredient?
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BRANDED INGREDIENT IMPORTANCE AND 
WILLINGNESS TO PAY A PREMIUM

Note: n= varies by answer choice, top 2 answer choices combined = 11%-20% premium + more than 20% premium. Question 1: “When deciding which 

supplements to purchase, how important are the following qualities/values related to any branded ingredient? Question 2: “top 2 answer choices 

combined = 11%-20% premium + more than 20% premium

Importance 

(Top 2 Box) Attribute

Willing to pay a premium 

(Top 2 box)

82% Quality 32%

79% Established safety 30%

76% Trust 27%

76% Efficacy/efficacious dose 28%

73% Clinically studied 29%

75% Regulatory/legal compliance 25%

59% Branded ingredient logo on front of package 21%

56% Website offering further information 21%

56% Branded ingredient logo on back of package 22%

43% Media coverage of the branded ingredient 22%

36%
Social media support and presence - Facebook, 

Instagram, etc.
22%
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TRANSPARENCY, TRUST & 
SUSTAINABILITY
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SIGNALS OF BRAND TRANSPARENCY

KEY ITC INSIGHTS:

• Detailed ingredient information is by far the biggest indicator of transparency; after that, we have a fairly stratified 
hierarchy of importance overall

• Just like last year, gender does not significantly change these views on transparency signals

Note: n= 3625 “Which of the following items are the strongest signals that a supplement brand is operating transparently?”
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SIGNALS OF BRAND TRANSPARENCY: COUNTRY

Note: US n=1000, UK n=505, DE n=547, IT n=535, CN n=1038 “Which of the following items are the strongest signals 

that a supplement brand is operating transparently?”

KEY ITC INSIGHTS:
• Italy actually showed the 

strongest response for 
detailed ingredient 
information and indexed 
strongly for valid brand 
information as signals of 
transparency

• Access to a CoA or product 
testing is significantly more 
important to Chinese 
consumers than to anyone 
else

• Ingredient supplier 
information was a strong 
response across the board

• Germany had the lowest 
responses generally, but 

over-indexed on country of 
origin information
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SIGNALS OF BRAND TRANSPARENCY: AGE

Note: 18-34 n=1095, 35-54 n=1284, 55+ n=1246 “Which of the following items are the strongest signals that a 

supplement brand is operating transparently?”

KEY ITC INSIGHTS:

• Age most impacted the importance of “quality indicators” such as quality seal, certificate of analysis, and supplier 
information

• Detailed ingredient information was most sought by older consumers with quality seals being most sought by the 
middle group

• Younger consumers were more willing to chase down supplier information than those older
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SIGNALS OF BRAND TRANSPARENCY: COUNTRY: 
AGE 18-35

Note: n=Varies by Country “Which of the following items are the strongest signals that a supplement brand is 

operating transparently?

KEY ITC INSIGHTS:

• Quality seals resonated equally across all 5 countries surveyed for the age group
• China highly values detailed information and certificate of analysis. This is likely due to a lower general “blind trust” of 

regulations in country and more experience having issues with tainted or dangerous products
• Ingredient supplier information over-indexes for this age bracket for nearly every country compared to the other age 

brackets
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SIGNALS OF BRAND TRANSPARENCY: 
COUNTRY: AGE 35-54

Note: n= Varies by Country “Which of the following items are the strongest signals that a supplement brand is 

operating transparently?

KEY ITC INSIGHTS:
• Quality seal in the US improved by nearly 10 percentage points in this age bracket compared to the 18-34 age 

bracket and outpaces every country by a decent margin

• In this bracket, detailed ingredient information is a strong signal in the UK
• Certificates of Analysis remain extremely highly valued by the Chinese consumer; however, detailed information and 

supplier information, while still important, become less important to this age bracket
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SIGNALS OF BRAND TRANSPARENCY: 
COUNTRY: AGE 55+

Note: n= Varies by Country: “Which of the following items are the strongest signals that a supplement brand is operating transparently?

KEY ITC INSIGHTS:
• Ingredient details and information are the most important for every country except China in this age bracket with Italy 

showing the strongest response. Even in China the ingredient information on the package is still highly sought after 

compared to other indicators of transparency 
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Note: n= 1000 “Which of the following items are the strongest signals that a supplement brand is operating transparently?”

KEY ITC INSIGHT:

• Of those attributes tested year over year, we’ve seen a drop-off in 2022 of all the traditionally top options. This is 
likely due to the new option about ingredient information added in 2022
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Note: UK n= 505 “Which of the following items are the strongest signals that a supplement brand is operating transparently?”

KEY ITC INSIGHTS:

• Access to a Certificate of Analysis bucked the trend in the UK and was cared about more in 2022 than it was in 
2020 or 2021 and in fact now ranks fourth

SIGNALS OF BRAND TRANSPARENCY: 
UK 2020-2022
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SIGNALS OF BRAND TRANSPARENCY: 
GERMANY 2020-2022

Note: n= 547 “Which of the following items are the strongest signals that a supplement brand is operating transparently?”
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KEY ITC INSIGHTS:

• We continues to see detailed ingredient information (a new selection) being an option that potentially impacts 
the selection of other options on the survey responses
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Note: n=varies by supplement. Question: “Which of the following items are the strongest signals that a supplement brand is operating transparently?”

SIGNALS OF BRAND TRANSPARENCY: 
ACROSS SUPPLEMENTS

KEY ITC INSIGHTS:
• Ingredient information on the label was across the board the most important aspect in transparency, followed by a quality seal
• Omega-3s was the only product category where CoA as an indicator of transparency was under 30%
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TRANSPARENCY PURCHASE INFLUENCE

Note n= 3625 “How likely are you to purchase supplements from a manufacturer that provides transparency 

information on its label or website?

KEY ITC INSIGHT:

• We saw transparency 
influence increase in 

2022. While 'Greatly 

increases' was across 
the board first from most 

countries, it is important 
to note that the large 
uptick in “somewhat 

increases” was largely 

due to 47% of Chinese 

consumers answering 
the question with that 

response
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TRANSPARENCY PURCHASE INFLUENCE: 
2020-2022 COUNTRY

Note: n= Varies by Country/Year “How likely are you to purchase supplements from a manufacturer that provides 

transparency information on its label or website?”

KEY ITC INSIGHT:

• Compared to previous years, the US saw an increase in transparency being a deciding factor in 
purchasing while the UK and Germany saw the importance decline
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TRANSPARENCY PURCHASE INFLUENCE: AGE

KEY ITC INSIGHT:
• Consistent with earlier information, transparency is a lot less important to those 55+ compared to other consumers.
• Those 35-54 cared about transparency the most with nearly three-quarters indicating it at least somewhat impacts their 

purchasing decision

Note: 18-34 n=1095, 35-54 n=128 55+ n=1246 “How likely are you to purchase supplements from a manufacturer that provides transparency information 

on its label or website?”
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REASONS FOR TRUST

Note: n= 3625 “What characteristics most encourage you to trust a supplement brand?”

KEY ITC INSIGHTS:
• Trusted third party sources –

health care professionals and 

quality seals are the most 
important sources of trust

• Friend and families are rated 
much lower than would be 

expected based on “industry 

assumption.” While important, 

it is less important than many 
other factors, including clinical 
research
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REASONS FOR TRUST: IRREGULAR AND 
REGULAR USERS

Note: Regular users n=2065, Irregular users n=1560. “What characteristics most encourage you to trust a supplement brand?”

KEY ITC INSIGHTS:
• We see some interesting 

differences between regular 
and irregular users when it 

comes to trust. Irregular users 
rely much more on family and 
friends and branded 

ingredients. Likely this is due to 
them being more unsure of 
their own judgement of 

“quality“

• While still not that influential, 

things such as charities and 
social media influencers 
convince irregular users to a 

much greater degree than 
regular users, also branded 
ingredients appear to resonate 
more with irregular users
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REASONS FOR TRUST: COUNTRY

Note: US n=1000, UK n=505, DE n=547 IT n=535, CN n=1038 “What characteristics most encourage you to trust a 

supplement brand?”

KEY ITC INSIGHTS:

• Germany over-indexes for long 
term usage and clinical research

• Italy, and to a lesser degree 

China, indicated that long-term 

usage doesn’t necessarily 

increase trust unlike the other 
three countries where that was 
consistently the 2nd or 3rd top 

reason for trust

• There were several reasons for 

which Italy over-
indexed including supply chain 

transparency and having 

an informative website
• Chinese consumers put quite a 

premium on health care 
professional recommendation 

with this making it, by far, the 

country most trusting these 
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REASONS FOR TRUST: AGE

Note: n varies by age and value. Question: “What characteristics most encourage you to trust a supplement brand?”

KEY ITC INSIGHTS:

• Those 18-34 are 
significantly under-indexing 

on consistent product quality 

as a trust driver compared 
to the older age groups

• Quality and seals (over-
indexing) continues to 
resonate most with the 

middle group

• Those 55+ rated “My long-

term use” as the third most 
important attribute and 

again signifying the 

importance of capturing 
consumers when they’re 

younger to capture 
significant lifetime value
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REASONS FOR TRUST: AGE 18-34

Note: US n=275, UK n=136, DE n=160, IT n=174, CN n=350. Question: “What characteristics most encourage you to trust a supplement brand?”

KEY ITC INSIGHTS:

• While health care practitioners were a source of trust for many 18-34 year-olds, it was significantly higher for those in 
China, a major force in the US at 30%, and significantly lower for those in the UK

• Those in the UK and Italy seem to not associate long-time usage to trust. This could make those consumers more 

prone to brand switching

• Clinical research was most important to those in the UK, followed by Italy
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REASONS FOR TRUST: AGE 35-54

Note: US n=331, UK n=165, DE n=187, IT n=186, CN n=415. Question: “What characteristics most encourage you to trust a supplement

brand?”

KEY ITC INSIGHTS:

• In the 35-54 age bracket, we see quality certifications increase in importance for every country compared to the 18-
34 year old bracket and for most countries this age bracket also cares more than those 55+

• Those 35-54 in Germany and Italy care less about branded ingredients as a trust driver (under 10%) while those in 
the US and China put some weight in it overall with 17% and 22% respectively seeing it as a signal of trust

• Here, clinical research is the top response in both Germany and Italy
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REASONS FOR BRAND TRUST: AGE 55+

Note: US n=394, UK n=204, DE n=200, IT n=175, CN n=273: “What characteristics most encourage you to trust a supplement 

brand?”

KEY ITC INSIGHTS:

• Unsurprisingly, we see long-term usage of the brand as a signal of brand trust increase in many countries for this 
bracket; however, in Italy and China, this phenomenon does not occur and for China has even declined with age at a 
steady rate

• Consistent product quality matters the most to those 55+ in Italy and is the only age bracket and country combination 

where this ranked first
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IMPORTANCE OF SUSTAINABILITY

Note: n= 3625 “When deciding which supplements to purchase, to what degree does the sustainability/environmental 

impact of a supplement ingredient influence your purchasing decision?”

