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Market Research Approach

Product
Scope

Meal Replacement
Supplement
Nutrition Drinks
OTC Obesity
Weight Loss
Supplements
Slimming Teas

Market
Scope

Global
Western
Europe
Eastern
Europe
North America
Latin America
Australasia
Asia Pacific
Middle East
Value per market
Volume per
market
CAGR 2017-2022

Key
Players

Top 20 weight
management and
healthy ageing
companies
Top 20 global
brands per market
Distribution
channels

Global
Market
Trends

Consumer
segments
Product
trends
Consumer
trends

Dairy and
Plant Proteins
Used

Application/ volume
usage of dairy and
plant proteins
WPC
WPI
WPH
MPC
MPI
MPH
Caseinate
Plant (soy, pea,
rice etc.)
Competitive structure
Key dairy and plant
protein companies
focusing on weight
management and
healthy ageing
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Methodology
- Defining Weight Management and Healthy Ageing (1)
Weight Management and Healthy Ageing products are positioned in the marketplace
as aiding loss of weight and wellbeing, maintaining weight and muscle, slimming or toning
There is a certain overlap between Sports Nutrition, Clinical Nutrition, Weight
Management and Healthy Ageing in that Sports Nutrition products mostly aim to gain
lean mass and burn fat tissue, whereas Clinical Nutrition often seeks to provide essential
nutrients and calories to people in need of extra energy or at risk of malnutrition. Weight
Management products are mostly calorie-reduced for slimming, toning or fat loss
purposes, while Healthy Ageing products are often calorie-dense to maintain bone and
muscle mass (prevent sarcopenia) in the elderly, often lacking the appetite to eat enough
calories leading to loss of lean muscle tissue
Products for gaining weight and muscle mass, i.e. Sports Nutrition are excluded, and
products for disease-related malnutrition or recovery used exclusively at hospitals, i.e.
core Clinical Nutrition, are excluded. Also excluded from analysis are certain Healthy
Ageing products that typically do not contain dairy or plant proteins such as capsules,
pills, vitamins and minerals for bone-, vision-, skin health etc.
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Market Development
Global Market Value and Growth, 2012-2022
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The global market for Weight Management amounted to almost USD 16 bio. in
2017, exhibiting a CAGR of 2.5% between 2012-2017
The Weight Management market is forecast to continue growing, albeit slower than
earlier, at around 2% annually to reach USD 17.5 bio. in 2022
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Global Market by Category and Region
Global Market Value by Product
Categories in 2017

Global Market Value by Regional Market
in 2017

1%
6%

2%

3%

2%

11%
36%

19%
43%

12%

31%
34%

Meal Replacement products are the
major type of Weight Management
products representing 43% of global
Weight Management value in 2017

North America is the major Weight
Management market, closely followed by
Asia, respectively accounting for 36% and
34% of global market value in 2017
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Forecasted Market Sizes and Outlook
Forecasted retail values 2022 and growth per region 2017-2022
Eastern Europe

Value: USD xxx mio.
CAGR 2017-22: xx%

North America

Value: USD xxx mio.
CAGR 2017-22: xx%

Western Europe

Value: USD xxx mio.
CAGR 2017-22: xx%

Asia-Pacific

Value: USD xxx mio.
CAGR 2017-22: xx%

Middle East & Africa
Value: USD xxx mio.
CAGR 2017-22: xx%

Latin America

Value: USD xxx mio.
CAGR 2017-22: xx%

Oceania

Value: USD xxx mio.
CAGR 2017-22: xx%
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Category Volumes
Volumes, 2012-2022
Market size (USD mio.)
Volume estimates (‘000 MT)

2012

2017

CAGR
12-17

CAGR
17-22

2022F

TOTAL VALUE
(Excl. categories not containing added protein)

xxx

xxx

xx%

xx%

See Note

TOTAL VOLUME
(Excl. categories not containing added protein)

xxx

xxx

xxx

xxx

Xxx

xxx

xxx

Xxx

xxx

Weight Management and Healthy Ageing

The total Weight Management market is estimated to grow 2%
annually towards 2022
Meal Replacement and Supplement Nutrition Drinks are the
two fastest growing product categories, with the latter forecasted
to grow at a faster rate of 4.5% over the forecast period
Weight Loss Supplements, Slimming Tea and OTC Obesity do,
for the most part, not contain dairy and plant proteins and are
excluded from further analysis for the purpose of this report
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Global Weight Management and
Healthy Ageing Trends (1)
Sports Nutrition versus Weight Management
•
•
•

