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Why branded
ingredients matter

What are branded ingredients?

In the dietary supplement industry, the term ‘branded ingredients’
refers to ingredients that are trademarked and marketed under a
specific brand name that is also featured on the label of a finished
product. These ingredients are often built upon extensive research,
development, and scientific substantiation and many offer
associated benefit statements and health claims.’

Givaudan

When looking to develop a new product concept, swap an
ingredient or source a backup supply, there is a diverse array of
solutions on the market to choose from. Many companies opt to use
branded ingredients, which are backed up by strong scientific
evidence and sourced transparently, as a way to guarantee their
customers a high-quality product.

But how do consumers perceive branded ingredients in health,
dietary and food supplement products — and are they prepared
to pay a price premium for high-quality? We spoke to over 2000
consumers from six countries to find out.'

Givaudan’s branded ingredient portfolio
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We talked to

2000+ consumers

from 6 countries
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Key findings

By using branded ingredients, you can create products that offer the
key attributes that consumers are looking for — high-quality ingredients
and effective, clinically substantiated supplements — and build brand
trust and loyalty. Read on to explore our insights in more detail.

/0%

of consumers surveyed find the idea
of including branded ingredients in
dietary supplements appealing.?

60%

of consumers perceive supplements
made from branded ingredients to
be high-quality, with similar numbers
perceiving them as more trustworthy
and more effective.’

!
1in 2

consumers are willing to pay a
10% price premium for dietary
supplements made with
branded ingredients.*

‘

About Givaudan

In 2018, as part of its strategy to strengthen its
capabilities in natural flavour solutions for
customers, Givaudan acquired Naturex, a global
leader in plant extraction and development of
natural ingredients for food and beverages,
nutrition and health and personal care.

Through this and other acquisitions, Givaudan has
expanded its offering to create a broad portfolio
of scientifically substantiated botanical
ingredients. Partner with us to harness our
expertise and advanced proprietary tools to
create innovative food and wellbeing experiences
and accelerate your time to market.
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Top 3 reasons consumers
take dietary supplements

We asked consumers to share all the reasons they
take dietary supplements. Here's what they told us.

Energy for their morning workout.
Focus for that important afternoon P
meeting. The nutrients they need to | = | ¢
start each day feeling their best. > A 3 ” o

&

Consumers choose dietary supplements for -
many reasons, and our research clearly
reveals the key factors guiding their decisions.

‘ 52% 52% 47 %

Immune health Overall health and nutrition Improving energy levels

i
Top 3 factors driving consumer el - - ol i
purchasing decisions 5 2
We asked survey respondents which factors
would most influence their decision when
purchasing a new dietary or food supplement.

-

1. Good value for money

2. High-quality ingredients

3. Effective, clinically proven supplements
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How consumers
perceive brand

&® Overall appedl

Insight 1
[ ] [
d Branded ingredients R R S R S
Ingre Ien.l.s appeal to consumers SRRRRRRAR
; Our research found that consumers "
are both aware of branded 7 In ‘IO
ingredients and find their inclusion find the idea of including branded

ingredients in dietary supplements

in dietary supplements appealing.
R A £ either appealing or very appealing

LA
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€ Price
Insight 3
Consumers are willing to pay i i g & % 4, “Our botanical expertise, scientific :
1 " / i ok Vs W _ .y
more for branded mgredlen’rs . _ N know-how and holistic knowledge o
: : a aX"e \ taste, colours and texture can help you
While price remains a driver of ‘I in 2 A \ -’/-, ] Waas - # % 44 develop a variety of nutraceutical and
consumer decision-making, our T ff; ‘ﬁ:‘ % RS food and beverage applications your
research shows that respondents value consumers would be willing to pay . - .‘,,_‘% v/ g \ consumers will love — with all the
branded ingredients to such a degree a price premium for supplements " rs AT : ' positive associations that come with
that they are willing to pay a premium with branded ingredients w s — 2 branded ingredients.”
for supplements that contain them. o Xa
| Dan Souza, Global Product Manager,
4 - Health Essentials, Givaudan Taste & Wellbeing

¢, Natural ingredients

Insight 4

Consumers are looking for Q5% +
natural branded ingredients These four insights show how branded ingredients

Now more than ever, people care consider natural ingredients at least give consumers the confidence that their
about what is in the products they somewhat important when selecting a supplements are going to deliver the benefits
consume.” Amidst all the conflicting dietary or food supplement fo purchase theyre looking for — and nutraceutical companies

messages about how to support our the opportunity to charge a price premium for
health, one trend cuts through the noise: 700/0 their effective, high_qua|i1.), produc’rs.

consumer interest in familiar, clean and
minimally processed natural ingredients.
Our research found that it’s a trend that consider natural ingredients extremely
carries through to supplements too. important
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% Mind & energy

Cereboost™

Cereboost™ draws its power from
ginsenosides in American Ginseng,

a potent adaptogen, and is clinically
proven to support mental performance
and cognitive wellbeing.®”

Applications
Tablets, capsules, sachets, gummies.

