
1

W h o  A r e  C o l l a g e n
C o n s u m e r s  a n d  W h a t
D o  W e K n o w  A b o u t  
T h e m ?

Mar ia  Pavl idou
H MT  Age nc y

T r ac i  Kant ows ki
Collage n 

S t e war ds hip 
Al l ianc e  &  IT C

{LIVE WEBINAR}

#collagenconsumerinsights



A b o u t  t h e
C o l l a g e n  
S t e w a r d s h i p  
A l l i a n c e

MISSION

To promote the collagen category worldwide and 

steward responsible, sustainable growth

Let’s 

connect::

CollagenAlliance.org

Linkedin/collagenstewardshipalliance

#collagenstewardship #collageninfo

FOCUS AREAS

• Promote and attribute the science supporting collagen

• Promote product quality and appropriate testing

• Be an objective industry voice for collagen and collagen 

containing products, to consumers, government, retailers and 

practitioners

• Interact with trade and consumer media to promote greater 

awareness of collagen

• Work with academia and research organizations for clinical 

scientific projects

• Present data and insights on collagen ingredient, products and 

the category

Collagen Stewardship Alliance 

fueled by



The international specialist agency 

for innovation, marketing and 

branding in food & health
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HMT supports change-makers
in the nutrition industry

+ 15 years experience

+ 60 countries

+ 500 brands
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History of working with game-changing brands
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H O U S E K E E P I N G

This webinar is being recorded and will be 

available on demand with the slides. You will 

receive an email when it’s available. 

. 

ON DEMAND

Use the Q&A tab to submit questions. 

We’ll do our best to answer them live.

Q&A

Please use the chat if you need assistance 

with any technical issues and our technical 

lead will assist you.

CHAT
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WHAT 
WE‘LL 
COVER

• Collagen market overview

• The benefit areas resonating 
with consumers and what 
they’re looking for in the market

• Which consumer profiles from 
HMT’s FourFactors® Brand 
Acceleration System to help you 
identify the sweet spot for your 
organization

• Market case studies 
highlighting some of the latest 
innovations

• Q&A



POLL
What’s your current involvement 

in the collagen space?



COLLAGEN 
MARKET 
OVERVIEW

The global collagen market size was 

valued at $9.1 billion in 2022 and is 

anticipated to expand at a compound 

annual growth rate (CAGR) of 10.2% 

from 2023 to 2030. 
Grand View Research

Science is growing. In the last 10 years 

alone, over 98,000 studies related to 

collagen are listed on PubMed
PubMed.gov search

Searches for collagen on Google are 

trending upward and are at their 

highest point for the last 5 years
Google Trends



Beauty, …

Joint Health, 24%

Bone 

Health, 

19%

Protein, 14%

Nearly 
50% take 

for beauty

WHY SUPPLEMENT CONSUMERS 
TAKE COLLAGEN

US

Beauty 48%

Joint health 26%

Bone health 22%

Protein content 18%

Heart health 16%

Beauty 38%

Joint health 25%

Bone health 18%

Pain/inflammation 17%

Protein content 15%

UK

DE

Beauty 29%

Bone health 21%

Joint health 21%

Heart health 16%

Pain/inflammation 16%

IT
Beauty 41%

Joint health 30%

Bone health 19%

Pain/inflammation 15%

Gut health 11%

Source: ITC Insights 2023 Consumer Supplement User Survey

AU

Beauty 53%

Joint health 20%

Bone health 19%

Protein content 14%

Gut health 12%

KR

Beauty 64%

Joint health 17%

Bone health 16%

Arthritis 10%

Gut health 10%

Collagen Stewardship Alliance 

fueled by



The leading strategic framework for innovation & brand positioning

The FourFactors Brand Acceleration System is the 

leading strategic framework for consumer driven 

innovation and brand positioning - Connecting

consumers with trends, categories and brands.

The framework is based on >15 years of analysis of

success and failure factors, it is applied in >60 markets 

worldwide and proved to work across different countries

and cultures. Validated through research from Maastricht 

University as the best model for food & health.

©
 2

0
2

3
 –

H
ea

lt
h

y 
M

a
rk

et
in

g 
Te

a
m





3 distinct benefits with varying awareness levels
Depeding on the market and audience, some are more accepted than others

The “old” story:

Collagen for beauty

Category growth:

Collagen for active aging 

The up and coming story:

Collagen as protein source
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NC: Driven by NEED, 

Volume low

Price HIGH

Communication: rational

NC: Driven by EMOTION, 

PREMIUM-price

Communication: 
Lifestyle

WCS: SIMPLE SOLUTIONS

Good margin & brands 

Communication: ASPIRATIONAL

Commoditised:

Driven by NORMAL

Price-competition: low margin
Communication on EXTRAS/PRICE
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NORMAL
My TRADITION
‘I don’t want/need to change’

SOLUTION
My SOLUTION
‘I have to change’

WANT
My ATTITUDE
‘I want to change’

MEDICAL NEED
My CONDITION
‘I need to change’

DOES IT FIT MY
CONDITION ?
Is it proven?

DOES IT FIT “ME”?
Is it new / different?

DOES IT FIT MY DAILY
ROUTINE?
Is it a solution to my needs?

DOES IT FIT MY FAMILY
TRADITION?
Is it normal / for everybody?

