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C OMMENTARY ARTICLE
THE NEW FRONTIERS IN ACTIVE
LIFESTYLE NUTRITION AND WHAT IT
MEANS FOR THE INDUSTRY
How has consumer’s attitude towards
active lifestyle and nutrition evolved
post pandemic
Over the 15 years that the HMT has been
actively working in the ﬁeld of nutrition,
health, and wellness, we have seen three
phases: The 1st phase of health was all
about Functional Foods with the focus
on the product, ingredients and the effect
on my physical health. The 2nd phase of
health introduces wellness along with the
rise of the Lifestyle Consumer who values
nutrition and lifestyle choices based on
both health and sustainability factors,
contributing to physical health as well
as the health of the planet. We are still in
this phase and Plant Based Foods is the
hero. The 3rd phase of health shifts the
focus from physical to mental health. The
aim is Happiness, with the holistic view
that my choices impact my mental wellbeing: “my food, my diet, my lifestyle, my
environment, my planet... and that I can
do something about it with my choices,
as my choices can have a positive impact
on the future.”
This phase is very much connected to
Active Lifestyle. According to a study (1)
data suggest that despite challenges to
an active lifestyle, the COVID-19 lockdown
may have led to increases in populationlevel interest in and engagement with
physical activity. This increase is still
salient when considering simultaneous
rise in the common sedentary behavior of
television viewing. Potential explanations
for the relative increase in exercise
interest include compensation for
reduced incidental activities, availability
of discretionary time, increased health
awareness and ubiquitous messages
recommending exercise during COVID-19
from media, governments, and health
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authorities (eg, WHO). In countries such
as the UK and Australia, lockdown rules
have explicitly allowed for exercises as
‘essential’ activities, which may nudge
some to exercise outside. Our ﬁndings
are supported by a recent survey
conducted by Sport England, where
62% of adults considered that being
active is more important now than preCOVID-19, and more than half reported
being encouraged to exercise by the
Government’s guidelines. Adding to
that, data from FMCG Gurus, suggests
that 44% of consumers say that they
are making greater efforts to seek out
functional and fortiﬁed food as a result
of the pandemic. In addition, snacking
habits are also changing too, with 56% of
people saying that they have made efforts
to switching from snacking on traditional
items like chocolate and confectionery to
high protein/low sugar alternatives. All
these seems to indicate that the sports
nutrition market will continue to become
more mainstream.
More than purely physical health
When we look at the science of sports
and active nutrition, it has shifted from
a purely physical health focus to overall
health, highlighting mental well-being.
As emphasized by Nutrition insight
referring to the Olympics, “mental health
is a topic that is now being more and

more communicated by athletes and
is no longer hidden as it was before.”
The key success factors to win any
competition are not only the strength, but
also a clear-mind with sharp focus, and
less anxiety. For companies working on
the active lifestyle space, key elements
for new product launch are a holistic
approach focusing on prevention as well
as recovery and strong and scientiﬁc
claims according to individual market
regulations. Brands have the opportunity
to accompany consumers in a long-term
process of forming healthier habits. They
can do that by offering products that are
not only functional but also tasty and
affordable and thus help people adopt a
proactive approach and avoid ephemeral
diets and nutrition traps.
Latest ingredient innovation for active
nutrition
There are a number of active ingredients
used in sports nutrition from CBD to
microbiome modulators as innovative
elements to enhance the performance
and mental health for both active lifestyle
consumers as well as professional
athletes. The microbiome in sports
nutrition is one the most innovative
areas to keep the eyes on as we are
expecting a new wave of sports F&B
and supplements, especially based on
personalised gut microbiota.

MARIA PAVLIDOU
Senior Strategy Consultant and partner at the Healthy
Marketing Team- HMT
Maria is a seasoned marketeer with more than 14 years of
experience in marketing & communications in both
multinational and local companies, always in the area of
health and nutrition, in B2C and B2B space. She is currently a
Senior strategy consultant and partner at the HMT. Prior
joining HMT, Maria held key marketing and leadership roles at
Danone, Novartis Consumer Health and DSM. Maria´s
expertise varies from storytelling and communication to
branding and positioning.
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ACTIVE LIFE STYLE
One example of a brand who is active in
this ﬁeld is Nella by Fitbiomics. It is widely
known that the microbial ecosystem,
known as our microbiome, greatly
affects our development, functionality,
and health. Much of our microbiome is
shaped by diet, environmental exposure,
antibiotic consumption, geography, and
physical activity. What Nella has done
is analyze the biology of elite athletes
to bring next-generation probiotics
to the equation, as they say: “helping
activate what is already inside you to
give you an edge when you’re at the
edge of your limits.” They use a process
that entails extracting bacterial genetic
information from microbiome samples
for next-generation sequencing and
bioinformatic analysis. They then assess
athlete microbiome compositions - how
they compare to non-athletes, how
they differ between athletes from other
sports and how they change over time.
They identify strains that are unique
or enriched in athletes, or that change
over time between performance and
recovery phases. Once identiﬁed, they
use microbiology and culturomics
techniques to purify, validate, and
develop their strains for functional
testing and commercialization. The
brand gives us a glimpse in the future of
where personalized nutrition for active
lifestyle might be headed.
Personalization in active nutrition
Already back in 2017, the Forbes
magazine wrote: “Slowly but surely the
sports nutrition world has also begun
to realize how different individuals
are and are ﬁguring out means of
personalization. This extra effort has
led to focusing on particular nutrient
and vitamin needs for exercise goals.
Obviously, a marathon runner and
power lifter are putting different strains
on their body, so why are they putting
the same nutrients in their body?” (2)

At the HMT, our team spotted another
brand capturing this trend from a
unique angle, called Abnormal from
the UK. They claim to be the world’s
ﬁrst personalised, nutritionally complete
meal. Customers complete an online
questionnaire on their diet, health goals,
allergies, and lifestyle to receive a bow
of portion-packed meal replacement
shakes, contains an optimal balance
of vitamins, minerals, protein, ﬁbre,
fat, complex carbs and other active
ingredients. Many of our panelists also
think that personalization will be the
next exciting development in this space.
Active Lifestyle Personalization can
be the new frontier, for the consumers
wellbeing. Blending ‘classics’ like whey
protein for example, with trending
ingredients can help brands stand out
in an increasingly competitive market.
In a world where personalization is the
expectation, brands should consider
tailoring their active lifestyle products
to speciﬁc target groups to win in the
market place.
What does it all mean for brands
looking to innovate in this space?
Before deciding which trend and which
innovation to apply to your brand, there
is a simple checklist one can follow:
1) For each of the trends and
ingredients or new science, what is
the awareness in your market? It can
vary from high, something everyone
knows, to something very niche that
only people with speciﬁc lifestyles/
speciﬁc concerns know and would be
interested in. 2) Do you know what type
of consumer you want to address? You
can target the mass market consumer
or the early adopter consumer, but
you need to be conscious about it and
select the right innovation and the right
message that will be attractive to each
target group. Many of the trends and
innovations still have low awareness in
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the mass market and are more relevant
for the early adopter consumer. This is
something to be aware of when building
your strategy and choosing a trend and
therefore make a conscious choice. 3)
Choose the right consumer narrative
and connect it to your brand. Think about
the story you want to tell and choose the
right consumer narrative. For example,
do you want to appeal to a consumer’s
emotions? Or connect them with their
roots and traditions? Or maybe sell a
ritual and an experience and not just a
product? All valid options but you need
to be clear about it to choose the one
that best resonates in your market.
To summarize, Active Lifestyle
Nutrition is a very exciting area with
increased
consumer
awareness
and interest and a lot of innovations
coming up from suppliers in
the market. It can present great
opportunities for brand owners if
they have a clear market strategy and
deep understanding of their audience.
In continuation we have invited some
of the key ingredient nutrition players,
thought leaders who are shaping the
active nutrition industry, to contribute
with their views. They tell us how the
consumer needs have involved, what
are the new ingredient innovations
and more.
References and notes
1. Ding D, del Pozo Cruz B, Green MA,
et al Is the COVID-19 lockdown
nudging people to be more active:
a big data analysis British Journal
of Sports Medicine 2020;54:11831184.
2. Forbes
Magazine,
https://
w w w. f o r b e s . c o m / s i t e s /
brianrashid/2017/04/20/
personalization-the-next-big-thing-insports-nutrition/?sh=3a59e05a54c7,
Apr 20, 2017.
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HEALTH SOLUTIONS: CAN FUNCTIONAL FOOD INNOVATION HAPPEN BEYOND
PRODUCT DEVELOPMENT?
A shift in attitudes has helped to foster a culture of
preventative care, where many consumers consider it
important to prioritize their mental wellness in addition to
their physical wellness and take action to deal with stress,
depression and anxiety. The strategies that consumers
are following in this segment may vary depending on
demographic and psychographic factors. The pandemic
has also accelerated the market growth of self-care and
optimization of mental wellness. The Functional Food &
Beverage Report 2020 from the Hartman Group found
immunity and general prevention to be the most prominent
reasons for consumer use of functional foods, supplements
and functional beverages. Mood, energy, and digestive health
are among the most common health beneﬁts people seek
from foods and beverages. Therefore, adding new functional
beneﬁts with scientiﬁcally supported ingredients is of the
utmost importance. COVID-19 has led to a lot of questions
around how the immune system works and how to support
it with nutrition. With so many questions around immunity,
it can be easy to come across consumer misinformation,
illustrating the true power of scientiﬁcally validated health
products among modern consumers.
A report from Euromonitor highlights: “consumers who live
an active lifestyle often seek sports nutrition products to

50

enhance their exercise habits. Electrolyte or hydration drinks
and protein or energy bars are the most widely consumed
products around the world. Consumers want to give their
bodies and ﬁtness regimes additional support, but they do
not want to make any sacriﬁces or trade-offs in their overall
lifestyle.”
While prevention and holistic approaches are paving the way
on this segment, the modern consumer is not approaching
it from a discipline perspective. Hedonism remains a must
for consumer. A report from Mintel stated: “While ‘health
seekers’ believe physical and mental wellness is important,
they are inclined to seek fun and easy ways to achieve their
health goals, especially through enjoyment of foods with
added nutritional beneﬁts. Food brands could innovate with
ingredients like millet and ﬂax seeds that add ﬁbre to the
diet to enhance the health quotient of categories like snacks
and bakery. Including de-stressing, emotional wellbeing, and
paraben- or sulphate-free claims across categories like bath
products, body oils, and creams could help this consumer
group take to a holistic health regime.”
Achieving an active lifestyle has become a focus to
prevent non-communicable diseases. However, this can
be obtained not just by achieving but by sustaining these
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healthy habits. The WHO deﬁnes adherence as “the extent
to which a person’s behaviour – taking medication, following
a diet, and/or executing lifestyle changes, corresponds
with agreed recommendations from a health care provider.”

preventative approach to health, scientifically validated
claims, awareness of the impact of the product effectiveness
based on consumption and behavioural patterns, and
personalisation of nutrition and exercise solutions.