KEY ITC INSIGHTS:
• Regular users were slightly less than three times as likely to have sustainability concerns always 

influence their purchasing habits with supplements indicating that having a sustainability message is 

an imperative to support a lifetime proposition with them

• Regular supplement users increased in their importance of sustainability in 2022 while irregular users 

decreased
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IMPORTANCE OF SUSTAINABILITY: COUNTRY

Note: US n=1000, UK n=505, DE n=547, IT n=535, CN n=1038. “When deciding which supplements to purchase, to what degree does the 

sustainability/environmental impact of a supplement ingredient influence your purchasing decision?”

KEY ITC INSIGHTS:

• If we focus on the top two answers – always and frequently – then there is little difference between 
countries on the question of how much does sustainability impact purchasing decisions. Interestingly, 

when we go to 'often' influences, we see China with by far the highest answer total while the US and UK 

lag behind pretty dramatically
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IMPORTANCE OF SUSTAINABILITY: GENDER

Note: Female n=1868, Male n=1743. “When deciding which supplements to purchase, to what degree does the 

sustainability/environmental impact of a supplement ingredient influence your purchasing decision?”

KEY ITC INSIGHTS:

• At the top end (most impacted) there is little gender difference, but females were much more likely to be 
'sometimes' influenced than males while males were significantly more likely to answer that sustainability never 
influences their decision
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IMPORTANCE OF SUSTAINABILITY: AGE

Note: 18-34 n=1095, 35-54 n=1284, 55+ n=1246 “When deciding which supplements to purchase, to what degree 

does the sustainability/environmental impact of a supplement ingredient influence your purchasing decision?”

KEY ITC INSIGHTS:

• As age increases, sustainability is less of an influencing factor for supplements just like most goods in general
• While top two (always and frequently) is roughly similar for those 18-34 and 35-54 we see greater divergence for 

'often' and 'sometimes'. Here, those 18-34 show a much higher level of caring about sustainability
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IMPORTANCE OF SUSTAINABILITY: 
COUNTRY, AGE 18-34

Note: n= Varies by Country“ When deciding which supplements to purchase, to what degree does the 

sustainability/environmental impact of a supplement ingredient influence your purchasing decision?”

KEY ITC INSIGHTS:

• In this age group, we see that 22% of US consumers are always influenced, for all supplement ingredients
• If we look at those who say that sustainability always or frequently impacts supplement ingredient purchases, the US, 

UK, and Germany are in a virtual tie for those 18-34
• We see awareness of sustainability with supplements lowest in China
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IMPORTANCE OF SUSTAINABILITY: 
COUNTRY,  AGE 35-54

Note: n= Varies by Country “When deciding which supplements to purchase, to what degree does the 

sustainability/environmental impact of a supplement ingredient influence your purchasing decision?”

KEY ITC INSIGHTS:

• We see in this group that the sustainability influence has remained similar in the US and UK compared to those 18-
34 but drops off in Germany and Italy

• In every country, those 35-54 increase their response rate to “never” and this trend continues with an increase at 55+ 

as well. In summary, as age increases, the influence of sustainability decreases
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IMPORTANCE OF SUSTAINABILITY: 
COUNTRY, AGE 55+

Note: n= Varies by Country “When deciding which supplements to purchase, to what degree does the 

sustainability/environmental impact of a supplement ingredient influence your purchasing decision?”

KEY ITC INSIGHTS:

• Across the board, except for China, we see “never influences” and lack of awareness increase significantly
• While in both of the younger age brackets the US and UK were leaders in responding “always” or “frequently” we 

see these countries become the least likely to answer with those two responses in this age group, with Italy 
responding the highest
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TRENDS OVERVIEW: 
OPPORTUNITIES AND INSIGHTS

Among younger consumers especially, the biggest need is solving or alleviating 

the larger “chicken or egg” problem of how to solve the top issues in every 
country – sleep issues, anxiety, and mental performance/health. These three 
issues compound on one another leading to a vicious cycle for the consumer. If 
a company can help address this issue and having the clinical trials, medical 
professionals, and required detailed information to backup those claims there is 
a significantly underserved market that can be addressed and profited from 
long-term

Compared to 2021, we saw little movement by age demographics when looking 
at transparency importance when selecting supplements; however, we did see 
an increase in the importance of sustainability among those 55+ in age. Due to 
this age bracket also viewing length of use as a key trust factor it is of our 
opinion to not directly make sustainability focused supplements for this age 
bracket but to look at it as an additional marketing opportunity for those 

supplements which do focus on sustainability that are aimed at the 35-54 year 
old market.

We, again, found health care professionals and clinical studies to be key areas 
of trust for consumers. Using branded ingredients tends to be a great way of 

having clinical research and built-in healthcare support without the investment 
for consumer brands into research and practitioner outreach.

Overall, we see the US and UK as relatively similar markets in their expressed 
opinions, health focuses, and supplement usage while Germany was a slightly 

less enthusiastic supplement nation overall. Our two new entrants into the 
survey, Italy and China, acted very differently. Italy tended to spend more 
moderately than the UK or Germany and was focused more on pain and eye 
issues than any other European country surveyed. China was a significantly 
different country with younger consumers focused more on supplementation to 
impact their outward appearance and eye health and then older consumers 
(55+) focusing on healthier aging.

Branded ingredients in the US and UK seem to strong avenues, overall, to drive 
additional premium pricing. In China; however, branded ingredients appear to 
be a way to gain an advantage if products are similar in price but unlikely to be 
an avenue to significant profit margin increases.

169

ITC Insights 2022 Consumer Supplement User Survey 170

COLLAGEN: 

DEMOGRAPHICS
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Note: All Collagen users n=1246, income excludes China.

COLLAGEN DEMOGRAPHICS

48%52%

AGE INCOME

While we might expect this 

category to skew female, it's 
actually quite balanced

The middle group of users are the 

largest group from our survey 
responses, accounting for 33% of 

the general population, with 

another 29% in the youngest group 
showing that this category skews 

young

In general, collagen users were equally 

distributed across the general supplement 
population, though we found that the 

highest percentage (21%) of collagen 

users' income ranged from $70,000 to 

$99,999

< $30,000
15%

$30,000 -
$44,999

20%

$45,000 -
$69,999

18%

$70,000 -
$99,999

21%

$100,000 -
$149,999

17%

$150,000+
9%

18 - 25
11%

26 - 34
18%

35 - 54
33%

55 - 64
18%

65+
20%
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Note: US n=481, UK n=220, Germany n=251, Italy n=288, China n=522. Question: “How do you identify your gender?”

COLLAGEN DEMOGRAPHICS: GENDER BY COUNTRY

Female
48%

Male
51%

US

Female
49%

Male
51%

UK

Female
47%

Male
52%

Germany

Female
59%

Male
41%

Italy

Female
65%

Male
35%

China

KEY ITC INSIGHT:
• We see users skew male in usage in the US, UK and Germany while in Italy and China usage skews strongly female
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HEALTH CONCERNS

KEY ITC INSIGHT:

• As with many categories, "lack of energy," "anxiety or stress," and "insomnia/sleep problems" over-index slightly, with 
joint pain and especially eye fatigue also over-indexing

Note: collagen users n=1768, all supplement users n=3625. Question: “Which of the following health conditions impact you currently or have impacted you 

within the past year?”
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HEALTH CONCERNS

KEY ITC INSIGHTS:

• Both irregular and regular users thought "anxiety or stress" was a major health concern. However, among irregular 
users, we also see a relatively higher rating on "lack of energy" and "insomnia/sleep problems" when compared to 

regular user groups

Note: Regular users indicated using supplement at least 4 times per week n=627, irregular users n=1141. Question: “Which of the following health 

conditions impact you currently or have impacted you within the past year?”
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TOP HEALTH CONCERNS: COUNTRY

KEY ITC INSIGHTS:
• When looking at health conditions by country, what stands out the most is the over-indexing in Italy for lack of energy and anxiety/stress as 

well as some over-indexing for joint or other pain
• For the UK, we see under-indexing for joint or other pain
• It is interesting to find a significant over-indexing for eye fatigue, insomnia/sleep problems, and dermatological condition for China collagen 

users

Note: US n=485, UK n=220, Germany n=253, Italy n=288, China n=522. Question: “Which of the following health conditions impact you currently or have impacted 

you within the past year?”
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HEALTH CONCERNS: 2020-2022

Note: All Collagen users 2020 n=705, 2021 n=806 2022 n=1548. Question: “Which of the following health conditions impact you currently or have impacted you 

within the past year?” Only answer choices that were the same both years.

KEY ITC INSIGHTS:
• "Lack of energy" and "anxiety or stress" constantly increased for three continuous years. This might be associated with a variety of 

influencing factors such as work, stress, health, and socioeconomic status

• Also, the age group 18-34 rated the above options as the top two health conditions that impacted them during the past year. It might be 
caused by the Covid impacts such as remote work/study and academic/work stress. Literature indicated such a rapid trend in youth
(Renee et al., 2020)

• Eye fatigue doubled in 2022 compared to 2021 - this might be due to the shift of remote work/learning since the pandemic
• Dermatological conditions continue to rise – perhaps tied to stress or lifestyle issues

New 
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New 
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New 
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data
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176

ITC Insights 2022 Consumer Supplement User Survey 177

2
0

1
8

High blood 

pressure 30%

Joint/other pain 30%

High cholesterol 28%

Anxiety/stress 26%

Lack of energy 25%

Overweight/ 

obese  25%

2
0

1
9

Anxiety/stress 30%

High blood 

pressure 26%

Joint/ other pain 25%

High cholesterol 24%

Lack of energy 24%

2
0

2
0

High blood 

pressure 24%

High cholesterol 22%

Anxiety/stress 21%

Joint/ other pain 21%

Insomnia/ sleep problems 
16%

2
0

2
1

High blood 

pressure 25%

Anxiety/stress 24%

Joint/other pain 24%

High cholesterol 23%

Lack of energy 21%

2
0

2
2

Lack of energy 28%

Anxiety/stress 27%

Insomnia/sleep problems 
25%

Eye Fatigue 22%

Joint or other pain 21%

HEALTH CONCERNS: US 2018-2022

KEY ITC INSIGHT:

• Eye fatigue first appears as one of the top 5 health concerns from 2022's consumers' perspective – likely a strong 
association with remote work/learning due to Covid 19

• In the US, joint pain continues to sit in the low 20's, down from 30% in 2018

Note: 2018 n=276, 2019 n=336, 2020 n=705, 2021 n=806 2022 n=419. Question: “Which of the following health conditions impact you currently or have 

impacted you within the past year?”
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HEALTH CONCERNS: AGE

KEY ITC INSIGHT:

• Insomnia/sleep problems is high across all three age groups and is likely due to various causes
• For example, for 54 and under groups, we see "anxiety" and "lack of energy" contribute to main health problems, which 

might be a source for sleep problems—research showed such casual relationships extensively (Haynes et al., 1974). 

