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"Mintel estimates the nutritional and performance drink
category continued its moderate growth, with dollar sales

increasing 6% in 2015. The category benefits from growing
consumer attention toward healthy living, and provides a

convenient and efficient means of helping them meet
goals."

- Beth Bloom, Food & Drink Analyst

This report looks at the following areas:

• More than a third of consumers are too busy to take care of themselves
• Competing categories make a play for functional delivery
• Weight loss drinks stall

Mintel estimates the nutritional and performance drink category continued its moderate growth, with
dollar sales increasing 6% in 2015. The category benefits from growing consumer attention toward
healthy living, and provides a convenient and efficient means of helping them meet goals. However,
food and drink products across the board have caught on to the value of functional positioning (inc
hydration, protein delivery, energy boosting), and challenge nutritional and performance drinks at their
own game. Mintel forecasts growth will continue, but at a slower pace. Proving efficacy and staying
relevant as health trends change will be key in retaining patronage.
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Figure 49: Natural supermarket sales of nutritional and performance drinks*, by organic ingredients, at current prices, rolling 52 weeks
ending Feb. 23, 2014 and Feb. 21, 2016

Plant-based nutrition
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Figure 51: “It’s Your Thing,”:30 second TV commercial, February 2016

Nutritional drinks see largest participation

Men are significantly more likely to purchase drinks in the category

Millennials are a key target for all drink types

Snacking leads consumption occasion

Supermarkets/mass lead purchase locations

A third of consumers purchase nutritional drinks
Figure 52: Drink purchase, February 2015

Figure 53: Nutritional drink purchase – Breakout, February 2015

Key driver analysis: Nutritional drinks
Figure 54: Key drivers of nutritional drinks and mixes*, February 2016
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Most consumers drink products in the morning
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Figure 63: Consumption occasion – Daypart, by drink type, February 2015
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Figure 79: “Stephen Curry is Stronger Everyday,” online video, February 2016

Figure 80: “Moving the game forward,” online video, November 2015

Figure 81: Information sources, by drink type, February 2015

Supermarkets/mass lead purchase locations, online channel strong

The category has the opportunity to nurture online sales
Figure 82: Purchase location, February 2015

Sports drink buyers are particularly drawn to supermarkets/mass

Club stores do well for nutritional/weight loss drinks

Performance drink buyers turn to online channels
Figure 83: Purchase location, by drink type, February 2015
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Figure 96: Total US retail sales and forecast of weight loss drinks, at current prices, 2010-20

Figure 97: Total US retail sales and forecast of weight loss drinks, at inflation-adjusted prices, 2010-20

Figure 98: US supermarket sales of nutritional and performance drinks, at current prices, 2010-15

Figure 99: US drug store sales of nutritional and performance drinks, at current prices, 2010-15
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Figure 101: MULO sales of nutritional and performance beverages, by leading companies, rolling 52 weeks 2015 and 2016

Figure 102: Weight loss drink launches, by branded/private label, 2012-16*
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Figure 108: Natural supermarket sales of nutritional and performance drinks*, by pre and probiotics, at current prices, rolling 52 weeks
ending Feb. 23, 2014 and Feb. 21, 2016
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ending Feb. 23, 2014 and Feb. 21, 2016
Figure 110: Natural supermarket sales of nutritional and performance drinks*, by organic ingredients, at current prices, rolling 52
weeks ending Feb. 23, 2014 and Feb. 21, 2016
Figure 111: Sports drink launches, by leading flavors, 2012-16*
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Figure 115: Natural supermarket sales of nutritional and performance drinks*, by presence of alternative sweetener, at current prices,
rolling 52 weeks ending Feb. 23, 2014 and Feb. 21, 2016
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