Adherence is inﬂuenced by several factors, as listed by the
WHO: the social and economic factors, the health care team/
system, the characteristics of the disease or conditions,
disease therapies and patient-related factors. There is no
single intervention strategy, or package of strategies that has
been shown to be effective across all patients, conditions and
settings. Consequently, interventions that target adherence
must be tailored to the demands experienced by the
consumer. Since adherence research is rooted in psychology
and behavioural science, many different behavioural theories
should be considered when tackling adherence to nutrition
and exercise recommendations. These theories range
from an individual level (such as classic learning theories
or health belief models) to an interpersonal level (Social
Cognitive Theory, Theory of Planned Behaviour) or even to an
environmental level (Social Ecological Model).

Health innovations able to integrate all the above
dimensions might position themselves as the preferable
option among consumers. Companies should switch
their perspective from providing health products, to
personalised health solutions from a multidisciplinary
approach. What about a health brand that informs about
its functional benefits in a transparent way, provides a
mindfulness practice when consuming their products and
support the consumer progress through an integration
with their favourite health management app or wearable
device?

IRENE CISMA DÍAZ
Marketing Manager, Atlantia Clinical Trials

The key aspects to considering for companies working
on the active lifestyle space seem to be: a holistic and

START EARLIER IN LIFE TO MAINTAIN AN ACTIVE LIFESTYLE LONGER
Ensuring adequate intakes of key nutrients is one dietary
factor which can aid in both exercise performance and
recovery. Protein is one of the most important nutrients
to consider for people leading an active lifestyle, as it
plays an important role in helping to build and maintain
lean muscle mass. Minerals such as iron are essential
for healthy red blood cells which support exercise
performance, while calcium and magnesium are both
critical for muscle function and are essential for bone
health. And while its often overlooked by athletes –
maintaining brain health is an important aspect of
performance. Ensuring proper intakes of nutrients such
as choline, which plays important roles in cognition
and muscle control, is important for athletes of all ages
looking to remain active, longer.
Active Lifestyle products should utilize the same aspects
of performance nutrition but ensure that their product
formulations are targeted towards specific audiences. A
product focused on benefits for an active 50+ consumer
could include protein, and micronutrients formulated
at age-specific recommended intakes. Including a
higher calcium or magnesium formulation for example,
or a relatively lower iron, to ensure that the product is
properly formulated for the target demographic. As we
increasingly move to a world where personalization is the
expectation, brands should consider tailoring their active
lifestyle products to specific demographics instead of
relying on a “one-size-fits-all” approach.
Different age groups have different nutritional
requirements, particularly for micronutrients. Intake
recommendations for nutrients are generally defined
by age and gender groups in most of the world, and

formulators should look to those recommendations for
guidance for their nutrient inclusions.
Mineral Chelation
An exciting innovation that can help active consumers
is mineral chelation. Active consumers may look to
options such as vegetarian or vegan diets to help
support their lifestyle, but a challenge that people
consuming plant-based diets can encounter is that
of so-called “anti-nutrients”. Anti-nutrients, including
phytates, polyphenols, and oxalates, can interfere
with the absorption of essential minerals such as iron,
calcium, zinc, and magnesium. Chelated mineral forms,
or minerals bound to amino acids such as glycine, have
been shown to be less susceptible to interference from
these anti-nutrients and are better absorbed than their
non-chelated counterparts (1). Showcasing the benefits
of chelated minerals in formulation can be one option to
help address the challenges that active vegan/vegetarian
dieters may encounter.
The Disrupted Consumer
The importance of our health and how fragile it is become
a primary concern during the pandemic. Consumers are
taking steps to maintain their health, making a concerted
effort to exercise regularly and eat better. This creates an
opportunity to engage with these consumers who have
either recently made a conscious choice to engage in
healthier practices or are contemplating starting soon.
Consumers also look to category adjacencies for
performance inspiration. A recent global report from
Mintel revealed 86% growth in dairy-based products with
healthy aging claims since 2017 and high protein content
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being a featured attribute (2). The mind-body connection is
a trend to watch in the future, with ingredients supporting
both physical and mental performance. Ingredients like
choline address this need by providing support for the
brain and nervous system as they help regulate memory,
mood, and muscle control (3).
Creating Lasting Changes
In any effort to create lasting behavior change, working
to improve self-efficacy, or an individual’s confidence
in their ability to make the behavioral change, is key.
Educating on topics related to the behavior – in this
case, improving one’s knowledge of nutrition and health
– is one way to build confidence among consumers.
Brands have an opportunity to create lasting behavioral
changes by helping consumers through careful selection
of products and using innovative messaging to describe
their benefits.
Paying attention to where our ingredients come from,
and the forms of the ingredients we use is one way
which brands can balance these concerns. For minerals,
looking to product forms which are chelated to organic
compounds such as amino acids may be more appealing
to “natural focused” consumers as opposed to using
traditional inorganic mineral salts.
Many of the ingredients associated with healthy aging
are important nutrients for the entire lifespan. The
recommended dose changes over the years. Consumers
should enjoy fortified foods and beverages and take a
multivitamin supplement designed for their life stage.
Certain nutrients like zinc deliver skin health benefits, too
(4). The active 50+ adult has different nutritional needs
and products should be formulated to deliver the benefits
in the adequate dosages.
White Spaces
The list of essential nutrients, nutrients that the human
body needs but must consume them in the diet, has been
relatively stable since vitamins were discovered over
100 years ago. The most recent addition to that list is
the essential bioactive component choline, an essential
nutrient that supports brain, muscle, and liver health.
The science on choline is advancing rapidly, and while
the intake of choline is still low, consumer awareness
is growing. Choline is an ingredient that is primed for
growth in foods for all age groups.

Meeting Consumer Demands
Active consumers need to know their foods and
supplements are working for them, and brands have an
opportunity to leverage their messaging to help educate
these consumers. For example, understanding that
minerals such as iron support oxygen transport, or that
it can help reduce fatigue is important information for
consumers looking to their diets to help support active
lifestyles.
Active adults are looking for specific longevity claims on
pack, such as: Mobility Support/Joint Health, Bone Health,
Vitality/Energy Support, according to a recent Attitude
and Usage survey conducted on behalf of Balchem (6).
There are many aspects to living a healthy lifestyle,
and as consumers become better educated they are
looking for specific benefits beyond exercise support.
Brands have an opportunity to develop products that
speak to performance-adjacent benefits, rather than
just performance-specific benefits. Athletes may be
looking for ingredients such as iron or zinc to help
support immune health, or magnesium and choline to
help support cognition. These performance-adjacent
benefits create opportunities for brands to expand their
formulations and speak to consumers in new ways.
References and notes
1.

2.
3.

4.
5.
6.

Sources: Chelated Minerals like Albion Minerals from
Balchem
Corporation,
https://balchem.com/humannutrition-health/hnh-products/albion-minerals/.
Bovell-Benjamin AC, et al; Am J Clin Nutr 2000; 71: 15621569.
Layrisse M, et al; J Nutr 2000; 130: 2195-2199.
WHO/FAO, 2006. Guidelines on food fortification with
micronutrients. Allen LH et al (ed).
Source: Cater to the evolving needs of healthy aging
consumers”, Mintel, 2022
Sources: Choline like VitaCholine® from Balchem
Corporation, https://balchem.com/human-nutrition-health/
products/vitacholine. Office of Dietary Supplements. https://
ods.od.nih.gov/factsheets/Choline-HealthProfessional/
Office of Dietary Supplements. https://ods.od.nih.gov/
factsheets/Zinc-HealthProfessional/
https://pubmed.ncbi.nlm.nih.gov/26920240/.
“Supplement, Food & Beverage A&U, FRC, 2022.

