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Introduction
Protein: the basics
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Protein is crucial to life

Some proteins are “complete”

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.

Some amino acids cannot be made by
the body; these are called essential
amino acids. A “complete” protein
provides all essential amino acids.
Meat, poultry, fish, milk, eggs, and
cheese are complete protein sources.

Protein needs vary by age

Nutrition levels can vary, too

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.

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.

Sources: Centers for Disease Control and Prevention, Cdc.gov; “39 Interesting Facts About Protein” – Facts.randomhistory.com.

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

Q: “To what extent do you agree or disagree with the following
statements about protein?” US consumers only
Agree strongly
Protein helps build
muscle

55%

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
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88%

33%

44%

38%

40%

Body-building foods
and supplements have
helped promote the link
between protein and
muscle-building

80%

36%

32%

20%

Agree somewhat

69%

60%

Source: International Foods Information Council’s 2012 Food & Health Survey. Photo courtesy of Bodybuilding.com.

Ad for Nutrex Muscle
Infusion Black

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

Q: “Do you believe that consuming higher amounts of protein is
especially beneficial to any of the following groups?”
US consumers only

Athletes
Teens 13-19
Men
Pregnant women

Women
Children under 12
People aged 55 or older
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80%
4%

66%
8%

Yes
No

61%
13%
54%
11%

•

Athletes and teens are
seen as the primary
beneficiaries of high
protein consumption.

•

The need for older
consumers to ingest
protein to maintain
muscle mass is not well
understood.

52%
18%
51%
16%
16%
22%

Source: International Foods Information Council’s 2012 Food & Health Survey. Photo courtesy of visportsnutrition.ca.

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

Q: “What source of calories is most likely to cause weight gain?”
US consumers only, values rounded

Not sure,
11%

Sugars, 20%

All sources
are equal,
30%

Protein, 1%
6

Carbohydrates,
19%

Fats, 18%

Source: International Foods Information Council’s 2012 Food & Health Survey. Photo courtesy of Menopausebase.com.

•

All sources of calories
play an equal role in
weight gain.

•

But consumers view
sugar, carbohydrates,
and fats as the primary
drivers of weight gain.

Protein’s 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.
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2011

Change
from 2010

2011

Change
from 2010

Protein content

33%

+6

No. of carbohydrates

43%

+3

Trans fat content

58%

+6

Prebiotic/probiotic

11%

+2

Saturated fat content

58%

+6

Serving size

42%

+1

Chemical additives

45%

+5

Potential allergens

13%

+1

Number of calories

60%

+4

Glycemic index

10%

+1

Cholesterol content

44%

+3

Salt/sodium content

67%

0

Preservatives

42%

+3

Vitamin/mineral content

27%

0

Source: Shopping for Health 2012 survey sponsored by Rodale Inc.; Prevention, Men’s Health and Women’s Health magazines, Food Marketing Institute.

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

Q: “How much influence does the following claim have when making food
and beverage choices?” High protein

US

Global

40%
35%
30%
25%
20%
15%
10%
5%
0%
Very low
amount of
influence
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Low amount
of influence

Source: Datamonitor Global Consumer Survey, 2011.

Medium
amount of
influence

“High/very high”
responses easily
outpace “low/very
low” responses.

High amount
of influence

Very high
amount of
influence

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

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

60%

52%
47%

50%
40%

39%

31%

30%

21%

20%
10%

1%

2%

0%
Through a Through a Through a
meal in the meal in the meal in the
morning middle of the evening
day
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Source: International Foods Information Council’s 2012 Food & Health Survey.

Through As long as I None of the
snacks at get enough
above
any point protein over
during the the course of
day
the
day/week, it
doesn't
matter

Not sure

New research pushes the case for protein at breakfast
Link between high protein breakfasts and appetite control

A high protein breakfast could
be a key to improving appetite
control

Could this research shift satietyrelated product innovation from its
current focus on lunch and dinner?

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.
“Eating a protein-rich breakfast
impacts the drive to eat later in the
day, when people are likely to
consume high-fat or sugar snacks.”
Heather Leady, assistant professor at the
University of Missouri’s Department of
Nutrition and Exercise Physiology1
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Marks & Spencer
Simply Fuller
Longer Flatbread
Sandwich (high
protein, moderate
carbohydrates).

Baxters Stay
Full Soup
(high in
protein,
vegetables,
meat, pulses).

Source: (1) Redorbit.com – “High-Protein Breakfasts Could Improve Appetite Control” – March 27, 2013.
Photos courtesy of Datamonitor’s Product Launch Analytics; Baxters.com.