COVID impacts might be another contributing factor.
• However, for 55+ groups, the insomnia problem is more associated with the normal aging processes (Haynes, et al., 

1974; Yaremchuk & Kethleen, 2018).

Note: 18-34 n=686, 35-54 n=744, 55+ n=338. Question: “Which of the following health conditions impact you currently or have impacted you within the past year?”

• Anxiety or stress 32%

• Lack of energy 29%

• Eye fatigue 24%

• Insomnia/sleep problems 24%

• Mood 24%

18-34

• Lack of energy 28%

• Anxiety or stress 26%

• Insomnia/sleep problems 26%

• Digestive complaints 22%

• Eye fatigue 22%

35-54

• Joint or other pain 41% 

• Lack of energy 26%

• Insomnia/sleep problems 25%

• High blood pressure 25%

• Healthy Aging 21%

55+
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HEALTH CONCERNS: GENDER TOP 5

Note: Female n=967, male n=795. Question: “Which of the following health conditions impact you currently or have impacted you within the past year?”

32%

Anxiety or stress

19%
Eye Fatigue

30%
Insomnia/Sleep problems

32%

Lack of energy 

24%

Digestive complaints

18%

High Blood Pressure

20%

Joint or Other Pain

23%

Lack of energy

21%

Anxiety or stress

20%
Insomnia/Sleep problems

18%
Eye Fatigue

KEY ITC INSIGHTS:
• We see a much higher reported issue rate among female collagen users than males across the board
• Anxiety and lack of energy are two main health concerns reported by both female and male consumers. However, we see 

differences in that female users reported digestive complaints as one of the top health concerns. In contrast, male users 
reported high blood pressure and joint or other pain as one of the major health issues.

• For male collagen users, eye fatigue and high blood pressure equals contribute to 18% as the 5th health concerns
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HEALTH CONCERNS AND SUPPLEMENTS

Note: collagen users n=1559. Question: “Did you take supplements for any of the following reasons over the past year?”
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KEY ITC INSIGHT:

• When it comes to concerns for 
which they take supplements, 
lack of energy is the primary 

reason (slightly under-indexing 
for collagen users) with joint 
pain predictably right behind at 

17%
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1

HEALTH CONCERNS AND SUPPLEMENTS: 
COUNTRY

Note: US n=399, UK n=184, Germany n=248, Italy n=257, China n=254. Question: “Did you take supplements for any of the following reasons over the past year?”
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KEY ITC INSIGHT:

• The percentage of Italy collagen supplement users that reported lack of energy as a primary concern for which they take 
supplements generally has reached 39%, nearly twice that of the other countries. Italy also over-indexes for stress

• Italy and Germany responded the highest for joint pain at around 20%

• Healthy aging in this group was an interesting response. In the US and UK it was at 13% and 12% respectively, while in 

Italy it was 9%, Germany at just 6% suggesting that in the EU, this is not a well characterized or defined supplement 

market – at least for collagen users
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2

HEALTH CONCERNS AND SUPPLEMENTS: AGE

KEY ITC INSIGHT:

• Unsurprisingly, among those 55+ we see significant over-indexing in joint pain, healthy aging and high blood 
pressure

• Healthy aging as a concern for young collagen users is very minor

Note: collagen users 18-34 n=595, 35-54 n=658, 55+ n=306. Question: “Did you take supplements for any of the following reasons over the past year?”
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HEALTH ATTITUDES
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Note: collagen users n=1768, all supplement users n=3625. Question: “Please read the following statements and select ALL that apply.”

KEY ITC INSIGHT:

• Collagen users are slightly more likely to answer, "I use/have used alternative health care providers such as 
nutritionists, chiropractors, and/or naturopaths to help manage my health" and are at the same time less likely to say 

they use vitamins, minerals and herbs

• We see a highly positive correlation (r = 0.99) between collagen users and all supplement users' health attitudes. This 

implies that focusing on collagen users' health attitudes might represent all user groups.
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HEALTH ATTITUDES: REGULAR VS. IRREGULAR
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Note: Regular users indicated using supplement at least 4 times per week n=514, irregular users n=1034. Question: “Please read the following statements 

and select ALL that apply.”

KEY ITC INSIGHT:

• Regular users are more likely to look to specialty diets (+7%) and have used alternative healthcare providers 
(+5%) than irregular users. On the contrary, regular users are less likely to believe that eating good food is 

important to maintaining good health (- 7%).
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HEALTH ATTITUDES: AGE
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Note: 18-34 n=686, 35-54 n=744, 55+ n=338. Question: “Please read the following statements and select ALL that apply.”

KEY ITC INSIGHTS:

• User groups under 34 and 35-54 health attitudes are quite similar. However, user groups under 54 and 
55+ have different health attitude patterns. For example, user group 55+ take supplements mainly to help 

manage their health, whereas users under 54 believe in the importance of eating good food to maintain 

good health

• One notable difference between the two younger groups is that the group 35-54 reads the most articles, 
books and magazines about health and wellness
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ALTERNATIVES TO SUPPLEMENTS
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Note: All supplement users (does not include China) n=2587, collagen users US n=495, UK n=220, DE n=253, IT n=288. Question: “Do you use any of the following 

items or practices either preventatively or as a treatment to address any of the health conditions that currently concern you?”

KEY ITC INSIGHTS:
• Italy over-indexes for both exercise and over-the-counter medication as an alternative to supplements, 

Germany under-indexes especially for exercise

• Health foods and beverages are a very strong response in both Germany and Italy

• Over 50% of US collagen users use exercise
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ALTERNATIVES TO SUPPLEMENTS: CHINA
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Note: All CN supplement users n=1038, collagen users CN n=522. Question: “Do you use any of the following items or practices either preventatively or as a treatment 

to address any of the health conditions that currently concern you?”

KEY ITC INSIGHTS:
• Chinese users in general have a high response for health foods and beverage and still, collagen users 

over-index slightly 

• These users also over-index for exercise
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SOURCES OF LEARNING ABOUT COLLAGEN

KEY ITC INSIGHTS:

• Regular collagen users over-index on many of these sources, especially supplement company website 
and magazines indicating that media is definitely playing a role
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Note: All collagen users (does not include China) n=1246, regular users indicated using supplement at least 4 times per week n=499, irregular users n=747. Question: 

“How did you learn about collagen?”  
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SOURCES OF LEARNING ABOUT COLLAGEN: 
COUNTRY

KEY ITC INSIGHTS:
• The health care practitioner influence in Italy is notable, while in the UK, we see supplement company 

website, magazines, newspaper and retail employees all as strong sources

Note: Collagen users US n=485, UK n=220, DE n=253, IT n=288. Question: “How did you learn about collagen?”  
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SOURCES OF LEARNING ABOUT COLLAGEN: AGE

KEY ITC INSIGHTS:
• While the health care professional influence was strong for those over 55, hath TV shows resonated as a 

source for those 35-54 and influencers for the youngest group

Note: Collagen users US n=485, UK n=220, DE n=253, IT n=288. Question: “How did you learn about collagen?”  
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SOURCES OF LEARNING ABOUT COLLAGEN: 
CHINA

KEY ITC INSIGHTS:
• In China for this category, irregular users over-indexed for many of the sources, especially health 

TV shows

• The largest source for both sets of users was friend and family

• Health care practitioners were a stronger source for males, especially those older, while the 
younger groups were more strongly influenced by friends and family

Note: All CN collagen users n=522, regular users indicated using supplement at least 4 times per week n=128, irregular users n=394. Question: “How did 

you learn about collagen?”  
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USAGE
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ITC Insights 2022 Consumer Supplement User Survey 193Note: Collagen users n=1768. Regular users indicated using supplement at least 4 times per week n=627, irregular users n=1141. Question: “Which of the following 

best describes how frequently you are taking collagen?”
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KEY ITC INSIGHT:

• Just over a third of collagen users are taking it regularly, “middle of the road” among supplements surveyed
• 33% of users take collagen as needed, which implies that the reasons might be complex, combining social, 

psychological, and knowledge factors
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KEY ITC INSIGHTS:
• We see nearly half of collagen users in the US and UK are regular users – defined as taking the supplement at least 4 

times per day; in Germany that number sits at 42%

• On the contrary, nearly half of collagen users in China and Italy take the supplemental irregularly - this might be due to 
the differences in diets, eating habits, and health concepts. Similarly, in Germany about one quarter of users are also 

taking it only as needed

Note: Collagen users US n=485, UK n=220, Germany n=253, Italy n=288, China n=522. Question: “Which of the following best describes how frequently you are 

taking collagen?”

COLLAGEN USAGE: COUNTRY
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KEY ITC INSIGHTS:

• We saw an increase in collagen users using more reported in the US from 2021 to 2022, with a 13% increase
• Users taking collagen more in the UK is the same as last year's usage change, with 33%

• In Germany, there appears to be a significant usage drop-off, as -7% of users took collagen more in 2022 than in 

2021.
• When examining the net (users taking more minus taking less) we see the US at +17%, the UK at +7% and Germany 

at -13%

Note: 2021 n=904 2022 n=979. Question: “Which of the following best describes how your use of Collagen compares to your usage 1 year ago?”

COLLAGEN USAGE CHANGE: 
2021-2022 BY COUNTRY
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KEY ITC INSIGHTS:

• By age and gender, we can see alignment with the general user behavior in China and Italy, in which most users take collagen as 
needed rather than regularly, especially with older consumers

• It is interesting to see that female users take collagen 4% higher than males daily perhaps indicating an association between gender 
differences and female users' attitudes towards collagen's efficacy for skin and beauty

Note: Collagen users 18-34 n=686, 35-54 n=744, 55+ n=338, female n=967, male n=795. Question: “Which of the following best describes how frequently you 

are taking collagen?”
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KEY ITC INSIGHT:

• Examining US collagen users over the past few years, we see that daily usage had steadily risen from 2019 
to 2021 but dropped 3% from 2021 to 2022

• It is interesting to see that “in another supplement” has increased by 4% from 2021 to 2022, suggesting that 

collagen combined with other ingredients in formulation is gaining traction

Note: Collagen users 2019 n=283, 2020 n=279, 2021 n=339, 2022 n=485. Question: “Which of the following best describes how frequently you 

are taking collagen?”

COLLAGEN USAGE: US 2018-2022
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KEY ITC INSIGHT:
• Regular collagen users 

are clearly driving the 

increase in consumption 

– 50% are taking more 

collagen

• Irregular users are 
driving the ‘taking 

collagen less’ scenario

Note: Collagen regular users indicated using supplement at least 4 times per week n=627, irregular users n=1141. Question: “Which of the following 

best describes how your use of collagen compares to your usage 1 year ago?”
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KEY ITC INSIGHT:

• The US collagen user has significantly increased usage compared to other countries surveyed, over-
indexing significantly and 10% points above the UK which increased usage the second most

• In contrast, both Italy and China had the most people respond that they had lowered their usage of collagen

Note: Collagen users US n=457, UK n=220, Germany n=253, Italy n=288, China n=522. Question: “Which of the following best describes how your use of 

collagen compares to your usage 1 year ago?”