From a nutrition perspective, maintaining an active
lifestyle can be challenging because the requirements
for certain nutrients can increase when living an active
lifestyle. According to some expert groups such as the
Academy of Nutrition & Dietetics, protein requirements
increase significantly for those engaging in regular
exercise compared to the general population (5)
Furthermore, the Institute of Medicine states that iron
requirements may be up to 70% greater for those who
engage in regular exercise. Brands should look to specific
recommendations for athletes when formulating their
products as the recommendations may differ from the
general population.
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CHANGES IN CONSUMERS’ ATTITUDE TOWARDS ACTIVE LIFESTYLE AND
BOTANICAL TRENDS DURING THE LAST TWO YEARS OF PANDEMIC
Most consumers worldwide are fully aware of the beneﬁts of
an active lifestyle for their health and wellness.
In particular, it is renowned that an active lifestyle has a great
beneﬁcial impact on the cardiovascular system: since 2010
the WHO has recommended that adults aged 18–64 should
do at least 30 minutes of moderate-intensity physical activity
ﬁve days a week, both recreational and non-recreational (1),
while a 2017 study in The Lancet showed that one in 12
deaths could be prevented by the same schedule (2); tracking
130,000 people in 17 countries for seven years and involving
scientists from four continents, it gave evidence that the
simple and low-cost habit of exercising could reduce deaths
and cardiovascular disease in the middle-aged population,
irrespectively of participants’ home country. The research had
also the valuable merit of including low- and middle-income
countries, while previous works had focused only on highincome countries, where physical activity is mainly related to
leisure.
While recent studies have emphasized a bidirectional
relationship between exercise and sleep (3), there is a body
of research showing that physical activity can be useful in the
treatment of mental health and in promoting mental well-being
in the general population (4), because it improves physical
self-perceptions and, in some cases, global self-esteem.
Nevertheless, an active lifestyle is not only exercising: a more
holistic view may include also other categories, such as
engaging in meaningful practices, for example, cultural and
social activities or volunteering, according to the WHO deﬁnition
of health as a state of complete physical, mental and social wellbeing and not merely as the absence of disease or inﬁrmity (5).
The COVID-19 pandemic has dramatically disrupted
consumers’ lifestyles and the lockdown has made it diﬃcult, if
not impossible, to maintain one’s exercise habits, especially in
large cities. In April 2020 a 12-week international online survey
investigated whether sociodemographic variables, changes in
physical activity, and sleep quality from pre- to during lockdown
were predictors of change in mental wellbeing in quarantined
older adults (6). The survey was launched in 14 languages, but
replies came mainly from European countries (50.1%), with a
smaller population compared to Asian countries and where
the lockdown was particularly strict, conﬁning people in small
apartments without the possibility of any diversion; another
limit was the underrepresentation of elderly adults, due to their
limited use of digital technologies; nevertheless, it showed
unequivocally that COVID-19 lockdown deleteriously affected
physical activity and sleep patterns.
Due to the forced change in consumers’ habits regarding active
lifestyle, companies had rapidly to adapt and assume new
challenges; many of them developed free online platforms to
engage people in domestic activities (such as training, dance,
yoga, but also cooking, gardening, home care and a wide
choice of cultural/social activities); they had to reach their
customers through new channels, such as e-commerce and
social media.

On the customers’ side, the uncertainty of the moment and the
impossibility of maintaining one’s daily routine leaned towards
a proactive attitude over their well-being, thus increasing the
consumption of health products, such as botanicals; according
to the American Botanical Council’s (ABC’s) 2020 Herb Market
Report (7) the herbal dietary supplement market registered a
record growth of 14.5%, in the US only, during the ﬁrst year of
pandemic, more than double the annual growth of 8.6% reported
for 2019. Despite the little scientiﬁc evidence supporting the
use of botanicals to prevent or treat COVID-19, in late March
2020, shortly after the World Health Organization declared the
COVID-19 outbreak a pandemic, Google searches for “elderberry”
peaked and the ﬁfth most-common search with “elderberry” in
2020 was “elderberry coronavirus” (7), suggesting a deep interest
of consumers towards immune system boosters. Black elder,
Echinacea spp., turmeric, quercetin-rich plants, and adaptogens,
such as ashwagandha (an Ayurvedic Rasayana), all experienced
strong sales growth. Increasing interest towards botanicals to be
used as ingredients in complementary feed was also observed,
following the boom in pet adoptions seen during the early months
of lockdown to cope with the feelings of isolation.
However, at the turn of 2021, we observed a change in the
market trends: immune system boosters were ﬂanked and
then largely replaced by plants supporting mental wellbeing
and sleep aids, such as Passiﬂora, Melissa, valerian, lavender,
Griffonia, skullcap, etc. This may be due to the introduction
of the COVID-19 vaccine at the end of 2020 and therefore to
greater conﬁdence not to get sick, but, on the other hand, it
could mean a deterioration of the current status quo: diﬃculty
in resuming pre-COVID habits, deep fatigue caused by smart
working, and, above all, a great desire to return to normality,
which, hopefully, does not seem too far away.
References and notes
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A FOCUS ON LONG-TERM HEALTH FUELS THE GROW OF THE ACTIVE
NUTRITION CONSUMER
Over the last two years, consumers have re-evaluated
their health in a way that previous generations have
not done so. Initially, concerns were directly linked to
COVID-19. However, as time has progressed, consumers
have adopted a broader approach to wellbeing and have
questioned what other long-term health problems they
may be vulnerable to – especially as many are not overly
satisfied with their diets and lifestyles. This has resulted
in consumers taking a two-pronged approach to health,
with a focus on leading an active lifestyle. Firstly, 52% of
consumers in 2021 said that they have focused more on
long-term health over the last two years, seeing healthy
living as a lifestyle goal as opposed to something aligned
around addressing specific health issues. Secondly,
consumers have adopted a prevention-over-cure approach
to wellbeing, with 61% saying that they have become more
conscious about the importance of leading a healthy
lifestyle to prevent health problems because of COVID-19.
This is resulting in consumers looking to address physical
and cognitive health issues, even if they are not suffering
from specific symptoms.
As a result of greater levels of proactivity towards health,
the active consumer base is growing. These consumers
are actively looking to improve their diets and lifestyles,
irrespective of levels of satisfaction with overall wellbeing.
Consumers are looking to address a variety of areas of
health, with 2022 research showing that the top two areas
of health that people would like to address over the next
twelve months is immune health (66%) and digestive health
(56%). These are two issues that consumers recognize are
interlink. Moreover, because of the pandemic, more people
are questioning their vulnerability to disease and illness
whilst at the same time, the prevalence of gut-related
health problems continues to rise due to issues such as an
ageing society and poor dietary habits. It is worth noting
that 48% also say that they want to improve their mental
wellbeing. This highlights how issues such as stress and
anxiety and poor sleep health have become more common
over the last few years. At the same time, consumers are
increasingly recognizing the impact that this can have
on long-term health. This is resulting in people looking to
make fundamental changes to diets and lifestyles to boost
health. Indeed, research conducted last year found that
over the last two years, 61% of people had attempted to
exercise more, whilst 49% have actively looked to improve
their diets.
These figures highlight two key findings. Firstly, many
consumers deem themselves to be relative inactive,
recognizing that they often spend too much time in front
of digital devices and engage in activities such as driving
when they could walk. Secondly, people recognize that their
eating and drinking habits are not as healthy as they could
be, and that they can be prone to activities such as eating
too much processed food, over-indulging, having poorly
structured meal-time patterns (Including meal skipping)
and not monitoring micronutrient intake as closely as they
should. As a result of this, consumers are looking to make
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changes to their diets and this is something that they will
look to address by adopting a back-to-basics approach to
nutrition, whilst also seeking out functional products such
as sports nutrition offerings.
Of those consumers who have looked to improve their
diets over the last two years, 72% say that they have
looked to increase their intake of fruit, whilst 53% said
this in relation to vegetables. A total of 64% also said that
they had looked to increase their intake of fresh food.
This highlights how consumers are turning to everyday
food and drink that they know and trust, deem natural and
nutritious, tasty, and crucially, affordable. This shows that
brands need to ensure that consumers are fully aware
of the nutritional profile of everyday groceries and how
as part of a healthy diet, can help address a variety of
wellbeing issues. In addition, 39% of people state that they
are following a diet around the avoidance of elimination of
animal produce. These diets are deemed preferential due
to the association with being green and clean, important
at a time when people are more conscious about their
health and the wider environment.
In addition to adopting a back-to-basics approach to
nutrition, consumers will also make greater attempts to
seek out functional products that carry active ingredient
and benefit claims. For instance, 44% of consumers say
that they are making greater efforts to seek out functional
and fortified food as a result of the pandemic. In addition,
snacking habits are also changing too, with 56% of
people saying that they have made efforts to switching
from snacking on traditional items like chocolate and
confectionery to high protein/low sugar alternatives. As
a result of this, the sports nutrition market will continue
to become more mainstream. It also means that there
are opportunities to promote additional claims within the
market beyond helping strength and endurance to help
target the everyday consumer, such as helping address
immunity and digestive health.
The reality is that this increased focus on health is one that
will continue for many years. There are some consumers
who continue to be worried about COVID-19 and future
variants. However, on a bigger scale, many people
recognize that their diets are not as healthy as they could
be, which can impact their ability to stay fit and active until
late in life. As a result, consumers will continue to take
a greater interest in active ingredient and benefit claims
across the food and drink market.
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WHY AN INTACT MUSCULOSKELETAL SYSTEM IS KEY TO AN ACTIVE LIFE
It is well documented that people who remain active
throughout their lives have a lower risk of developing
illnesses such as heart disease, stroke, type 2 diabetes,
depression, dementia and even certain cancers (1). But
there is a downside, as too much training, particularly if it’s
intensive, can lead to injuries, time-outs or even a decline in
performance. So, alongside physical activity, how can the
intake of collagen peptides help sportspeople boost their
performance, and stay strong and active well into later life?
Muscles do not exist on their own
To understand why collagen supplementation can be
beneficial for active people during all life stages, it’s
important to look at the relationship between so-called white
tissue and muscles. The whole musculoskeletal system is
connected and protected by a network of connective tissue,
comprising muscle fascia, tendons, ligaments, cartilage,
bone and skin. Collectively known as “white tissue”, this
network is formed mainly of collagen.
Yet most people don’t think about white tissue until it
becomes stressed or strained. This can result in back,
patella tendon and Achilles tendon pain, ankle sprains,
plantar fasciitis, ACL (anterior cruciate ligament) tears or
IT band (iliotibial band) issues, such as aching, burning
or tenderness on the outside of the knee. Collagen is the
main component of white tissue, and supplementation with
Bioactive Collagen Peptides addresses the specific needs
of the white tissues that are highly involved in physical
activity, giving structure to the whole body and supporting
mobility. That is because these specific peptides stimulate
the white tissue cells to produce new collagen matrix
proteins. This helps sportspeople to undertake highintensity training and achieve their goals, while minimizing
activity-related wear and tear of the white tissue. With age,
it becomes increasingly important to keep activity levels
constant without physiological impact. Therefore, a healthy
locomotor system is just as important for this target group
as it is for athletes.
Spotlight on tendons and ligaments
Irrespective of age and performance level, every sport
requires a degree of strength, power and speed, relying a lot
on tendons and the intact composition of their extracellular
matrix collagens, proteoglycans and elastic fibres. Overuse
makes tendons and ligaments more injury prone, so it is no
surprise that soft tissue injuries are extremely common in
both amateur and professional athletes.

