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3 Market and NPD Overview 
3.1 Global market trends 
3.1.1 Consumer Trends – an Overview 
The COVID-19 pandemic has had a significant impact on consumers and their habits globally, with many of the 
major consumer trends reforecast in the wake of it.  
In May 2020 Mintel updated its 2030 Consumer Trends report (Lieberman, 2020) based on the acceleration of 
predicted trends resulting from the effects of the pandemic. Mintel considers 7 key Drivers (Figure 3-1), each 
consisting of 4 pillars that are constants, however external factors affect how people prioritise them.    
Figure 3-1 Mintel’s 7 Key Drivers of Consumer Trends 

Source: Lieberman (2020) 

With nutrition one of the 4 pillars (Figure 3-2) of the Wellbeing driver, significant shifts in Wellbeing trends are 
likely to influence nutrition trends. The report noted a major effect of the pandemic that will influence consumer 
choices going forward: 
“COVID-19 has reinforced the importance of having a healthy immune system, which also includes strong mental 
health. Products that offer immunity benefits will surge as people look for ways to protect themselves from a 
second wave or as a way to support their immune system for ongoing protection. Consumers are turning to stress 
relieving, calming and comforting products amid COVID-19 fears, and Mintel predicts a continued focus on 
ingredients and products that help consumers relax and cope with stress and anxiety” (Lieberman, 2020). 
Looking out to 2030 future wellbeing is likely to extend beyond the person and community to the whole human 
biosphere, it will be integrated with technology capability and mental health priorities will play a significant role 
in consumer choices and trends.  The technology driver will also see a prioritisation of farming and food sourcing 
with urban and vertical -farmed food, and local micro-farms producing a majority of the food people consume. 
Localism (Surroundings driver) will resonate with consumers, encouraging prioritisation of purchases from local 
stores.  Around the world, consumers are taking a step back and re-evaluating what is important to them 
(Lieberman, 2020).  As final note the report noted consumes will place more importance on the total value of 
[products and service than simply just price, and that “products will have to evolve to used more functional 
messaging; vague claims wont’ be enough anymore” (Lieberman, 2020).   Although the report is targeting all 
aspects of consumerism, the findings are equally likely to be applicable to food products. 
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Figure 3-2  The 4 Pillars of each Key Driver 

Source: Lieberman (2020) 

Euromonitor International has also updated how it sees the influence of COVID-19 on Consumer Trends (Angus, 
2020), recognising the effect on all the top 10 global consumer trends it ranks (Figure 3-3), now, in the near term 
and long term.  The updated predictions associated with food and nutrition relate to the “mind myself” and 
“proudly local, going global” trends.   
A comparison of the pre-COVID-19 and current key points of the 2 trends is shown in Table 3-1. 
Figure 3-3 Top 10 Global Consumer Trends - Euromonitor International 

Source: Angus (2020) 
These shifts in consumer demands clearly suggest a great emphasis on local supply and potentially the 
requirement for “local” evidence of safety, quality and efficacy.   The emphasis on self-care and mental well-
being has increased in importance. 
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Table 3-1 Shifts in Consumer Trends to June 2020 (Euromonitor International) 

Consumer Trend Pre-COVID-19  June 2020 
Minding Myself Bringing metal wellbeing to the 

forefront of consumer concerns 
Now: Mentally rebalancing 
Creating a new normal 

Consumers seeking their “holistic 
happy” will adapt to practising 
responsible stimulation 

Near term: Managing anxiety 

Business action: Offer outcome-based 
goods to address specific mental 
wellbeing needs 

Long term:  Consumer behaviour and 
priorities will focus on self-care 

Proudly Local, Going Global Consumers desire both a sense of 
individuality and national identity 

Now:  Enforced retreat from 
globalisation 
Supporting localisation 

Niche brands accentuate local 
credentials to set up global expansion 

Near term: Safety concerns drive 
hyper-localisation 

Business action: Consumption shifts to 
support local and independent 
businesses; multinationals respond 
with localisation 

Long term: Focus on localising 
business activities 

Source: Angus (2020) 

3.1.2 Trends in Food and Nutrition  
Annually, New Nutrition Business (NNB) (https://www.new-nutrition.com) publishes what it sees globally as the 
major trends in food and nutrition and provide insights into strategies and opportunities for companies within 
these trends.   A detailed report is available through NNB.  The top 10 mega trends (published in November 
2019) for 2020, compared to those of 2019 are shown in Table 3-2.  Of the 10 key trends, digestive wellness 
remains the top consumer driven priority.  Several changes in the rankings can be seen, however the major 
change for the 2020 predictions has been recognition that across the key nutrition and source trend 4 major 
consumer behavioural trends influence and drive opportunities within each.   Mood enters the top 10 trends in 
2020 at position 10.    
Table 3-2 Key trends in Food, Nutrition and Health 

Trend Rank 2019 2020 
Mega Trend 1 Snackification at the heat of strategy 
Mega Trend 2 Naturally functional 
Mega Trend 3 Fragmentation 
Mega Trend 4 Sustainability 

1 Digestive Wellness Digestive Wellness 
2 Plant-based Good carbs, bad carbs 
3 Protein Plant-based 
4 Sugar Sugar 
5 Good carbs, bad carbs Protein 
6 Fragmentation & personalisation Fat reborn 
7 Snackification Meat reimagined 
8 Beverages redefined Provenance & Authenticity 
9 Fat reborn Energy 2.0 

10 Provenance & Authenticity Mood 

Source: https://www.new-nutrition.com/ 
In response to enquiries from companies on what COVID-19 may mean for NPD and innovation strategies, NNB 
have published a discussion document to help companies shape their strategy going forward – “Food & nutrition 
strategy in a coronavirus world: 20 questions to help shape your strategy” which is available for purchase 
through the web-site.  

https://www.new-nutrition.com/
https://www.new-nutrition.com/
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3.1.3 Trends in claims 
As a part of the monitoring of new food products launched around the world, Mintel also tracks product claims, 
including health and nutrition related claims, ad ranks them on a rolling basis.    
As of June 2020, the trends in claims as determined by Mintel are shown in Table 3-3.  The increase in product 
claims related to digestive wellness, energy and carbs is in alignment with the global forecast trends. 
Table 3-3 Changes in product related claims  

Trend Rank Claims increasing in frequency Claims Declining in frequency 
1 Low/No/Reduced Calorie (+600%) Male (-100%) 
2 Probiotic (+600%) Caffeine Free (-100%) 
3 Economy (+312.5%) Portionability (-100%) 
4 Functional digestive (+300%) Female (-66.7%) 
5 Low/No/Reduced Carb (+300%) Antioxidant (-66.7%) 

Source:  Mintel GNPD database  

3.1.4 Consumer interest in key topics 

Global consumer interest in specific topics can be gauged though the rate of searches conducted over the 
internet.   Google provides tracking of these trends.  Not unexpectedly the COVID-19 pandemic saw a significant 
increase in the frequency of searches for immunity (Figure 3-4), with the increasing intensity of searches in 
regions highlighted in orange/red on the map.    
Numbers represent search interest relative to the highest point on the chart for the given region and time. A 
value of 100 is the peak popularity for the term. A value of 50 means that the term is half as popular. A score of 
0 means that there was not enough data for this term. 

Figure 3-4 Popularity of internet searches for immunity, digestion and metabolic syndrome (June 2020) 

Source: https://trends.google.com/trends/explore?q=immunity,digestion,metabolic%20syndrome (June 2020) 

https://trends.google.com/trends/explore?q=immunity,digestion,metabolic%20syndrome
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3.2 Consumer product trends, year to June 2020 
3.2.1 Product trends 
3.2.1.1 Immunity 
Food and beverage products that contain claims relating to immune function continue to base these claims as 
nutrient content function claims, that is levels of specific vitamins and minerals present e.g. vitamin C, Zn that 
are typically fortified through their addition, to permit the use of the claim.   Yeast beta-glucan was leveraged 
to support immune function, along with micronutrients in a beverage product range launched in Brazil (see case 
study 1 below).  
In the 12 months to June 2020, Mintel logged 2,208 new products (Table 3-4) with claims relating to immunity/ 
immune function / immune system.  Of these 1435 were food products, the top categories including baby foods 
(324), dairy products (323) snacks (168) and breakfast cereals (167).  In the beverage category (773 claims), juice 
products (237), hot beverages (231) and meal replacement type beverages (177) were the main categories 
carrying the immune claims.  Together these products represent less the 1% of all new food and beverage 
products registered in the database (259,942 total registered July 2019 – June 2020).  A breakdown of the 
product launches by region is shown in Table 3-4. 
Table 3-4 Geographic distribution of immune function claims 

Region No. of new products with 
immune function claims 

% of total new products with 
immune function claims 

Asia Pacific 840 38.1% 
India 356 16.1% 

Vietnam 113 5.3% 
Australia 66 3.0% 

Hong Kong 22 1.0% 
Singapore 22 1.0% 

Japan 16 0.7% 
China 8 0.4% 

Europe 760 34.4% 
Middle East & Africa 274 12.4% 
Latin America 201 9.1% 
North America 133 6.0% 
TOTAL 2,208 

Analysis of the Mintel GNPD data show that top 15 claims most commonly used alongside a functional immune 
system claim are a mix of other functional claims, ingredient claims and consumer interest claims (Figure 3-5). 

Figure 3-5 Top claims in association with immune function claims (year to June 2020) 

(Source :www.gnpd.com) 
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http://www.gnpd.com/
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According to Mintel (Srivastava, 2020b; Vliestra, 2020), COVID-19 has had a significant impact on consumer food 
choices related to immunity, and this has been tracked providing updated insights.  Globally, consumers are 
taking a proactive approach to improving immune system functionality.  Whilst traditionally consumers have 
taken vitamins, minerals or supplements to improve immune function, the increased incidence of infectious 
diseases worldwide is driving consumer interest in food and drink that improve the immune function (Srivastava, 
2020b).  Product launches claiming immunity-enhancing functional benefits have grown, but continue to be a 
small portion in food and drink (Figure 3-6), through to March 2020 the proportion of all global food launches 
with a functional immune health claim was still only 0.7% (Srivastava, 2020b).   Of the food and beverage 
categories functional immunity claims are most common in baby foods, dairy and juice drinks (Figure 3-7). 

