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Sources: Centers for Disease Control and Prevention, Cdc.gov; ñ39 Interesting Facts About Proteinò ï Facts.randomhistory.com. 3 

Introduction 
Protein: the basics 

Nutrition levels can vary, too 

 

Insects are a surprisingly nutritious 

protein source. For instance, 100g of 

top sirloin beef contains 29g of protein 

and 21g of fat, but 100g of 

grasshopper has 20g of protein with 

just 6g of fat. 

Some proteins are ñcompleteò 

 

Some amino acids cannot be made by 

the body; these are called essential 

amino acids.  A ñcompleteò protein 

provides all essential amino acids.  

Meat, poultry, fish, milk, eggs, and 

cheese are complete protein sources. 

Protein is crucial to life 

 

Proteins are made up of amino acids, 

and there are 20 different amino acids 

that join to create protein. Protein is the 

second most plentiful substance in the 

body, after water. Without protein there 

would be no life. 

Protein needs vary by age 

 

The Recommended Dietary Allowance 

(US) for protein varies from 13g per 

day for children ages one to three, to 

as much as 56g per day for men up to 

and beyond age 70. Eating too much 

protein can be unhealthy. 



Source: International Foods Information Councilôs 2012 Food & Health Survey.  Photo courtesy of Bodybuilding.com. 4 

How does the consumer view protein? 
Consumers see a tight connection between protein and building muscle 

Q: ñTo what extent do you agree or disagree with the following 

statements about protein?ò  US consumers only 

55% 

44% 

32% 

20% 

33% 

36% 

38% 

40% 

Protein helps build
muscle

Foods and beverages
that contain protein are
part of a balanced diet

Protein helps people feel
full

High protein diets can
help with weight loss

Agree strongly Agree somewhat

88% 

80% 

69% 

60% 

Body-building foods 

and supplements have 

helped promote the link 

between protein and 

muscle-building 

Ad for Nutrex Muscle 

Infusion Black 



Source: International Foods Information Councilôs 2012 Food & Health Survey.  Photo courtesy of visportsnutrition.ca.  5 

The connection between protein and athletics is strong 
Consumers see athletes as most likely to benefit from higher levels of protein 

Q: ñDo you believe that consuming higher amounts of protein is 

especially beneficial to any of the following groups?ò 
US consumers only 

80% 

66% 

61% 

54% 

52% 

51% 

16% 

4% 

8% 

13% 

11% 

18% 

16% 

22% 

Athletes

Teens 13-19

Men

Pregnant women

Women

Children under 12

People aged 55 or older

Yes

No

ÅAthletes and teens are 

seen as the primary 

beneficiaries of high 

protein consumption. 

ÅThe need for older 

consumers to ingest 

protein to maintain 

muscle mass is not well 

understood. 

 



Source: International Foods Information Councilôs 2012 Food & Health Survey.  Photo courtesy of Menopausebase.com. 6 

Consumers do not associate protein with weight gain 
Protein is not perceived by consumers to be a major source of weight gain 

Q: ñWhat source of calories is most likely to cause weight gain?ò 
US consumers only, values rounded 

Sugars, 20% 

Carbo- 
hydrates, 

19% 

Fats, 18% Protein, 1% 

All sources 
are equal, 

30% 

Not sure, 
11% 

ÅAll sources of calories 

play an equal role in 

weight gain. 

ÅBut consumers view 

sugar, carbohydrates, 

and fats as the primary 

drivers of weight gain. 

 



Source: Shopping for Health 2012 survey sponsored by Rodale Inc.; Prevention, Menôs Health and Womenôs Health magazines, Food Marketing Institute. 7 

Proteinôs healthy halo is attracting consumer attention 
Interest in protein has grown faster than interest in almost any other nutrient or ingredient 

The percentage of shoppers who say that ingredients are of concern to 

them when they read product labels (based on those who read them). 

US consumers only. 