COLLAGEN USAGE CHANGE: COUNTRY
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KEY ITC INSIGHTS:
• Younger user groups are 

taking more collagen

• More males than females 
are using more

Note: Collagen users 18-34 n=686, 35-54 n=744, 55+ n=338; female n=967, male n=795. Question: “Which of the following best describes how your use of 

collagen compares to your usage 1 year ago?” Top 3 responses combined – ‘a little more’, ‘significantly more’, and ‘just started taking’. 

INCREASE IN USAGE LEVELS: AGE/GENDER
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KEY ITC INSIGHT:

• Collagen is ranked as the highest supplement (33%) in this grouping when we chart those increasing usage 
compared to other 'emerging' ingredients

Note: Collagen users n=1768, glucosamine users n=1334, curcumin/turmeric users n=1629, vitamin K2 users n=1548, probiotics users n=2342, omega-3 users 

n=2349, prebiotics users n=1708. Question: “Which of the following best describes how your use of each of this supplement compares to your usage 1 year 

ago?” Top 3 responses combined – ‘a little more’, ‘significantly more’, and ‘just started taking’. 

INCREASE IN USAGE LEVELS: 
ACROSS SUPPLEMENTS
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WHY THEY TAKE COLLAGEN

KEY ITC INSIGHTS:

• Examining the reasons for collagen use, we see that beauty health is at the top. The secondary primary 
reason is joint health for regular users; however, it is protein content for irregular users

Note: All collagen users n=1768, Collagen regular users indicated using supplement at least 4 times per week n=627, irregular users n=1141 Question: 

“Why are you taking a collagen supplement?”
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WHY THEY TAKE COLLAGEN: COUNTRY

KEY ITC INSIGHT:

• Beauty health is the primary reason that users take collagen across all countries with 63% of Chinese users 
choosing collagen due to this reason

• Protein content is also a strong reason for China users; it appears as though Chinese users are taking collagen more 

frequently for multiple reasons
• In Italy, besides beauty health, bone health is the second primary factor affecting users' collagen choice

Note: Collagen users US n=485, UK n=220, Germany n=253, Italy n=288, China n=522. Question: “Why are you taking a collagen supplement?”
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WHY THEY TAKE COLLAGEN: AGE

KEY ITC INSIGHTS:

• Users under 54 mostly use collagen for beauty (over 45% in each group) followed by protein content
• Users 55+ are more likely to be taking it for beauty followed by joint health at 34%

Note: Collagen users 18-34 n=686, 35-54 n=744, 55+ n=338. Question: “Why are you taking a collagen supplement?”
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WHY THEY TAKE COLLAGEN: 2020-2022

KEY ITC INSIGHTS:

• We see an increase in "why" collagen year over year for beauty health and protein content from 2020- 2022
• We also see several decreases reflecting users' choice of reasons for taking collagen from 2021 to 2022 (ie heart health 

dropped 5%, and pain/inflammation dropped 6% from 2021 to 2022)

• It appears as though the reasons for taking collagen, at least in the US and in regions such as China are multiplying, that 

is, more users are taking collagen for several reasons

Note: Collagen users 2020 n=663 (US, UK and DE), 2021 n=719 (US, UK, DE), 2022 n=1768 (US, UK, DE, IT, CN). Question: 

“Why are you taking a collagen supplement?”
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WHY THEY TAKE COLLAGEN: COUNTRY 2021-2022

Note: Collagen users 2020 n=663, 2021 n=719, 2022 n=1768. Question: “Why are you taking a collagen supplement?”

US 

2021

US 

2022

UK 

2021

UK 

2022

Germany 

2021

Germany 

2022

Beauty (skin, hair, nails) health 40% 41% 34% 33% 42% 34%

Joint health 30% 27% 24% 23% 24% 15%

Protein content 17% 22% 17% 22% 14% 14%

Bone health 22% 21% 18% 20% 28% 20%

Pain/inflammation 19% 21% 19% 23% 26% 15%

Heart health 18% 19% 20% 20% 20% 13%

Weight management 15% 18% 14% 16% 13% 11%

Gut health 13% 17% 13% 20% 13% 12%

Arthritis 13% 17% 13% 15% 15% 11%

KEY ITC INSIGHTS:
• We saw declines nearly across the board in Germany with the largest decline coming in 'pain/inflammation' at 11%, 

with joint health declining 9%
• In both the US and UK, protein content is increasing significantly at +5% in the US and +4% in the UK from 2021 to 

2022
• Gut health has increased 7% in the UK and 4% in the US
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USAGE TIME OF DAY
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Note: Collagen regular users indicated using supplement at least 4 times per week n=627, irregular users n=1141. Question: “When you take supplements, 

what time of day do you take them?”

KEY ITC INSIGHTS:

• We consistently see regular users taking collagen at all times more than irregular ones except on one occasion –
with an afternoon snack

• This means that regular users are taking collagen generally more frequently throughout the day

• The largest gap between regular and irregular users is “near breakfast” with 12% points more regular users taking 

supplements then than the percentage of irregular users
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USAGE TIME OF DAY: COUNTRY
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Note: Collagen users US n=485, UK n=220, Germany n=253, Italy n=288, China n=522. Question: “When you take supplements, what time of 

day do you take them?”

KEY ITC INSIGHTS:

• When people take collagen varies quite significantly by country. For example, in the US and UK, users are most 

likely to take it when they wake up with the other 3 countries preferring near breakfast
• Interestingly, more Italy users tend to take collagen with an afternoon snack compared to other countries, at twice 

the rate of response (snacking throughout was a very low response for Chinese users
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USAGE TIME OF DAY: AGE
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Note: Collagen users 18-34 n=686, 35-54 n=744, 55+ n=338. Question: “When you take supplements, what time of day do you take them?”

KEY ITC INSIGHTS:

• Taking collagen near breakfast is the most common behavior across all age groups, however, we see 
graduate growth in this response as the groups are older

• Conversely, before bed was highest for younger users, trailing off as users get older

• Younger users are very evenly split across many occasions perhaps creating targeting opportunities
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SHOPPING BEHAVIOR
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AVERAGE MONTHLY SPEND

Note: Collagen regular users indicated using supplement at least 4 times per week n=499, irregular users n=747. Question “Approximately how much per 

month do you spend on collagen?” *China not included

KEY ITC INSIGHTS:
• Over half of regular collagen users(55%) are spending between $10 and $29, with 10% spending $50 or 

more
• Comparatively, irregular users are spending significantly less, with 52% spending between $10-W$29, 36% 

spending less than $10, and only 3% spending $50 or more
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AVERAGE MONTHLY SPEND: COUNTRY

Note: Collagen users US n=485, UK n=220, Germany n=253, Italy n=288, China n=522. Question “Approximately how 

much per month do you spend on collagen?”

KEY ITC INSIGHT:

• Since Yuan to USD exchange rates have been relatively stable, we can state that the US and China are spending 
more than the other countries on collagen than the UK on collagen supplementation, with 77% of US and 78% China 
consumers spending more than $10 for collagen usage per month 

• Italy has 37% of people spending less than $10 while Germany has 30%.
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AVERAGE MONTHLY SPEND: AGE/GENDER

Note: Collagen users 18-34 n=480, 35-54 n=524, 55+ n=242, female n=630, male n=610. Question “Approximately how much per month do you spend on collagen?” 

*Does not include China

KEY ITC INSIGHTS:

• 42% of those 55+ are spending less than $10 per month
• It is interesting to find that the percentage of users increased gradually from youth to old age for spending less than 

$10 in this category, especially as we see the reverse quite specifically especially at over $30 per month

• Approximately one third of female users (30%) spend $10-$19 while more male users spend over $20 per month
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KEY ITC INSIGHTS:

• Both regular and irregular users are significantly more likely to be shopping online and reach the same 
percentage of 37%, which indicates the best place to reach high-value targets such as these is Ali Baba, 

Amazon, and Allegro, among others. This is unlike other categories where regular users purchase more online

• There is still likely an association between the work-from-home nature impacted by the pandemic and 

consumers' online shopping behaviors in 2022

Note: Collagen regular users indicated using supplement at least 4 times per week n=478, irregular users n=747, regular users = 499, all supplement users 

n=2587. Question: “Where do you primarily purchase your vitamins, minerals, herbals & other dietary supplements ? **China not included
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KEY ITC INSIGHTS:

• Though online shopping is the primary trend across all countries, we see Germany significantly over-index for 
online when compared to other countries

• Natural/health food stores are quite a strong channel in both the UK and Italy in this category

Note: Collagen US users n =485, UK users n=220, Germany users n =253, Italy users n=288. Question: “Where do you primarily purchase your vitamins, minerals, 

herbals & other dietary supplements ? **China not included

WHERE COLLAGEN USERS 
PURCHASE SUPPLEMENTS: COUNTRY
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KEY ITC INSIGHTS:

• Regular Chinese collagen users prefer specialty stores as their channel, well above irregular users but also 
highly indexing compared to other ingredient categories

• Regular users under-index for online as their channel in this category

Note: All CN supplement users n=1038, CN collagen users n=522, CN regular users indicated using supplement at least 4 times per week n=128, CN irregular 

users n=94.. Question: “Where do you primarily purchase your vitamins, minerals, herbals & other dietary supplements ? **China not included

WHERE COLLAGEN USERS 
PURCHASE SUPPLEMENTS: CHINA
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COLLAGEN CHARACTERISTICS

KEY ITC INSIGHT:
• For most characteristics, such as 'just collagen', 'drinks and food with collagen added', and 'collagen peptides', 

regular users exhibited a higher response than irregular users
• However, irregular users looking for a values-based seal or quality certification is 3% percent higher than regular 

users
• The largest difference for regular users over irregular users was for types and Kosher/Halal certification

Note: Collagen regular users indicated using supplement at least 4 times per week n=627, irregular users n=1141. Question: “When you select what collagen to 

purchase, do you look for any of these specific characteristics?”
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COLLAGEN CHARACTERISTICS: COUNTRY

KEY ITC INSIGHTS:
• US consumers are looking for 'grass-fed, or fair-trade sourced collagen' and 'powder form' at a significantly higher rate than other 

countries, although the latter is a strong response in the UK as well
• UK consumers look for "pill form" at a significantly higher rate than other countries (also seek type II more than others)
• Germany and Italy users primarily look for 'just' as well
• Unsurprisingly, China heavily over-indexes looking for just collagen', 'collagen peptides', and 'values-based seal'. Consumers in 

China tend to use value or country of origin seals as a pseudo "guarantee of quality" for their products and supplements

Note: Collagen users US n=485, UK n=220, Germany n=253, Italy n=288, China n=522. Question: “When you select what collagen to purchase, do you look 

for any of these specific characteristics?”
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COLLAGEN CHARACTERISTICS: AGE