Figure 3-6 Global launches in food, beverage and healthcare categories Apr 2015 - Mar 2020 

Base: * include carbonated soft drinks; hot beverages; juice drinks; sports & energy drinks; water; RTDs; other beverages 
except alcoholic beverages 
Source: Mintel GNPD 

Figure 3-7 Product launches with immunity claims Apr 2015 - Mar 2020 

Source: Mintel GNPD 

Tracking the key ingredients of food, drink and healthcare product launches with a functional immune health 
claim over the period April 2015 to March 2020 (Figure 3-8), claims based on vitamins consistently account for 
about 59% of products launched (Srivastava, 2020b).  Vitamins and minerals, botanicals and 
probiotics/prebiotics are the key ingredients used in in products to underpin functional immunity claims. 

Mintel consumer research in the EU since COVID-19 has shown consumers in the 16-34 age bracket are 
demonstrating a significant interest in improving their diets (Figure 3-9).  In the UK consumers suggested the 
pandemic had prompted them to add more nutrients that support the immune system to their diets and in 
France more than 25% of consumers claim to be eating more fruit and vegetables (Vliestra, 2020). 
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Figure 3-8 Proportions of products with immunity claims containing key ingredients 

Source: Mintel GNPD 

Figure 3-9 Impact of COVID-19 on diet choices 

Base: France, Germany, Italy, Poland, Spain, UK: 2,000 internet users aged 16+ in each country 
Source: Lightspeed/Mintel  (Vliestra, 2020) 

Vliestra (2020) also reported that few food and drink launches in the EU currently feature functional immune 
health claims. Strict regulations from the European Food Safety Authority (EFSA) make it difficult for brands to 
claim immunity benefits. However, in the last twelve months to April 2020, the proportion of all European food 
launches with a functional immune health claim was double that of drink launches. Overall, interest in foods to 
support the immune system is much higher than that for drinks (Figure 3-10), highlighting an opportunity for 
food brands. 
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Figure 3-10 Recent interest in immune function benefits of foods in the EU 

Base: France, Germany, Italy, Poland, Spain, UK: 2,000 internet users aged 16+ in each country 
Source: Lightspeed/Mintel (Vliestra, 2020) 

The following product case studies provide an overview of selected products recently launched in different 
countries, carrying immune function claims. 

3.2.1.1.1 Immunity product case study 1 – Imunoday beverage (Brazil) 

Launched by Laticínios Bela Vista (Brazil) the “Imunoday” beverage range of 3 products includes yeast beta-
glucan supporting immune claims also permitted based on nutrient content.  The product range (and 
ingredients) includes: 

- Original beta-glucan dairy drink [Skim Milk, Whey Protein Concentrate, Polydextrose, Fructo-
oligosaccharides, Yeast Beta Glucans, Vitamins, Microcrystalline Cellulose, Dipotassium Hydrogen
Phosphate, Disodium Hydrogen Monophosphate, Carrageenan, Natural Flavourings]

- Chocolate with oats UHT milk with beta-glucan [Skim Milk, Cocoa Powder, whey protein concentrate
(whey), Polydextrose, Rolled Oats, Fructo-oligosaccharides, Yeast Beta Glucans, Vitamins, stabilizers
(Microcrystalline Cellulose, Dipotassium Hydrogen Phosphate, Disodium Hydrogen Monophosphate),
Carrageenan, Flavouring Substances, Steviol Glycoside]

- Lactose-free chocolate flavoured beta-glucan dairy drink [Skim Milk, Cocoa Powder, Whey Protein
Concentrate, Polydextrose, Fructo-oligosaccharides, Lactase, Yeast Beta Glucans, Vitamins,
Microcrystalline Cellulose, Dipotassium Hydrogen Phosphate, Disodium Hydrogen Monophosphate,
Carrageenan, Natural Flavourings]

Together with the immune function claims the products also contain claims related to high/added fibre, vitamin 
/ mineral fortified, gluten free, functional digestive, low/no/reduced/ allergen, low/no/reduced fat, 
low/no/reduced lactose. 

19%

11%

23%

15%

28%

19%

34%

24%

39%

24%

20%

13%

0%

10%

20%

30%

40%

…foods that can support your immune 
system

…drinks that can support your immune 
system

%
 o

f c
on

su
m

er
s

Selected European countries: increased interest since the 
start of the COVID-19/coronavirus outbreak, by category, May 

2020*

France Germany Italy Poland Spain UK



12 

Figure 3-11  IMUNODAY chocolate with oats beverage 

Source:  Mintel GNPD 

The dialogue associated with the chocolate with oats variant product is relatively detailed and includes claims 
related to the reduction of respiratory tract infections together with general immune system claims: 

“Piracanjuba Health & Nutrition Imunoday Bebida Láctea UHT com Beta-Glucana de Levedura com Aveia Sabor 
Chocolate (Chocolate with Oats UHT Milk Drink with Yeast Beta-Glucan) is said to be recommended for everyone 
who wants to help the proper functioning of the immune system, which is responsible for carrying out the body's 
defenses against disease-causing microorganisms. This milk drink contains whey, is a source of fiber, rich in 
vitamins C, B12 and D and has been formulated with a unique combination of nutrients to aid the defense 
capacity of immune cells. According to the manufacturer, yeast beta-glucan is a soluble fiber found in the yeast 
cell wall that may be useful for preparing the immune system and increasing resistance against invading 
microorganisms. Beta-glucans have also shown a strong tendency to reduce the number of respiratory tract 
infections and reduce the symptoms of a cold. Fiber is said to be very important for the whole process of defense 
of the digestive system. In addition to contributing to its functioning, fibers, mainly FOS and polydextrose, are 
fermented and serve as food for the good bacteria in the intestine, stimulating their proliferation and 
contributing to the intestinal protective barrier, because when these bacteria live in the intestine, they are an 
effective protective factor to prevent harmful bacteria from invading and remaining in the body. Vitamin B12 
plays a crucial role in the healthy balance of the immune system. Vitamin C plays a central role for the proper 
functioning of the immune system. It is necessary for the defense system to have an adequate response against 
invading microorganisms, in addition to preventing susceptibility to respiratory tract infections. Vitamin D 
stimulates the maturation of many cells, including immune cells, being essential for immunity and respiratory 
health. Its deficiency is associated with an increased risk of chronic lung disease and rates of respiratory tract 
infections. The gluten-free product retails in a 200ml pack” 
(Source :www.gnpd.com) 

3.2.1.1.2 Immunity product case study 2 – Kellogg Special K Protein Nuts, Cluster & Seeds Cereal 

In the UK, Kellogg relaunched its’ Special K Protein Nuts, Clusters & Seeds Cereal in conjunction with a packaging 
change.   The vitamin D content permits the nutrient content function claim of “contributes to the normal 
function of the immune system”.    Claims associated with the product include: No Additives/Preservatives, 
High/Added Fiber, Vegetarian, Female, Vitamin/Mineral Fortified, Halal, Functional - Immune System, Ethical - 
Environmentally Friendly Package, High/Added Protein, Functional - Energy, Ethical - Recycling, Diet/Light 

http://www.gnpd.com/
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Figure 3-12  Kellogg Special K cereal 

Source:  Mintel GNPD 

The product dialogue including claims: 
“Special K Protein Nuts, Clusters & Seeds Cereal has been repackaged in a new promotional pack. Described as 
multigrain and wheat flakes with a crunchy oat, rye and seed cluster, pumpkin seeds, hazelnuts and almonds, 
this vegetarian product is free from artificial colours, flavours and preservatives. The halal certified cereal is made 
with three grains, including rice, wholewheat and barley that are rolled, flaked and toasted. A serving contains 
greater than or equal to 15% RI of iron, which contributes to the reduction of tiredness and fatigue; vitamin D, 
which contributes to the normal function of the immune system; and vitamin B12, which contributes to normal 
energy-yielding metabolism. It contains protein, eight vitamins and minerals, is high in fibre, and retails in a 
recyclable 330g pack” 
(Source :www.gnpd.com) 

The ingredient listing for the Special K Protein Nuts, Clusters & Seeds Cereal is: 
Cereals (wholewheat (33%), rice (20%), wheat bran (5.5%), wholemeal flour (4.5%), barley (3.5%), malted barley 
flour (1.5%)), linseed and sunflower seed cluster (17.5%) (cereals (whole oats (7%), rye (1.5%), wheat flour 
(1.5%)), sugar, protein crisp (soy protein isolate, tapioca starch, calcium carbonate, salt), rice piece (rice flour, 
corn flour, sugar), sunflower seeds, linseed, modified starch, barley malt extract, sunflower oil, emulsifier (soy 
lecithin), natural flavourings, sodium hydrogen carbonate, ammonium hydrogen carbonate, antioxidant 
(tocopherol rich extract), skimmed milk powder), sugar, pumpkin seeds (3.5%), nuts (3.5%) (hazelnuts, almonds), 
glucose syrup, barley malt extract, salt, natural flavouring, vitamins and minerals (niacin, iron, zinc, vitamin B2 
(riboflavin), vitamin B1 (thiamin), vitamin B6, folic acid, vitamin D, vitamin B12). 

3.2.1.1.3 Immune product case study 3 – Q & P Kowa Alpha Zero Energy Drink 

Given the claims and ingredients Q&P Kowa Alpha Zero Energy Drink, which is named a “quasi-drug” energy 
drink, appear to have pushed the boundaries of the intended FNFC with claims.  The product was launched in 
Japan by Kowa Company, Japan for the Japanese market.  It has multiple claims: Functional - Brain & Nervous 
System, Functional - Cardiovascular, Functional - Energy, Functional - Immune System, Functional - Other, 
Functional - Skin, Nails & Hair, Maternal, No Added Sugar, Time/Speed, Vitamin/Mineral Fortified. 