2011 
Change  

from 2010 

Protein content 33% +6 

Trans fat content 58% +6 

Saturated fat content 58% +6 

Chemical additives 45% +5 

Number of calories 60% +4 

Cholesterol content 44% +3 

Preservatives 42% +3 

2011 
Change  

from 2010 

No. of carbohydrates 43% +3 

Prebiotic/probiotic 11% +2 

Serving size 42% +1 

Potential allergens 13% +1 

Glycemic index 10% +1 

Salt/sodium content 67% 0 

Vitamin/mineral content 27% 0 



Source: Datamonitor Global Consumer Survey, 2011. 8 

Consumers are seeking out high protein products 
Evaluating the amount of influence that claims like ñhigh proteinò have on consumers 

Q: ñHow much influence does the following claim have when making food 

and beverage choices?ò  High protein 

0%

5%

10%

15%

20%

25%

30%

35%

40%

Very low
amount of
influence

Low amount
of influence

Medium
amount of
influence

High amount
of influence

Very high
amount of
influence

US Global
ñHigh/very highò 

responses easily 

outpace ñlow/very 

lowò responses. 
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Protein consumption is higher later in the day 
The timing of protein consumption is weighted toward evening rather than earlier in the day 

Q: ñWhich of the following describes when you prefer to eat protein?ò 
US consumers only, multiple responses allowed 

31% 

39% 

47% 

21% 

52% 

1% 2% 

0%

10%

20%

30%

40%

50%

60%

Through a
meal in the

morning

Through a
meal in the

middle of the
day

Through a
meal in the

evening

Through
snacks at
any point
during the

day

As long as I
get enough
protein over
the course of

the
day/week, it

doesn't
matter

None of the
above

Not sure

Source: International Foods Information Councilôs 2012 Food & Health Survey. 
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New research pushes the case for protein at breakfast 
Link between high protein breakfasts and appetite control 

Source: (1) Redorbit.com ï ñHigh-Protein Breakfasts Could Improve Appetite Controlò ï March 27, 2013. 

Photos courtesy of Datamonitorôs Product Launch Analytics; Baxters.com. 

A high protein breakfast could 

be a key to improving appetite 

control 
 

A new University of Missouri study 

published in The American Journal of 

Clinical Nutrition found that eating a 

high protein breakfast reduced the 

urge to snack later in the day versus 

eating a non-high protein breakfast. 

 

ñEating a protein-rich breakfast 

impacts the drive to eat later in the 

day, when people are likely to 

consume high-fat or sugar snacks.ò 

 
Heather Leady, assistant professor at the 

University of Missouriôs Department of 

Nutrition and Exercise Physiology1 

Could this research shift satiety-

related product innovation from its 

current focus on lunch and dinner? 

Marks & Spencer 

Simply Fuller 

Longer Flatbread 

Sandwich (high 

protein, moderate 

carbohydrates). 

Baxters Stay 

Full Soup 

(high in 

protein, 

vegetables, 

meat, pulses). 



Source: International Foods Information Councilôs 2012 Food & Health Survey. Photo courtesy of Datamonitorôs Product Launch Analytics. 11 

Popular sources of protein are varied 
A bias toward healthier sources of protein like chicken, nuts, and seeds 

Q: ñWhat sources of protein are you trying to consume? Percentage 

saying ñyes.ò  US consumers only 

90% 

87% 

87% 

80% 

77% 

76% 

74% 

70% 

66% 

65% 

62% 

44% 

35% 

29% 

29% 

15% 

18% 

Poultry
Nuts, seeds, peanut butter, nut butters

Eggs
Fish

Cheese and cottage cheese
Beef

Beans
Milk

Yogurt
Pork

Cereals
Luncheon/deli meat

Protein bars
Soy

Protein shakes or beverages
Protein supplements

Other sources

Weight Watchers 

Chicken Burgers, 

with 25g protein 



Source: (1) SPINSscan Natural, 52 weeks ending January 19, 2013; Datamonitor analysis. Photos courtesy of Datamonitorôs Product Launch Analytics. 12 

Plant sources of protein appear to be on the rise 
Nut butters and nuts are among the top-growing natural supermarket categories 

The fastest-growing food and beverage categories 

in natural products in supermarkets in the US, 

according to SPINSscan Natural1 

27.3% 27.5% 
29.9% 

33.1% 
35.7% 

Refrigerated
juices &

functional
beverages

Packaged
produce

Refrigerated
condiments

Nuts, seeds,
dried fruits

and
vegetables

Nut and seed
butters

Plant protein and 

health links are 

becoming more overt 

Planters promotes 

ñenergyò while MyProtein 

links with sports nutrition. 

