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This report looks at the following areas:

* The impact of COVID-19 on the sports nutrition market.

* Where sports nutrition products are bought and key choice factors.

 The opportunity for plant-based and personalised products in the sports
nutrition market.

» Consumer usage of and attitudes towards high-protein food and drink.

That taste stands on a par with healthiness in consumers’ product choice —
cited by 58% and 61% of buyers, respectively — shows how growing competition
in the sports nutrition market has set the expectations high for products to

deliver on enjoyment as well as functionality.

While the COVID-19 outbreak gave a notable boost o consumers’ interest in
health and exercise, the lockdown also sharply curbed exercise opportunities.
Looking ahead, the income squeeze triggered by the lockdown will put non-
essential spend in the line of fire, including that on sports nutrition products.

The growing competition from mainstream food and drink actively calling out
their protein credentials adds to this pressure. Brands have made themselves
more vulnerable to this with the recent push to be seen as better-for-you

snacks among mainstream consumers. While providing new revenue streams,

this risks diluting their specialised image.

A third (34%) of people are interested in sports nutrition products customised fo
their personal needs, including 68% of sports nutrition users. Such products also
stand to bring new users to the category, as 18% of non-users of sports nutrition
show interest in these. Examples in this space are rare, but frontrunners with o
compelling proposition can reap substantial benefits.
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“While the COVID-19
lockdown has severely curbed
exercise opportunities, the
outbreak has sparked a
keener interest in health and
exercise that could open up
opportunities for sports
nutrition ahead. The economic
downturn however poses a
stark challenge in the short
term.”

- Angharad Goode, Research
Analyst
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* Sports nutrition usage is heavily dependent on exercise
levels
Figure 9: Behaviours related to sports nutrition products, May
2020

* 47% think sports nutrition products are too artificial
Figure 10: Attitudes towards sports nutrition products, May
2020

* A third of adults use high-protein food and drink products
Figure Tl: Consumption of high-protein food and drink
products, May 2020

> Need for protein is widely felt, but many can't keep track of
intake
Figure 12: Attitudes towards high-protein food and drink
products, May 2020

COVID-19 AND SPORTS NUTRITION

¢ Impact on the market

* The COVID-19 lockdown hits exercise and sports nutrition

« Economic downturn will see the market come under
pressure

* Impact on consumers

« COVID-19 boosts interest in exercise

* Increased interest in vegan diets suggests plant-based NPD
warrants attention

» Two-in-five are cutting back on non-essential spend

+ Impact on companies and brands

« A sharp shift in purchase channels

* Brands look to at-home exercise in marketing and NPD

* Smaller players are most exposed to disruption from
COVID-19

ISSUES AND INSIGHTS

» COVID-19 boosts interest in exercise

= An ongoing case for sports nutrition brands to support
exercise

* Increased interest in vegan diets strengthens the case for
plant-based NPD

THE MARKET - KEY TAKEAWAYS
* COVID-19 hits sales in 2020

* Income squeeze and ageing population pose challenges
ahead

* Nine in 10 people report to exercise
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MARKET SIZE

COVID-19 lockdown disrupts exercise, hitting sports
nutrition

Figure 13: Short, medium and long-ferm impact of COVID-19
on sports nutrition, 27 August 2020

Sales through mainstream channels slowed in 2018/19...
...and were hit by COVID-19 in 2020

Figure 14: Value sales in the UK sports nutrition food and drink
market/A, 2016/17-2019/20

Ageing population, mainstream competition and income
squeeze stand to pose challenges ahead

MARKET DRIVERS

Nine in 10 people report to exercise

Figure 15: Frequency of exercise, 2018-20

Government emphasis on health intensifies under COVID-19
Recession is expected to hit the core younger users of sports
nutrition

Ageing population will be a challenge for the market

Figure 16: Trends in the age structure of the UK population,
2014-19 and 2019-24

End of Brexit transition period brings uncertainty to the

market

COMPANIES AND BRANDS - KEY TAKEAWAYS

Maijor brands report strong growth in 2019/20

Sports nutrition brands continue to develop mainstream-
friendly products

Protein claims continue to grow

The category attracts little ATL spend

MARKET SHARE

Competitive landscape

Myprotein attributes increased sales to rebrand

Science in Sport reports distribution gains and ecommerce
growth

The Protein Works and USN grow sales in 2019

Neat Nutrition secures crowdfunding; smaller players face
pressure from COVID-19

Market share through mainstream retail

Grenade secures listings and NPD to grow sales

Figure 17: Leading brands’ value sales in the UK sports
nutrition food and drink marketA, 2017/18-2019/20