The ingredients of this unflavoured 100ml “shot” with zero energy are a mix of vitamins, herbs an amino acid 
and caffeine: thiamine nitrate (vitamin B1), riboflavin sodium phosphate (riboflavin), pyridoxine hydrochloride 
(vitamin B6), taurine, garlic extract, Eleutherococcus senticosus extract (Eleutherococcus senticosus), L-arginine 
hydrochloride, anhydrous caffeine 
Additives (citric acid, sodium citrate, DL-malic acid, paraben, sodium benzoate, sucralose, acesulfame potassium, 
erythritol, maltitol, flavouring, vanillin, ethanol, propylene glycol) 

http://www.gnpd.com/
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Figure 3-13 Q&P Kowa Alpha  Zero Energy Drink 

Source:  Mintel GNPD 

“Q&P Kowa Alpha Zero Energy Drink is now available. It is formulated with fast-acting active ingredients 
including dried ginseng extract and garlic extract, as well as vitamins B1, B2 and B6, taurine, L-arginine 
hydrochloride and anhydrous caffeine. This quasi-drug energy drink is designed to: combat and prevent fatigue; 
improve and prevent tiredness due to poor nutrition; relieve pain in the areas of the shoulders, neck, back and 
knees; increase blood flow; improve skin health; improve appetite and tiredness due to hangover; maintain the 
immune system and concentration; improve weakness caused by a weak constitution or old age; increase general 
wellness during and after illness, when fever has caused exhaustion, or for a loss of appetite; provide nutrition 
for nursing mothers and pre- and postnatal use. This product contains no added sugar and retails in a pack with 
three 100ml bottles. Launched on April 7, 2020. Open-priced. Also available in 10 x 100ml and 50 x 100ml 
bottles”. 
(Source :www.gnpd.com) 

3.2.1.1.4 Immune product case study 4 – Organic Happy Belly with Probiotics Cold-pressed juice 

Launched in the USA by Urban Remedy, under its own brand, Urban Remedy Organic Happy Belly with Probiotics 
Cold-Pressed Juice (Figure 3-14) provides a stark contrast to the previous case study with an emphasis on clean 
labelling and minimal additions of micronutrients and additives.   The ingredient list for the Cucumber & Apple 
& Fennel & Lemon & Mint & Ginger flavoured variant is:  cucumber juice*, apple juice*, fennel juice*, lemon 
juice*, mint juice*, ginger juice*, probiotics (inulin, Bacillus coagulans GBI-30 6086) (*organic).  
Together with the functional immune and digestive health claims, the product positioning leverages claims for 
Organic, Low/No/Reduced Allergen, Ethical - Environmentally Friendly Package, Ethical - Environmentally 
Friendly Product, Ethical - Human, Vegan/No Animal Ingredients, GMO Free, Ethical - Recycling, Dairy Free, 
Probiotic. 

Figure 3-14 Organic Happy Belly with Probiotics Cold-Pressed Juice 

http://www.gnpd.com/
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Source:  Mintel GNPD 

Product information includes: 
“Urban Remedy Organic Happy Belly with Probiotics Cold-Pressed Juice has been repackaged. This product is 
made with cucumber, apple, fennel, lemon, mint, ginger, and probiotics and is said to be designed to support the 
immune and digestive health. The manufacturer claims to utilize the wisdom of Chinese medicine to craft healing 
plant-based food that nourishes the body. It treats tummy to TLC with aromatic fennel, which is a natural digestif, 
apple, spicy ginger and a dose of probiotics said to support healthy digestion. The non-GMO, vegan and dairy-
free 100% juice retails in a 12-fl. oz. recyclable bottle made from 100% recycled plastic and bearing the USDA 
Organic and B Corporation Certified logos”. 
(Source :www.gnpd.com) 

http://www.gnpd.com/


16 

3.3.1.1 Digestive health 

In the year to June 2020 Mintel registered 3,251 new products with functional digestive claims.  This equates to 
approximately 1.3% of all new food and beverage products registered in the database (259,942 total registered 
July 2019 – June 2020).  Of the products with functional digestive claims, 66.6% (2,166) were food products 
(Figure 3-15), and 33.4% (1,085) beverage products (Figure 3-16).   Dairy products accounted for the largest 
proportion of foods (28%) and within this category yoghurt (drinking & spoonable) and liquid cultured milks 
accounting for 69.5% of dairy products and of 18.7% the total food category.  The beverage category was 
dominated by teas accounting for 38.8% of all beverages.    The number of product launches / registration by 
geographical region is provided in Table 3-4, with Asia Pacific accounting for almost half of the activity.  Within 
Asia Pacific, India and China have the highest number of products launched with functional digestive claims. 
Baby foods account for 13.2% of products with functional digestive claims, and within this category Growing Up 
Milks for 1- 4 years (32.9%) and 4+ years (4.6%) are the largest categories.   Twenty-five percent (25.2%) of the 
baby food category that has functional digestive claims are weaning foods (baby cereals, fruit products, desserts 
and yoghurts). 
Figure 3-15 Proportion of food product categories with functional digestive claims 

Source:  Mintel GNPD  
Products typically carry a number of claims that may be functional (health), related to composition or play to 
consumer awareness concepts.  Analysis of the Mintel GNPD data show that top 15 claims most commonly used 
alongside a functional digestive claim (Figure 3-17) are a mix of these.  Rather surprisingly high fibre, probiotics 
and prebiotics are claimed in association with only 17.1%, 15.8% and 15.2% respectively, of products with 
functional digestive claims. 
Case studies are provided below, providing an overview of the types of recently launched products carrying 
functional digestive claims. 
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Figure 3-16 Categories of beverage products with functional digestive claims 

Source:  Mintel GNPD 

Table 3-5 Geographic distribution of digestive function claims 

Region No. of new products with 
digestive function claims 

% of total new products with 
digestive function claims 

Asia Pacific 1,594 49.0% 
India 395 12.2% 

China 205 6.3% 
Australia 190 5.8% 

Indonesia 132 4.1% 
Vietnam 104 3.2% 

Japan 90 2.8% 
Hong Kong 49 2.5% 

Europe 654 20.1% 
Russia 125 3.8% 

UK 107 3.3% 
Italy 56 0.9% 

Germany 50 1.5% 
Latin America 401 12.3% 
North America 331 10.2% 
Middle East & Africa 271 8.4% 
TOTAL 3,251 

Source:  Mintel GNPD 
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Figure 3-17  Proportion of top 10 other claims used in conjunction with functional digestive health claims 

Source:  Mintel GNPD  

3.3.1.1.1 Digestive health case study 1 - Debloating Digestive Cold Herbal Tea with Strawberry, Lemon and 
Ginger 

Launched in Italy this tea (Figure 3-18) claims to debloat, aid digestion and eliminate intestinal gas. The tea is a 
combination of herbal and fruit-derived ingredients (Hibiscus (Hibiscus sabdariffa L.) flower, apple (Malus 
domestica Borkh) fruit, dog rose (Rosa canina L.) fruit, caraway (Carum carvi L) fruit, lemon (Citrus limon L. 
Osbeck.) fruit peel, flavours, chamomile (Matricaria chamomilla L.) flower, ginger (Zingiber officinale Rosc.) 
rhizome, natural flavours (strawberry juice (0.05%)), gentian (Gentiana Iutea L.) root, stevia (Stevia rebaudiana 
Bertoni) leaf, dry turmeric (Curcuma longa L.) rhizome extract.    
The digestive claims made by this and other teas in the range almost certainly fall within the “digestive 
comfort/discomfort claims category regulated in the EU by EFSA.  However it is most likely these teas are 
regulated as a herbal supplement rather than as a “food” per se, thus enabling the claims to be made, and not 
requiring compliance with Regulation (EC) No 1924/2006 of the European Parliament and of the Council of 20 
December 2006 on nutrition and health claims made on foods. 
In combination with the digestive related claims the product also leverages positioning points which include: 
Ease of Use, Ethical - Environmentally Friendly Package, Ethical - Sustainable (Habitat/Resources), Functional - 
Digestive, Functional - Slimming, Gluten Free, Low/No/Reduced Allergen, Low/No/Reduced Calorie, 
Low/No/Reduced Lactose, Vegan/No Animal Ingredients, Vegetarian. 
The Mintel GNPD overview of the product describes the product and it benefits, along with the manufacturing 
control of the production process: 
“L'Angelica Tisana a Freddo Sgonfiante Digestiva Fragola, Limone, Zenzero (Debloating Digestive Cold Herbal 
Tea with Strawberry, Lemon and Ginger) is now available. The product is said to debloat, refresh and be beneficial 
and contains: gentian, to help digestion; lemon, ginger and caraway to better digest and eliminate intestinal gas; 
and strawberry to provide intense flavour for a pleasure and well-being break. It can be infused directly in cold 

35.4%

27.3%

24.1%

23.6%

20.2%

17.8%

17.1%

17.0%

16.9%

16.0%

15.8%

15.6%

15.6%

15.6%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0% 35.0% 40.0%

Functional - Other

No Additives/Preservatives

Low/No/Reduced Allergen

Social Media

Gluten Free

Functional - Immune System

High/Added Fiber

Organic

Functional - Cardiovascular

Vegetarian

Probiotic

Vitamin/Mineral Fortified

Ethical - Environmentally Friendly Package

Vegan/No Animal Ingredients



19 

Figure 3-18 Debloating Digestive Cold Herbal Tea 

 Source:  Mintel GNPD 
water for a fresh break and taking care of well-being, is suitable for vegans and vegetarians and is free from 
gluten and calories and naturally free from lactose. It retails in a 36g pack containing 18 units and featuring 
preparation instructions as well as the FSC Mix logo. The manufacturer claims to study, select and mix active 
ingredients in the right composition, controlling the entire productive process from processing of the herbs to 
packaging” 
(Source :www.gnpd.com) 

3.3.1.1.2 Digestive health case study 2 - Laucke Multigrain Soy & Linseed Bread Mix 

Manufactured and sold in Australia & NZ, Laucke Multigrain Soy & Linseed Bread Mix (Figure 3-19) cleverly infers 
digestive health benefits without actually making any health claims, and nor has it been notified as having a 
food-health relationship  (https://www.foodstandards.govt.nz/industry/labelling/fhr/).     The online product 
description (https://www.laucke.com.au/our-products/multigrain-soy-and-linseed) is more conservative than 
the product overview logged on Mintel GNPD: 
Figure 3-19 Laucke Multigrain Soy & Linseed Bread Mix 

 Source:  Mintel GNPD 

“Multigrain Soy and Linseed has been carefully created to ensure robust performance in baking and provide 
strong features in nutrition. Soya Grits, Kibbled Linseed, Kibbled Maize and Rye are all combined with wheaten 
flour to create a satisfying bread. 
Whole grains are naturally rich in Vitamins, Minerals, and Dietary Fibre to aid in the processes of digestion and 
absorption”. 

http://www.gnpd.com/
https://www.foodstandards.govt.nz/industry/labelling/fhr/
https://www.laucke.com.au/our-products/multigrain-soy-and-linseed
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 The more extensive Mintel GNPD product description goes as far as to describe the bread which contains 
unbleached wheat flour, soy (8%) (soy grits, soy flour), linseed (5%) (kibbled linseed, linseed), rye grain, non-
iodised salt, polenta, emulsifier (E481), malted wheat flour, inactive dry yeast (dry yeast, emulsifier (E491)), 
ascorbic acid (vitamin C), enzyme, vitamin (thiamine, folic acid), as having proven health benefits: 
“Laucke Multigrain Soy & Linseed Bread Mix has been repackaged and now retails in a redesigned 2.4kg 
recyclable pack that is made from 100% recycled material and printed with vegetable-based inks, contains flour 
and yeast, makes four 600g big loaves by hand or machine and features a QR code. This product is described as 
a wholesome super multigrain blend, packed with flavour and nutrition and can be prepared by just adding 
water. It is a source of fibre, contains wholegrains, is free from dairy, added sugar and preservatives and is made 
using ingredients that are from non-animal sources and are GMO free. This bread mix has been carefully created 
to ensure robust performance in baking and provide wholesome nutritional benefits containing soy grits, kibbled 
linseed, maize polenta and rye that are all combined with wheaten flour to create a satisfying bread with proven 
health benefits. It includes plant lignans and linseed, which is a source of plant based omega, to provide the 
nutritional balance required for the modern demanding lifestyle. According to the manufacturer, wholegrains 
are naturally rich in vitamins, minerals and dietary fibre and promote the growth of beneficial bacteria of 
digestion and absorption. The product is made in Australia from around 94% Australian ingredients. 
Together with the digestive function claims the breadmix also leverage product positioning statements of  Dairy 
Free, Ease of Use, Ethical - Environmentally Friendly Package, Ethical - Recycling, Ethical - Toxins Free, Functional 
- Digestive, GMO Free, High/Added Fiber, Low/No/Reduced Allergen, No Added Sugar, No
Additives/Preservatives, Vitamin/Mineral Fortified, Wholegrain.

