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The 1st European survey
of this scale

Online survey carried out Feb-Mar 2017 on behalf
of EWPA by YouGov

We asked 7396 adults interested in nutrition and
exercise about their current attitudes towards
protein, in particular whey protein.

The aim Is to establish a consumer perception
barometer and take action to grow the whey
protein consumer base in Europe.
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Who we surveyed

7396 adults
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From 8 European
countries

UK

Ireland

The Netherlands
Spain

France
Germany

Poland

Sweden

EWPA



Today we are sharing with you...

A picture of the ‘Active Nutrition’
consumers, who exercise to stay active
as they age

These consumers are generally positive about
whey protein, but very few understand
whey protein as a solution for them

It is a generational shift of consumers and
we have a real opportunity to make whey
protein relevant to them
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Who are these
/396 consumers?

Active
Nutrition
60%

Interested in exercise
and nutrition

@

16%

exercise at least
once a week
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Nutrition only

%

15%

are on a diet or actively
watching their nutrition

EWPA
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A slightly older group

2 T

18-24 25-34 35-44 45-54 515 =
The majority who exercise 1o% 1e% L 1ev 38%
focus on endurance & cardio
activities rather than strength
and power. 49%0 1%
Vegetarian Vegan

2/3 do not go to a gym or
health club to exercise.

2% 3%

Dairy-free Low or no lactose

WV
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Q: Listed below are possible goals one might strive for when exercising. Please select the ones adapted to you.

Why do they exercise?

549% Stay active as they age —
48%
4 (% Health & wellness Endurance

& stamina

A45% Healthy weight A | e

Strength

Netherlands consumers exercise to
Improve endurance and stamina

German consumers exercise to
Increase body strength

German and Polish consumers
emphasise the importance of
Improving physical appearance
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Q: Do you typically read nutritional or ingredient information on food/beverage packages when deciding to purchase or consume it?

/0% pay attention to labels

Sugar & sweeteners
Shelf-life

List of ingredients
Fat

Protein is as
popular as

Calories
sodium and fibre Country of origin
Carbohydrates

Sodium
Protein

Fibre

Serving size
Health claims

Other
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What they are saying about protein?

13% Trying to up
the amount of
protein in their
diets

/7% Proteinis an 3. 49% Do not know

Important part of the right amount of
the diet protein to consume

21% Have bought {4 80% Cheese is the 67% Different

a “high protein” most frequently T
product in the last consumed protein P
- R - 4 different values
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Q: Using the scale below, please indicate how familiar you are with each of the following protein sources

More people don’t know about whey protein
than know about it

Milk

Egg

Soy
Wheat
Rice
Potato
Whey Protein
Pea
Casein
Algae
Collagen
Hemp

Insect

% Extremely % Familiar % Somewhat

I e 68
I ey 68
e 57
I e 52
e 50
I " 19

L 47%
I . a4

I e 34
I 33

IR . 31

I 26

I 23
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What is a great
finding is that the
majority recognise

that not all proteins
are equal
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Q: How often do you consume each of the following foods?

38% consume whey protein

Lowest %
Highest %

The Germans and the
Polish were by far the

biggest consumers of
whey protein
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Q: Using the scale below, please indicate how familiar you are with each of the following protein-related terms.

The more technical it gets,
the more the knowledge gap widens

Familiarity with protein-related terms % WP non-consumers % WP consumers
Protein found naturally in milk 53 78
Amino acids 45 72 We tested their
Grass-fed protein 66 response to protein-
High quality protein % related marketing terms,

where we observed a

Protein concentrates

=
)

‘technical vs. natural’
contrast between non-
consumers and whey
protein consumers

Sustainable protein
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Native protein

Protein hydrolysates
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Protein isolates

Denatured protein
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Q: How often do you consume each of the following foods?

Some frequently consume dairy, whey protein
and high protein products

% Everyday % Weekly
Milk 47 24
Cheese 32 48
Regular Yogurt 24 33
High protein yogurts 11 27

Amongst whey protein
Whey protein products [ 12 product consumers,
powders remain the
preferred format,

Amino acid products 6 28 | o total whey protein while bars were the

consumers

I

High protein powders 15

most popular amongst
High protein RTDs 6 18 the non-whey protein
product consumers

High protein bars 4 16

High protein gels and shots [ 12
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Q: How often do you consume each of the following foods?

Most prefer to consume whey protein as food

than as a supplement

%
As a supplement to exercise
%
With a meal
In my food
As a snack in between meals
After exercise
As a supplement
Before exercise
Replacing a meal m
Before bedtime
During exercise
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Most said they would
prefer to consume
whey protein as a
food and around their

meals, rather than as
a supplement around
their exercise




Q: How easy do you think it is to find products containing WHEY PROTEIN?