Regulations surrounding Weight Management
•
•
•

Growing elderly population to drive demand
•
•
•
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Obesity as a driver of Weight Management sales
Overweight and obesity have increased dramatically over
the last decade, particularly among the younger
generations, mainly due to easy available high-calorie
processed foods and fast food
According to WHO, 1.9 billion adults were classified as
overweight in 2016, of which 650 million were obese,
while 340 million people aged 5-19 were overweight or
obese
Sugar is widely being accused for this development, taking
over from saturated fats as the main culprit for causing
obesity
Due to the various health issues related to obesity and
consumer doubts towards effectiveness and health of
Weight Loss Supplements and pills, consumers are
increasingly looking to manage their weight through
gradual lifestyle changes as opposed to ‘easy’ fixes
While this development may benefit other WM categories, it
may be detrimental to the total WM market as consumers
look to natural whole foods rather than formulated
products
Governments across the world are investing in campaigns
to reduce public healthcare costs by informing the public
of health risks related to obesity, putting taxes on sugar,
demanding clear food product labelling and restricting
advertisements of junk food to children

Weight Management
and Healthy Ageing
Drivers and Trends
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Source of proteins
Protein is a key component in most Weight Management and
Healthy Ageing products and protein content is often shown on the
front of the products
Though protein levels are not as high as in Sports Nutrition,
Weight Management products are often calorie-reduced without
compromising protein content, which partly can be achieved
through fortification with protein ingredients
Many weight management and healthy ageing products are
fortified with protein from various sources. While whey proteins,
widely considered the golden standard for muscle building, are the
most dominant protein type used for Sports Nutrition, other dairy
proteins are currently more prevalent in the Weight Management
and Healthy Ageing space, namely milk proteins
Non-dairy protein sources, particularly soy proteins, enjoy a
strong position in the Weight Management and Healthy Ageing
market. Soy proteins are typically cheaper, but still containing all
essential amino acids. Also, plant-based protein ingredients are
sometimes perceived as more healthy and sustainable, and more
in line with the clean label and natural ingredients trend
Apart from soy proteins, other plant-based protein sources, namely
pea proteins, have seen increased use in Weight Management and
Healthy Ageing in the past decade. For example, Shakeology has
launched a vegan product with a protein blend consisting of pea-,
oat- and rice protein, chia-, flax- and quinoa seeds
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Global Ingredients Volume Usage in 2017
Applying calculations explained in the methodology section, the estimated
volumes of consumer products are used to calculate the volume of highconcentration protein ingredients used Weight Management & Healthy Ageing
This results in 2017 volume estimates below:
2017 Volume estimates
(‘000 MT)
TOTAL
Weight Management and
Healthy Ageing

Protein ingredients

Consumer
products

WP

MP

Other
/Plant

TOTAL
ingredients

xxx

xxx

xxx

xxx

xxx

xxx

xxx

xxx

xxx

xxx

xxx

xxx

xxx

xxx

xxx

WM consumers are generally less finicky in terms of protein quality
and absorption speed compared to SN consumers where whey is the
Within Supplement Nutrition Drinks, milk proteins used are primarily
MPC/MPI with 15-25% estimated to be caseinates
A relatively larger share of milk protein used in Meal Replacement is
caseinate, an estimated 50/50 split between MPC/MPI and caseinate
More than 80% of the non-dairy protein applied in WM is estimated
to be soy proteins though with pea proteins showing good growth
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New product launches / consumer product trends
- Whey Proteins in Weight Management (1)
716 new weight management products
were launched with whey proteins between
2012-2017. North America accounted for
almost two thirds at 65% of product launches
The number of new weight management
products with whey proteins recorded
increases until 2016 but saw a sharp drop
in 2017, mainly in North America
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Nestlé was the most active company in
launching new weight management products
containing whey proteins between 2012-2017
followed by Atkins Nutritionals