Percentage gain in dollar volume, 52 

weeks ended January 19, 2013 vs year-

ago period 



Source: International Foods Information Councilôs 2012 Food & Health Survey.  13 

Plant proteins may also be rising due to economics 
One in four consumers find that the cost of protein limits their consumption 

Q: ñTo what extent do you agree or disagree with the following 

statements about protein?ò  US consumers only 

41% 

4% 

43% 

21% 

It is easy for me to
incorporate protein into

my diet

Foods that contain protein
are too expensive to

consume as much as I
would like

Agree strongly Agree somewhat

84% 

25% 

Groups most likely 

to say protein is too 

expensive 

Low income 

households; especially 

income <$35,000/year 

Younger consumers 

(18ï34) twice as likely 

as 65+ to say too costly  

Hispanic consumers 

Obese consumers 



Agenda 

  14 

The consumer and protein 

Å Consumer attitudes toward protein 

Å Protein consumption trends and information 

 

New product watch 

Å A look at protein claims for new product introductions 

Å Where is protein innovation taking place? 

Å Protein profile: categories driving protein forward 

Å Protein innovation: unique new high protein product launches 

 

Industry perspectives and predictions on the future 

Å Protein perspectives from industry participants 

Å Whatôs next in protein? 

 

Recap 

 



Source: Datamonitorôs Product Launch Analytics. 15 

Health claim watch: where are protein claims headed? 
Monitoring ñhigh proteinò claims on new products versus other popular fortification claims 

0%

1%

2%

3%

4%

5%

6%

7%

2009 2010 2011 2012

High fiber

High protein

High calcium

High antioxidants

Percentage of food and non-alcoholic beverage new product reports 

making stated claim, US new product launches only 

Protein claims begin 

to rebound 

 

After declining over the 

past few years, protein 

fortification claims are 

starting to rise again, in 

absolute terms and 

relative to other major 

fortification claims. 



Source: Datamonitorôs Product Launch Analytics. Photo courtesy of Datamonitorôs Product Launch Analytics. 16 

Top food and non-alcoholic beverage categories 

making high protein claims: 2011ï12, US only 

Outside of meat substitutes, dairy products dominate the ñhigh proteinò claims list 

Protein category analysis: top ñhigh proteinò categories 
What new food or beverage categories are most likely to make ñhigh proteinò claims? 

Percentage 

of new 

product 

reports 

making 

ñhigh 

proteinò 

claim 

58.8% 

44.4% 

31.5% 

25.0% 

22.2% 

21.8% 

18.4% 

17.6% 

17.6% 

17.2% 

Meat substitutes

Frozen yogurt

Cereal bars

Dairy and soy drinks

Yogurt

Milk

Frozen meat products

Smoothies

Functional drinks

Baby snacks

Yoplait Greek Frozen Yogurt Bars 

Offering ñthe nutrition of yogurt with a 

smooth and creamy ice cream-like 

experience,ò these bars have twice the 

protein of regular frozen yogurt. 



Source: Datamonitorôs Product Launch Analytics. Analysis measures the difference in the percentage of new product launches in a product category making a ñhigh proteinò claim 

in the 2011 to 2012 period, versus the 2009 to 2010 period. Photo courtesy of Datamonitorôs Product Launch Analytics. 17 

Top emerging food and non-alcoholic beverage 

categories making high protein claim: 2011ï12 

vs 2009ï10, US only, percentage point difference 

Frozen yogurt and breakfast cereal are two rising categories to watch 

Protein category analysis: biggest-changing categories 
What food and beverage categories are showing the fastest increase in ñhigh proteinò claims? 