Collagen for beauty

Collagen for active aging

Collagen as protein source

Conclusion: the lifestyle consumers create a new lifestyle that will eventually create 
new habits and grow in the mass market.
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COLLAGEN FOR 

BEAUTY

Poll:

Where does your 

company fit on 

the spectrum for 

collagen for 

beauty?



67%
Female

31%
Male

• 2 8% (+8% ove r  a l l  r e s ponde nt s )  
a lways  look for  br ande d ingr e die nt s  
and ar e  wil l ing t o  pay  a  pr e mium

Collagen Beauty 
Supplement Users

18-…

35-54, 

41%

55…

AGE

• 2 7% s aid t he y  pr e fe r  mar ine  or  
ve ge t ar ian s our c e

• 3 7% pr e fe r  t o  c ons ume  c ol lage n in 
pi l l  or  c aps ule  for mat  and 3 3 % in 
powde r

itcstrategy.com/insights

• 3 8% t ake  c ol lage n 4x/we e k or  
mor e

• T he y s pe nd an ave r age  of  $ 1 8.85  
on c ol lage n s upple me nt s  
mont hly

Collagen Stewardship Alliance 

fueled by
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Collagen for beauty is a very established benefit area for collagen, but depending on 
how it is executed is can be positioned for different types of audiences. 



Placeholder for ”case study” 
slides Japan and possibly South 

Korea and then Australia



B e a u t y  
P e r s o n a s
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COLLAGEN FOR 

ACTIVE AGING

Poll:

Where does your 

company fit on the 

spectrum for 

collagen for active 

aging?



49%
Female

51%
Male

• 3 3 % (+ 1 3 % ove r  a l l  
r e s ponde nt s )  a lways  look for  
br ande d ingr e die nt s  and ar e  
wil l ing t o  pay  a  pr e mium

Collagen Active Aging 
Supplement Users

18-…

35-54, 

42%

55…

AGE

• 3 1 % s aid t he y  pr e fe r  mar ine  
s our c e

• 3 9 % pr e fe r  t o  c ons ume  
c ol lage n in c aps ule  for mat

itcstrategy.com/insights

• 3 7% t ake  c ol lage n 4x/we e k or  
mor e

• Ac t ive  aging c ol lage n 
c ons ume r s  s pe nd an ave r age  
of  $ 1 9 .2 5  on c ol lage n 
s upple me nt s

Collagen Stewardship Alliance 

fueled by
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Collagen for active aging can be boarderlining on medical or it can be playing in mass 
marketing. What is the space your brand occupies in the mind of the consumer?



A c t i v e A g i n g
P e r s o n a s
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COLLAGEN FOR 

PROTEIN

Poll:

Where does your 

company fit on 

the spectrum for 

collagen for 

protein?



51%
Female

49%
Male

• 3 4% (+ 1 4% ove r  a l l  
r e s ponde nt s )  a lways  look for  
br ande d ingr e die nt s  and ar e  
wil l ing t o  pay  a  pr e mium

Collagen Protein 
Supplement Users

18-…

35-54, 

44%

55…

AGE

• 3 8% s aid t he y  pr e fe r  mar ine  
s our c e  ( t his  gr oup did not  
plac e  impor t anc e  on 
ve ge t ar ian opt ions )

• 41 % t ake  c ol lage n 4x/we e k or  
mor e

itcstrategy.com/insights

Collagen Stewardship Alliance 

fueled by

• 3 8% pr e fe r  t o  c ons ume  
c ol lage n in powde r  for mat

• Pr ot e in c ol lage n c ons ume r s  
s pe nd an ave r age  of  $ 2 2 . 1 5  
on c ol lage n s upple me nt s  
mont hly
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Collagen as a source of protein is an up and coming benefit that is gaining awareness 
and we haven’t seen it in mass market yet. It presents a growth opportunity. 



P r o t e i n  
P e r s o n a s



©
 2

0
2

3
 –

H
ea

lt
h

y 
M

a
rk

et
in

g 
Te

a
m

Different consumers, different needs

• Technology stakeholder • Lifestyle stakeholder • Early mass stakeholder • Late mass stakeholder

Help my condition

• Medical need

• Joint pain 

• Elite athletes 

• Active aging 

Positive change

• Lifestyle: Gym bros 

• Nutrition and beauty 
influencers 

Better for me 

• The better option for me 
and my family

• Taking care of myself 

• Sports enthusiast 

I only take what I know

• Beauty collagen and 
maybe joints

• Low price and 
accessibility are key
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O p p o r t u n i t i e s

• B e au t y ,  ac t i ve  agi ng and 
p ro t e i n  c o n t i n u e  t o  b e  s t ro n g 
b e n e f i t  are a  o p po rt u n i t i e s  t o  
f o c u s  o n

• I t ’ s  e sse nt i a l  t o  se l e c t  yo u r  
t arge t  mark e t  and c re at e  a  
c u st o mi z e d  ap pro ac h

• P ay at t e nt i o n  t o  ge o grap hy —
t he re  are  d i f f e re nc e s  ac ro ss  
c o u nt r i e s

• Fe we r  t han hal f  o f  c o l l age n 
c o nsu me rs  are  t ak i ng i t  
re gu l ar l y — bi g o pp o rt u n i t y  t o  
c o nve rt  t he se  c o nsu me rs



POLL
Which area do you think has the 

most opportunity for you?



Q&A

Collagen Stewardship Alliance & 
Industry Transparency Center

traci@itcstrategy.com

Traci Kantowski
HMT

maria@theHMT.com

Maria Pavlidou