3.3.1.1.3 Digestive health case study 3- Nissin York Tokachi Nomu Yogurt Blueberry Yogurt Drink 

Yoghurt products are one of the most popular product formats amongst products making functional digestive 
health claims.  The Nomu Yogurt Blueberry Drink (Figure 3-20) is typical of such products, is a registered FFC 
product and within Japan also leverages the provenance of the Tokachi prefecture in Hokkaido, that is known 
for quality food and dairy.   The ingredient list (on-pack) or the yoghurt drink is:  dairy (from Tokachi (Hokkaido) 
(more than 50%)), glucose and fructose syrup, sugar, blueberry juice, flavouring (Mintel GNPD). 
Figure 3-20 Tokachi Nomu Yogurt Blueberry Drink 

 Source:  Mintel GNPD 
Although the market report does not list cultures in the ingredient list the product is promoted as containing 40 
billion Lactobascillus casei NY1301 which will be a part of the FFC registration.  In addition to the digestive health 
benefits promoted the product also leverages product positioning around: Convenient Packaging, Ethical - 
Environmentally Friendly Package, Ethical - Recycling, Ethical - Sustainable (Habitat/Resources), Functional - 
Digestive, Low/No/Reduced Fat, No Additives/Preservatives 
According to Mintel GNPD the product description is: 
“Nissin York Tokachi Nomu Yogurt Blueberry Yogurt Drink has been relaunched. This product is now classified as 
an FFC-certified yogurt drink, formulated with 40 billion Lactobacillus casei NY1301 per 180g, which is said to 
reach the stomach intact and improve digestive health. It has been made with dairy from Tokachi and 1% fruit 
juice, and carefully fermented for hours to achieve a smooth texture. The product is free from stabilisers and fat, 
and retails in a recyclable and hygienic 900g carton with no pull-tab that is said to be easy to open and pour the 
content out. The carton bears the FSC logo.”  
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3.3.1.1.4 Digestive health case study 4 - Healthy Times Banana and Broccoli Baby Teethers 

Launched in Canada and designed primarily as a teething biscuit, the Healthy Times Banana and Broccoli Baby 
Teethers (Figure 3-21) draw on the current product trend of vegetable and fruit based “clean label” 
complementary foods, as well as leveraging the inclusion of inulin (fibre) for a functional digestive claim - 
development of the digestive system.  The ingredients as listed on pack are: organic rice, organic pea protein, 
organic inulin, organic quinoa, organic banana, organic broccoli. 
In addition to the functional digestive claim product positioning claims include: Babies & Toddlers (0-4), 
Convenient Packaging, Dairy Free, Ease of Use, Ethical - Charity, GMO Free, Gluten Free, Kosher, 
Low/No/Reduced Allergen, Low/No/Reduced Sodium, No Added Sugar, Organic, Palm Oil Free, Social Media, 
Vegan/No Animal Ingredients, Vegetarian according to Mintel GNPD. 

Figure 3-21 Healthy Times Banana and Broccoli Baby Teethers 

 Source:  Mintel GNPD 

The Mintel GNPD product description includes dialogue related to functional benefits based on the physical 
shape of the biscuits together with compositional aspects. 
“Healthy Times Banana and Broccoli Baby Teethers have been designed with pediatric specialists to create the 
perfect shape and texture for teething and crawling babies aged six to 12 months. The biscuits are slightly curved, 
easy for babies to grab and hold, with a functional shape designed to mimic an adult's finger. This product is 
made with organic pea protein, and contains no added sugar or salt, allowing baby's palate to develop naturally. 
The ridged exterior is designed to stimulate and soothe gums, while organic inulin helps support development of 
the digestive system. The organic, kosher certified product is free from palm oil, GMO, gluten, egg, soy, dairy and 
nut, is suitable for vegetarians and vegans, and retails in a 48g resealable pack featuring Facebook and 
Instagram logos. The manufacturer is said to be a proud supporter of Feed The Children” (Mintel GNPD). 

3.3.1.1.5 Digestive health case study 5 - Dumex Mamil Step 3 Formulated Milk Powder for Children 

As noted in the market overview for products with functional digestive claims baby foods and in particular 
growing up milks rank relatively highly.  Relaunched in Malaysia following reformulation (Figure 3-22),  Dumex 
Mamil Step 3 Formulated Milk Powder for Children (aged 1 – 4 years) is representative of such growing up milks 
and leverages added ingredients, in this example oligosaccharides, to enable functional digestive, and other 
functional claims described in the product description below. 
Together with the functional digestive claim the product also has positioning claims of: Babies & Toddlers (0-4), 
Functional - Brain & Nervous System, Functional - Other, Halal, High/Added Protein, Low/No/Reduced Fat, 
Prebiotic, Social Media, Sugar Free, Vitamin/Mineral Fortified 
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Figure 3-22 Dumex Mamil Growing Up Milk Stage 3 

Source: Mintel GNPD 

The ingredients list (on-pack) is: skimmed cow's milk, lactose (from cow's milk), glucose syrup solids (corn, 
tapioca), vegetable oil blend (canola oil, palm oil, coconut oil, corn oil), galacto-oligosaccharides (GOS) from 
cow's milk, vitamins and minerals, docosahexaenoic acid (DHA) (fish oil), long chain fructo-oligosaccharides 
(IcFOS), polyfructose (chicory root), taurine, emulsifier (soya lecithin), acidity regulator as permitted food 
conditioner, permitted antioxidant, permitted flavourings. 
The product description from Mintel GNPD is: 
“Dumex Mamil Step 3 Formulated Milk Powder for Children has been reformulated. This sucrose-free product is 
formulated with D-GestPro+ that contains oligosaccharide mixture GOS/IcFOS (9:1), prebiotics that increase 
good bacteria and help maintain a good intestinal environment. It is made with Mamil’s milk, sourced from 
predominantly grass-fed cows and high in protein, calcium and vitamin D, and contains DHA, which is claimed to 
be a key component found abundantly in the brain. It is claimed that a good intestinal environment leads to good 
digestion and supports nutrient absorption for a child’s overall growth and development. The halal certified 
product is suitable for children between one and three years of age and can be prepared by mixing five level 
scoops of powder with 200ml of lukewarm boiled water. It retails in a 1.7kg pack featuring preparation 
instructions, the Facebook logo and a QR code.”  

3.3.1.1.6 Digestive health case study 6 - Sea Buckthorn and Corn Flavoured Protein Shake 

Perhaps one of the most complex products observed this protein shake powder (CPT Yu Dong Sha Ji Yu Mi Wei 
Dan Bai Nai Xi (Sea Buckthorn and Corn Flavoured Protein Shake)) (Figure 3-23) manufactured in China by 
Competitor Sports Science and Technology, that is promoted on its functional digestive claim (regulation of 
normal intestinal function) contains a phenomenal number of ingredients, however the claim is based on the 
inclusion of the resistant dextrin “Nutriose”.  