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

Q: “What sources of protein are you trying to consume? Percentage
saying “yes.” US consumers only
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
11

90%
87%
87%
80%
77%
76%
74%
70% Weight Watchers
Chicken Burgers,
66%
with 25g protein
65%
62%
44%
35%
29%
29%
15%
18%

Source: International Foods Information Council’s 2012 Food & Health Survey. Photo courtesy of Datamonitor’s Product Launch Analytics.

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
Percentage gain in dollar volume, 52
weeks ended January 19, 2013 vs yearago period

Plant protein and
health links are
becoming more overt

35.7%
33.1%

29.9%
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27.3%

27.5%

Refrigerated
juices &
functional
beverages

Packaged
produce

Refrigerated Nuts, seeds, Nut and seed
condiments dried fruits
butters
and
vegetables

Planters promotes
“energy” while MyProtein
links with sports nutrition.

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

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

Q: “To what extent do you agree or disagree with the following
statements about protein?” US consumers only
Agree strongly

It is easy for me to
incorporate protein into
my diet

41%

Agree somewhat

43%

84%

Groups most likely
to say protein is too
expensive
Low income
households; especially
income <$35,000/year
Younger consumers
(18–34) twice as likely
as 65+ to say too costly

Foods that contain protein
are too expensive to
4% 21%
consume as much as I
would like

13

Hispanic consumers
25%

Source: International Foods Information Council’s 2012 Food & Health Survey.

Obese consumers
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Health claim watch: where are protein claims headed?
Monitoring “high protein” claims on new products versus other popular fortification claims

Percentage of food and non-alcoholic beverage new product reports
making stated claim, US new product launches only

High fiber
High protein

Protein claims begin
to rebound

High calcium
High antioxidants

2009

15

2010

Source: Datamonitor’s Product Launch Analytics.

2011

2012

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.

Protein category analysis: top “high protein” categories
What new food or beverage categories are most likely to make “high protein” claims?
Outside of meat substitutes, dairy products dominate the “high protein” claims list
Top food and non-alcoholic beverage categories
making high protein claims: 2011–12, US only

Meat substitutes

58.8%

Frozen yogurt
Cereal bars

Dairy and soy drinks
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Yoplait Greek Frozen Yogurt Bars

44.4%
31.5%
25.0%

Yogurt

22.2%

Milk

21.8%

Frozen meat products

18.4%

Smoothies

17.6%

Functional drinks

17.6%

Baby snacks

17.2%

Percentage
of new
product
reports
making
“high
protein”
claim

Source: Datamonitor’s Product Launch Analytics. Photo courtesy of Datamonitor’s Product Launch Analytics.

Offering “the nutrition of yogurt with a
smooth and creamy ice cream-like
experience,” these bars have twice the
protein of regular frozen yogurt.

Protein category analysis: biggest-changing categories
What food and beverage categories are showing the fastest increase in “high protein” claims?
Frozen yogurt and breakfast cereal are two rising categories to watch
Top emerging food and non-alcoholic beverage
categories making high protein claim: 2011–12
vs 2009–10, US only, percentage point difference
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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

Archer
Farms
Simply
Balanced
High
Protein
Cereal
with 14g
of protein
per
serving

High protein cereal introductions
now include private label offerings.

Source: Datamonitor’s Product Launch Analytics. Analysis measures the difference in the percentage of new product launches in a product category making a “high protein” claim
in the 2011 to 2012 period, versus the 2009 to 2010 period. Photo courtesy of Datamonitor’s Product Launch Analytics.

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

Greek yogurt’s meteoric growth rate is helping to turbocharge yogurt sales,
attract new competitors, and improve the health perception of yogurt
Greek yogurt as a percentage of all yogurt
sales, US only1

36%

2012 to July

24%

2011 to July

0%

30%
18

10%

20%

30%

40%

of US consumers purchased Greek
yogurt in 2011, up nine percentage points
since 2010.2

“…we are still in the early
days of Greek yogurt
adoption in the US, and it’s
such a cultural food, it has so
much potential around the
world, too.”
Ron Graves, chief executive
officer of frozen yogurt seller
Pinkberry Inc.3

Sources: (1) SymphonyIRI sales to July 31 of each year noted; (2) Shopping for Health 2012 survey; (3) “Pinkberry Banks on Serving Greek Yogurt to Fuel Fresh
Growth,” The Wall Street Journal, March 13, 2013. Photos courtesy of Datamonitor’s Product Launch Analytics; Nycmagazine.com.

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

Dips and
spreads

Breakfast
cereal

Pretzels

Baked
goods
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Butter

Source: Datamonitor’s Product Launch Analytics. Photos courtesy of Datamonitor’s Product Launch Analytics.

