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Thus, he concluded, consumers will continue to integrate animal
and plant proteins into their diets and lifestyles—even as the U.S. protein market, at least, shows signs of maturing.
“Consumer Trends in Protein; What is the Real Marketing Opportunity?”, Steve French, MBA, Managing Director, NMI

A Global Perspective on the
Sports Nutrition Market
PROTEIN POWDER REMAINS the undisputed top contender
in the global sports nutrition category, affirmed Carolina Ordonez,
MBA, Senior Consumer Health Analyst, Euromonitor International (affiliation during seminar). In her presentation “Global Trends,
Drivers and Prospects in the Sports Nutrition Market,” Ordonez provided insights into the how and why this continues to be…and why
the industry should pay particular attention to the rise of category
micro-influencers.
“Eighty-two percent of the global sports nutrition category today
is represented by protein products,” said Ordonez. It is also growing
at the fastest rate found within the broader consumer health products
industry. “This category was valued at $13.6 billion globally in 2017
and is expected to grow at a 6.8% annualized rate between 2017-2022.
This surge is also reflected in sports nutrition-product e-commerce
2018 Protein Trends & Technologies Seminar: Business Strategies Summary

Value Sales of Protein Based Products
in Consumer Health 2017-2022
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Despite the current interest in plant protein, consumers still
overwhelmingly rate meat products as the best source of proteins.

$U.S. million RSP growth

% Consumers Rating Best Source of Protein

sales, which grew at an 18% annualized rate between 2012-2017, to
reach $3.2 billion in the U.S. by 2017.”
Globally, sports protein powders generated $11.2 billion in sales in
2017. Ordonez predicted that they would experience 7.1% annualized
growth over the next five years.
For now, U.S. sales in toto represent about 62% of the global sports
nutrition market, but Asia-Pacific sales are also surging, especially
in Japan, China and India, said Ordonez. And, “don’t overlook Latin
America,” she counseled. Though sales volumes ($1.0 billion in 2017)
remain relatively modest, Latin America represents a prime U.S. protein supplement export destination, due to their perceived high quality.
Ordonez noted that consumer drivers behind sports protein consumption are changing. “It’s not that people don’t want to lose weight
anymore, but they do want to use fitness and weight management
strategies to get there. They no longer believe in magic pills.” Thus,
she notes a gradual shift in focus from pure athletics to a more broadbased approach to lifestyle issues, perhaps reflective of an aging population demographic.
In the U.S., the sports nutrition protein category switched from being
dominated by bodybuilders to people who chose sports nutrition for a
variety of health, weight or lifestyle reasons, noted Ordonez. While the
number of older people consuming protein powders to avoid sarcopenia, or a loss in muscle tissue, has increased, the number of younger
consumers influenced by vegan, vegetarian and flexitarian practices has
also grown. This has been driving growth in plant-based protein sales.
Ordonez recalled a conversation with Geoff Palmer, Chief Executive of Clean Machine (Pompano Beach, Fla.), a company that sells
vegan supplements online. Palmer is a 55-year-old, self-styled vegan
bodybuilder. In 2017, Palmer’s company introduced a protein powder
consisting of pea protein blended with “water lentils” (duckweed). He

0%

% CAGR 2017-2022

Sports protein products are projected to continue dominating
total protein-product sales in the “Consumer Health” category
at an anticipated 7% compound annual growth rate (CAGR)
between 2017-2022. This equates to $4.5 billion in retail sales
growth (as measured by retail sales price, or RSP).
SOURCE: EUROMONITOR INTERNATIONAL/2018 PROTEIN TRENDS & TECHOLOGIES SEMINAR
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