KEY ITC INSIGHTS:
• For users 54 and under, 

mainly looking for a values-
based seal or certification; in 

fact, over half of younger 
users (56%) look for a values-

based seal or certification, 
higher than many other 

ingredient categories
• On the contrary, users in the 

55+ age group primarily 'just 
look that it is collagen'

• There is some discernment in 
the middle group, both for 

collagen peptides and 
hydrolyzed collagen

Note: Collagen users 18-34 n=686, 35-54 n=744, 55+ n=338.  Question: “When you select what collagen to purchase, do you look for any of these specific 

characteristics?”
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COLLAGEN CHARACTERISTICS: 2020-2022

KEY ITC INSIGHT:
• This finding indicates that users 

are started to consider more 
features about collagen instead 
of just looking for it is collagen, 
which is 30% of 2021's users' 
responses

• We see increases in 2022 of 
users' choice for looking 
for characteristics in several 
areas, such as grass-fed, powder 
form, and hydrolyzed collagen

• The seals and certifications 
responses were moved from 
another question in 2022, and 
whereas in other categories they 
diluted other responses, in this 
category, while very strong 
responses (values-based seal 
was the 3rd response), they did 
not notably decrease other 
responses – users are definitely 
becoming more discerning

Note: Collagen users 2020 n=279, 2021 n=806 n=339, 2022 n=485. Question: “When you select what Collagen to purchase, do you look for any of these 

specific characteristics?”
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FAMILIARITY AND

REASONS THEY BUY
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KEY ITC INSIGHT:

• Regular collagen users 
who are highly familiar 
with the ingredient are 

almost twice the irregular 

users as is the case with 

most categories. On the 
contrary, irregular users 

moderately familiar with 

the supplemental are 
almost twice the regular 

users – this is the 
education/familiarity 

conundrum

• These findings imply an 

association between the 

user's knowledge of the 
ingredient and the level 

of usage routine

Note: Collagen regular users indicated using supplement at least 4 times per week users n=627, irregular users n=1141. Question: “How familiar would you 

consider yourself regarding the use of Collagen?”
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KEY ITC INSIGHTS:

• Extremely familiar and actively consume and/or recommend' had large differences by country. The US users are at the 
top of this option at 23% with Germany the lowest with this response at only 13%

• We generally see consistent overall familiarity by country, the exceptions being Germany and China, which saw a higher 
"moderately familiar" value when compared to other countries

Note: Collagen users US n=485, UK n=220, Germany n=253, Italy n=288, China n=522. Question: “How familiar would you consider yourself regarding the use 

of collagen?”

FAMILIARITY WITH COLLAGEN: COUNTRY

0%

10%

20%

30%

40%

Ex trem ely  fami l iar and I ac tiv e ly
c onsum e and/or rec omm end the

s upplement

Ex trem ely  fami l iar Very fami l iar M oderate ly fam i liar M in imally  fam il iar

US UK Germ any Italy China

223

ITC Insights 2022 Consumer Supplement User Survey 224

KEY ITC INSIGHTS:

• Users 35-54 have "very high awareness" compared to any other age group
• Female users exhibited much higher familiarity with the ingredient compared to male users 
• We also saw the highest rating on minimally familiar from 55+ user groups - this is likely related to the difference in 

living habits and health priorities between younger and older users

Note: Collagen users 18-34 n=686, 35-54 n=744, 55+ n=338, female n=735, male n=808. Question: “How familiar would you consider yourself 

regarding the use of collagen?”

FAMILIARITY WITH COLLAGEN: AGE & GENDER
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FAMILIARITY WITH COLLAGEN: COUNTRY, 18-34
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KEY ITC INSIGHTS:

• In this youngest group, we see clearly the difference in familiarity in Germany at the extremely familiar and actively 
consumer or recommend response, about half of the other 3 countries shown here

• The US shows as the most familiar for this group, trailed slightly by the UK

Note: Collagen users 18-34 US n=191, UK n=85, DE n=101, IT n=103, CN n=206. Question: “How familiar would you consider yourself regarding the 

use of collagen?”
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use of collagen?”

FAMILIARITY WITH COLLAGEN: COUNTRY, 35-54

KEY ITC INSIGHTS:

• In the middle age group, we see a spike for extremely familiar in Italy, as well as overall familiarity approaching the 
levels of the US
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collagen?”

FAMILIARITY WITH COLLAGEN: COUNTRY, 55+

KEY ITC INSIGHTS:

• In this oldest group, the UK is clearly the most familiar and motivated, but we see a spike in China for extremely 
familiar

• While Germany sits at 14% for being extremely familiar and actively consuming or reckmmending,it sits at less than 

10% for extremely familiar
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Question: “How familiar would you consider yourself regarding the use of  collagen?”

FAMILIARITY WITH COLLAGEN: COUNTRY, GENDER

KEY ITC INSIGHTS:

• Females overall rank a bit more familiar than males, and this is especially true in all countries except for Germany
• In top 2, US and Italian females are the most familiar, and while US and UK males are quite similar, in top 2, the UK 

males take top spot
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KEY ITC INSIGHTS:

• While an extra response was added for 2022, it is still apparent that familiarity in the US continues to grow even as 
the level of those having never heard of it is declining

• The top response sitting at 13% compared to 9% in 2019 is significant, and when you consider that technically that 

9% was all those that were extremely familiar in 2019 while in 2022, the top 2 responses are extremely familiar and 

are now at 29%

Note: US supplement users 2019 n=1004, 2020 n=1000, 2021 n=1000, 2022 n=1000. Question: “How familiar would you consider yourself regarding the 

use of collagen?” *new choice in 2022. **choices were modified slightly in 2022 to what’s listed here. In 2019-2021, response options were ‘Extremely 

familiar, know what's cutting edge’, ‘Very familiar, know what I need to’, ‘Moderately familiar, but could know more’, ‘M inimally familiar, actively looking to 
learn more’

FAMILIARITY WITH COLLAGEN:
US SUPPLEMENT USERS 2019-2022
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KEY ITC INSIGHT:

• Compared to a reference set of supplements, we see collagen with the 3rd highest top 3 familiarity level (48%) 
from the users' perspective, nearing probiotics and omega-3s

Note: All supplement users n=3625. Question: “How familiar would you consider yourself regarding the use of these supplements?” Top 3 choices ‘very 

familiar’, ‘extremely familiar’ and ‘extremely familiar and I actively consumer and/or recommend the supplement’ 

FAMILIARITY COMPARISON ALL USERS
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KEY ITC INSIGHT:
• Users' perceptions of the effectiveness of collagen is positively skewed for both regular and irregular groups

• Both majorities of regular and irregular users thought they had experienced collagen benefits as believers in the 
effectiveness of collagen. Nearly half of regular users (48%) and 40% of irregular users chose this option

• This experiential perception is a key element for compliance and also for ongoing engagement of younger 
demographics

Note: Collagen regular users indicated using supplement at least 4 times per week users n=627, irregular users n=1141. Question: “What is your opinion of 

the effectiveness/benefit of collagen?”
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KEY ITC INSIGHT:

• Except for the UK, all countries' collagen users exhibited the highest rating for believing in collagen's effectiveness and 
having experienced its benefits.

• It is worth noting that collagen users in China reached the highest percentage of believers (58%) compared to the other 
countries. This implies the growth of the collagen market in China might be due to the ancient Chinese culture that 

treats collagen as an effective way of maintaining beauty (Khmaladze et al.)

Note: Collagen users US n=485, UK n=220, Germany n=253, Italy n=288, China n=522. Question: “What is your opinion of the effectiveness/benefit of collagen?”
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KEY ITC INSIGHTS:

• Older users tend to have experienced collagen benefits more than those younger at 52%, compared to 39% of 
those 18-34

• The percentage of female users who have experienced and believe in collagen's benefits are much higher (48%) 

than male users(37%)

Note: Collagen users 18-34 n=686, 35-54 n=744, 55+ n=338, female n=967, male n=795. Question: “What is your opinion of the effectiveness/benefit of collagen?”

PERCEIVED EFFECTIVENESS OF COLLAGEN: 
AGE/GENDER 
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KEY ITC INSIGHT:

• Comparing across ingredient categories, when it comes to those that have experienced the benefits, collagen 
has ranks slightly above similar categories with the exception of probiotics and omega-3s

Note: Probiotics users n=2342, omega-3 users n=2349, collagen users n=1768, curcumin/turmeric users n=1629, prebiotics users n=1763, glucosamine users 

n=1334, vitamin K2 users n=1548. Question: “What is your opinion of the effectiveness/benefit of each of these supplements?” Response ‘I've experienced its 

benefits - I'm a believer’

PERCEIVED EFFECTIVENESS: 
ACROSS SUPPLEMENTS
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KEY ITC INSIGHT:

• Collagen users' preferences on physical characteristics closely align with all supplement users generally, while 
under-indexing slightly on some of the convenience aspects

• 'Easy to swallow' and 'single pill daily dosage' are the top two characteristics collagen users keep in mind when 
making purchases, both at 40%

SUPPLEMENT SELECTION CRITERIA: 
PHYSICAL CHARACTERISTICS

Note: Collagen users n=1768, all supplement users n=3625. Question: “Which of the following characteristics are most important when choosing which 

supplement product to purchase?”
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KEY ITC INSIGHTS:

• In the US and UK, collagen users prefer the collagen characteristics as 'easy to swallow' although it was a 
string response across all countries

• Germany, Italy, and China users though appear to be interested in a 'single pill daily dosage'. In particular, 

Chinese collagen users exhibited a much higher preference (48%) for 'single pill daily usage' compared to 
other countries

SUPPLEMENT SELECTION CRITERIA: PHYISICAL 
CHARACTERISTICS - COUNTRY
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Note: Collagen users US n=485, UK n=220, Germany n=253, Italy n=288, China n=522. Question: “Which of the following characteristics are most 

important when choosing which supplement product to purchase?”
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KEY ITC INSIGHT:

• For most attributes, collagen users' 
perceptions align with all 

supplement users. For example, 

most collagen users look for a 

doctor's recommendation at 23%, 

while all supplement users register 
at 26%

• Interestingly, collagen users are 

less likely to value past experience 

with the brand as only 14% 

indicated it as an important 
attribute compared to 19% among 

all supplement users
• Online ratings and reviews and 

influencer recommendations do 

over-index, perhaps as a result of 
recent category popularity in the 

online world

SUPPLEMENT SELECTION CRITERIA: ATTRIBUTES
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Note: Collagen users n=1246, all supplement users n=2587. Question: “What are the most important attributes you look for when purchasing supplements?” 