For Goodness Shakes rebrand boosts 2018/19 growth
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» Hershey’s acquires a minority stake in Fulfil

LAUNCH ACTIVITY AND INNOVATION - SPORTS NUTRITION

« Sports nutrition brands continue to develop mainstream-
friendly products

« More protein bars focus on texture
Figure 18: Sports nutrition bars focused on texture, 2019/20

« Oat bakes and protein bars continue to blur boundaries
with mainstream snacks
Figure 19: Myprotein Oat Bakes and Maximuscle Protein Bites,
2019/20

« Sports nutrition brands take inspiration from sweet bakes...
Figure 20: Sports nutrition biscuit and cake launches, 2019/20

¢ ...and other sweet treats
Figure 21: Chocolate dip and fruffle launches from sports
nutrition brands, 2019/20

* Innovative flavours range from savoury to sweets
Figure 22: New sports nutrition launches with innovative
flavours, 2019/20

* Myprotein partners with Swizzels
Figure 23: Myprotein's Swizzels partnership and tea-
flavoured launches, 2020

» Sports nutrition brands are shaking up the traditional
protein powders
Figure 24: Examples of clear protein powders, 2019/20

= Sports nutrition shots provide additional functional benefits
Figure 25: Examples of sports nutrition shots, 2019/20

« Targeted sports nutrition

* Tailored to specific sports...

e ...indoor and DNA
Figure 26: Examples of targeted sports nutrition, 2019/20

« Sports nutrition brands tap into the plant-based trend

» Strong demand for plant-based products

+ Various leading brands invest in plant-based...
Figure 27: Examples of plant-based sports nutrition products,
2019/20

* ...many pairing this with a cleaner label proposition
Figure 28: Examples of clean label sports nutrition products,
2019/20

« Sports nutrition brands cater for keto diets
Figure 29: Examples of keto sports nutrition products, 2019/20

* Premier Protein launches in UK

reports.mintel.com © 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

MINTEL

What's included

Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Previous editions

Did you know?

This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
conftain specific COVID-19
related research and
forecasts. The world’s
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now

Visit store.mintel.com

EMEA  +44 (0) 20 7606 4533

Brazil 0800 095 2094

Americas +1(312) 943 5250

China +86 (21) 6032 7300

APAC +61(0) 2 8284 8100



/reports.mintel.com//display/store/989418/

Attitudes towards Sports Nutrition: Inc Impact of COVID-19 - UK - August 2020 M i NTEL

Report Price: £2195 | $2995 | €2600

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

LAUNCH ACTIVITY AND INNOVATION - HIGH-PROTEIN
PRODUCTS

Methodology

Protein claims continue to grow

Figure 30: Share of UK food and drink launches featuring a
high-/added protein claim, 2015-20"

Snacks and processed fish/meat/egg products lead in
high/added protein launches

Figure 31: Share of high/added protein food launches, by
product category, 2015-20"

Snack/cereal/energy bars dominate high/added protein
launches in snacks

Figure 32: Share of high-protein snack launches, by sub-
category, 2015-20"

Confectionery conglomerates look to protein under familiar
brands

Figure 33: Examples of snacks/cereal/energy bars with high/
added protein, 2019/20

Meat snacks continue to attract NPD

Figure 34: Examples of meat snacks with high/added protein,
2019/20

Ambient cheese snacks embrace a protein proposition
Figure 35: Examples of cheese snacks with high/added
protein, 2019/20

High-protein trend in dairy and plant-based dairy
alternative products continues

Figure 36: Examples of dairy and dairy alternative products
with high/added protein, 2019/20

ADVERTISING AND MARKETING ACTIVITY

The category attracts little ATL spend

Figure 37: Total above-the-line, online display and direct
mail advertising expenditure on sports nutrition (ordered by
2019), by advertiser, 2019-20"

Figure 38: Total above-the-line, online display and direct
mail advertising expenditure on sports nutrition (ordered by
2019), by media type, 2019-20"

Bulk Powders launches Be More Do More campaign
Grenade launches workout series on Amazon Prime...
...while Myprotein airs live classes on Facebook Live

The Protein Works begins Just Do More podcast

Nielsen Ad Intel coverage
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THE CONSUMER - KEY TAKEAWAYS