of chicken, remove the skin from fish or avoid offal and
tougher cuts of meat in an attempt to reduce fat intake. For
example, collagen can be completely absent from the diet
of vegan athletes. As a result, they may be at greater risk
of deficiencies because of increased tissue turnover and
damage. In such cases, supplementation may be advised.
Two studies conducted with specific collagen peptides (2)
show efficacy in 3–6 months with a daily dose of just 5g.
The first study, conducted by the Australian Institute of
Sport (AIS), showed that subjects with long-term symptoms
of chronic Achilles tendinopathy, who had not responded to
any of the traditional rehabilitation methods, were able to
return to running within 3 months when supplementing with
specific Bioactive Collagen Peptides, and were able to keep
running for the remainder of the 6-month trial period (3).
A second study, conducted by the University of Freiburg
Department of Sport, in Germany, looked at the impact
of specific collagen peptides on ankle sprains and ankle
stability. Ankle sprains are one of the most widespread
injuries in sport, causing permanent impairment in 30–
40% of athletes. Six months of supplementation resulted
in significant improvements in ankle stability, reduced
sprains and a reduced re-injury rate in the 3-month followup period, suggesting that the effects of collagen peptide
supplementation are long-term (4).
The ability of Bioactive Collagen Peptides to deliver a
targeted health benefit is linked to the profile of peptides
in the product, characterized by specific molecular weight
distribution. That is why they can deliver benefits at a
relatively low daily dose, which is crucial for successful
finished product applications, formulation efficiency and
consumer acceptance.
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At the same time, many athletes and sportspeople are
encouraged to adopt a well-developed nutrition programme,
which promotes a “food-first” philosophy whereby natural
whole foods are prioritised over dietary supplements.
However, when it comes to the management of injuries
and fast return-to-play, there is a real need for nutritional
strategies that strengthen the connective tissue.
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Actually, it’s not uncommon for athletes to have a diet
low in collagen protein, as they often look for lean cuts
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PROBIOTICS TO SUPPORT AND PROLONG ACTIVE LIFESTYLE
Interaction between exercise and gut microbiota
Physical exercise has multiple proven benefits on
cardiorespiratory fitness, the immune system, muscle and
bone strength, glucose metabolism, and mental wellbeing
of an individual. While exercise is important for athletes
and active adults, it is also very important for the ageing
population; providing the above-mentioned benefits (1). In
addition, physical activity emerges to have benefits beyond
body and soul: regular exercise has been associated with
beneficial effects on the gut microbiota. Observational
studies have demonstrated that the gut microbiota
of athletes and physically active subjects has greater
microbial richness (diversity) and is enriched in healthpromoting species compared to sedentary individuals
(2). Furthermore, exercise intervention studies suggest
that regular physical activity modulates the gut microbial
composition in previously sedentary subjects (2) , indicating
that the effects of training on gut microbial communities
are independent of diet.
Most interestingly, the association between exercise and gut
microbiota composition appears to be bidirectional, meaning
that the gut microbiota composition may also inﬂuence
host’s exercise capacity and health in general. For instance,
modulation of gut microbiota composition has been shown
to impact physical performance and inﬂuence muscle mass
and function in animal studies (3). These effects have been
proven to be mediated, at least in part, by microbial short
chain fatty acids (SCFAs) that reach peripheral tissues via
the circulation. Additionally, production of other bioactive
compounds, and enhancing nutrient utilization and energy
harvesting by intestinal microbes have been proposed as
potential mechanisms (2).
In addition to diet and lifestyle, the gut microbiota and
its potential health benefits on the host are impacted
by antibiotic use, as well as genetic and environmental
factors. A healthy adult gut has a high microbial diversity,
favoring health-promoting species and represents an intact
epithelial barrier. Ageing is associated with loss of gut
microbial diversity (dysbiosis) and reduced abundance of
beneficial bacterial species which may, in part, contribute
to immunological changes and decline in muscle mass
and strength, and eventually lead to development of frailty
syndrome or sarcopenia (4). Although physical activity
and resistance training may help prevent muscle decline
and frailty, adequate nutrition and dietary supplements
(e.g. protein, amino acids, vitamins and minerals) support
healthy aging.
Probiotics to support active lifestyle
Probiotics can beneﬁcially modify the gut microbiota
composition/function and impact the overall health of the
host. Thus, the inﬂuence of probiotics in supporting health and
training in physically active subjects has been under intense
research lately. Probiotic supplementation appears to provide
beneﬁts for the general population as well as physically
active individuals. These beneﬁts are even more obvious
for the ageing population; with improved immune function
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contributing to e.g. reduced upper respiratory tract infections
(URTI), and with improved gastrointestinal function.
The beneficial effects of probiotics on URTI among the
general population and in physically active populations
have been widely studied and acknowledged. Depending
on the probiotic strain and study duration, probiotic
supplementation has shown beneficial effects on the
incidence, duration, and the number of URTI symptoms
(5). For a physically active individual, shorter duration
of URT illness and symptoms means earlier return to
normal physical activity. For older people with increased
susceptibility to infections it means a reduced risk for
secondary infections. Probiotics may relieve GI disturbances
in subjects participating in endurance type of exercise (6).
But, also for the ageing population probiotics have been
reported to improve e.g. bowel function and may reduce
side effects of common medication in the elderly.
Although exercise itself improves mood and mental health,
probiotic supplementation may have additional positive
effects in cognitive measurements in physically active
subjects including the elderly (7). The messages from the
gut to the central nervous system may be mediated via
the vagus nerve or by cytokines, hormones, and bacterial
metabolites, including neurotransmitters (8). Interestingly,
probiotics have been suggested to help in the management
of Alzheimer’s disease (AD). To date four clinical studies
investigated the effect of probiotics in AD and three reported
improvements in cognitive function; most likely related to
changes in host metabolism and immune modulation (9).
Moreover, probiotics may support training adaptations and
attenuating physiological responses after bouts of exercise
(10). Also here, beneﬁts have been reported with probiotics in
the ageing population. Pilot studies suggest a beneﬁt in muscle
strength with consumption of some probiotics (11). Further,
probiotic consumption for 12 weeks has been reported to
improve motor function in Parkinson’s Disease patients (12).
Conclusions
Exercise has many health beneﬁts for the individual where
gut microbiota may have a modulating role. Probiotic
supplementation may provide additional improvements to
those health outcomes both in adult and ageing population.
Moreover, probiotics offer an opportunity to help maintain an
active lifestyle throughout life and thus support healthy aging.
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THERE IS A CONTINUOUS STREAM OF NEW AND INNOVATIVE FOODS;
BUT WHAT INNOVATION ARE WE MISSING? WHAT IS THE NEXT QUANTUM
LEAP GOING TO BE?
How do we define Active Lifestyle? I think that the
definition changes related to where you are in your life
and what life is giving you and what life had in store for
you.
When you define Active Lifestyle one size does not fit
all. Active Lifestyle not only has different characteristics
and demands in different life stages and ages, but also in
different specific situations and health conditions. Healthy
Active Lifestyle is a way of life that incorporates among
other habits a specific nutrition regimen to improve overall
wellbeing and health. We are just coming out of a great
pandemic event and, most probably, all of us readjusted
our active lifestyle to cope with the restriction we had; we
personalized our Active Lifestyle to the specific needs of
the moment, changing for the better.
When it comes to nutraceutical and Active Lifestyle
Personalization is what we foresee as the new frontier,
the next quantum leap for the consumers wellbeing.
There is definitely an emerging trend in personalized
medicine that is now being translated into personalized
nutrition. Companies operating in this fields are growing
in number and changing their approach by the week,
offering the consumer a series of tests, nutritional
advice, and recommendations. This trend is transforming
constantly and it is increasingly based on science and
evidence. Companies started this personalization with
simple surveys and individual diet tracking systems that

were giving results based more on simple nutritional
preferences and simple health goals than real nutritional
needs. Today, such recommendations are based not
only on an individual’s genetics but companies can offer
advice based on gut microbiome analysis, nutritional
biomarkers in the blood, food preferences, and lifestyle.
They are also able to collect health information from
digital devices such as smart watches, fitness trackers,
and continuous glucose monitors.
The science of personalized nutrition has been
progressing substantially, starting with the article by the
American biochemist Roger J Williams titled “Concept of
genetotrophic disease,” published in 1950. Williams wrote:
“A genetotrophic disease is one which occurs if a diet fails to
provide sufficient supply of one or more nutrients required at
high levels because of the characteristic genetic pattern of
the individual concerned. This concept, based upon results
in genetics and biochemistry, is new in medical thought and
is believed to be the basis for many diseases, the causation
of which is now obscure. Individual patients are far from
standardized specimens, and medical problems should
consistently be considered in terms of the genetically diverse
patients, rather than in terms of an absolute normal.”
This claim that is now 70 years old, is a clear indication
that the science behind the personalization has always
been there, ready to link specific supplements to a
specific need that can be matched to the uniqueness of
each subject.
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The progress in this area relying increasingly on big data
computational analysis and the new artificial intelligence
methods that can combine and network all the individual
data collected. The more data we can collect, the more
precise the recommendations become.
Several studies have demonstrated the importance of
individual variability in nutrient supplementation responses
and lifestyle interventions. The growing knowledge in this
direction is pushing the innovation to consider that we can no
longer think in terms of general population when developing
a food supplement and our science should evolve towards
understanding of individual response integrating clinical
trials with the collection of individual biological data, lifestyle
changes, and consolidated habits. This mix of information will
be needed in order to be able to make claims for our products
that are affecting health in a predictable and reliable way.
Even though the importance of nutrition and the beneﬁcial
effects of judicious food intake are well established, the
mechanisms underlying their role in disease prevention or in
producing health beneﬁts are incompletely understood and
data on this is not complete yet. Further research is needed to
identify new targets and understand the underlying molecular
mechanisms to aid new developments in this ﬁeld.