*China not included
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KEY ITC INSIGHTS:
• Italian users still heavily look to 

their doctor or other experts for 
recommendations, with a 
percentage of 28%

• Italian users also over-index for 
'addresses a specific condition' 
and 'organic certification' as 
important attributes

• We see the 'online ratings and 
reviews' rate much higher with the 
UK supplement users than in any 

other country
• The strongest response seeking 

'natura' was from Germany

SUPPLEMENT SELECTION CRITERIA: COUNTRY
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Note: US n=485, UK n=220, Germany n=253, Italy n=288. Question: “What are the most important attributes you look for when purchasing supplements?” *China not 

included
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KEY ITC INSIGHT:

• In this category, the strong 
influence of a doctor 

recommendation must be noted, 

following only 'natural source' as 
the most important selection 

criteria; at 27% that is almost as 
high as in Italy

• In this category in China, branded 
ingredients under-index as do 

condition formulas

• Clinical research, however, is more 
important than in some other 

categories

SUPPLEMENT SELECTION CRITERIA: CHINA
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Note: CN Collagen users n=522, all CN supplement users n=1038. Question: “What are the most important attributes you look for when purchasing 

supplements?”
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SUPPLEMENT SELECTION CRITERIA: COUNTRY 
2021-2022

Note: Top 2 summary = always + usually combined. US n=485, UK n=220, DE n=253. Question: “Verified

/regularly?” Note: Includes only answers with year-over-year responses.
240

US 

2021

US 

2022

UK 

2021

UK 

2022

DE 

2021

DE 

2022

Natural source 17% 20% 27% 22% 28% 23%

Detailed ingredient information 19% 20% 18% 17% 27% 19%

Clinical research 16% 19% 23% 18% 24% 19%

Recommended by doctor or other 

expert
24% 21% 20% 18% 24% 23%

Recommended by friend/family 12% 12% 10% 10% 15% 13%

Contains branded ingredients 10% 11% 11% 11% 7% 7%

Single ingredient formulas 8% 9% 6% 10% 11% 9%

Addresses specific conditions 16% 10% 15% 7% 7% 9%

Combination formulas 6% 8% 6% 10% 7% 10%

KEY ITC INSIGHT:
• Natural source as a criterion is increasing in the US while decreasing elsewhere
• In fact, many criteria are decreasing in both the UK and Germany, including clinical research (-5% in each), detailed ingredient information 

(-8% in Germany) and addresses specific conditions (-8% in the UK but up 2% in Germany); addresses specific conditions is also down 
6% in the US

• Part of the analysis here is that fewer users are choosing multiple criteria, but also that new responses have been added causing a dilution 
effect on any specific response; we believe the market is maturing and stratifying
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CHARACTERISTICS ENCOURAGING PURCHASE

KEY ITC INSIGHT:

• Regular collagen users tend to rate higher than irregular users for each characteristic
• What is most apparent here is that especially regular collagen users showed high interest in scientific studies, 

clinical trials and interest in branded ingredients

Note: Collagen regular users indicated using supplement at least 4 times per week users n=627, irregular users n=1141, all supplement users n=3625. 

Question: “What is the likelihood that each of the following characteristics would encourage you to take a supplement more frequently/regularly?” 
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CHARACTERISTICS ENCOURAGING 
PURCHASE: COUNTRY

KEY ITC INSIGHT:
• With the exception of scientific studies, which is the most important characteristic in Italy, experience and trust 

consistently resonate as important characteristics in all countries

• The US and the UK, match characteristics closely (the US over-indexes)

• In China, collagen users under-index across all characteristics, as does Germany with the exception of experience and 
trust, trust actually being the top response in Germany

Note: Collagen users US n=1930, UK n=821, Germany n=848,  Italy n=1048, China n=1646. Question: “What is the likelihood that each of the following 

characteristics would encourage you to take a supplement more frequently/regularly?” Top 2 summary = always + usually combined. 

0%

20%

40%

60%

80%

Ex perienced the benefi ts Trust in  a  brand Branded ingredient(s)
identified on the label

Branded ingredient(s)
identified on m ark eting

m ateria ls

Trans parenc y  of a brand Sc ienti fic stud ies /c l in ica l
trials

US UK Germ any Italy China

242

ITC Insights 2022 Consumer Supplement User Survey 243

CHARACTERISTICS ENCOURAGING 
PURCHASE: COUNTRY 2021-2022

Note: n varies based on characteristic choice. Question: “What is the likelihood that each of the following characteristics would 

encourage you to take a supplement more frequently/regularly?”
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US 

2021

US 

2022

UK 

2021

UK 

2022

Germany 

2021

Germany 

2022

Trust In Brand 70% 68% 55% 65% 48% 63%

Transparency of a Brand 65% 63% 51% 63% 49% 55%

Experienced the Benefits 72% 73% 59% 65% 58% 60%

Scientific Studies/Clinical Trials 64% 63% 58% 62% 53% 53%

Branded Ingredients Front of 

Label
62% 66% 49% 61% 42% 52%

Branded Ingredients on Marketing 

Material
59% 65% 49% 59% 42% 52%

KEY ITC INSIGHTS:

• As a characteristic encouraging purchase, brand trust has soared in both the UK and Germany in the past year (up 10% and 15% respectively)

• In fact, all listed characteristics are up in the UK, with both transparency and branded ingredients on front of label up 12%

• Branded ingredients on front of label and on marketing material in general were both up 10% in Germany

• The strength in the UK and Germany suggests numerous approaches will work with users in this category, further refined with age and gender targeting

• All numbers were consistent YoY in the US
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CHARACTERISTICS ENCOURAGING 
PURCHASE: AGE

KEY ITC INSIGHTS:

• Those 35-54 significantly over-indexed compared to the other age group across all characteristics in this category 

with the most difference being with brand transparency and branded ingredient identification

• Interestingly, all age groups value experiencing benefits most when purchasing; this is great for experiential 

ingredients of which collagen is one

Note: Collagen users 18-34 n=686, 35-54 n=744,  55+ n=338. Question: “What is the likelihood that each of the following characteristics would encourage 

you to take a supplement more frequently/regularly?” Top 2 summary = always + usually combined. 
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CHARACTERISTICS ENCOURAGING PURCHASE: 
COUNTRY/AGE
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KEY ITC INSIGHTS:

• The US spikes for those 18-34 for experiencing the benefits and branded ingredients on marketing materials, Italy for clinical trials

• In the middle group, the US spikes for all characteristics, especially those related to branded ingredients
• For older users of collagen, Italy spikes for branded ingredients identified on the label

Note: Top 2 summary = always + usually combined, collagen users 18-34 US n=191, UK n=85, DE n=101, IT n=103, CN n=206; 35-54 US n=220, UK 

n=104, DE n=94, IT n=106, CN n=220; 55+ US n=74, UK n=31, DE n=58, IT n=79, CN n=96; all respondents 3625. Question: “What is the likelihood that 

each of the following characteristics would encourage you to take a supplement more frequently/regularly?”
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CHARACTERISTICS ENCOURAGING PURCHASE: 
COUNTRY/GENDER

KEY ITC INSIGHTS:

• In this data set, US and Italian females stand out for many characteristics, especially for experiencing the benefits 

and scientific studies as well as branded ingredients identified on the label

• For males, those in the US rated experiencing the benefits highly, and in both the US and UK, all aspects of branded 

ingredients

Note: Collagen users female US n=235, UK n=107, DE n=119, IT n=169, CN n=337; male US n=246, UK n=113, DE n=132, IT n=119, CN n=185; all 

respondents 3625. Question: “What is the likelihood that each of the following characteristics would encourage you to take a supplement more 

frequently/regularly?” Top 2 summary = always + usually combined.
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Marine Egg Chicken Vegetarian

Bovine 

(cow)

Porcine 

(Pork)

A combo 

formula

I don’t pay 

attention to 
source

Regular 

Collagen 
Users

35% 31% 28% 27% 27% 22% 16% 12%

Irregular 

Collagen 
Users

34% 24% 19% 22% 17% 18% 19% 16%

All Collagen 

Users
35% 26% 22% 24% 21% 19% 18% 15%

PREFERRED SOURCES OF COLLAGEN

KEY ITC INSIGHTS:

• We continue to see a variety of sources in our response, including even vegetarian, but marine is at the top for both 
regular and irregular users followed by egg

• Once we get to the third response our user group diverge, with regular users moving to chicken and irregular users 

choosing vegetarian

Note: Collagen regular users indicated using supplement at least 4 times per week n=627, irregular users n=1141, all collagen users n=1768. 

Question: “When you select what collagen to purchase, what source(s) of collagen do you look for?”
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PREFERRED SOURCES OF COLLAGEN: COUNTRY
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KEY ITC INSIGHTS:

• Once we can break data into countries, we see that Chinese users are not confused by collagen sources as those 
elsewhere are, and that especially in the US and Italy, vegetarian-sourced collagen appears to be preferred source

• Chinese users strongly prefer marine collagen

Note: Collagen users US n=485, UK n=220, DE, all collagen users n=1768. Question: “When you select what collagen to purchase, what 

source(s) of collagen do you look for?”
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PREFERRED SOURCES OF COLLAGEN: AGE

0%

5%

10%

15%

20%

25%

30%

35%

40%

M arine (Fish) Egg Vegetarian Bovine (Cow) Chick en Porcine (Pork) A com bination
formula

I don’t pay attention 
to the source

18-34 35-54 55+

KEY ITC INSIGHTS:

• Our younger demographics favor marine source, while our older group admits they don't pay attention to the source

Note: Collagen users 18-34 n=686, 35-54 n=744, 55+ n=338. Question: “When you select what collagen to purchase, what source(s) of 

collagen do you look for?”
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PREFERRED SOURCES OF COLLAGEN: GENDER

KEY ITC INSIGHTS:

• Males appear to be a bit more discerning about collagen sources than their female counterparts
• 23% of females and 25% of males claim they select a vegetarian source

Note: Collagen users female n=967, male n=795. Question: “When you select what collagen to purchase, what source(s) of collagen do you 

look for?”
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PREFERRED SOURCES OF COLLAGEN:
COUNTRY/AGE
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KEY ITC INSIGHTS:
• Almost 40% of both US and Italian users in our youngest group claimed to be sourcing vegetarian collagen, and for this group, egg was a strong response for the US, UK 

and China
• In the middle group, Italian users starkly changed from vegetarian to not paying attention to the source; egg remaining a strong response for the US, UK and China
• In the oldest group, US users changed from vegetarian to a combination or not paying attention to the source and egg remained a strong source only in the US and China
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Note: Collagen users 18-34 US n=191, UK n=85, DE n=101, IT n=103, CN n=206; 35-54 US n=220, UK n=104, DE n=94, IT n=106, CN n=220; 55+ US n=74, 

UK n=31, DE n=58, IT n=79, CN n=86. Question: “When you select what Collagen to purchase, what source(s) of collagen do you look for?”
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PREFERRED SOURCES OF COLLAGEN:
COUNTRY/GENDER

KEY ITC INSIGHTS:

• Here we see that it is largely females in Italy driving the vegetarian source response
• Egg over-indexes for males in the US and UK
• Females don't pay attention to the source as much as males do, across all countries with the exception of China
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Note: Collagen users female US n=235, UK n=107, DE n=119, IT n=169, CN n=337; male US n=246, UK n=113, DE n=132, IT n=119, CN n=185. 