23 

Figure 3-23 CPT Yu Dong Sea Buckthorn and Corn Flavoured Protein Shake 

The ingredient list reads: 
isolated soy protein, crystal fructose, barley grass powder, skimmed milk powder, coconut oil powder, freeze-
dried corn flour, freeze-dried pumpkin granules, fructo-oligosaccharide, milk protein, resistant dextrin (Nutriose 
water-soluble dietary fiber), beta-carotene, Moringa leaf powder, sea buckthorn fruit powder, inulin, oat fibre, 
polydextrose, wheat fiber, apple fiber, palm oil powder, chickpea powder, coix seed powder, black rice flour, 
wheat germ flour, oat powder, maltol, sorghum powder, pea flour, lotus seed powder, Poria powder, lily 
powder, millet flour, corn flour, soy flour, red bean powder, mung bean flour, black bean powder, black sesame 
powder, cod powder, tuna powder, salmon powder, squid powder, yellow croaker powder, shrimp powder, sea 
cucumber powder, fresh shellfish powder, crab roe powder, kelp powder, ground seaweed, nori powder, 
wakame, spirulina platensis powder, apple powder, kiwi fruit powder, apricot powder, banana powder, 
blueberry powder, cantaloupe powder, cherry powder, orange powder, purple grape powder, pineapple 
powder, papaya powder, fern root powder, red bell pepper powder, white dill powder, shallot powder, celery 
powder, tomato powder, spinach powder, carrot powder, fungus powder, balsam pear powder, yam powder, 
pumpkin powder, potato powder, sweet potato flour, medlar powder, onion powder, green bean powder, enoki 
mushroom powder, shiitake mushroom powder, lotus root starch, asparagus powder, white cabbage powder, 
green cabbage powder, kudzu root powder, broccoli powder, ginger powder, yam powder, cucumber powder, 
leek powder, garlic powder, Chinese cabbage powder, rape powder, white fungus powder, green vegetable 
powder, red pepper powder, taro flour, cabbage powder, walnut flour, almond powder, hazelnut flour, almond 
flour, pine nut powder, cashew nut powder, macadamia powder, chestnut powder, ginkgo powder, Allium 
chinense powder, leek powder, amaranth powder, Burdock powder, jew's ear powder, wax gourd powder, 
spinach beet powder, loquat vegetable powder, Chinese cabbage powder, turnip cabbage powder, cabbage 
powder, cauliflower powder, Brussels sprouts powder, broccoli powder, Brassica oleracea powder, mustard 
powder, long pepper powder, toon powder, garland chrysanthemum powder, chicory powder, Chinese parsley 
powder, winter squash powder, zucchini powder, artichoke powder, lentil powder, water chestnut powder, 
fennel powder, edamame powder, daylily powder, artichoke powder, Hericium erinaceus powder, water 
spinach powder, lettuce powder, head lettuce powder, leaf lettuce powder, gourd powder, loofah powder, 
Malva verticillata powder, sweet potato powder, kidney bean powder, Phyllostachys edulis powder, Pleurotus 
ostreatus powder, arrowhead powder, eggplant powder, Chinese artichoke powder, Trichosanthes anguina 
powder, mushroom powder, horsebean powder, cowpea powder, Volvariella volvacea powder, Zizuba powder, 
yellow peach powder, prune powder, plum powder, bayberry powder, prune powder,dark plum powder, jujube 
powder, sea buckthorn powder, date powder, candied date powder, olive powder, lychee powder, longan 
powder, Momordica grosvenori pwoder, Prunus japonica powder, honeysuckle powder, green fruit powder, 
Houttuynia cordata powder, Citrus trifoliata powder, gardenia powder, Amomum powder, Sterculia 
lychnophora powder, citron powder, peach kernel powder, mulberry leaf powder, orange powder, lisianthus 
powder, Sharpleaf galangal powder, lotus leaf powder, galangal powder, light bamboo leaf powder, light tempeh 
powder, chrysanthemum powder, chicory powder fermented product, yellow mustard powder, Polygonatum 
sibiricum powder, perilla powder, perilla seed powder, black pepper powder, sophora flower bud powder, 
Sophora japonica powder, dandelion powder, honey powder, quince powder, jujube powder, fresh white thatch 
root powder, fresh reed root, orange peel powder, Mentha arvensis powder, coix seed powder, scallion powder, 
raspberry powder, patchouli powder, calcium carbonate, magnesium sulfate, zinc lactate, vitamin A, vitamin D, 
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vitamin E, vitamin C, Vitamin B1, vitamin B2, vitamin B6, vitamin B12, niacin, folic acid, guar gum, xanthan gum, 
stevioside, food flavouring  (Source: Mintel GNPD) 
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3.3.1.2 Metabolic syndrome 
With metabolic syndrome a cluster of health risk factors (high blood sugar levels /insulin resistance, elevated 
blood pressure, excess weight (especially abdominal fat), high triglyceride levels and reduced levels of HDL 
cholesterol) food products marketed to consumers with these factors tend to address only one or two of the 
factors.   The market trends for products targeting metabolic syndrome have been derived by considering these 
risk factors as primary functional claims and looking at other factors also used to position the products. 
Only 2 products specifically mentioned metabolic syndrome.  Both were launched in India; one was frozen 
blueberries and the other a “diabetic friendly” sugar alternative (sucralose / sucrose). 
New products registered that contain rutin total 32, of which 23 were beverages and 9 foods.  Asia Pacific 
accounted for 72% of the new products, and claims associated with the products containing rutin included 
functional cardiovascular, antioxidant, energy, brain & nervous system, functional digestive, stress & sleep, and 
high satiety.   
In the 12 months to June 2020, there were 319 food and beverage products globally logged with Mintel with 
claims related the management of blood sugar levels, of which only 37 directly mentioned diabetes on pack, 
whilst 107 mentioned weight loss. Asian countries, particularly those with known emergent rates of diabetes 
and obesity, recorded the greatest frequency (approximately 58%) of new products for blood sugar 
management (Table 3-7).  

Table 3-6 Geographic distribution of products claiming to regulate blood sugar 

Region No. of new products with blood % of total new products with 
Asia Pacific 187 58.6% 

India 86 27.0% 
Japan 22 6.9% 

Indonesia 17 5.3% 

Thailand 17 5.3% 
Sri Lanka 12 3.8% 

Philippines 7 2.2% 

Australia 5 1.6% 
Europe 47 14.7% 
Middle East & Africa 46 14.4% 

North America 23 7.2% 
Latin America 16 5.0% 
TOTAL 319 

Claims related to blood sugar are used in conjunction with a range of other functional, food property and 
consumer interest claims (Figure 3-24).   
Of the foods carrying blood sugar claims, snack products are the most common format (15.7%), followed by side 
dishes (11.0%), bakery (10.7%), breakfast cereals (7.2%) and sweeteners and sugar (6.9%).    Hot beverages (teas 
etc) are the main beverage group (46.4%), with 29.9% as other beverages, 12.4% juice drinks and 6.2% RTD 
products. 
In the year to June 2020 1,063 new products aimed at supporting weight loss / satiety were registered in the 
GNPD data base, however these products are typically focussed on the general weight management / slimming 
consumer market, versus consumers with wider metabolic syndrome concerns.   The relative proportions of 
cross functional claims for these products are shown in Figure 3-25 and more interestingly on pack information 
stating target groups for whom the product is suitable for (Figure 3-26) where we can see only 11% of weight 
management products cross reference diabetes.  Of the total 1,063 weight management listed products 57.5% 
were foods and 42.5% beverages.  Within the food category, snacks, breakfast cereals and bakery accounted for 
25.8%, 12.9% and 11.3% of the category the remainder a diverse range of food product types.  In contrast 70.6% 
of the beverage category was classed as meal replacements, with teas (18.4%) the next highest category. 
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Figure 3-24 Top claims used in association with blood sugar level claims (year to June 2020) 

(Source :www.gnpd.com) 

Figure 3-25 Proportion of products for weight management carrying functional claims 

(Source :www.gnpd.com) 
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(Source :www.gnpd.com) 
Reviewing the products launched there were no product examples of products which leveraged any particular 
ingredients to support potential health claims related to metabolic syndrome.   In general products tend to be 
formulated for calorie control and limited sugar content.  Examples of some of the different types of products 
are provided below in the following case studies.  

3.3.1.2.1 Metabolic case study 1 – Slimfast Diabetic Weight Loss Double Chocolate Cookie Dough Meal Bar 
Launched in the USA this flavour variant of the Slimfast meal bar is a part of a wider range of products to support 
weight loss, including products for consumers with diabetes.  The Slimfast plan is underpinned by over 40 clinical 
trials (https://slimfast.com/) and includes full meal, meal replacement and snacks planning.  Based on the 
ingredients (listed below) it is difficult to identify any particular ingredient that would directly influence weight 
loss, rather it is the total calorific value of a product that is low in sugars, claims to have “high satiety” and 
provides a range of vitamins and minerals to support the diet.    According to Mintel GNPD the product benefits 
claims include: No Additives/Preservatives, Functional - Other, Kosher, Vitamin/Mineral Fortified, Diabetic, 
Low/No/Reduced Carb, Gluten Free, Low/No/Reduced Allergen, On-the-Go, Ease of Use, High Satiety, Social 
Media, Functional – Slimming. 
The product description from Mintel GNPD is: 
“Slimfast Diabetic Weight Loss Double Chocolate Cookie Dough Meal Bar is now available. This meal bar is said 
to satisfy hunger, is clinically proven to lose weight and keep it off and helps manage blood sugar. It is said to be 
packed with delicious flavor, low in carb nutrition, and contains 24 essential vitamins and minerals. This grab 
and go, ready to eat, ultra-convenient bar to have at home or on-the go is free from gluten, artificial sweeteners, 
flavors and colors. This kosher certified product retails in a 7.4-oz. pack containing five 1.48-oz. units., featuring 
the Facebook logo.” 
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Figure 3-26 Proportion of weight management products suitable for consumer group claims 
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 Source:  Mintel GNPD 

The ingredient list is: MCT and butter blend (MCT oil blend (palm oil, coconut oil), sunflower seed butter, cocoa 
butter, almond butter), inulin, protein blend (whey protein isolate, milk protein isolate), soluble corn fiber, 
unsweetened chocolate, tapioca syrup, erythritol, whey protein crisps (whey protein isolate and/or whey 
protein concentrate, tapioca starch or corn starch, cocoa (processed) (alkali), may contain (calcium carbonate, 
sunflower lecithin)), glycerine, natural flavor, sunflower lecithin, sea salt, stevia extract, natural vanilla extract, 
mixed tocopherols vitamins and minerals: magnesium phosphate, vitamin E acetate, ascorbic acid, niacinamide, 
biotin, ferric orthophosphate, zinc oxide, pantothenic acid, manganese sulfate, potassium iodide, retinyl 
palmitate (vitamin A), chromium chloride, pyridoxine hydrochloride, phytonadione (vitamin K1), sodium 
molybdate, cholecalciferol (vitamin D3), thiamine mononitrate, riboflavin, copper sulfate, sodium selenite, folic 
acid, cyanocobalamin (vitamin B12) 
3.3.1.2.2 Metabolic case study 2 - SlimBiome Raspberry Flavour Weight Management Shot 
One of a range of SlimBiome shot products launched in the UK is the weight management shot (Figure 3-28) 
which also claims to assist blood sugar management.  The product range contains a proprietary blend of fructo-
oligosaccharide, glucomannan and chromium picolinate. 
The complete ingredients list is: SlimBiome proprietary blend (fructo-oligosaccharide, glucomannan, chromium 
picolinate), citric acid, trisodium citrate, magnesium citrate, ascorbic acid, zinc citrate, vitamin B12 preparation 
(maltodextrin, methylcobalamin), pyridoxine hydrochloride, thiamine hydrochloride, riboflavin, natural 
flavouring, silicon dioxide. 

Figure 3-27 Slimfast Weight Loss Meal Bar  
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 Source:  Mintel GNPD 
H&B SlimBiome Raspberry Flavour Weight Management Shot is described as a responsible weight management 
supplement with a unique vitamin and mineral blend containing glucomannan which is backed by strong 
scientific principles and clinically proven to aid weight loss. It is said to offer a healthy, hunger-free weight 
management system; to be an award-winning ingredient that promotes the feeling of fullness for longer, 
promoting healthy metabolism; contains chromium which is said to maintain normal blood sugar levels to help 
reduce food cravings and the likelihood of overeating, and contributes to normal macronutrient metabolism; and 
to feature a trace mineral content that also is claimed to aid the body's use of inulin, helping to metabolise 
carbohydrate and fat. The product is suitable for vegetarians and vegans, and retails in a pack containing 21 x 
5g sachets, a seven day supply. 