we evaluating the relevance of an imbalanced ecosystem on
the subject’s health, but we are also starting to monitor the
composition of the microbiome before and after treatment
with speciﬁc products, aiming to personalize the speciﬁc
supplementation for the need of each individual from qualitative
and quantitative point of view.
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FUNCTIONAL FOODS: INNOVATION IN SUPPLEMENTS FOR
ACTIVE LIFESTYLE CONSUMERS
In the last 20 years associations, associations and
governments have been preaching that an active lifesyle
and healthy food will yield to a healthy ageing and a
better quality of life (1). But what is considered and active
lifestyle? Adults need at least 150 minutes of moderate
physical activity or 75 minutes of strong physical activity
every week (2).
The benefits of an active lifestyle
There are multiple benefits of an active lifestyle that,
combined with good nutrition, can help reduce the risk
of chronic diseases. In addition, good nutrition and an
active lifestyle can help maintain a healthy weight, healthy
bones, strong muscles, improve sleep, and prevent heart
diseases such as blood cholesterol, hypertension, and
diabetes (3-5). Finally, following a healthy diet and doing
physical activity will turn into healthy aging as we turn
older. If we add a good supplementation with natural
ingredients in the mix, we would have much better senior
living and healthy ageing.
Sports nutrition and active lifestyle
We can learn from high-performance sports nutrition
that supplements that have been working for decades for
the sports nutrition community can be adapted in lower
dosages to the active lifestyle consumers. For example,
many of these consumers will benefit from an energy
supplement, bar or gel, to start their activity.
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If we take a look at the recovery category, sports nutrition
supplements such as the BCAAs (leucine, isoleucine, and
valine amino acids) can be excellent when adapted to a
lower dosage for active lifestyle consumers of all needs.
For example, BCCAs are used for muscular regeneration,
and as we age, our body needs these amino acids
together with protein to maintain body muscle. Again,
personalized nutrition plays a significant role in adapting
ingredients to the required dosage by different population
segments. Men and women also have different needs,
such as menopause for example.
Healthy nutrition and supplements may aid in having
better health and more energy. However, different ages
have different demands. Therefore, many brands are
targetting supplements for different periods, like a
vitamin complex for 50+, and sports nutrition brands are
launching brand extensions for the « silver age».
Better for you nutrition
While working for Weider Nutrition, I launched more than
ten new products every year for « better for you nutrition».
And most sports nutrition brands have a better for you
or well-being or active lifestyle range. In the past years,
there have been many innovations in functional foods or
better for you nutrition but there is still a lot of room for
new products. Protein pancakes, protein bread, protein
cookies, functional waters had already boomed before
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the pandemic, but COVID-19 spurred new product
development and innovation in this area.
The pandemic has made consumers aware of the
importance of a robust immune system. Consumers
have had time to read and do research to improve their
overall health and now are embracing health through
active lifestyle and good nutrition.
Suddenly, the demand for food supplements increased
dramatically, and many brands have been quick to
respond to a demand of all types of supplements. Among
the fastest-growing categories, we find mental health
supplements that enhance mood, reduce anxiety and
improve sleep like saffron and ashwagandha leading
the growth. The concern with immune and digestive
health has led the boom of probiotics. During the last
two years, Pharmactive has experienced an increase
of more than 40% in the demand of saffron extract
for mental health. Overall, the supplement market
has grown steadily, and there are opportunities for
personalized nutrition. At the same time, the demand
for premium brands is also growing since consumers
realize the importance of taking quality supplements
and functional foods.
The importance of adhering to good habits
Adhering to nutrition and exercise is a challenge and
a need to live better and longer. Regarding nutrition, I
would advise making it easy for the consumers, having
good nutrition, functional foods, and supplement
available in all channel. On a second step I would place
educating through key opinion leaders, nutritional
coaches, trainers, and influencers. Their role is to
make consumers aware of the need to have the
perfect formula mixing healthy eating patterns, healthy
snacking, supplementation and exercise.
My advice to brands of the food and supplement
industry would be to work on personalized nutrition
and functional food. For example, giving the consumer
a choice to consume healthy snacking, such as crisps
with aged black garlic, is good to level blood pressure
and to keep a healthy heart. Another interesting idea
would be developing healthy bars with saffron to
increase mood, reduce anxiety, or help have a better
sleep.

have different skin needs at various stages of life. The
same happens with our bodies, so it is something that
the food industry, I guess, is working on so it can be a
great opportunity.
Botanicals and healthy ingredientes backed by
science
Consumers are looking for healing ingredients
from nature so the future of innovation in food and
supplements relies on healthy, functional food, that
contains botanicals or natural ingredients backed by
science. These functional foods support and improve
overall health, so they meet holistic health through
products that taste good and come from nature.
Low and zero foods
Active lifestyle consumers also look for low fat, low
sugar, zero carbs, high protein, and fast energy. These
are the claims that are most popular in the sports
nutrition community.
Many consumers are proactive in leading an active
lifestyle because they want to have good health and
age healthily. In addition, people are aware of the
need to combine exercise and eat healthily. In Europe,
USA, and Australia, consumers have incorporated
supplementation to support their health as a natural
habit. Brands have excellent opportunities to continue
growing and developing new products for the active
lyfestyle niche.
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Vegan and plant-based proteins
In the past seven years, supplement brands have
successfully launched vegan or plant-based proteins,
which are becoming top sellers and pushing animal
proteins like whey to a second place. So there are
opportunities to continue building new options with
plant-based ingredients like pea, rice, or chickpea. We
would have the perfect product if we mix personalized
nutrition by adding natural extracts to enhance
consumers’ health needs.
From a marketing point of view, the cosmetics market
has done an excellent job categorizing the needs of
the consumers by age and making them aware that we
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PROBIOTICS AS A MULTITASKING INGREDIENT FOR AN ACTIVE LIFESTYLE
Changes in the consumer psyche lead to evolution of the
sports nutrition
The outbreak of the pandemic drove lasting changes in the
behavior and social life of people across the globe.
The adoption of strategies of physical distancing and selfisolation, as well as increased work from home, has profoundly
impacted on lifestyle. As a matter of fact, we have seen an increase
in sedentary behavior, including a reduction in physical activity,
increased daily time spent sitting or lying down, and changes in
eating habits, with increased caloric intake and consumption of
carbohydrate- and fat-rich foods and alcohol (1-3). As a result,
we have witnessed a worldwide increase in obesity, depression,
insomnia and anxiety in both pediatric and adult population (4-7).
Since 2021, we have seen a progressive change, or rather an
evolution, of the ‘sports nutrition category’, which has also
embraced all those consumers looking for a healthy nutrition
and lifestyle, without necessarily being focused on mere sports
performance. What the ‘sports nutrition’ category is currently
experiencing is more than a trend, a radical change in the
consumer mindset and behavior that will remain after the
COVID-19 pandemic.
Functional ingredients with multiple health beneﬁts, with
attention to ‘natural’ and ‘free-from’ claims
According to a recent FMCG Gurus survey (8), during the
pandemic we saw consumers becoming more conscious of
the importance of prioritizing health through an active lifestyle
with the goal of staying healthier for longer. This, combined
with an increasing awareness on the interconnection between
all aspects of health and the impact that today’s lifestyle and
eating habits will have in the future, led consumers to adopt a
more holistic approach to health.
As the situation returns to near-normality, people continue to
dedicate more and more time to outdoor activities and focus
more on their physical and mental health and well-being, way
above pre-pandemic levels.
In this context, alongside the growing demand for functional
ingredients that can target health issues, we see an increased
interest for natural ingredients, with ‘free-from claim’ and
‘natural formulation’ becoming ever more popular among
consumers. Moreover, ‘sports nutrition’ products are
incorporated into daily routine not just to promote muscle
recovery, reduce post-workout soreness and inﬂammation
and target weight management, but also to maximize wellbeing together with ingredients boosting immune system,
targeting gut health and low-grade systemic inﬂammation.
Probiotics as hero ingredient for an active lifestyle
We all know the key role that gut microbiota plays in human
health. Sedentary lifestyle, poor eating habits, as well as
psychophysical distress are all associated with intestinal
dysbiosis (9). Given the ability of gut microbiota to modulate
pathophysiological processes, intestinal dysbiosis has been
found to be able to trigger different diseases. For this reason,
probiotics, as modulators of gut microbiota, are a key ingredient
to be incorporated in a healthy and active lifestyle to boost
the immune system, target gut health and intestinal barrier’s
permeability, obesity and metabolic disease, mental well-being,
antioxidative status and, last but not least, enhance physical
performance and improve post-workout recovery (10-12).
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One of the drivers for people to exercise and adopt a healthy
lifestyle is to improve physical condition and control weight.
Probiotics have been progressively studied as an intervention
of choice in the manipulation of the gut microbiota
composition to target not only weight-management, but
also growing diseases associated with sedentary lifestyle
and insulin resistance, including obesity, metabolic disease,
cardiovascular diseases and diabetes (13,14). They confer
beneﬁcial effects by antagonizing pathogens and reversing
dysbiosis, as well as enhancing epithelial barrier integrity and
modulating the immune system.
In a double-blind, randomized, placebo-controlled study
(15), among 101 young subjects enrolled with obesity
and insulin-resistance, the supplementation with
Bifidobacterium breve BR03 and Bifidobacterium breve
B632 for 8 weeks showed a significant improvement of
insulin sensitivity at fasting and during OGTT with respect
to placebo. The metabolic effects of the probiotic were
maintained even after treatment was stopped.
Sleep disturbances such as sleep loss and insomnia are quite
common in today’s fast-paced lifestyle.
There is a strong relationship between physical activity, sleep
and mood. While exercise has long been associated with better
sleep quality, poor sleep has been shown to contribute to low
levels of physical activity (16), as it affects motivation and
mood, which may be further affected by the combination of
exercise and sleep loss, in a vicious cycle (17). Probiotics may
be regarded as a valuable support to improve both sleep quality
and mood at the same time in an active lifestyle routine.
The administration of a 4 strains probiotic mixture containing
L. fermentum LF16, L. plantarum LP01, L. rhamnosus LR06, and
B. longum 04 once a day for 6 weeks, has been associated with
improvement and persistence over time in different aspects
of the mood state, including sadness, anger, and fatigue,
accompanied by improvement in the sleep quality (18, 19).
Growing demand for natural and trustworthy ingredients
In the wake of the COVID-19 pandemic, consumers seek
natural, safe and trustworthy ingredients, with particular
attention to ‘natural’ and ‘free-from’ claims. Besides the
concern about quality and clinical eﬃcacy, special attention
must also be paid to safety in terms of allergens. Even though
the use of probiotics is well documented as well as their health
beneﬁts, probiotics can contain allergens, including cow milk
and egg proteins (20, 21). For this reason, it is important to
avoid the use of any potential allergen both in the probiotic
ingredients and ﬁnished products.
Overall, probiotics should be included as a key ingredient for
an active lifestyle, being able to target different health issues
through complex direct and indirect mechanisms.
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HEALTHY AGING: THE ROLE OF GOOD NUTRITION
A major challenge facing society is how we can maintain
health and quality of life in aging population. It is estimated
that in the ‘80s, the over 60 year’s old population was about
382 millions, while in 2017, 962 millions of people. In 2050
elderly, over 80 years old, will double. What the society needs
to be guaranteed with is not an eternal youth, but a healthy
aging process, aiming at avoiding a socio-economic collapse.
Aging is a natural condition, where metabolic performances
progressively get worse, bringing the body to be more stressed
and less eﬃcient. With a balanced diet and a healthy lifestyle,
the elder population can improve physical, immunological and
mental performances with a general enhancement of quality
of life. Everybody knows which are the common rules for a
healthy diet: FAO (Food and agriculture organization of United
Nations) issued several publications and guidelines, but are
we sure that we are all the same?
The new frontier of nutrition is personalization: personalized
nutrition is rather deﬁned as an approach that counts on
details of an individual characteristics to evolve a package of
nutritional advice, products, or services. Gibney explained it as a
perspective, indeed it “assists individuals in achieving a lasting
dietary behavior change that is beneﬁcial for health” (1).
The nutritional approach, in particularly for elderly, should be
personalized in every aspect, starting from the choice of food,
supplements, activity and general well-being. Food industry
offers a wide choice of food, enriched food or supplements:
we need to understand which is the best choice for the real
needs, without following the latest fads.