Question: “When you select what Collagen to purchase, what source(s) of collagen do you look for?”
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PREFERRED COLLAGEN FORMAT

Note: All collagen users n=1768, regular users indicated using supplement at least 4 times per week n=627, irregular users n=1141. Question: 

“How do you prefer to consume your collagen?”

KEY ITC INSIGHTS:

• When it comes to format, all users prefer capsules, while regular users prefer powder more than do irregular users
• Regular users also rank snacks and bone broth higher than do irregular users
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PREFERRED COLLAGEN FORMAT: COUNTRY

KEY ITC INSIGHTS:
• Capsules was the top response in every country

• German users rank capsules very highly, while those in Italy prefer pills
• Germany under-indexed conspicuously for pills, beverages and bone broth, while China over-indexed sharply for beverages
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Note: Collagen users US n=485, UK n=220, DE n=253, IT n=288, CN n=522, all collagen users n=1768. Question: “How do you prefer to 

consume your collagen?”
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PREFERRED COLLAGEN FORMAT: AGE

KEY ITC INSIGHTS:

• Older users tended to favor capsules and pills while the youngest group showed almost equal responses for each 
format

Note: Collagen users 18-34 n=686, 35-54 n=744, 55+ n=338, all collagen users n=1768. Question: “How do you prefer to consume your 

collagen?”
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PREFERRED COLLAGEN FORMAT: COUNTRY/AGE
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KEY ITC INSIGHTS:
• In the younger group, the Chinese preference for both beverages and bone broth is clear; German users over-index for snacks
• In the middle group, Chinese users clearly again prefer beverages and bone broth, while Italian users peak for powder
• In the older group, Chinese users switch to snacks and bone broth, with users in Germany, Italy and China noting powder as a 

preferred format

Note: Collagen users 18-34 US n=191, UK n=85, DE n=101, IT n=103, CN n=206; 35-54 US n=220, UK n=104, DE n=94, IT n=106, CN n=220; 55+ US n=74, 

UK n=31, DE n=58, IT n=79, CN n=86; all collagen users n=1768. Question: “How do you prefer to consume your collagen?”
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PREFERRED COLLAGEN FORMAT: 
COUNTRY/GENDER
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KEY ITC INSIGHTS:
• While overall patterns are mostly similar, we see a spike for German females for capsules and a strong spike for Chinese 

females for beverages (along with a lesser one for bone broth); Italian females scored strongly for pill format
• For males, we see Chinese users index for capsules primarily, and to a lesser extent beverages

Note: Collagen users female US n=235, UK n=107, DE n=119, IT n=169, CN n=337; male US n=246, UK n=113, DE n=132, IT n=119, CN n=185; all collagen 

users n=1768. Question: “How do you prefer to consume your collagen?”
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IMPORTANCE OF BRANDED INGREDIENTS

KEY ITC INSIGHT:

• 36% of regular collagen users responded that they always look for branded ingredients and are willing to pay a 
premium, with even an additional 25% of irregular users looking for and willing to pay

• This is higher than many other categories and when one considers that 21% of irregular users are always looking 

for and almost 40% of irregular users are appreciating branded ingredients – they are already noticing them. If they 
can be converted to regular users, their brand ingredient loyalty becomes tangible and monetizable

Note: Regular users indicated using supplement at least 4 times per week users n=627, irregular users n=1141, all supplement users n=3625. 

Question: “When deciding which supplements to purchase, how important is the inclusion of branded or proprietary ingredients?”
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IMPORTANCE OF BRANDED INGREDIENTS: 
COUNTRY

KEY ITC INSIGHTS:

• When looking by country, the role of branded ingredients in the marketplace is starkly different but we can clearly see 
that even in China, in this category, it is above the all respondents line

• The US and UK, as we normally see, value branded ingredients most highly (Top 2 are almost neck and neck) but 

here we see a spike for Italy at always looking and willing to pay a premium
• Appreciation is very high in China

Note: US n=485, UK n=220, Germany n=253, Italy n=288, China n=522, All Respondents n=3625. Question: “When deciding which supplements to 

purchase, how important is the inclusion of branded or proprietary ingredients?”
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KEY ITC INSIGHTS:

• When looking by age, we see that 35–54-year-olds are significantly more likely to be looking for and willing to pay a 
premium, with 35% of those confirming that, highly over-indexing in this category particularly

• This group also over-indexed in always looking for branded ingredients and is clearly the primary target

Note: Collagen users 18-34 n=686, 35-54 n=744, 55+ n=338, all respondents n=3625. Question: When deciding which supplements to purchase, how 

important is the inclusion of branded or proprietary ingredients?”

IMPORTANCE OF BRANDED INGREDIENTS: AGE
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KEY ITC INSIGHT:

• When we look into how branded ingredients influence purchase based on gender in this category, we see males 
much more willing to pay a premium (+10% points) and much higher than in any other categories

• This leads to a clear proposition: males, ages 35-54, both irregular and regular users, the first to confirm and 
institutionalize, the latter as a transition target

Note: Female n=967, male n=795, All Respondents n=3625. Question: When deciding which supplements to purchase, how important is the inclusion of branded or 

proprietary ingredients?”

IMPORTANCE OF BRANDED 
INGREDIENTS: GENDER
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how important are the following qualities/values related to any branded ingredient?”

BRANDED INGREDIENTS VALUE PROPOSITION

KEY ITC INSIGHTS:
• Quality, safety, efficacious dosage, and regulatory are top qualities related to branded ingredients in users' minds. This 

shows the essential importance of these attributes for future collagen market development and appeal to both existing 

and new users
• Safety is the top response at extremely important, but when we examine top 2, extremely and very, the top response 

becomes quality at 80%
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KEY ITC INSIGHT:
• If we look at the top-5 between regular and irregular users, they’re precisely in the same order. But a gap starts to open 

as we go down the list confirming that regular users rate all aspects associated with branded ingredients very highly 
and so conversion of any users to regular users does ultimately factor in these ingredient attributes

BRANDED INGREDIENTS VALUE PROPOSITION

Note: All collagen users that appreciate branded ingredients  n= varies by answer choice. Question: “When deciding which supplements to purchase, how 

important are the following qualities/values related to any branded ingredient?” Top 2 summary - extremely + very important.

Regular Collagen Users

Quality 84%

Established safety 83%

Efficacy/efficacious dose 82%

Trust 81%

Regulatory/legal compliance 78%

Irregular Collagen Users

Quality 82%

Established safety 79%

Efficacy/efficacious dose 77%

Trust 76%

Regulatory/legal compliance 75%
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KEY ITC INSIGHTS:
• Quality mattered the most to 

users in all countries except 
China where safety was 
critical (top 2=86%)

• In addition, Chinese users 
rated regulatory/legal 
compliance more important 
than users in other countries, 
the only place where the top 2 
was greater than 
80%, reflecting a real 
concern/focus that we saw in 
many ingredient categories

• Despite all we hear about 
online, website and social 
influence, those too ranked 
very low in China

• While ranking quality high, UK 
users ranked trust lower than 
any other country – tying it 
with China

• Italy over-indexed for clinical 
research relative to other 
countries

Note: All collagen users that appreciate branded ingredients n= varies by answer choice. Question: “When deciding which supplements to purchase, how 

important are the following qualities/values related to any branded ingredient?” Top 2 summary - extremely + very important.

BRANDED INGREDIENTS VALUE 
PROPOSITION: COUNTRY
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KEY ITC INSIGHTS:

• The middle group (35-54) 
consistently ranks each of 

these branded ingredient 

attributes as more important 

than the other two groups; this
difference is largest for 
efficacy

• The oldest group ranks higher 
than the youngest for 

attributes such as 

quality, efficacy, trust and 
clinically studied, and more 

strongly in this case than many 

other ingredients

Note: All collagen users that appreciate branded ingredients  n= varies by answer choice. Question: “When deciding which supplements to 

purchase, how important are the following qualities/values related to any branded ingredient?” Top 2 summary - extremely + very important.

BRANDED INGREDIENTS VALUE 
PROPOSITION: AGE
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KEY ITC INSIGHTS:
• While, quality and safety ranked 

highest for both genders, efficacy 

was next for females while trust 

was next for males (actually equal 

to safety as the second highest)

• Females over index on the top 6 –
the biggest difference is +6% on 

safety

• Men valued social media 10% 

more than women (50% vs 40%)

Note: All collagen users that appreciate branded ingredients  n= varies by answer choice. Question: “When deciding which supplements to 

purchase, how important are the following qualities/values related to any branded ingredient?” Top 2 summary - extremely + very important.

BRANDED INGREDIENTS VALUE 
PROPOSITION: GENDER
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BRANDED INGREDIENT PRICE PREMIUM

KEY ITC INSIGHTS:
• Quality associated with branded ingredients is clearly the biggest reason users will pay a significant premium 

(41% over 10%); however, after that, trust, clinically studied, established safety, and efficacious dosing are all 

roughly equal in ability to extract a price premium
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Note: W illing to pay more than 10% premium, all  collagen users that appreciate branded ingredients  n= varies by answer choice. Question: “When deciding 

which supplements to purchase, how much of a premium would you be willing to pay for the inclusion of a BRANDED INGREDIENT with the following features 

(versus the cheapest option available)??”
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BRANDED INGREDIENTS PRICE PREMIUM: TOP 5

KEY ITC INSIGHTS
• This view of the top of the range really shows this branded ingredient premium

• We found that, in general, collagen users are looking at a healthy premium for each of these top attributes (all at least 
62% for at least a 5% price premium)

Note: Collagen users that appreciate branded ingredients  n= varies by answer choice. Question: “When deciding which supplements to purchase, how important 

are the following qualities/values related to any branded ingredient?
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KEY ITC INSIGHT:

• The largest difference in these qualities to the previous slide is the sheer volume of people who are unwilling to pay any 
premium

• Regulatory compliance, while missing the top 5, still has is another attributes that collagen users will consider for paying 

a premium with 58% willing to pay more than 5%

BRANDED INGREDIENTS PRICE PREMIUM

Note: Collagen users that appreciate branded ingredients  n= varies by answer choice. Question: “When deciding which supplements to purchase, how important 

are the following qualities/values related to any branded ingredient?
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BRANDED INGREDIENTS PRICE PREMIUM

KEY ITC INSIGHT:

• On average, we found that 
collagen users over-index 

by 8% compared to general 
supplement users

• The most significant 

differences are at the top of 
this list and collagen users 

index almost 30% over on 

these features (+8% over 

all supplement users)
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Note: users that appreciate branded ingredients  n= varies by answer choice. Question: “When deciding which supplements to purchase, how much of a 

premium would you be willing to pay for the inclusion of a BRANDED INGREDIENT with the following features (versus the cheapest option available)?”
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BRANDED INGREDIENTS PRICE PREMIUM: 
COUNTRY

KEY ITC INSIGHTS:

• US consumers are willing to pay much 
more for each attribute than other 

countries. Particularly, US collagen 

users over-index on quality, almost three 

times that of Chinese consumers (23%) 
willing to pay at least a 10% premium

• The UK users value trust most, and the 

German users consider social media 
support worth a significant price 

premium ranking it slightly ahead of 

efficacy, at least in this category
• In Italy, while quality ranked 

first, efficacy was right behind it as 

deserving over a 10% premium

• Chinese users ranked consistently 
lower, but safety was the most 
deserving of the premium

• These findings imply that collagen 
marketing and sales strategies should 

be customized considering local cultural 

and social impact

Note: Collagen users that appreciate branded ingredients n= varies by answer choice. Question: “When deciding which supplements to purchase, how much of 

a premium would you be willing to pay for the inclusion of a BRANDED INGREDIENT with the following features (versus the cheapest option available)?”
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BRANDED INGREDIENTS PRICE PREMIUM: AGE

KEY ITC INSIGHT:

• The differences in willingness 
to pay a price premium remain 
relatively consistent across the 

age groups. Specifically, users 
tend to pay fewer price 
premiums as they get older. 