3in 10 think it Is easy to find products
containing whey protein

%

Difficult to find whey protein

Where do they shop for whey protein?

%0 Both consumers and non-
Supermarkets and general retailers consumers indicated that
Online they would prefer shopping
Specialised health shops In supermarkets and
Pharmacies and parapharmacies gener.al retailers for whey
Fitness centres, gyms and clubs || ER SUEE il
Sports Supermarkets (e.g. Decathlon, SportsDirect) m
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Q: Please select the potential benefits that you believe WHEY PROTEIN can provide.

Very few can connect whey protein
to “why” they exercise

% WP non-consumers % WP consumers

Builds and maintain muscle 17 32

Overall, we just need
more consumer buy-in
into the benefits of whey
protein, as not even half

o
\l

Maintains healthy bones and joints 32

Helps muscle recovery after exercise

=
|
N
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Helps achieve a balanced diet

=
N

N
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of these consumers are
aware of any of the
benefits of whey protein

Prevents bone loss during aging
Improves muscle strength

Gives energy throughout the day

Helps stay active as we age
Prevents muscle loss during aging
Keeps hunger at bay in between meals

Improve exercise stamina

Speeds up metabolism and burn more calories
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Q: Now that you have read the definition that is provided, what is your overall opinion on whey protein?

80% of consumers felt positive about the given
definition of whey protein

not very or not sure somewhat favourable very favourable extremely favourable
not at all favourable

Whey protein is a natural, high quality protein that comes from cow’s milk.

It is a rich source of the essential amino acids needed by the body on a daily basis.

In its purest form, it contains little to no fat, or lactose.
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Q: To what extent the following attributes of whey protein makes you want to consume it?

We now know what would drive them to
consume whey protein

% Makes me want % Dissuades me
Keep muscles healthy Only a few understand
Helps stay active as we age !
s good for you m whey protein as a
< low in fa L a solutlpn to why_they
o T e — exercise, unvel_llng |
Contains all the essential amino acids | 8 | great Opportumty to
Improves body composition Q| co_mmunlcate well, and
Helps build muscle bring these consumers
Improves muscle tone [ O to whey protein
Helps lose body fat 9|
Is fast digested [ Q|
Comes from cow's milk
Reduces muscle soreness [ O
Is similar to our muscle proteins [ 9|
Is a good source of BCAAs | 8
Is low in lactose
Is a good source of leucine 9|
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Q: Which of the following do you consider to be barriers to consuming more WHEY PROTEIN?

There is an opportunity to tell them more about
whey protein

% WP non-consumers % WP consumers
| don’t know much about it There are no significant
None, no barriers barriers in reaching for
Price Fhese consumers, they
Not sure where to find it Lubsgu(iovc:eknoxtr;ﬁ(:h
Don’t need it | 8] L
Don't use it, it is not for me | 6]
It is unnatural/processed [ER
Taste [ER
| don’t trust it
Intolerance [ 9
Allergies | ]
Don't like it
Sustainability and other issues
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We can move the opinion of whey protein
In a favourable direction

Lack of awareness is the key barrier
between whey protein and ‘Active Nutrition’
consumers.

These consumers are generally positive
about whey protein, but very few understand
whey protein as a solution for them.

We have a real opportunity to bring whey
protein to the minds of these consumers,
by connecting whey protein to why they
exercise.
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We can move the opinion of whey protein
In a favourable direction

Whey protein is a natural, high quality
protein that comes from cow’s milk.

=
i
It IS a rich source of the essential amino
acids needed by the body on a daily basis.
L.__\

In Its purest form, It contains little to no fat,
or lactose.

*
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Whey protein personas — beyond the gym

| exercise to stay active as |
age and | prefer to do it
outdoors

| watch my nutrition as |
like to eat healthily and |
exercise at least once a
week

Protein is as important
as fibre and sodium for
me, but | won’t
compromise on sugatr,
fat and calories.
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| buy “high protein”
products, but | don’t
control the total amount of
protein in my diet

| wasn’t that familiar
with whey protein but
now you’ve told me
about it, | like the idea

| like my protein to come
from everyday foods,
such as bars and
smoothies

EWPA
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The opportunity for the F&B Industry

Over to you... Help consumers to
understand how much
protein (whey) to consume

Align whey protein with
exercise goals and

Unlock the

Protein Look to get whey

T opportunity @ protein on front of
pack
Continued innovation on whey POY g
protein into mainstream food Promote whey as a natural
and beverage applications. and good protein source
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european whey processors association

Thank you on behalf
of the EWPA
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