A food supplement studied for an athlete that performs
endurance activity, cannot be used for an active “grandpa”:
nutritional needs are completely different, a high content of
sodium and potassium could have a negative impact on the
Cardiovascular system, and high concentrations of carbs
could have a violent impact of blood sugars. Elderly needs
are not strictly linked to performance, while to be able to lead
an active life in a pleasant and continuous way. Many studies
report a higher need for protein intake caused by the typical
loss of appetite in the elderly, to avoid the muscle mass loss:
a balanced diet can be supported by high protein foods,
as ready-to-drink milk shakes, specially formulated for this
population.
Another typical need is a higher intake of vitamin D and calcium:
in all individuals older than 70 years, vitamin D intakes of at
least 600 IU per day (up to 1000 IU/day) are recommended, in
addition to calcium requirement of 1200 mg per day (2). If we
are not able to meet these requirements, a supplement or an
enriched food is suggested.
These are two typical examples where food, food supplements
and enriched food can contribute together to maintain a
balanced and healthy nutrition.
An active life is another milestone to maintain a high quality
of life: people over 70 who practice sport, should take care
of preserving joints and supporting fatigue. In this case, food
supplements can help to guarantee a satisfying work-out, thus
avoiding pain and excessive weakness.
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For instance, a recent study demonstrated that a special grade of
Sodium Hyaluronate helps to maintain healthy and elastic joints,
avoiding pain and use of FANS (3).
Vitamin B complex (B3, B6, B12 and B9) as well is involved in
several processes in skeleton muscles, and its use has been
correlated with higher performances in elderly (4).
Decreased basal metabolism and reduced food intake, reduced
absorption of nutrients and lowered appetite can also contribute
to a reduced intake of micronutrients in the elderly: antioxidants
from different natural sources can help reducing the risk
of cardiovascular disease or cognitive impairment. We can
conclude that a personalized approach during elderly age can
help to improve the quality of life with a very important impact
on the society.
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In the 400 BC, Hippocrates said: “Let food be thy medicine and
medicine be thy food”: let’s treasure what this great physician
taught us and make it ours.
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READY, SET, GO! THREE WAYS PRODUCERS CAN ADDRESS TODAY’S ACTIVE
NUTRITION TRENDS
Two years of pandemic pressure have radically inﬂuenced
consumers’ idea of what it means to be active, at all stages of
life. On the one hand, they are now more motivated than ever
to stay ﬁt and healthy to reduce their susceptibility to disease.
At the same time, lockdowns, stay at home orders and travel
bans gave consumers a new appreciation for time spent
enjoying physical activity, especially outdoors. For brands this
means placing a renewed focus on supporting consumers’
holistic goals for long-term mobility, including preserving joint
and bone health.

great opportunity to expand the beneﬁts of sports nutrition to
consumer groups like older consumers, who aren’t typically
the focus for high-performance products. The industry is
already seeing a wider variety of active lifestyle products as a
result, such as the recently launched Weider’s Collagen Plus.
Aimed at adults of all ages who want to keep ﬁt and improve
their joint and musculoskeletal health, this active nutrition
supplement features speciﬁc collagen peptides (1), that,
according to studies, can assist in maintaining joint and bone
health (2-4).

While the willingness to follow a nutritionally balanced and
active lifestyle is there for most consumers, some can be put
off by the prospect of strenuous work out routines or healthy
foods with a reputation for being ‘bland or ‘unsatisfying’. By
offering products that are tasty, functional and affordable,
brands can help shoppers stick to a healthier regime longterm, adopt a more proactive approach to musculoskeletal
care and avoid the pitfalls of ‘fad’ diets.

The cosmetics market provides equally fertile ground for
inspiration. Just as many cosmetics products are aimed
towards speciﬁc demographics, the active nutrition market
is also trending towards personalization. Popular formats like
functional gummies, for instance, can be tailored by including
trending ﬂavors aimed at young people or highlighting beneﬁts
like a lower choking-risk for older consumers who have
diﬃculty swallowing.

How can producers create these perfectly positioned
products? Read on to discover three simple tips that can help
food, beverage and nutritional supplement manufacturers win
the race to become the active consumers’ number one choice.

Add excitement to functional solutions
A balanced diet is the foundation of an active lifestyle
regardless of age, but our speciﬁc nutritional requirements
shift and develop over time. As we enter the old-age for
example, our basal metabolic rate slows down, and our lean
muscle mass begins to decrease – making it more diﬃcult to
maintain a healthy weight and the strength required to keep ﬁt.
Physical disabilities, issues with chewing or swallowing and
economic constraints can all add to the challenges older
people face when trying to maintain a healthy and active
lifestyle. Add to this consumers’ desire for convenience,
novelty and efficacy, and brands have a number of
challenges on their hands.

Take inspiration from other industries
Active lifestyle products are increasingly adopting the
positioning strategies of high-performance sports nutrition
solutions. This is especially true for high protein or protein
enriched products, but brands like Anlene and Danone are also
starting to emulate ‘sporting’ joint support claims in products
like Anlene Movemax powdered milk drink and ‘Light and
Fit’ high-protein yogurt with collagen. These shifts present a
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To create products that tick all the boxes, formulators
should consider incorporating functional ingredients such
as vitamins and minerals, upping protein content and adding
targeted health beneﬁts through science backed inclusions
like collagen peptides. Producers can also attract consumers
eager for fresh formats with a ‘mix and match’ of traditional
inclusions and newer, more novel solutions. Blending ‘classics’
like whey protein for example, with trending ingredients such
as marine collagen, turmeric or CBD oil can help brands stand
out in an increasingly competitive market.
Help consumers navigate the misinformation mineﬁeld
Finding the right habits, and supporting solutions for their
speciﬁc needs, is arguably the main issue facing today’s
active shoppers. This is particularly the case in a hyperconnected world where information - both correct and
incorrect - abounds. Active nutrition brands can play a key role
in educating consumers about their products in a clear and
transparent way without promising ‘quick-ﬁx’ solutions. They
can do this by highlighting the value of gradual, permanent
lifestyle changes in contrast to crash dieting, as well as by
ensuring all their functional foods or supplements are backed
by robust scientiﬁc evidence.
Another area where shoppers are looking for guidance is
whether to switch to vegan supplement solutions, despite
the fact that these products often contain more artiﬁcial
ingredients than their traditional counterparts. While the rising
popularity of plant-based diets cannot be ignored, neither
can consumers’ interest in ‘all-natural’ product claims, which
many vegan options can’t yet fulﬁll. With the consumption of
animal products still increasing worldwide, using derivative
ingredients like collagen and gelatin helps nutraceutical

manufacturers to contribute towards the circular economy
and give consumers everywhere the more sustainable, natural
solutions they crave.
Staying on your toes: Adapting to future trends
Speciﬁc trends may come and go, but staying ﬁt, active and
healthy at all stages of life will never go out of style. This
fact makes clear the value of long-established, yet endlessly
versatile ingredients like high-quality collagen peptides.
Armed with these solutions, brands will be able to adapt their
offerings to cater to the latest ﬂavor, format and functionality
trends, while still delivering the health and wellness beneﬁts
consumers will always expect.
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HEALTHY LIVING: MENTAL AND IMMUNITY BURDEN IN THE ERA OF COVID-19
One of the new arising megatrends is “healthy living”, ﬁrmly pushed
by the COVID-19 pandemic spread: 2021 health goals are shifting
with a greater focus on disease management, meaning consumers
are adopting a proactive and preventative approach to wellbeing.
Healthy lifestyle habits inside and outside the home are
becoming the “new” usual way of living, thus looking towards
a more holistic approach to wellness. From improving eating
habits to indoor or outdoor sports, people have to deal with
their weak spots in the last two years, thus embracing a state
of awareness linked to the concept: I no longer do it because I
have to, but because it makes me feel good / better.
Even though uncertainty remains high, economies are pushing
towards a pro-active way of living as now more than ever, and
consumers prefer to prevent any distress by eating well, taking
supplements and performing sport instead of curing a disease
by taking drugs. It has been reported that 23% of consumers
worldwide are buying more vitamins and supplements or
stockpiling them (1). On the other side, 35% of consumers
have begun eating foods that boost their immune health
more frequently. Indeed, the considerable commitment to end
consumers’ health is also reﬂected by the fact that eight out
of ten say they will make more signiﬁcant attempts to stay
healthier in the future (2).

