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The undisputed king of the claim, protein is top of mind for “; ,

health conscious consumers, young and old. Join us as we o

examine the motivation for protein and what is expected forg
&

this consumer-craved diet essential in 2015. by

Where Is Protein Having the Most Impact?

50% of protein drink users consume meal replacement
beverages to get more energy. 48% do so because they help to curb
hunger cravings and provide satiety between meals.

Consumers are snacking more than ever due to their fast paced
lifestyle and the need to keep up energy throughout the day. Not
coincidentally, the snack food category represents the most
launches of high protein foods. In 2014, 19% of all high protein
foods and drinks launched in the U.S. were snack bars.

91% of U.S. consumers eat cold cereal and do so about 12 times a
week. In fact, over 80% of cereal consumers want a high protein cereal.
High protein is one of the top two claims that consumers crave.

Hot Flavors in High Protein Product Introductions

Apple Pie

Vanilla Chocolate, Caramel, Pretzel Chocolate
Dark Chocolate, Coconut, Greek Yogurt

Strawberry Chocolate/Peanut Butter
German Chocolate

Berry Pifia Colada Strawberry

‘ ina Co
Cookies and Cream g Peanut Butter
mores , Blueberry Vanilla
Strawberries and Cream .
Cookies and Cream

Strawberry Cheesecake

Sweet Chili and Almond
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FONA'’s Protein Predictions

Protein:

Recent studies have shown that protein is best
consumed in smaller amounts throughout the day,
resulting in greater protein retention—contrary to the
typical 45% American intake at dinner. As consumers
increase their protein intake throughout the day, expect
to see a demand for high protein snacks and meals that
can be consumed on-the-go.

Dessert:
Americans love dessert, so anything that can bring a
healthy profile to indulgence is welcome!

Vegan:

In the U.S., products that had a combined claim of being
both high protein and vegan showed a 100% growth from
2012-2014. This signifies that opportunity exists for
manufacturers who can offer both high protein and
vegan formulations.

Kids:

The fact that kids are big snackers, like colorful
packaging, and lead a fast-paced lifestyle creates
opportunity for high protein energy sources that are fun,
taste great and carry kids from activity to activity.

Women:

Women especially are incorporating more protein in
their diets with the goal to manage their weight, reduce
fat and develop lean muscle. When shopping for
groceries for either themselves or their families, 79% of
women were interested in protein-rich food.

Chocolate:

Currently, only 36% of consumers who work out eat high
protein products after exercising for muscle recovery.
Enhancing chocolate with protein, nuts or whey powder
could be a new post-workout opportunity for chocolate
confectionery and new flavor and positioning
opportunities for manufacturers.

What Is Driving Consumers’ Desires for

High Protein Concepts?

57% of consumers make it their mission to
consume more protein. Consumers aged 18-34 and
65+ were the most likely to seek out protein.

Energy is among the largest overlooked opportu-
nities for protein. Two-thirds of adults (64%) think
protein helps provide energy throughout the day;
62% that it helps maintain energy levels.

39% of U.S. consumers are eating more
protein to help build muscle and 32% to
maintain muscle mass.

Of the consumers eating more protein, al-
most half 46%, are doing so to help maintain a
healthy weight and 38% have increased their
protein intake to help them lose weight.

Sources: Mintel Oxygen, Mintel GNPD, www.ift.org, Prepared Foods
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