Africa

140

Nestle
Atkins Nutritionals
Kellogg
Healthsmart Foods
Amway
Heinz
General Mills
Pt Kalbe Farma
Slimfast
Quaker

40
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0

Major application segments
Cereals (mainly bars) were the primary
application category of whey protein in weight
management
Ready meals were another key application of
whey protein in weight management with
dairy posing as a distant third
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5%
5%

46%

5%
7%

22%
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New product launches / consumer product trends
- Milk Proteins in Healthy Ageing (1)
1,099 new healthy aging products have
been launched with milk protein between
2012 and 2017 with Western Europe
accounting for 61% of total launches
Milk proteins has been the key protein
ingredient added in healthy ageing between
2012-2017, however the number of product
launches saw a sharp drop in 2017 leading to
a negative CAGR of 4% over the period
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Fresenius Kabi led innovation of new
healthy ageing products with milk proteins
between 2012-2017 with 223 new products
followed by Nutricia with 213 new
products, Abbott and Nestlé with 199 and
173 new products, respectively
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Nestle Health Science
Lactalis Nutrition Sante
Nestle Nutrition
Nutrisens
Vitaflo
Korea Medical Foods
Hormel Foods
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New product launches / consumer product trends
- Plant Proteins in Weight Management (2)
Company: Herbalife

Company: Slimfast

Date: November 2016

Date: December 2017

Category: Meal replacements

Category: Savory/salty snacks

Ingredients: soy protein
isolate, fructose powder, oat fiber,
inulin, canola oil, potassium
chloride, medium chain triglycerides, caseinate, whey protein etc.

Ingredients: Crisps (dehydrated
potato, rice flour, corn
maltodextrin), pea protein
isolate, inulin, salt, seasoning,
natural flavor, parsley etc.

Company: Atkins Nutritionals

Company: Garden of Life

Date: May 2016

Date: August 2016

Category: Cereals/Energy bars

Category: Meal replacements

Ingredients: Peanuts, almonds,
chicory root fiber, soy protein
isolate, soluble fiber, water, palm
kernel oil, peanut butter, whey
protein concentrate etc.

Ingredients: Organic raw
sprouted protein blend (brown
rice protein, amaranth, quinoa,
chia seed, flaxseed), organic
fiber blend, organic flavor blend etc

Company: Heinz

Company: Amway

Date: July 2016

Date: November 2017

Category: Sweet biscuts/cookies

Category: Soup mix

Ingredients: Wheat flour,
vegetable oils, oat flakes, wheat
flour, hazelnuts, cranberries,
skimmed milk powder, pea
protein, wheat starch, milk fat etc

Ingredients: Chicken flavor (salt,
dextrose, dextrin, hydrolyzed soy
protein, shortening, silicon
dioxide, cornstarch etc.) powdered
chicken broth, slendesta etc.

Note: Out of the 1,116 products, 876 had soy protein, 213 had pea, 122 had rice and 115 had various other types of plant proteins.
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Major European Whey Processors

Alpavit (DE)
Arla Foods Ingredients (DK)
Armor Proteines (FR)
Arrabawn Co-op (IE)
BMI (DE)
Carbery (IE)
Dairy Crest (UK)
Dairygold (IE)
DMK/Wheyco (DE)
Euroserum/Sodiaal (FR)
Fonterra (NL)
FrieslandCampina (NL)
Glanbia (IE)
Hochwald (DE)
Ingredia (FR)
Kerry Ingredients (IE)
Lactalis (FR)
Meggle (DE)
Milei (DE)
Pieno Zvaigzdes (LT)
Sachsenmilch/Müller (DE)
Valio (FI)
Volac (UK)
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Weight Management and Healthy Ageing Report
– Project Management and Costs

Team

3A Business Consulting team:
– Managing partner - Tage Affertsholt
– Business consultant – Daniel Pedersen

Time

Report available in PDF format – in total
more than 90 slides – from September 2018

Cost

EUR 4,600
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