3.3.1.2.3 Metabolic case study 3 – Vanilla Flavour Collagen Coffee 

Launched in Australia this instant coffee mix is labelled with a variety of claims – including improved weight 
management and metabolic function (Figure 3-29).    As a food product marketed in Australia and New Zealand 
(https://locako.com.au) the health claims on pack are quite surprising, as are those on other food products in 
the range.     
Ingredients include coconut milk powder, single origin coffee, hydrolysed collagen, organic coconut derived MCT 
oil powder, natural flavour, monkfruit juice powder, Siberian ginseng, L-taurine, L-theanine, sunflower lecithin 
powder.  The basis of the food-health relationship is unknown. 
The product description (mintel.com) reads: 
“This product is described as a low carb, keto, single origin performance coffee with creamer. It is said to contain 
collagen, taurine, 3g MCT oil powder, Siberian ginseng and L-theanine. This coffee is claimed to support energy 
boost, focus, gut health, mental focus, sleep quality, ketosis, better brain and memory function, improved weight 
management and metabolic function, to provide a thermogenic effect and reduce stored body fat. The product 
is free from added sugar, made with less than 10% Australian ingredients, and retails in pack that contains 14x 
12g and features Facebook and Instagram logos.” 

Figure 3-28 SlimBiome weight management shot 

https://locako.com.au/
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 Source:  Mintel GNPD 

Figure 3-29 Vanilla Flavour Collagen Coffee 
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3.3.1.3 Complementary foods 

Complementary foods appear to be diverging in several market positioning directions.  On the one hand 
products are focussing on natural ingredients and clean labels, and on the other they are becoming increasingly 
fortified.  The most activity in market launches is in Europe (Table 3-8) with the addition of flavour variants and 
updated packaging in an increasingly competitive market, including supermarket and private label brands, can 
be observed.  Examples are presented in the case studies below.  The drive for simple, organic and natural 
products is reflected in the frequency of product claims (Figure 3-31).   Fruit based products, yoghurts and cereals 
remain the most common food categories within baby foods (Figure 3-30).   
For older infants who are starting to consume textured foods and self-feed, innovations in the baby snack 
category also are trending towards the use of simple natural formulations that enable clean and simple labels, 
with textures, shapes and flavours driving new product variants. 

Table 3-7 Geographic distribution of complementary foods launched in the 12 months to June 2020 

Region No. of new complementary foods % of total new complementary 
 Europe 1030 42.0% 

Germany 178 7.3% 
UK 147 6.0% 

Russia 135 5.5% 

Spain 83 3.4% 
France 80 3.3% 

Norway 47 1.9% 

Poland 42 1.7% 
Asia Pacific 711 29.0% 

China 240 9.8% 

Japan 78 3.2% 
Indonesia 73 3.0% 

North America 257 10.5% 

Middle East & Africa 237 9.7% 
Latin America 215 8.8% 
TOTAL 2,450 

Source:  Mintel GNPD 
Figure 3-30 Categories of complementary foods launched in year to June 2020 

Source:  Mintel GNPD 
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Figure 3-31  Positioning claims in complementary foods 

Source:  Mintel GNPD 

3.3.1.3.1 Complementary foods case study 1 -Heinz by Nature Lamb Hot Pot 

A savoury baby food (Figure 3-32) represents the trend for natural ingredients and simple clean labels with an 
ingredients list that reflects what might be used in home cooking to produce a babyfood (Vegetables (Carrot, 
Tomato, Potato, Peas, Onion), Waters, Lamb Meat, Cornflours, Parsley). 

“Heinz by Nature Lamb Hot Pot is made with 100% natural ingredients and nothing else added. This mashed 
blend of vegetables and lamb contains no artificial flavours, colours, preservatives, added salt or sugar, provides 
one of a baby's five a day and can be easily prepared. The gluten-free product is suitable for babies from seven 
months of age and retails in a 130g pouch with a wider spout for more texture.” (Mintel GNPD) 
The product is positioned with the claims: All Natural Product, Babies & Toddlers (0-4), Ease of Use, Gluten Free, 
Low/No/Reduced Allergen, Low/No/Reduced Sodium, No Added Sugar, No Additives/Preservatives. 

Figure 3-32 By Nature Lamb Hot Pot 

 Source:  Mintel GNPD 

3.3.1.3.2 Complementary foods case study 2 - Probiotic Rice Cereal with Assorted Fruits Formula 

This fortified rice cereal, with milk and fruit powders was launched in China for infants between 7 and 24 months 
of age.  It contains added prebiotics (fructo-oligosaccharide (FOS) and galacto-oligosaccharides (GOS)) and the 
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probiotic Bifidobacterium lactis.  Although stating no added cane sugar it has added glucose and fructose.  The 
“assorted fruits formula” (Figure 3-33) is part of a range of cereal based complementary foods manufactured 
and marketed by the Take Care Nutritional Company in China.  Other variants include organic baby rice cereal, 
millet cereal with probiotics, pork liver and red date flavoured probiotics rice cereal, and probiotic rice cereal 
with pure nutrition formula.  The product description (Mintel GNPD) includes details of the cereal processing 
that infer it is advantageous. 
“Take Care Yi Sheng Jun Nai Mi Fen Shui Guo Bin Fen Pei Fang (Probiotic Rice Cereal with Assorted Fruits Formula) 
is designed for babies between seven and 24 months old. The cereal is said to be made using Green Food certified 
rice without added cane sugar, and processed according to an instant steaming technique to evaporate most 
moisture to a safe level in 10 to 15 seconds, to retain nutrients and to make the cereals delicate, smooth and 
easily digestible and absorbable by the babies. It features the 3E Caring System with the following features: ME 
(material-essence), which features quality ingredients; NE (nutrition-excellence) to offer good nutrition; and FE 
(feeding-equalization). This product retails in a 225g pack containing 10 sachets and bearing a WeChat QR code 
and a QR code.” 

Figure 3-33 Take Care probiotic Rice Cereal with Assorted Fruits Formula 

 Source:  Mintel GNPD 
As a complementary food this product is highly fortified, the ingredients list reading almost like a growing up 
milk with cereal and fruit powders: 
Rice (Green Food certified) (>50%), Glucose, Fructose, Whole Milk Powder, Apple Powder, Banana Powder, 
compound prebiotic (Fructo-oligosaccharides, Galacto-oligosaccharides), Minerals (Calcium Carbonate, Calcium 
Hydrogen Phosphate, Ferric Diphosphate, Zinc Gluconate), Vitamins (Retinyl Acetate, Vitamin B1, Riboflavin, 
Pyridoxine Hydrochloride, Cyanocobalamin, Vitamin C, Cholecalciferol, DL-Alpha-Tocopheryl Acetate, Folic Acid, 
Calcium Pantothenate, Biotin, Niacin), Bifidobacterium lactis. 
Although noting several “systems” the product positioning claims are mainly focussed on consumer interest 
points: Babies & Toddlers (0-4), Ethical - Environmentally Friendly Product, Time/Speed, Social Media, Ethical - 
Sustainable (Habitat/Resources), Probiotic, 

3.3.1.3.3   Complementary foods case study 3 - Kendamil Smooth Banana Porridge 

Manufactured in the UK by Kendal Nutricare for the UK, Nigeria and Myanmar markets, this cereal-based (rice, 
maize and millet) complementary food (Figure 3-34) is partially fortified and contains banana powder for 
flavoured and sweetness.   Other than vitamin and mineral fortified no “nutritional / health benefit” claims are 
made or inferred.  The product positioning claims are: Babies & Toddlers (0-4), Ease of Use, Ethical - 
Environmentally Friendly Package, Ethical - Recycling, Functional - Other, Gluten Free, Low/No/Reduced 
Allergen, Low/No/Reduced Sodium, No Added Sugar, No Additives/Preservatives, Palm Oil Free, Vegetarian, 
Vitamin/Mineral Fortified. 
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The product contains on pack references to the Kendamil Follow-on Formula and Growing up milk which form 
part of the feeding system for the target infant age group.   

Figure 3-34 Kendamil Smooth Banana Porridge 

 Source:  Mintel GNPD 

The product description presented by Mintel GNPD reads: 
“Kendamil Smooth Banana Porridge is formulated with essential vitamins and minerals to support the baby's 
growth and development. This porridge is made using baby grade fruits and contains naturally occurring sugar 
from fruit, milk and cereal. It is low in salt and is free from artificial colours, flavours and preservatives, gluten, 
added sugar and egg and palm oil. The vegetarian product is said to be easy to prepare, is designed for babies 
from four months onwards, and retails in a recyclable 125g pack.” 

3.3.1.3.4 Complementary foods case study 4 - Sainsbury's Little Ones Organic Simply Mango Smooth Puree 
For infants aged 4 to 6 months this product represents total simplicity – it has only 2 ingredients (mango (100%), 
concentrated lemon juice).  It is part of an organic range where the variants (Organic Apple, Peach & Mango 
Puree with Apple Pieces; Organic Apple & Mango Smooth Puree; Organic Mango & Peach with Baby Rice Smooth 
Puree; Organic Simply Prune Smooth Puree) all have very simple and minimal ingredients.  The product 
description (Sainsbury's Little Ones Organic Simply Mango Smooth Puree is gluten free and has no added sugar. 
It can be used from four to six months of age and retails in a 70g pack featuring the EU Green Leaf logo”  (Mintel 
GNPD)) and product positioning claims are also relatively simple and uncomplicated: Babies & Toddlers (0-4), 
Gluten Free, Low/No/Reduced Allergen, No Added Sugar, Organic. For older infants the variants introduce fruit 
pieces to provide texture. 