However, what does holistic mean? The primary aspect
of optimal health is caring for both mental and physical
wellbeing that, especially at this moment, is needed to be
reinforced. The future is moving forward to a more openminded vision, trying not to fight the symptoms but rather
understanding the cause that hides behind distress. As our
ancient said “mens sana in corpore sano”.
For this reason, consumers are developing a greater interest in
ingredients that offer a health boost beyond essential nutrition
and seeking out products positioned around active health claims.
Before the pandemic, immunity enhancement was the third top
consumer’s reason to take food supplements and, combined
with a digestive health claim, reached 20% of the global market
share. A survey from FMCG Gurus reveals that almost 60% of
consumers worldwide said that since COVID-19 emerged this
year, they have become more conscious about their immunity.
According to IQVIA data, there was a 110% increase in
European retail sell-out of health supplements in the pharmacy
during the March pandemic peak and a 64% increase for
cough, cold, and other non-prescription respiratory-targeting
products. Last, Nutrition Business Journal’s foresees that the
immune health category will grow up to 50%, making it one of
the fastest-growing segments in our industry (3).
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On the other hand, the pandemic has emphasized that mental
health is constantly mistreated or considered taboo. Now
people are well aware of how much mental health can affect
their daily lives, especially when uncertainty and fear of the
future are predominant.
In the past, the mental health category has always provided
solutions to boost cognitive performance and relaxation, but
now this market has changed, focusing the attention on a
broader aspect of mental wellbeing associated with modern
living, stress management, mental fatigue, concentration
& memory performances, sleep quality and depression.
According to Grand View Research, the global cognitive health
ingredients market alone is set to register an 8% compound
annual growth rate from 2021 -2028, expecting to reach
13.38 billion dollars by 2028. The primary area of consumer
concern is stress management: from a European market
survey made by Innova Market Insights, 47% of consumers
associated it with a bad mood, while 41% linked it with sleep
disruptions. Furthermore, it is worth noting that the COVID-19
pandemic situation has further upset the global population’s
way of living and its implication reﬂects on the cognitive
health market (4). With the high demand for immune booster
supplements, national lockdowns have led to an increase in
anxiety, low mood, depression, and uncertainty-related stress
with a natural increment of nootropic supplements. We may
also explain this enhanced interest thanks to the several types
of research done in the last years that connect the brain, the
gut and the immune system. Nowadays, different ingredients
such as probiotics and prebiotics have been studied and

developed with proven scientiﬁc effects in managing stress
and related drawbacks.
To close the loop, in a post-pandemic society, these concerns
around time scarcity will intensify, driving demand for
products deemed to be hassle-free and easy-to-consume
without compromising other product attributes such as
taste. Demand will also boost products that help relax and
encourage consumers to switch off. Consumers can often feel
that their busy lives can harm health. This will drive demand
for products that offer moments of comfort and escapism,
especially nostalgic products that elicit an emotional reaction
amongst people because they remind them of the past and
simpler times.
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CAN WE BRIDGE THE ‘NATURAL’ TREND ON ONE HAND AND THE
‘HYPERPROCESSED’ VEGAN FOODS ON THE OTHER HAND?
The market for meat alternatives is growing steadily:
According to Markets and Markets, the plant-based meat
market is projected to reach USD 8.3 billion by 2025 (1). As
demand increases, however, consumer focus is starting to
shift. Sought after products should not only be meat free, but
also natural, healthy and sustainable. Furthermore, certain
functionalities are proving desirable – for example, nutritional
products that support the gut microbiota and, therefore,
immune health.
It’s also important to note that the growing group of people who
would like to reduce their meat consumption will only accept
meat alternatives that taste great and have a convincing
texture. In turn, products that fulﬁl all of these criteria will also
be popular with broader consumer groups and not just strict
vegans or vegetarians.
The challenge: Many consumers expect a meat-like texture
in order to switch to alternatives. But to achieve the typical
mouthfeel and bite, many vegan products contain a number
of different additives and/or are highly processed. And most
of them are not designed to meet the nutritional needs of
ﬂexitarians, vegetarians or vegans.
In the production of meat and sausage products, muscle
protein and animal fat not only make a key contribution to
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taste, but also perform important functional tasks. These
include, above all, the good water-binding capacity of muscle
protein and its emulsifying effect, as well as the formation of
the ﬁrm, elastic structure. So how is it possible to produce
meat alternatives without additives that give a meat-like
texture and guarantee a long shelf life? Here, dry products
have clear advantages. Their secret is in the protein source,
and gentle processing technologies.
Meat alternatives are mainly based on proteins from soy, pea,
wheat and sweet lupin. Soybean is often used as a plant-based
meat alternative, therefore it is in high demand as a food
source. However, soybean production is linked to extensive
deforestation and clearance of natural vegetation, as well
as water pollution due to intensive agricultural practices (2).
As a result, soy products that meet the expected standards
in terms of sustainable production and are GMO-free are not
available in suﬃcient quantities (3). Thus, other legumes have
become a popular protein source for vegan products.
As there is a suﬃcient supply of these in Europe, domestic
lupins and peas can ﬁll the gap in the market. Pea protein
products, in particular, can offer a remarkable taste and
texture similar to meat, differentiating it from many other
plant-based meat alternatives. And pea protein has even more
advantages: With its balanced proﬁle, it is really satiating, and
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can contribute to a diet that delivers all the important nutrients,
especially for vegans and strict vegetarians. Many successful
products from pea protein already illustrate how best to
bridge the gap between ‘hyperprocessed’ vegan foods and
successful, healthy, nutritious and tasty, clean-label products.
But let´s have a closer look at the processing technologies.
Vegetable protein products can generally be made from cereals,
oilseeds or pulses. To increase the protein content of the end
products, many manufacturers work with concentrates. The
most important building blocks for plant-based products
are defatted press cakes of oilseeds or reﬁned extracts of
pulses. Degreasing of oil cakes is much more complex in
organic processing than in conventional processing because
various chemical degreasers are not permitted in organic
food production. Extrusion, a molding process used for food
products and other applications, is often used to produce
plant-based meat alternatives. The basic principle of extrusion
is very simple. In the process, solid to viscous masses are
continuously pressed out of a shaped opening under high
pressure and usually at a high temperature too, which can lead
to the loss of important nutrients and increased acrylamide
levels (4, 5). But peas or beans contain hardly any fat and are
therefore much better options.

Vegan minced meat from pea protein, produced by MD
technology, is a dry meat alternative with a balanced
nutritional proﬁle: Low in fat and cholesterol-free, with high
levels of protein, it offers good satiation but is low in calories.
It is also allergen-, hormone- and nucleotide-free, and does
not increase plasma uric acid – the latter is important for
gout patients

Alongside extrusion, there is a more gentle process that
improves nutritional qualities and eﬃciency. The so-called
Microwave Drying (MD) process sterilizes the product but
requires much lower temperatures and does not need any
additives in order to achieve perfect end results. The list
of ingredients can be kept short – perfect for conscious
consumers who scrutinise labels. The result is dry granules
that offer a longer shelf life and do not require any preservatives
or cooling. While extrusion is only used for mass production,
the MD process makes the production of much smaller
quantities possible. This allows for the manufacturing of small
batches and tailored products for the most diverse consumer
groups. For food start-ups, for example, who produce bespoke
products in smaller volumes for, say, athletes, vegans, older
people or those who want to lose weight, this is a highly
ﬂexible option.

4.

Thus, meat alternatives from pea protein processed with the
innovative MD process are a real alternative to hyperprocessed
products, and the ideal way to offer healthy yet tasty “like
meat” products.
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VALUES, LIFESTYLE AND EDUCATION AS RECONCILING FORCES
BEHIND THE NEW NORMAL IN NUTRITION
How can we make people better adhere to nutrition (and
exercise) recommendations?
The attitude towards nutrition and physical activity is not the
same if the topic is maintenance of healthy habits or a rather
drastic switch towards an improved lifestyle.

it is to keep on a diet and a physical activity program for a
suﬃcient period of time. It is like being stretched into doing
an unnatural, uncomfortable effort, constantly, day in and day
out. It is almost inhuman not to tire off.

The principles of healthy eating are simple – they even hold
in Michael Pollan’s 7 words “Eat foods. Not too much. Mostly
plants” but they are not so easy to implement and rely on the
capacity to buy fresh products, to have and take time to cook,
and to appreciate vegetables.

A recent study (2) analyzing motivations and strategies of
over 6000 long-term weight loss maintainers showed the
common traits of people who were able to lose weight without
re-gaining it quickly are eating a low-calorie diet, setting daily
intake goals, tracking food intake, physical activity, limiting
sitting time and keeping low-calorie healthy choices in reach.