Frozen yogurt +38.1 

Artisanal ice cream +14.3 

Smoothies +7.6 

Dairy and soy drinks +6.5 

Breakfast cereals +5.2 

Chilled soup +5.0 

Frozen desserts +4.4 

Yogurt +4.2 

Morning goods +2.8 

Frozen fruit +1.8 

Sandwiches and salads +1.8 

Chilled ready meals +1.6 High protein cereal introductions 

now include private label offerings. 

Archer 

Farms 

Simply 

Balanced 

High 

Protein 

Cereal 

with 14g 

of protein 

per 

serving 



Sources: (1) SymphonyIRI sales to July 31 of each year noted; (2) Shopping for Health 2012 survey; (3) ñPinkberry Banks on Serving Greek Yogurt to Fuel Fresh 

Growth,ò The Wall Street Journal, March 13, 2013.  Photos courtesy of Datamonitorôs Product Launch Analytics; Nycmagazine.com. 18 

Protein profile: Greek yogurt 
Greek yogurt is gaining from its perception as a high-protein style of yogurt 

Greek yogurtôs meteoric growth rate is helping to turbocharge yogurt sales, 

attract new competitors, and improve the health perception of yogurt 

ñéwe are still in the early 

days of Greek yogurt 

adoption in the US, and itôs 

such a cultural food, it has so 

much potential around the 

world, too.ò 

 
Ron Graves, chief executive 

officer of frozen yogurt seller 

Pinkberry Inc.3 30% 
of US consumers purchased Greek 

yogurt in 2011, up nine percentage points 

since 2010.2 

24% 

36% 

0% 10% 20% 30% 40%

2011 to July

2012 to July

Greek yogurt as a percentage of all yogurt 

sales, US only1 

http://www.google.com/url?sa=i&rct=j&q=pinkberry+store&source=images&cd=&cad=rja&docid=HVpyG31tlUuGZM&tbnid=0DccOBrrjvpZHM:&ved=0CAUQjRw&url=http://www.nycmagazine.com/2007/03/04/pinkberry-store-opening/&ei=f1tHUfbvF4fM0QWDhIC4AQ&bvm=bv.43828540,d.d2k&psig=AFQjCNGnrlkosERS27uXlM9fR4CBFXSXQg&ust=1363717369600622


Source: Datamonitorôs Product Launch Analytics.  Photos courtesy of Datamonitorôs Product Launch Analytics. 19 

Greek yogurt expands into new categories 
Hoping that Greek yogurt can grow and revitalize markets outside of cup yogurt 

Dips and 
spreads 

Breakfast 
cereal 

Butter 
Baked 
goods 

Pretzels 



Sources: (1) SymphonyIRI; *Year ended December 2, 2012; (2) ñTrying To End óJerky Shameô With Gourmet Flavors,ò The Wall Street Journal, September 26, 

2012; Consumer Reports, March 2013. Photos courtesy of Datamonitorôs Product Launch Analytics. 20 

Protein profile: meat snacks 
Meat snacks are going up-market to reach a new generation of consumers 

13.4% 12.9% 

0%

2%

4%

6%

8%

10%

12%

14%

16%

2011 2012*

Jerky enjoys back-to-back years of  

double-digit yearly sales gains 

US sales of jerky1 

Fighting ñjerky shameò 
 

ñThereôs just this nasty perception out there 

(of jerky loaded with salt, preservatives, and 

all sorts of artificial ingredients).ò  
 

Tom Ennis, CEO of Oberto Brands2 

Artisan 
crafted jerky 



Sources: (1) KraveJerky.com; (2) ñTrying To End óJerky Shameô With Gourmet Flavors,ò The Wall Street Journal, September 26, 2012. Photo courtesy of 

KraveJerky.com. 21 

Protein profile: meat snacks 
The booming popularity of meat snacks is leading to marketing innovation in the sector 

ñWhen they cross 

the finish line (after 

a marathon), itôs 

óOh my gosh, Iôm 

so hungry, this little 

granola bar wonôt 

cut it.   