Figure 3-35 Sainsbury's Little Ones Organic Simply Mango Smooth Puree 

 Source:  Mintel GNPD 
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3.3.1.3.5 Complementary foods case studies – baby snack products 

3.3.1.3.5.1 HiPP Kinder Hirse-Kringel (Millet Ring Snacks) (EU) 

For infants from 8 months of age this unflavoured product (Figure 3-36) made from whole grain millet* (34%), 
ground corn*, ground rice* (* organically produced) is promoted on its texture (Airy (Fluffy / Foamy / Frothy / 
Bubbly), Light (Delicate / Puffy)) and suitability for young infants. 
Product description: 
“HiPP Kinder Hirse-Kringel (Millet Ring Snacks) have been relaunched with a new form and in a newly-designed 
30g pack containing 50 x 0.6g units, and bearing the HiPP BIO and EU Green Leaf logos. The on-the-go product 
is described as a 100% puffed organic cereal product to nibble on with 34% organic millet, plus corn and rice for 
babies and infants from eight months of age. It is said to consist of a light-airy structure that quickly dissolves in 
children's mouths, and is free from added sugar, salt and added flavours.” 
Figure 3-36 HiPP Millet Ring Snacks 

 Source:  Mintel GNPD 

3.3.1.3.5.2 Hero Organix Melty Vege Sticks (EU) 

These puffed corn-based snacks (Figure 3-37) for infants 7 months and over are flavoured with vegetable 
powders and fortified with thiamin (corn (60.7%), dried green peas (19.4%), sunflower oil (7%), rice flour (6.5%), 
tomato powder (4.3%), sweetcorn powder (2.1%), thiamin* (vitamin B1) (<0.1%) [*not organic certified]). 
Figure 3-37 Melty Vege Sticks 

 Source:  Mintel GNPD 

3.3.1.3.5.3 Sprout Organic Curlz Broccoli Baked Toddler Snack (USA) 

With ingredients that ensure a “clean label” this product (Figure 3-38) also leverages market trends in plant 
foods.  The on pack ingredients list is: organic chickpea flour, organic lentil flour, organic rice flour, organic corn 
flour, organic broccoli powder, organic sunflower and/or safflower oil, organic pea fiber, sea salt, organic 
rosemary extract (to maintain freshness). 
“Sprout Organic Curlz Broccoli Baked Toddler Snack is described as the first plant-powered, curly, and crunched 
snack for toddlers, made from organic chickpeas and lentils, and baked to perfection with broccoli. The nutritious, 
USDA organic certified finger food is suitable for babies aged 12 months and up, and is free from GMOs, gluten, 
or concentrates.” (Mintel GNPD)  
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Figure 3-38 Organic Curlz Broccoli Baked Toddler Snack 

 Source:  Mintel GNPD 

3.3.2 Seaweed 
According to Mintel, algae (seaweed) is a food with very promising future potential.  Factors contributing to this 
prediction are that it is easy to cultivate, rich in protein and other nutrients, whilst maintaining biodiversity 
(Srivastava, 2020a).   Consumer acceptance of seaweed has been attributed to consumers being more 
experimental in food choices, impacted directly by exposure to international cuisine.  Seaweed has been a staple 
of diets in many coastal Asian countries and areas. In addition, the unique umami flavour and natural pigments 
expand its potential for flavour and colour purposes in foods and beverages.  Nutritionally it has potential related 
to its protein content and mineral (mainly potassium/magnesium) content (Srivastava, 2020a). 
Seaweed (carrageenan and agar) are commonly used in foods as thickeners, however there has been a gradual 
increase in the frequency of other algae-based ingredients for micronutrient, protein and essential fatty acid 
content in the past 5 years (Figure 3-39) 
Figure 3-39 Use of algae-based ingredients in the past 5 years.  

Source: Mintel GNPD 
Base: * excluding the use of carrageenan/agar as an emulsifier/stabilizer; including the use of algae as protein, algal oil, and 
other minerals of algal origin  

Of the different types of seaweed / algae used in foods and beverages, spirulina is the most popular variety 
(Figure 3-40) (Srivastava, 2020a).  In addition, seaweed-based snacks are popular in Asia with a number of 
international brands also launching seaweed snacks. 

The use of algae-based ingredients for their protein content is of interest to consumers as they are viewed as 
alternatives to animal protein that are sustainable and economical.  In a series of internet surveys over 
2018/2019 Mintel found that 36% of consumers in the USA, 40% in Canada and 38% in France either currently 
eat algae as a protein source on a regular basis or are interested in trying it (Srivastava, 2020a).  In addition to 
the presence of a significant amount of protein content, algae are also high in dietary fibre, polyunsaturated 
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fatty acids, β-carotene, antioxidants, sulphated polysaccharides (including fucoidan), sterols, vitamins and 
minerals (iodine, zinc, calcium and magnesium, etc).   These properties are likely to provide the basis for 
nutritional benefits of future algae-based foods and beverages  (Srivastava, 2020a).  Outside of foods and 
beverages the potential therapeutic effects of fucoidan are of significant interest globally (Luthuli et al., 2019). 

Figure 3-40  Algal varieties most commonly used in foods, beverages and healthcare products 

Source: Mintel GNPD 
Base: * excluding the use of carrageenan/agar 

3.3.2.1 Seaweed case study 1 – Haewon Seaweed 8 Tea 
The only human food registered with Mintel GNPD in the year to June 2020 that mentions fucoidan is the 
Seaweed 8 Tea (Figure 3-41) manufactured by Haewon Biotech in South Korea, for the south Korean market. 
Based on the GNPD product description “Haewon Seaweed 8 Tea is made with eight healthy seaweeds, 
eliminating the smell of seaweed and using only good ingredients. This seaweed beverage contains 1.47% 
seaweed extracts from Korean seaweeds, including kelp (37%), sea mustard (20%), Gloiopeltis furcata (20%), 
hijiki (8%), Sargassum fulvellum (8%), laver (5%), Ecklonia cava (1%), Ulva prolifera, along with Fucoidan, D-
mannitol, sodium alginate, and vitamin C. The product is made with Sweetree xylose sugar to reduce the body's 
sugar absorption and retails in a 500ml pack featuring the HACCP logo.” 
The on-pack ingredients list also includes a statement that one of the seaweed extracts is 100% fucoidan: 
purified water, seaweeds extract (1.47%) (kelp (37%), sea mustard (20%), Gloiopeltis furcata (20%), hijiki (8%), 
Sargassum fulvellum (8%), laver (5%), Ecklonia cava (1%), Ulva prolifera (1%)), seaweed extract powder (0.03%) 
(Fucoidan (100%)), pear juice concentrate, apple juice concentrate, sodium alginate, D-mannitol, lemon juice 
concentrate, plum juice concentrate, bellflower root juice concentrate, red ginseng juice concentrate, vitamin 
C, citric acid, trisodium citrate, xylose sugar, xylitol, artificial flavours, gardenia blue colour (gardenia blue colour, 
propylene glycol, ethanol). 
No claims are made with regard to the potential functionality of the fucoidan. 
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Figure 3-41 Haewon Seaweed 8 Tea 

(Mintel GNPD) 

1.1.1.1 Seaweed case study 2 - Shore The Scottish Seaweed Co. Lime, Chilli & Coconut Seaweed Puffs 
According to Mintel GNPD “Shore The Scottish Seaweed Co. Lime, Chilli & Coconut Seaweed Puffs (Figure 3-42) 
are said to be naturally nutritious, a source of fibre, and high in iodine. This product is made with freshly picked 
sustainably super nutritious seaweed from Wick's rugged shores and is said to contribute to body's normal 
energy-yielding metabolism. It contains less than 100 calories, is free from gluten, preservatives, dairy, GMO and 
trans fats, is suitable for vegans, and retails in a 22.5g pack bearing the Facebook, Twitter and Instagram logos.” 
Made using a seaweed blend with provenance noted, the puffs contain: maize, rice, sunflower oil, lime, chilli 
and coconut seasoning (10%) (rice flour, sugar, salt, spices, onion powder, spice (chilli, cumin, salt, oregano, 
garlic), natural flavourings, acid (citric acid), parsley, natural colour (paprika extract)), Wick No.2 Scottish 
seaweed blend (6%), onion powder. 
Figure 3-42 Shore The Scottish Seaweed Co. Lime, Chilli & Coconut Seaweed Puffs  

(Mintel GNPD) 
Positioning statements for the seaweed puffs are:  Dairy Free, Ethical - Environmentally Friendly Product, Ethical 
- Sustainable (Habitat/Resources), Functional - Energy, GMO Free, Gluten Free, Low/No/Reduced Allergen,
Low/No/Reduced Calorie, Low/No/Reduced Transfat, No Additives/Preservatives, Social Media, Vegan/No
Animal Ingredients

3.3.2.2 Seaweed case study 2 – Kkaesukkang Hangover Relief Drink
Manufactured and marketed in South Korea by Lotte Chilsung Kkaesukkang Hangover Relief Drink (Figure 3-43)
is, according to Mintel GNPD, a carbonated drink that relieves hangovers with its sparkly taste and with patented 
ingredients including Hovenia dulcis, Dendropanax morbifera, green tea, mandarin orange, honey and five types 
of seaweed, including Ecklonia cava, hizikia fusiformis, gulfweed, seaweed, and Ceylon moss. It can be consumed 
before or after drinks, and retails in a 320ml pack containing 2 x 160ml units.
Based on the ingredients list the drink contains several seaweed extracts or concentrates, and also rutin.
Ingredients: purified water, other fructose, hwangchil marine plant mixed extract concentrate (hwangchil mixed 
extract concentrate (90%) (Dendropanax morbifera, Hovenia dulcis, green tea leaf), marine plant mixed extract
concentrate (10%) (Ecklonia cava, hizikia fusiformis, gulfweed, seaweed, Ceylon moss)), carbon dioxide, honey,
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Hovenia dulcis fruit extract concentrate, tangerine concentrate, citric acid, cyclodextrin syrup, artificial orange 
flavour, taurine, artificial citron flavour, enzymatically modified rutin. 