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

Jerky enjoys back-to-back years of
double-digit yearly sales gains

Artisan
crafted jerky

US sales of jerky1
16%
14%

13.4%

12.9%

12%
10%
8%
6%

Fighting “jerky shame”

4%

“There’s just this nasty perception out there
(of jerky loaded with salt, preservatives, and
all sorts of artificial ingredients).”

2%
0%

2011
20

2012*

Tom Ennis, CEO of Oberto Brands2

Sources: (1) SymphonyIRI; *Year ended December 2, 2012; (2) “Trying To End ‘Jerky Shame’ With Gourmet Flavors,” The Wall Street Journal, September 26,
2012; Consumer Reports, March 2013. Photos courtesy of Datamonitor’s Product Launch Analytics.

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

Jerky, by subscription: Krave Jerky’s “Krave Klub”
“When they cross
the finish line (after
a marathon), it’s
‘Oh my gosh, I’m
so hungry, this little
granola bar won’t
cut it.
That’s one of the
most powerful
moments for us.”
Katie Tessitore,
Krave Jerky
spokeswoman2

Krave Klub is the “jerky of the month” 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 “all things jerky” including
recipes, wine pairings, cocktail recommendations, and more. 1
21

Sources: (1) KraveJerky.com; (2) “Trying To End ‘Jerky Shame’ With Gourmet Flavors,” The Wall Street Journal, September 26, 2012. Photo courtesy of
KraveJerky.com.

Protein profile: beyond powders and drinks
Alternatives to protein powders and drinks have expanded, but with mixed results
30g protein/serving

Pasta

Ice
cream

Beyond
powders
and
drinks

Bread

15g protein/serving

15g
protein/
serving

Ketchup
and
snack
cake mix

26.8g
protein/serving

11g protein/serving
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Source: Datamonitor’s Product Launch Analytics. Photos courtesy of Datamonitor’s Product Launch Analytics.

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

Intelligent Protein Snacks (IPS) Egg White
Chips are a new type of snack chip made with
egg whites and high in protein.

•

One serving of IPS Egg White Chips contains
7g of protein, the equivalent of two egg whites.

WHAT

Accidental product innovation
•

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.

•

This led to the creation of this “pressure
puffed” chip with half the fat of potato chips.

WHY

Making “high protein” convenient

TAKEOUT
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•

Salty snacks like chips are extremely
convenient, but are generally not perceived to
be a top choice for protein.

•

IPS Egg White Chips offer a guilt-free way to
snack while increasing protein consumption at
the same time.

Sources: Intelligent Protein Snacks, Datamonitor research. Photo courtesy of Datamonitor’s Product Launch Analytics.

Protein innovation: Powerful Yogurt
A yogurt for men to help you “find your inner abs”
Greek yogurt, for men
•

Powerful Yogurt is unlike any other yogurt on
the market: it is a high protein Greek yogurt
that is designed just for men.

•

Men will like the 20g of protein per serving,
and the larger than usual serving size – an
8oz. cup (a third bigger than usual).

WHAT

Serving a “neglected” population
•

Powerful Yogurt is said to be “specially suited
to address the unique health and nutritional
needs of the most neglected consumers in the
category: men.”1

•

Yogurt (in the US, at least) has always been
perceived as a feminine product.

WHY

Using protein’s “healthy halo” to reach
men

TAKEOUT
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•

Dubbed “Brogurt” by some, Powerful Yogurt
leverages protein’s association with muscles
and pumping iron to reach out to men.

•

The more popular a category gets, the more
likely it is to fragment.

“Yogurt makers are downsizing portions;
we’re not. (And) men do eat Greek yogurt;
45% have tried it. We raised money for
this concept in (just) two weeks.”
Carlos Ramirez Zavarce, CEO and
founder of Powerful Men LLC2

Sources: (1) “This Exists: Greek Yogurt For Men,” February 27, 2013, Time.com; (2) Interview with Carlos Ramirez Zavarce at Natural Products Expo West,
Anaheim, CA, March 9, 2013. Photo courtesy of Datamonitor’s Product Launch Analytics.

Protein innovation: The Protein Bar
A fast-casual restaurant concept that puts protein front and center

The Protein Bar started four years ago in Chicago

Tired of being called “Fat
Matt,” Matt Matros put
himself on a high protein
diet of foods, juices, and
shakes that helped him
lose 60 pounds in just six
months.