A third of adults use sports nutrition products

Supermarkets are the most popular channel for buying
sports nutrition

Sports nutrition usage is heavily dependent on exercise
levels

Perception as artificial and confusion around ingredients
hold back the category

A third of adults use high-protein food and drink products
Need for protein is widely felt, but many can’t keep track of

intake

IMPACT OF COVID-19 ON CONSUMER BEHAVIOUR

COVID-19 boosts interest in exercise

Figure 39: Change in priorities since the COVID-19 outbreak,
doing exercise, by gender and age, 7-14 May 2020

Limited exercise opportunities see people turn to home
workouts

Figure 40: Taking part in more home workouts and pausing
gym membership as a result of the COVID-19 outbreak, 26
March-16 April 2020

Confidence in going to a gym remains low

Figure 41: Attitudes towards going to the gym, 2 July-7 August
2020

Increased interest in vegan diets suggests plant-based NPD
warrants attention

Heightened focus on the environment

A boost to online shopping

A case for improving the online experience

Figure 42: Shopping online more and trying to limit time spent
in-store since the start of the COVID-19 outbreak, 16 April-14
August 2020

Two-in-five are cutting back on non-essential spend

Figure 43: Cutting back on non-essential spending since the
start of the COVID-19 outbreak, 16 April-14 August 2020
Figure 44: Cutting back on non-essential spending, by
gender, 30 July-7 August 2020

USAGE OF SPORTS NUTRITION PRODUCTS

A third of adults use sports nutrition products

Figure 45: Sports nutrition usage by frequency of exercising
for at least 30 minutes, May 2020

Men and 16-34s are core sports nutrition users

Over-55s warrant attention...
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...but few of them take high intensity or strength workouts
Figure 46: Sports nutrition usage by age and gender, May
2020

Protein bars and supplements remain the most popular
products

Figure 47: Types of sports nutrition product used, May 2020

WHERE SPORTS NUTRITION PRODUCTS ARE BOUGHT

Supermarkets are the most popular channel for buying
sports nutrition

Figure 48: Retail channels typically used to buy sports nutrition
products, May 2020

Convenience stores used by one in five

A third shop at specialists and a quarter at online-only

specialists

FACTORS INFLUENCING PURCHASE CHOICES

Healthiness, price and taste hold equal importance

The economic downturn will dial-up the focus on price
Figure 49: Purchase drivers for sports nutrition products, May
2020

BEHAVIOURS RELATED TO SPORTS NUTRITION PRODUCTS

Sports nutrition usage is heavily dependent on exercise
levels

Figure 50: Behaviours related to sports nutrition products,
May 2020

Brands will benefit from encouraging exercise

A case for offering products for low-intensity exercise

A pressing need to combat confusion around ingredients

A third are tempted by personalised sports nutrition

ATTITUDES TOWARDS SPORTS NUTRITION

47% think sports nutrition products are too artificial

Figure 51: Attitudes towards sports nutrition products, May
2020

The onus is on brands to make their credentials understood
Figure 52: Examples of protein and sports nutrition products
spotlighting their ingredients, 2019/20

Over a third of adults want more plant-based products

A quarter of adults interested in sports nutrition ingredient
fortified food
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HIGH-PROTEIN FOOD AND DRINK USAGE

« A third of adults use high-protein food and drink products What's included
Figure 53: Consumption of high-protein food and drink a | s include
products, May 2020 Executive Summary

Full Report PDF
ATTITUDES TOWARDS HIGH-PROTEIN FOOD AND DRINK

» Need for protein is widely understood, but many can’t keep Infographic Overview

track of intake ) }
. . . . , Powerpoint Presentation
Figure 54: Attitudes towards high-protein food and drink

products, May 2020 Interactive Databook

Figure 55: Examples of products calling out their protein

. Previ difi
contfent prominently on-pack, 2020 revious edifions

* Two thirds prefer food naturally high in protein to fortified
Figure 56: Examples of products explaining their protein
source on-pack, 2020

* One-in-five interested in insect protein Did you kn OW?

» Low availability and high prices will limit uptake

This report is part of a series

APPENDIX — DATA SOURCES, ABBREVIATIONS AND of reports, produced to

SUPPORTING INFORMATION : :
provide you with a more

* Abbreviations holistic view of this market.
« Consumer research methodology

All Mintel 2020 reports

APPENDIX - CONSUMER contain specific COVID-19
related research and
forecasts. The world's
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Figure 57: Frequency of sports nutrition product usage, May
2020
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Mintel is the expert in what consumers want
and why. As the world’s leading market

intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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