Figure 3-43 Kkaesukkang Hangover Relief Drink 

(Mintel GNPD) 
3.3.2.3 Seaweed case study 2 - Blackmores Isowhey Ivory Coast Chocolate Whey Protein Powder  
Manufactured in Australia by Blackmores for the Malaysian market in 3 flavours (Ivory Coast Chocolate, 
Madagascar Vanilla and Classic Coffee) this product (Figure 3-44) also claims to support intestinal function 
through several ingredients – pre- and pro-biotics, digestive enzymes and seagreens (seaweed).  Product 
positioning claims include: Functional - Digestive, Gluten Free, High/Added Fiber, High/Added Protein, 
Low/No/Reduced Allergen, No Additives/Preservatives, Probiotic, Social Media, Vitamin/Mineral Fortified 
According to Mintel GNPD the product description reads: 
“Blackmores Isowhey Ivory Coast Chocolate Whey Protein Powder is described as the deliciously tasty nutritious 
whey protein formula contain four ingredients: Litesse, polydextrose, that helps to increase intestinal 
bifidobacteria and helps maintain a good intestinal microflora; probiotics, L. acidophilus and B. lactis, helps in 
improving intestinal function; digestive enzymes and alkaline seagreens. These are said to be combined with a 
high protein content, medium chain triglycerides, vitamins and minerals to help manage overall nutritional needs 
and daily calorie intake. The grass fed whey protein shake is high in protein, gluten free and contains 15g of whey 
protein. The high in fibre product is free of artificial colours, flavours and sweeteners, and retails in a 448g pack, 
featuring the Facebook logo.” 
 The product is primarily a fortified whey protein concentrate, sweetened with low calorie sweeter, the digestive 
health benefits leveraged from the added pre- and pro-biotics, digestive enzymes. 
The ingredients as listed on pack include: whey protein concentrate (whey protein, soy lecithin), Litesse 
(polydextrose), xylitol, cocoa powder, medium chain triglycerides MCT (palm), calcium carbonate (calcium), 
whey protein isolate, magnesium oxide heavy (magnesium), maltodextrin, potassium citrate (potassium), 
glutamine, seagreens (Ascophyllum nodosum seaweed), enzyme mix, ascorbic acid (vitamin C), ferrous fumarate 
(iron), Lactobacillus acidophilus (LA-14), chromium picolinate (chromium), zinc oxide (zinc), d-alpha tocopheryl 
succinate (vitamin E), nicotinamide (vitamin B3), potassium iodide (iodine), manganese sulfate monohydrate 
(manganese), vitamin A acetate (vitamin A), Bifidobacterium lactis (BL-04), biotin, cupric sulfate pentahydrate 
(copper), folic acid (vitamin B9), selenomethionine (selenium), pyridoxine hydrochloride (vitamin B6), calcium 
d-pantothenate (vitamin B5), riboflavin (vitamin B2), thiamine hydrochloride (vitamin B1), cholecalciferol
(vitamin D3), cyanocobalamin (vitamin B12), thickener as permitted food conditioners, permitted flavouring
substances.
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Figure 3-44 Blackmores Isowhey Ivory Coast Chocolate Whey Protein Powder 

(Mintel GNPD) 
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3.4 Japan Health Food Market 2019 – an Overview 

The Japanese health food market is well established with health food products able to qualify as one of 3 
categories – Foods for Specified Health Uses (FOSHU or Tohuko), Foods with Nutrient Function Claims (FNFC), 
and Foods with Function Claims (FFC).  Several market reports (Aoki, 2020; Peng, 2019) have been generated in 
based on a June 2019 report and conference presentation  by the President of the Japan Health Food Magazine 
Co. Ltd.  (available only  in Japanese) providing insights into the growth and trends of the health food market. 
The overall health food market is estimated to be approximately 1.4 trillion JPY in 2018, however this also 
includes some health labelled general foods. 

3.4.1 FOSHU Market Growth 
The annual value of the FOSHU market (Figure 3-45) shows little overall growth from 2007 through to 2018, with 
several periods of decline.   A major loss of consumer confidence in FOSHU was attributed to the failure and 
withdrawal of Kao Corporations  diacylglycerol  oil (Econa) which was found to be contaminated with glycidol 
fatty acid esters (carcinogens) arising from the oil processing conditions. In 2014 a tax increase (consumption 
tax) from 5% to 8%, followed by the introduction of FFC category, lead to static market value.   The relative ease 
and costs of registration for FFC versus FOSHU is considered a major factor in limiting FOSHU market growth. 
FOSHU registration is estimated to cost potentially 300m JPY, and require 3 years to complete clinical studies, 
the latter not required for FFC registration. 
In line with the market, a relatively steady number and a recent reduction in the annual number of FOSHU 
products approved can be observed (Figure 3-46). The number of registered FOSHU products peaked at 1210 in 
2015, with a slight decline to 1078 in 2017 (Peng, 2019). 

Figure 3-45 Annual value of FOSHU Markets 

Data Source:  Japan Health Food Magazine 2019 

Perhaps the most interesting aspect of the FOSHU market is the breakdown of the market by health segments. 
Gastrointestinal function (regulating GI function) has consistently remained the most dominate market segment 
for FOSHU since 2007, and is driven by probiotics, dietary fibre and oligosaccharides which are shown as a 
breakdown within the total GI function segment (Table 3-8).  Segments associated with metabolic health (blood 
pressure, blood sugar, body fat) together contribute the 2nd largest market share of FOSHU approved products, 
approximately 30% across the years surveyed.    
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Table 3-8 Market Share and Value of FOSHU product segments 

Market Segment UoM 2007 2009 2011 2013 2014 2015 2016 2017 2018 

Gastrointestinal function 
(total) 

% 51.1% 55.7% 56.1% 60.5% 51.45% 53.5% 52.9% 53.1% 59.0% 

bn JPN 347.4 306.4 290.1 379.6 315.6 341.7 341.9 349.7 379.5 
Probiotics (Lactobacillus) % 93.5% 95.5% 95.3% 93.8% 91.1% 92.3% 92.0% 91.2% 91.4% 

bn JPN 324.9 292.6 276.4 356.2 287.5 315.4 314.6 318.9 346.8 
Dietary fibre % 4.4% 3.4% 3.7% 4.3% 6.2% 5.3% 5.6% 5.5% 5.5% 

bn JPN 15.3 10.5 10.7 16.5 19.7 18.2 19.3 19.4 20.8 
Oligosaccharides % 2.1% 1.1% 10.3% 1.8% 2.7% 2.4% 2.3% 3.3% 3.1% 

bn JPN 7.2 3.4 30. 6.9 8.4 8.1 8.0 11.4 11.8 
Cholesterol % 3.4% 4.3% 4.8% 3.6% 3.6% 3.5% 4.2% 4.5% 5.1% 

bn JPN 23.0 23.4 24.9 22.4 21.8 22.6 27.0 29.6 32.7 
Blood pressure % 3.7% 3.8% 4.7% 3.8% 3.8% 3.2% 3.9% 2.8% 3.0% 

bn JPN 25.1 20.8 24.5 24.1 23.2 20.5 18.7 18.1 19.2 
Bone minerals /density % 1.1% 3.5% 3.2% 2.6% 2.5% 2.3% 2.7% 2.8% 2.9% 

bn JPN 7.3 19.3 16.7 16.0 15.4 14.9 17.6 18.2 18.5 
Dental health % 14.0% 9.3% 6.3% 4.3% 4.7% 4.8% 4.6% 4.4% 4.4% 

bn JPN 95.4 51.2 32.6 27.2 28.9 30.5 29.9 29.2 28.4 
Diabetes/blood sugar % 3.1% 4.0% 3.5% 2.8% 2.5% 2.8% 2.5% 2.3% 2.0% 

bn JPN 21.1 21.6 18.1 17.7 15.4 18.2 16.2 15.1 13.1 
Neutral fat/body fat % 23.6% 19.4% 21.4% 22.4% 31.5% 29.9% 30.2% 30.2% 23.6% 

bn JPN 160.6 106.7 110.7 140.4 193.2 190.8 195.1 198.7 151.8 

Figure 3-46 Annual FOSHU Approval Rate 

Data Source:  Japan Health Food Magazine 2019 

3.4.2 FFC Market Growth 
Since its introduction in 2015 the FFC category has seen significant growth, the total number of approved FFC 
products reaching 2105 as of June 2019, twice that of FOSHU.  However, the market value of FFC products is still 
significantly less than that of the FOSHU market (Figure 3-47).   Of the FFC products 1073 products (49.26%) 
were available in the format of common pre-packaged food, 1032 (49.03%) were available in supplement-type 
form (pills, capsules etc) and just 36 products (17.1%) were fresh foods (fruit, vegetables, fish etc.).  Supplement 
forms dominate the market in terms of value of market share. 

According to the CAA, of the FCC applications submitted for approval 93.04% are based on scientific research 
papers of the key ingredients, 6.91% based on the outcomes of clinical trials and the clinical trial report, and 
only 1 product (0.05%) is supported by research on the final product.   
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Figure 3-47 Market value of FFC products 

Data Source:  Japan Health Food Magazine 2019 

The market report provided data on both claims and raw materials from both the actual rates (Table 3-9) and 
based on consumer demand (Table 3-10).   Interestingly these are not especially well aligned. 

Table 3-9 Most frequently used raw materials in FFC 

Target raw material No. of applications 
used in 

1 Resistant dextrin 258 
2 GABA 239 
3 DHA + EPA 150 
4 Bifidobacteria 100 
5 Lutein 99 
6 Gingko biloba 89 
7 Hyaluronic acid 72 
8 L-Theanine 71 
9 Rose flower isoflavone 69 
10 Glucosamine (hydrochloride) 69 

Table 3-10 Top 20 consumer ingredient preferences and market value 

Ingredient Consumer market 
value (bn JPY) 

Ingredient Consumer market 
value (bn JPY) 

1 Lactobacillus 510 11 Plant enzyme extract 42 
2 Amino acids 218 12 DHA 39 
3 Resistant dextrin 63 13 Sesame  38 
4 Prunes 57 14 Blueberry 34 
5 Tender barley grass 55 15 Nucleic acid 33 
6 Collagen  53 16 Hyaluronic acid 31 
7 Glucosamine 45 17 Kale 28 
8 Bifidobacterium 45 18 Ginger 28 
9 Royal jelly 44 19 Lutein 25 
10 Black vinegar 43 20 Propolis 25 
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Comparison of the most commonly occurring health claims in FFC products (Table 3-11) compared to the most 
popular health claims according to consumer metrics (Table 3-12) also suggests relatively poor alignment, 
however the consumer claims include all health foods including FOSHU, FFC and FNFC. 

Table 3-11 Most commonly claimed health functions in FFC 

Target raw material No. of applications  
1 Combat fat absorption 417 
2 Combat blood lipid 324 
3 Combat the absorption of 

sugar/ control blood sugar 
286 

4 Prevent/alleviate high blood 
pressure 

184 

5 Improve memory 174 
6 Moisturise skin 160 
7 Reduce emotional stress 159 
8 Relieve eye fatigue 158 
9 Reduce body fatigue 158 
10 Improve sleep quality 113 

Table 3-12 Top 15 most popular claims among Japanese consumers 

Function claim Consumer market 
value (bn JPY) 

1 Intestinal environment 495 
2 General well-being 310 
3 Anti-obesity / weight loss 146 
4 Beauty 131 
5 Arthritis 75 
6 Eye care 56 
7 Blood circulation 55 
8 Vigour 50 
9 Immunity 48 
10 Control blood sugar 45 
11 Sports and fitness 45 
12 Liver function 39 
13 Tooth decay/oral care 23 
14 Brain 21 
15 Blood pressure 17 
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