Concept

Brainboost

Peppermint flavoured gummy,

paired with Cereboost™ American
Ginseng, which is clinically proven
to support cognitive performance.

© Cereboost”

4. Our portfolio 5. Let's work together

47%

of consumers would like to improve
their energy levels

& Physical health

CocoActiviM

CocoActivi™ is a natural, patented
cocoa bean extract standardised to
29% cocoa flavanol, which supports
healthy blood flow and
cardiovascular health.?

Applications
Capsules, gummies, softgels.

Concept

Activ Protein with
CocoActiviM

Activ Protein with CocoActivi™
supports sports performance and
recovery, cardiovascular health,

and blood flow.

¥ CocoActiv”

52%

of consumers are looking for
supplements to support their overall
health and wellbeing

Givaudan
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& Intimate health

Pacran™

Pacran™ is a 100% natural blend of
whole cranberry ingredients purpose
built for urinary tract health. This clean-
label, cost-effective solution is
supported by gold-standard
science!®12131415 gnd several countries
have approved its health claims.'1718.1

Applications
Tablets, capsules, sachets, gummies.

Concept

Cranberr’Ease

Chewable tablet for women’s
urinary comfort, combining
Pacran™ cranberry and vitamin C
from acerola. An all-natural solution
supported by robust clinical trials.

& Pacran”

4. Our portfolio 5. Let's work together

15%

of women are interested in taking
supplements to support their intimate health

O

CRANBERR’EASE

> \.,-

PACRAN" CRANBERRY

CRANBERRY CONTRIBUTES TO URINARY COMFORT'

RICH IN VITAMIN C FROM ACEROLA

"Health Claim pending European authorisation

Q Gut and Immunity

OatWell™

The health-supporting benefits of oats
are widely known among consumers.
OatWell™, our unique prebiotic fibre
ingredient, delivers nutritious and
delightful food experiences that
support gut health?® and more.

Applications
Ready to mix powders.

Concept

Snacktastic

Natural, puffed savoury snack
high in fibre with OatWell™ oat
beta glucan. Incorporates guarana
berries from Brazil and provides

a natural source of vitamin C to
support energy and cognition.

¥ OatWell”

Givaudan

52%

of consumers would like to take a
supplement to support their immune system
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The challenge

Consumers rank flavour as the most important factor
: when choosing food and drink products. Non-pill
Boostil . L | | supplements are similar. While health and nutritional

gummie e - F benefits are paramount, consumers also look for an
brande 2 i enjoyable taste experience.
| Gummies provide an excellent format for consumers looking for

supplements that offer great taste and texture, and that are also
convenient to transport and easy to ingest.

But research has also revealed that trust in gummies is often lower
due to their similarity with confectionery.”

The solution

Cereboost™ is a patented American
Ginseng extract supporting mental
and cognitive wellbeing®"*'* with
clinically proven benefits for mood,
attention, energy and memory.?3
Incorporating a clinically proven
branded ingredient like Cereboost™
into your gummies could help to build
consumer frust.

The result is a product that consumers
perceive as higher quality, more
trustworthy and more effective, giving
you a competitive advantage.
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Innovating
with Givaudan

The findings are clear: consumers are aware of
branded ingredients and — driven by perceptions of
quality, trustworthiness and efficacy — they want to
see them in more dietary supplement products.

We know that sourcing and reformulating But ingredient choice is just one part of Contact us

to incorporate new ingredients can be the picture. With our extensive expertise

complex and time-consuming. That's why in botanicals, health, regulatory, flavour Take a deeper dive into the research results

we're here to help. creation and applications, and our or find out how we can support you throughout
proprietary digital tools, we can help your product development process.

Givaudan’s trusted, responsibly sourced
natural ingredients can enable you to
transform consumer preferences for
branded ingredients into innovative, high-
quality products, backed by solid science.

you solve pain points in your new
product development, enter new
markets, and co-create new supplement
experiences that deliver proactive
health benefits and better nutrition.

global.healthandnutrition@givaudan.com

Visit our Health Solutions’ Hub to learn more
about our branded ingredients.

Health Solutions’ Hub

14


https://healthnutritionhub.givaudan.com/?gad_source=1&gad_campaignid=21183774149&gbraid=0AAAAADDsSWXFWgOBT3uZtcOgqxxMrJw2U&gclid=CjwKCAjwwNbEBhBpEiwAFYLtGBAKWvmE1Sic23ZRK6aOdu1MZBIuoU091JQwxngIZ6mH_pMN5Gd_ORoC6wUQAvD_BwE

Discover our trademarked ingredients

Trusted, natural ingredients backed by science.