 

Thatôs one of the 

most powerful 

moments for us.ò 

 

Katie Tessitore, 

Krave Jerky 

spokeswoman2 

Jerky, by subscription: Krave Jerkyôs ñKrave Klubò 

Krave Klub is the ñjerky of the monthò club where consumers can sign up and receive five bags of 

jerky each month for $30, with free shipping. Flavor choices can be changed at any time. In 

addition, Krave Klub members receive an exclusive newsletter featuring ñall things jerkyò including 

recipes, wine pairings, cocktail recommendations, and more.1 



Source: Datamonitorôs Product Launch Analytics. Photos courtesy of Datamonitorôs Product Launch Analytics. 22 

Protein profile: beyond powders and drinks 
Alternatives to protein powders and drinks have expanded, but with mixed results 

Beyond 
powders 

and 
drinks 

Pasta 

Bread 

Ketchup 
and 

snack 
cake mix 

Ice 
cream 

15g protein/serving 

26.8g 

protein/serving 

30g protein/serving 

15g 

protein/

serving 

11g protein/serving 



Protein innovation: IPS Egg White Chips 
A unique, high protein, snack-chip-alternative to potato chips 

Sources: Intelligent Protein Snacks, Datamonitor research. Photo courtesy of Datamonitorôs Product Launch Analytics. 23 

WHAT  

WHY 

TAKE-

OUT 

A new kind of high-protein snack chip 

Å Intelligent Protein Snacks (IPS) Egg White 

Chips are a new type of snack chip made with 

egg whites and high in protein. 

Å One serving of IPS Egg White Chips contains 

7g of protein, the equivalent of two egg whites.  

Accidental product innovation 

Å The inspiration for Egg White Chips came 

from IPS founder Sean Olson discovering that 

his kids loved the crispy edges of the eggs he 

cooked for them for breakfast. 

Å This led to the creation of this ñpressure 

puffedò chip with half the fat of potato chips. 

Making ñhigh proteinò convenient 

Å Salty snacks like chips are extremely 

convenient, but are generally not perceived to 

be a top choice for protein. 

Å IPS Egg White Chips offer a guilt-free way to 

snack while increasing protein consumption at 

the same time. 



Protein innovation: Powerful Yogurt 
A yogurt for men to help you ñfind your inner absò 

Sources: (1) ñThis Exists: Greek Yogurt For Men,ò February 27, 2013, Time.com; (2) Interview with Carlos Ramirez Zavarce at Natural Products Expo West, 

Anaheim, CA, March 9, 2013.  Photo courtesy of Datamonitorôs Product Launch Analytics. 
24 

WHAT  

WHY 

TAKE-

OUT 

Greek yogurt, for men 

Å Powerful Yogurt is unlike any other yogurt on 

the market: it is a high protein Greek yogurt 

that is designed just for men. 

Å Men will like the 20g of protein per serving, 

and the larger than usual serving size ï an 

8oz. cup (a third bigger than usual). 

Using proteinôs ñhealthy haloò to reach 

men 

Å Dubbed ñBrogurtò by some, Powerful Yogurt 

leverages proteinôs association with muscles 

and pumping iron to reach out to men. 

Å The more popular a category gets, the more 

likely it is to fragment. 

Serving a ñneglectedò population 

Å Powerful Yogurt is said to be ñspecially suited 

to address the unique health and nutritional 

needs of the most neglected consumers in the 

category: men.ò1 

Å Yogurt (in the US, at least) has always been 

perceived as a feminine product. 

ñYogurt makers are downsizing portions; 

weôre not. (And) men do eat Greek yogurt; 

45% have tried it.  We raised money for 

this concept in (just) two weeks.ò  

 

Carlos Ramirez Zavarce, CEO and 

founder of Powerful Men LLC2 