Starting from a suboptimal lifestyle requires signiﬁcant efforts,
big habits shifts, and the ﬁrst premise is to recognize that it is
hard. Listen to Dr. Arya Sharma, founder and Scientiﬁc Director
of Obesity Canada, explain in his TED talk (1) how to lose 50
pounds and keep them off, and you get a sense of how tough

There are many ways to help people better adhere to healthy
habits. One is to accompany them in the long term, not only
with healthy products, but with coaching, motivation, and
tips, like professional advice, recipes and exercises they can
ﬁt in their routine. Such practices can include mindfulness
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and paying attention to body sensations – and respond
accordingly, by stopping to eat when we feel full for example.
Exploring a diversity of sports increases chances to discover
one that procures pleasure. Stimulating the reward center is
the most effective way to build a healthy habit. Setting small
goals, even starting with a 5-minutes workout, and celebrating
small successes every time will create a positive association
around the exercise.

the degree of avoidance of animal products. Interestingly, the
young consumers are more in search of convenience foods
and report ethical concerns, rather than focusing on nutrition.

Building a community to share commitments and struggles
with (similarly to the AA groups) is another powerful tool to
embrace responsibility and maintain good observance.

The Nutriscore however is only one way to look at the
healthiness of foods. The Nova classiﬁcation (8, 9) of food
processing is another, since ultra-processed foods usually
have lower nutritional quality and are associated to obesity,
hypertension, dyslipidemia, cancer and all-cause mortality
(10). Both animal and vegetal burgers are classiﬁed as ultraprocessed foods however, so it’s interesting to analyze what
products are these plant-based processed foods substituting
to understand the impact on the diet’s healthfulness.

Another perspective is to support people in the hardest part
of the shift: the ﬁrst 18 to 254 days (3) in which repetition
builds the neuronal pathways that create the habit. For
example, encourage people to consume less calories and
more vegetables, and in this period that is typically escorted
by hunger, help them with supplements that curb appetite,
such as probiotics able to activate the receptors of hormones
of satiety (4).
Finally, as a society, we can’t address the problem of weight
loss without addressing the environment – weight is not only a
matter of personal responsibility, but also a question of stimuli
and foods available – the food industry as well as regulators
should also be kept accountable for the offer.
Companies and brands in the weight management sector are
no longer selling just a product but accompanying consumers
with behavior and lifestyle modiﬁcations.
Can we bridge the ‘natural’ trend on one hand and the
‘hyperprocessed’ vegan foods on the other hand?
These two trends can seem opposed, but I believe they are
two distinct “what” answers for which we should take a step
back towards the “Why”. Why do people want natural foods,
what are the positive values they associate with naturality?
Why do they increasingly consume hyper-processed plantbased meats or foods on the other hand?
Natural does not necessarily mean safe or healthy. Snake
venom can kill you and is perfectly natural. And a lot of synthetic
compounds, like most vitamins found in supplements, are
healthy.
The dihydrogen monoxide prank (5) is a great illustration
showing the bias we tend to when associating an ingredient to
a chemical origin. It demonstrates the importance of education
so we can make food choices not based on misconceptions,
but on our values and scientiﬁc facts that coincide with them.
The progress of plant-based meats in the past decade has
been incredible. The ﬁrst-generation prioritized taste and
texture and from dry and sad ersatz, the industry now offers
products some vegetarians refuse to eat because they are
taken aback by the too-real meaty taste, smell and texture.
A lot of vegetarians’ approach is not to substitute animal
products but simply to eat plant based.
A study of French consumers conducted by Joséphine Gehring
(6) shows that consumption of ultra-processed plant-based
foods is higher in younger groups and increases in relation to
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The plant-based meat industry is now living its second
revolution: formulating for nutritional beneﬁts – and started
offering even better nutritional quality than meat, when looking
at the Nutriscore (7).

Effects on the microbiome is another way to estimate
healthiness of food groups. A recent real-world study (11)
looked at the impact of occasional replacement of animal
meat with plant-based meat alternatives and found positive
changes to the gut microbiome, while an animal-based diet
(12) tends to increase putrefactive metabolism and reduce
the production of short-chain fatty acids, crucial for the gut
homeostasis.
How to bridge the gap then? By identifying the values at
the root of food choices and educating on the value of the
products according to these, for example:
Health and nutrition
Animal welfare
Sustainability
Taste
Convenience
Conviviality
Everyone rates their priorities differently and thus makes
different food choices, and we’ll bridge the gap between
natural and ultra-processed vegan foods if we decide naturality
is a positive value to be optimized and advertised – in the
meantime, if we judge by the nutritional Nutriscore proﬁle and
microbiome impact, the result is not too bad!
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NUTRITIONAL NEED TO MAINTAIN ACTIVE LIFESTYLE IN THE
VIEW OF CONSUMERS’ ATTITUDE
How can a good nutrition prolong an Active Lifestyle to
high age?
Aging is a lifetime process which starts even before we
are born. How we behave and what we eat, determine our
body’s capacity for maintenance and repair mechanisms to
counteract accumulated cell, tissue and organ damage.
In our twenties, the body gradually produces less collagen
leading to reduced skin elasticity. Around forty most people
recognize that it is not as easy anymore to lose 3-4 extra kilos,
because metabolism is slowing down and hormonal changes
kick in. Fatigue, anxiety and nervous tension become a
challenge and ﬁnally in the sixties cognitive decline and limited
mobility reduce quality of life.
Depending on how disturbing the signs of aging are, ones
starts sooner or later with biohacking, using functional foods
or supplements to support well aging.
Please ﬁnd below a selection of nutritional mega trends to
counteract signs of aging:
•
Intake of antioxidants, like vitamins, carotenoids or
polyphenols to reduce oxidative damage contributing to
aging
•
Intake of collagen peptides to enhance skin elasticity and
support ageless beauty
•
Vitamin D to support strong nerves
•
Intake of Magnesium to support muscles and bone for
maintaining mobility
•
Calorie restriction (CR) or intake of plant extract mimicking
CR to prevent aging via activation of metabolic enzymes,
hormones, and growth factors
•
Protein intake, which should not necessarily be increased
in elderly people, as it may led to impaired renal function
One should not forget, even if it may be more fun to search
for individual functional foods, that it is already a challenge
to ensure that the basic diet supply all essential nutrients
during aging. Several nutritional impact factors play a role
during aging.

•
•
•
•
•
•

Less active lifestyle and muscle loss decrease basic
energy requirements
Less eﬃcient absorption and metabolism reduce the yield
of nutrient
Loss of taste and smell lead to less appetite and
recognition of hunger and thirst
Decline on oral health limits the food choice
Mobility constraint may led to a high consumption of
processed food
Healthy foods may not be affordable for elderly

To prolong an active lifestyle during aging, food for the
elderly needs to be nutrient-rich to give the body all what
is required to functional well. As important as food is
physical activity to prevent muscle loss and also support
our cognitive capacity.(1).
How have the last years of the pandemic inﬂuenced
consumers’ attitude towards active lifestyle and what does
this mean for brands?
It looks like the pandemic is fading into the background. Social
life reopens and people are focusing again on values which
were important to them prior to Covid, like family summer
holidays, visiting exhibitions and seeing customers in person,
ﬁnally getting married, watching together football games, or
to buy latest fashion instead of only watching it on Instagram.
During the pandemic, all spoke about the new normal, and how
to adapt. Now, after 2 years state of emergency it seems like
we look back to start where we stopped and to do everything
as before? Surveys show that the consumers’ subconscious
takes e-commerce, health and sustainability values, as well
as digital communication already for granted. The good news
is that personal optimism returns, motivating expenses and
consumption. Consumers are looking for new products and
brands considering their values, will be on the top. (2)
•
Health conscious daily choices: Rise in “plant based”
and ”free-from” diets, higher demand for organic foods,
transparent and clean label, consumers are proactively
looking for health ingredients in their foods, most of them
are willing to pay a green premium (3)
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•

•
•

Point of sales: Consumers prefer online shopping or
exclusive shopping experience in small physical stores,
over visiting larger malls with offer less safety
Product values: Quality and sustainability are purchasing
decision factor beside value for money
Digital platforms: Orders are placed mainly via a mobile
device, brands need to follow an omnichannel strategy
including apps and social media

How can we make people better adhere to nutrition (and
exercise) recommendations?
The World Health Organization deﬁnes adherence as “the
extent to which a person’s behavior— following a diet, and/
or executing lifestyle changes—corresponds with agreed
recommendations”. (4)
We all know how enthusiastic we are, when we start a new
lifestyle goal and we know the feeling of frustration, when we
did not stick to the rules already on the next weekend. It is
all about cognition processing, planning and decision making
and there are different techniques to support us to stick to the
new behavior. Some of them are already frequently used by
brands.
1. Evaluate
and
customize:
Individual
product
recommendation with the help of an assessment
questionnaire. This technique supports education and
trust that the product will work.
2. Self-monitoring: Templates to help clients ﬁnding a
sustainable way to track and monitor nutrition intake
or physical exercise. Simple by writing, with the help of
an app or even by a video log. The technique makes the
success or failure visible.
3. Self-monitoring as virtual team member: Set smart goals
individually or as a group of people following same goals
in an app or via social media. Not everybody will perform
better under this additional pressure.
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4.

5.

6.

Social support: Daily post in social media to follow
role modules that show how to adhere to the product
or activity. This technique has no personal aspect and
might not work as stand-alone support.
Cooking skills: Incorporate cooking skills and recipes
into your product package or related social media
channels to support long term lifestyle changes and
to be distracted from not sticking to the goal.
Subscription: Provide long term follow up, by
convincing customers to sign up for abos, which will
provide frequently nutritional products or exercise
recommendations. Even if people do not stick to the
behavior constantly, it might motivate them to restart
until the mindset has been set.
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