The Protein Bar is known for its quinoa breakfast bowls, salads, and
Bar-Rito that has half the calories of a normal burrito as it uses quinoa
instead of rice and a whole wheat wrap instead of a flour tortilla.
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Matros later founded The
Protein Bar, a Chicago
eatery specializing in high
protein foods. The eightstore chain is now
expanding to Washington,
DC.1

Sources: (1) NorthernVirginiaMagazine.com; TheProteinBar.com. Photos courtesy of MyDailyFindChicago.com; NorthernVirginiaMagazine.com.

Protein innovation: ProYo High Protein Frozen Yogurt
High protein frozen yogurt, packaged in tubes, for on-the-go consumers
Convenient, high protein frozen yogurt
•

ProYo is a frozen yogurt treat loaded with
protein and flavor, packed in an on-the-go
tube. One serving has an impressive 20g of
milk protein.

•

The yogurt has live active probiotic cultures,
added fiber, and contains just 160 calories.

WHAT

All thanks to a broken arm
•

ProYo creator and frozen yogurt shop owner
Nathan Carey came up with the idea for ProYo
after breaking his arm lifting weights.

•

Carey could not cut meat (his normal source
of protein) and wanted something high in
protein that could be eaten with one hand.

WHY

Convenience + good taste = success?

TAKEOUT
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•

ProYo is aimed at “white space” in the market
where few high protein products exist that are
also convenient, and taste good.

•

Nathan Carey says he “noticed people were
spending a lot of money on high protein
shakes and bars, and weren’t enjoying them.”

Sources: ProYo Frozen Yogurt; ProYoFrozenYogurt.com. Photos courtesy of ProYo Frozen Yogurt.
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Protein perspectives: Excel Performance Nutrition
What is the big trend in protein right now?

What is
the big
trend in
protein
right
now?
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“The big trend in protein right now is
plant proteins. (But) whey has a huge
lead (since) plant proteins are
significantly less bio-available.”
“(Our) Whey Fantastic reduces cravings
and is aimed at women. It is also set up
well for older consumers that want to
maintain muscle tone and function.”

“Whey protein can help improve immune
function and help with digestion. No
research has been done to support
these benefits for plant proteins.”
Mike Walls, founder and CEO of Excel
Performance Nutrition

Sources: Wheyfantastic.com; Interview with Mike Walls at Natural Products Expo West, March 9, 2013. Photo courtesy of Wheyfantastic.com.

Protein perspectives: BioNutritional Research Group
What is the big trend in protein right now?

What is
the big
trend in
protein
right
now?
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“Protein is becoming the
macronutrient of the decade.
People are just beginning to
understand protein the way they
understand fat.”
“The idea with Power Crunch is to
make protein more approachable
and not scare potential consumers
like women away. If a product looks
too much like a ‘muscle’ product,
women don’t want any part of it.”
David Gumner, Power Crunch
Marketing, BioNutritional Research
Group

Sources: PowerCrunch.com; Interview with David Gumner at Natural Products Expo West, March 9, 2013. Photo courtesy of Datamonitor’s Product Launch
Analytics.

Protein perspectives: Twinlab Corporation
What is the big trend in protein right now?

What is
the big
trend in
protein
right
now?
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“More plant-based protein is the big trend right now.”
“Whey prices are going up, up, up. We’ve had four
price increases in two years for whey protein-based
ingredients. This is putting stress on profits,
(consequently) you are seeing more protein-blends on
the market today.”
“Consumers perceive that plant-based (protein) is
better for them.”
Jess Garcia, training and business development manager
for Twinlab Corporation

Source: Interview with Jess Garcia at Natural Products Expo East, September 22, 2012. Logo courtesy of Twinlab Corporation..

What’s next? Differentiation by type of protein
More details are being offered on the type of protein that products are using

Larabar Alt, the Alternative Protein Bar

Plant-based proteins are the newest trend, with pea protein
leading the charge. Pea protein replaces other “complex” types
of protein including dairy or soy-based proteins for Larabar Alt.
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Sources: Larabar.com, Larabar sampling booth, Natural Products Expo West, 2013. Photos courtesy of Wheatsville.blogspot.com; Datamonitor Consumer.

What’s next? Pea protein could be the “next big thing”
More products are using pea protein, and are advertising the fact

+300%
The number of new product
reports featuring pea
protein as an ingredient
rose by nearly 300% from
2008 to 2012.1

Pea protein’s potential
“Consumers are just starting
to be introduced to this
ingredient. This is a fringe
ingredient starting to get into
the mainstream. It’s ready to
explode.”
Brent Lambert, vice president
of proteins and gums for
Farbest Brands2
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The Redwood Co. Wot No
Dairy? Dessert

Naturade Pea Protein

Thunderbird Energetica Bar – with quinoa and pea protein

Sources: (1) Datamonitor’s Product Launch Analytics; (2) “US Pea Protein Market ‘Ready to Explode,’” FoodNavigator-USA.com, January 29, 2013. Photos
courtesy of Datamonitor’s Product Launch Analytics.