"
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Intimate health & Intimate health
= .r‘ *

Intimate

health

5 brand strenghts to give you the edge

= 'Y

Clinically proven Claims and Application Natural, sustainably Premium
health benefits regulatory expertise expertise sourced botanicals Trademarks

Explore the Givaudan
Health Solutions’ Hub

Discover the science, benefits, and sourcing stories
behind our botanical ingredients and get inspired
to co-create innovative wellness experiences that
consumers will love. Check it out!

\ o4

. a !
.,-ffﬂf-.'-'h Mmate
Health

Givaudan
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. Data on file (2024) Givaudan 2024 Branded Ingredients Research. Survey of 2060 consumers in Brazil, France,

Germany, Netherlands, the UK and the USA.

. Overall, 7 in 10 find the idea of including branded ingredients in dietary supplements appealing.
. 60% of those surveyed perceived branded ingredients to be higher quality, 57% perceived them as more trustworthy

and 56% perceived them as more effective than non-branded ingredients.

. Overall, 47% of respondents indicated they would be willing to pay a 10% price premium.
. Mintel (2024) The Global Trends Driving the Evolution of Healthy Eating. Available on: https://www.mintel.com/

insights/food-and-drink/global-trends-driving-evolution-of-healthy-eating/ (assessed 11 July 2024).

. Ossoukhova A. et al. (2015) ‘Improved working memory performance following administration of a single dose of

American ginseng (Panax quinquefolius L.) to healthy middle-age adults’, Human Psychopharmacology, Clinical and
Experimental, 30(2):108-122.

. Shin K. (2016) ‘Cereboost™, an American Ginseng extract, improves cognitive function via up-regulation of choline

acetyltransferase expression and neuroprotection’, Regulatory Toxicology and Pharmacology, 78:53-8.

. Grassi, D. et al. (2014) ‘Cocoa consumption dose-dependently improves flow-mediated dilation and arterial stiffness

decreasing blood pressure in healthy individuals’, Journal of Hypertension, 33(2):294-303.

. Grassi, D. et al. (2005), ‘Cocoa reduces blood pressure and insulin resistance and improves endothelium-dependent

vasodilation in hypertensives’, Hypertension, 46(2):398-405.

Data on file. Howell A. et al. (2013) ‘Assessment of bacterial anti-adhesion activity of Pacran® in human urine against
P-type uropathogenic Escherichia coli. A randomized, placebo-controlled, ex vivo, double-blind, crossover trial’.

De I'Agence francaise de sécurité sanitaire des aliments d’évaluation des justificatifs concernant I'allégation
«contribue & diminuer la fixation de certaines bactéries _E. coli _sur les parois urinaires » pour un nectar/cocktail de
jus de cranberry / canneberge. Afssa — Saisine n® 2004-SA-214. 1. Available at: https://www.anses.fr/en/system/
files/NUT2006500256.pdf (assessed 6 February 2024).

Data on file. Howell A. et al. (2013) ‘Assessment of bacterial anti-adhesion activity of Pacran® in human urine against
P-type uropathogenic Escherichia coli. A randomized, placebo-controlled, ex vivo, double-blind, crossover trial’.
Data on file. Howell A. et. al. (2009) ‘Bacterial Anti-adhesion Activity of Human Urine: Pacran Capsule vs. Urell
Capsule Consumption’.

Data on file. Howell A. et al. (2009) ‘Bacterial Anti-adhesion Activity of Human Urine Following 27% Cranberry Juice
Cocktail vs. Pacran Capsule Consumption’.

Data on file. Howell A. et al. (2009) ‘Bacterial Anti-adhesion Activity of Human Urine: PACran Capsule vs. Theracran
Capsule Consumption’.

S. Korea Food and Drug Administration. Claim wording: May help to maintain urinary tract health by preventing
urinary tract infection. 3 November 2019

Health Canada Natural Product Number 80053151. Claim wording: Helps prevent recurrent urinary tract infections
(UTls) in women or used in Herbal Medicine to help prevent recurrent urinary tract infections (UTls). 15 August 2014.
Colombia (INVIMA). Claim wording: Helps in the management of recurrent UTI. 18 November 2015

US (FDA). 21 July 2020.

EFSA Panel on Dietetic Products, Nutrition and Allergies (NDA) (2011) ‘Scientific Opinion on the substantiation of
health claims related to oat and barley grain fibre and increase in faecal bulk (ID 819, 822) pursuant to Article 13(1)
of Regulation (EC) No 1924/2006’, _EFSA Journal, _9(6):2249.

Information about this study is pending.

Global Market Insights (December2024), Gummy Market Size - By Type, Demography, Distribution Channel
Analysis, Share, Growth Forecast, 2025, Available at: https://www.gminsights.com/industry-analysis/gummy-market
Scholey A. et al. (2010) ‘Effects of American ginseng (Panax quinquefolius) on neurocognitive function: an
acute,randomised, double-blind, placebo-controlled, crossover study’, Psychopharmacology, 212(3):345-56.
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https://www.gminsights.com/industry-analysis/gummy-market

Human by nature

Proprietary business information of Givaudan © 2024