This implies that people 
between 18-34 are still the 
mainstream collagen consumer 

groups where branded 
ingredients are important and a 
premium associated with them 

exists
• Though people under 54 value 

quality as a top feature 

premium, people 55+ consider 
established safety the most 
demanded feature – at least 
when it comes to price 

premiums

Note: Collagen users that appreciate branded ingredients n= varies by answer choice. Question: “When deciding which supplements to purchase, how much of a 

premium would you be willing to pay for the inclusion of a BRANDED INGREDIENT with the following features (versus the cheapest option available)?”
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TRANSPARENCY, TRUST 

AND SUSTAINABILITY
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SIGNALS OF BRAND TRANSPARENCY

KEY ITC INSIGHTS:
• When looking at what elements signal transparency to collagen users we see detailed ingredient information is top for 

both regular and irregular users, slightly under-indexing compared to all respondents
• After that, we see differences with regular users valuing the quality seal on the label for the product, while irregular users 

are valuing a certificate of analysis and ingredient supplier information
• The biggest variation from the all respondent trend line is with ingredient supplier information and irregular users

Note: Collagen regular users indicated using supplement at least 4 times per week n=627, irregular users n=1141, all respondents n=3625. Question: 

“Which of the following items are the strongest signals that a supplement brand is operating transparently?”
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SIGNALS OF BRAND TRANSPARENCY: COUNTRY

KEY ITC INSIGHTS:
• Over half of Chinese collagen users (54%) value the access to a Certificate of Analysis and/or proof of product testing 

as a signal of transparency, both strongly over-indexing and show-casing the under-indexing of this signal elsewhere
• Users in all other countries value detailed ingredients information most
• Quality seals slightly over-indexed against all respondents, especially in the US and UK

Note: US n=485, UK n=220, Germany n=253, Italy n=288, China n=522, All Respondents n=3625. Question: “Which of the following items are the 

strongest signals that a supplement brand is operating transparently?”
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SIGNALS OF BRAND TRANSPARENCY: AGE

KEY ITC INSIGHTS:
• Among all age groups, ingredient information is the most important signal of transparency, especially for the older 

groups
• Users 18-34 prefer access to a CoA or ingredient supplier information, the middle group ranks highest for quality 

seals for the brand, actually the second strongest signal for this group

Note: Collagen users 18-34 n=686, 35-54 n=744, 55+ n=338. Question: “Which of the following items are the strongest signals that a supplement brand is operating 

transparently?”
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SIGNALS OF BRAND TRANSPARENCY: GENDER

KEY ITC INSIGHTS:
• The top signal for both genders was detailed ingredient information, but then the second responses varied -

access to a CoA for females a and quality seal for males

Note: Collagen users female n=967, male n=795, all respondents n=3625. Question: “Which of the following items are the strongest signals that a supplement 

brand is operating transparently?”
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KEY ITC INSIGHT:

• Transparency matters more to collagen users than the average supplement user
• 39% of collagen users indicate that transparency greatly increases chances they would buy compared to only 

33% among general users
• For 45% of regular users, transparency directly influences purchase

Note: Collagen users n=1768, regular collagen users taking the supplement 4 times per week or more n=627, irregular collagen users n =1141, all respondents 

n=3625. Question: “How likely are you to purchase supplements from a manufacturer that provides transparency information on its label or website?”

TRANSPARENCY PURCHASE INFLUENCE
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KEY ITC INSIGHT:

• The US over-indexes on the response rate for transparency 'greatly increasing chances I would buy' with 46%, with 
the UK, Italy and China all at 39% 

• Germany strongly under-indexes here, both compared to the other countries and all respondents as it does across 

the response set
• Chinese users are above the all respondents line for both greatly and somewhat indicating the importance of this 

issue in this category

Note: Collagen users US n=485, UK n=220, Germany n=253, Italy n=288, China n=522, all respondents n=3625. Question: “How likely are you to 

purchase supplements from a manufacturer that provides transparency information on its label or website?”

TRANSPARENCY PURCHASE INFLUENCE: COUNTRY
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KEY ITC INSIGHTS:
• Those 35-54 are much more likely to have transparency impact their decision making with 44% indicating that it greatly 

impacts their decision-making compared to 36% for the users under 34 and 35% for those above 55

• If we look at somewhat increases chances I would buy as well, then 18-34 year olds are 5% points higher than the other 
two age brackets to have transparency impact their decision making at least 'somewhat'

Note: Collagen users 18-34 n=686, 35-54 n=744, 55+ n=338, all respondents n=3625. Question: “How likely are you to purchase supplements from a 

manufacturer that provides transparency information on its label or website?”

TRANSPARENCY PURCHASE INFLUENCE: AGE
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REASONS FOR TRUST

KEY ITC INSIGHTS:
• All collagen users, but 

especially irregular users 
looked to health care 
professionals at a much 
higher level than other 

categories
• Their next strongest trust 

motivator was consistent 

product quality, again with 
this being a factor more for 
irregular users

• Regular users had a higher 
response for long-term 
brand usage and 

friend/family 
recommendations

• Social media, interestingly 

strongly under-indexed in 
this category, a surprise 
since it is so widely known 
for that very influence

Note: Regular users indicated using supplement at least 4 times per week n=499, irregular users n=747, all supplement users n=2587. Question: “What 

characteristics most encourage you to trust a supplement brand?” *China not included
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REASONS FOR TRUST: COUNTRY 

KEY ITC INSIGHTS:
• Recommendations from a 

health care professional 
are rated as the most trust 
characteristic for the US, 
UK and Germany while the 

top trust reason in Italy 
was consistent product 
quality

• Italy also significantly over-
indexed for transparency in 
the supply chain as 

a reason for trust
• There was a spike for an 

informative website in the 

UK

Note: US n=485, UK n=220, Germany n=253, Italy n=288. Question: “What characteristics most encourage you to trust a supplement brand?” *China not included
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REASONS FOR TRUST: CHINA

KEY ITC INSIGHTS:
• With a slightly different set of responses, Chinese collagen users also value the health care 

professional recommendation, especially irregular users at almost 50%, and definitely more 
females than males (+10%), and at 52% with those 35-54

• Branded ingredients leading to trust is strong, but only with regular users and is actually the top 
response for users 18-34
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characteristics most encourage you to trust a supplement brand?”
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REASONS FOR TRUST: AGE 

KEY ITC INSIGHTS:
• We see that 55+ over-index for 

the top two reasons for trust -
health care recommendations and 
consistent product quality

• Moreover, 55+ users also value 
clinical research as an important 
trust generating source

• Users between 18-34 are more 

likely to consider brand values 
and friends or family 
recommendations than the other 

age groups

Note: Collagen users 18-34 n=480, 35-54 n=525, 55+ n=242. Question: “What characteristics most encourage you to trust a supplement brand?” *China not included
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REASONS FOR TRUST: 2020-2022  

KEY ITC INSIGHT:
• Most factors have declined since 2020, likely due to new options being added in the 2022 survey.

• Clinical research is a new choice with 21% response rate
• Despite this, trust generated by a health care professional has remained very steady, currently sitting as the top 

response at 31%

Note: Collagen users 2020 US/UK/DE n=620, 2021 US/UK/DE n=719 2022 US/UK/DE/IT n=1246. Question: “What characteristics most 

encourage you to trust a supplement brand?”
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IMPORTANCE OF SUSTAINABILITY

KEY ITC INSIGHT:

• Among regular collagen users, sustainability was indicated as “always influencing” their purchasing decision at 
25% while irregular users were 14% and all respondents were at 13%

• Irregular collagen users are very aligned with general supplement users in indicating sustainability as important 

• This confirms that sustainability is a huge driver in this category

Note: Collagen regular users indicated using supplement at least 4 times per week n=627, irregular users n=1141, all supplement users n=3625. 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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IMPORTANCE OF SUSTAINABILITY: COUNTRY

KEY ITC INSIGHT:
• If we look at “always” and “frequently” responses combined for how sustainability impacts purchasing 

decisions, we see the US and UK tie with 46% of collagen users indicating that sustainability at least 
frequently impacts their decision-making

• Comparatively, we see Germany, Italy, and China much less influenced with only 35%, 34%, and 31% 
indicating that sustainability impacts their purchasing decision significantly.

Note: Collagen users US n=485, UK n=220, Germany n=253, Italy n=288, China n=522, all respondents n=3625. Question: “When deciding which supplements to 

purchase, to what degree does the sustainability/environmental impact of a supplement ingredient influence your purchasing decision?”

0%

5%

10%

15%

20%

25%

30%

35%

Always  in fluenc es, wi th  a ll
s upplement ingredients

Frequently in fluenc es , w ith
a ll  supplement ingredients

Often in fluenc es , with
c erta in  supplement

ingredients

Sometim es influences ,
wi th c erta in s upplem ent

ingredients

Never influences  m y
dec ision

I wasn 't aware th is  was an
iss ue wi th s upplem ents

US UK DE IT CN Al l Res pondents

288



ITC Insights 2022 Consumer Supplement User Survey 289

IMPORTANCE OF SUSTAINABILITY: AGE

KEY ITC INSIGHT:
• When looking by age, those 35-54 are significantly more likely to indicate that sustainability ;always influences' their 

purchasing decision than any other age bracket among collagen users, well above other categories as well, making 

them clearly the prioty target fir sustainability messaging

• 55+ users over-index for 'never' and 'wasn’t aware' than the other two age groups, while users between 18-34 over-

index for 'frequent influences'

• Here again we see that these younger two groups are solidly above the all respondents line

Note: Collagen users 18-34 n=686, 35-54 n=744, 55+ n=338. 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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QUESTIONS

#itcinsights

len@itcstrategy.com

+1 (303) 746-9555

itcstrategy.com
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