What’s next? Knowing the source will be more vital
Details about how proteins are created will become more prominent
Consumers want more
“where” and “how” details
for products and ingredients

Reserveage Organics Grass-Fed Whey Protein

63%

of consumers globally feel that
ethical or environmental
considerations are “very
important” or “important” when
deciding which products or
services to buy.

55%

of consumers globally say it is
either “very important” or
“important” to choose grocery
products produced locally in the
region they live.1
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Is whey that comes from grass-fed cows better for you?
Maybe. This whey protein promises traceable milk and is
free from synthetic hormones like rBST and rGBH.2

Sources: (1) Datamonitor Global Consumer Survey, 2011. (2) Reserveage Organics. Photos courtesy of Datamonitor’s Product Launch Analytics.

What’s next? Local, artisan protein products
Sourcing raw materials from small family farms, artisan, and small batch producers
Tera’sWhey Protein – small batch, artisan, from Wisconsin
Got goat?

Whey protein
from goat’s milk is
said to be easierto-digest than
whey protein from
cow’s milk.
34

Sources: Teraswhey.com; Conversation with Mindy Wetzel, sales manager of Tera’sWhey, at Natural Products Expo West, March 10, 2013. Photos courtesy of
Teraswhey.com.

What’s next? Product categories with potential
A look at trends in products claimed to be high in protein
A few product categories with upside potential for “high protein” products
Selected food/non-alcoholic beverage categories
making high protein claims: 2011–12, US only

Frozen pizza

3.4%

Cheese

2.7%

Dips

2.2%

Canned soup
Juices
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1.0%

0.3%

Spreadable fats

0.0%

Carbonates (CSDs)

0.0%

Percentage
of new
product
reports
making
“high
protein”
claim

Source: Datamonitor’s Product Launch Analytics. Photo courtesy of EatBalanced.com.

Eat Balanced Pizza shows the UK that
pizza can be “good for you”

What’s next? Allergen-free protein
Worries about food allergies and sensitivities will change the protein market of the future
90% of all food allergies come from eight foods

Food allergies are on the rise,
especially among the young

+18%
From 1997 to 2007, the prevalence of
reported food allergies in the US grew 18%
among children under the age of 18. Four
of every 100 children have a food allergy. 2

Food allergy sufferers are likely to
have other allergic conditions

2x to 4x
Children with food allergies are two to four
times more likely to have other related
conditions, like asthma and other allergies. 1
36

Sources: (1) (2) CDC.gov; (3) ABCNews.go.com.
Photos courtesy of Behance.net; ABCNews.go.com.

TV star Kym Whitley launched the “Don’t Feed Me” line
of T-shirts to warn caregivers of food allergies.3

What’s next? Protein for seniors
Protein makers have traditionally targeted younger consumers; but what about seniors?
What is sarcopenia?
Sarcopenia is the age-related loss of skeletal muscle
mass and function. The condition can be exacerbated
by poor diet or lack of exercise. Recently, evidence has
been provided that sarcopenia can accurately predict
future mortality in middle-aged and older adults.1

Sarcopenia is closely correlated with aging2

Protein consumption by older
consumers is not where it
should be

~ 27%
of seniors in America are not
eating the amount of protein they
should in order to maintain proper
physical health.3

Packaged foods
and drinks aimed
at older consumers
are generally few
and far between.
This new drinkable
yogurt from Poland
is an exception.
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Sources: (1) “New Horizons in the Pathogenesis, Diagnosis and Management of Sarcopenia,” Medscape.com; (2) ScienceDirect.com; (3) Synergyhomecare.com
and Arthritis Foundation, 2011. Photo courtesy of Datamonitor’s Product Launch Analytics.
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Thank you.
Tom Vierhile
Innovation Insights Director
tvierhile@datamonitor.com
@TomVierhile
+1 585-396-5128
Want to find this presentation and other related content on the Datamonitor Consumer
Knowledge Center?
If you are a subscriber, please sign up for a bespoke training session:
http://www.datamonitorconsumer.com/support/
Not yet a subscriber?
Request a free demo of our service: http://www.datamonitorconsumer.com/request-demo/
Or contact our Client Services team:
customerservices@datamonitor.com
EU: +44 20 7551 9201 | AP: +61 2 8705 6968 | US: +1 212 686 7400

