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The Research That 
Fueled Today’s Insights
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 U.S. Supplement Consumer PureSegmentation  Research 
 1st study – 2020 Q1
 2nd  study – 2024 Q1

 Objective & Approach: 
 Understand U.S. supplement shopper through a census-balanced market-sized 

segmentation analysis
 Through a combination of attitudinal, behavioral and demographic factors, designed to 

fuel brand strategies with actionable insights that identify, attract and engage a brand’s 
target consumers

 Powered by 2,300+ quantitative interviews of census-balanced U.S. supplement 
consumers for a +/- 2.0% margin of error

| U.S. PureSegmentation  Research

PURE  BRANDING |  PURE SE GM E NTATION ©  2024      |  7



respondents needed to have purchased one of 
these seven categories within the past year.

| Defining a supplement user

To be considered a supplement user,
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of the census-balanced 
respondent pool identified 
as supplement users80%

Census Balanced
+/- 2.0% margin of error

| Supplement users in the U.S.

2,332
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Supplement users 
over age of 18 years 
in United States*

$206.8
Million

*Based on 2020 U.S. Census Data.
 **NBJ Market Overview 2023

Dietary supplement 
industry**

$62.7
Billion
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26%

37%

30%

8%

18 - 34

35 - 54

55 - 74

75+

AGE

GENDER

Male

45%
Female

54%
Nonbinary   1%

EDUCATIONLOCATION

HOUSEHOLD INCOMEETHNICITY

73%

17%

11%

White

Black

All other

16%
22%

39%
23%

$79,160
Average Household Income

26%

28%

13%

20%

14%

High school or less

Some higher ed

Two-year college degree

Four-year college degree

Advanced degree

| Demographics
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Not all

Gen Z
Millennials

Gen X
Boomers

are alike



What are the biggest gaps in 
your organization’s knowledge 
about your target customer? 
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 Supplement Usage
• Spending per Month
• Approach to Supplements
• Supplement Types & Need States 
• Frequency & Routine

• History of Use
• Preferred Forms
• Level of Knowledge
• Subscription
• Personalization

 Customer Journey
• Reason For Starting Supplements
• Influential People 
• Influential Resources
• Role of Social Media
• Research Behavior
• Channel Behavior
• Purchase Drivers

 Health Attitudes
• Health Motivation & Aspirations
• Attitudes Toward US Medical & 

Food Systems
• Impact of the Pandemic
• Desire to Take Charge of their 

Health

• Openness to Sharing about Health
• Health & Wellness Priorities
• Exercise Habits 
• Diets
• Health Status 
• Negative Health Impacts

 Demographics & Personality
• Gender & Age
• Location & Community Size
• Ethnicity 
• Education
• Marital Status 

• Household Size
• Income & Financial Health 
• Employment Status
• Politics
• Personality Type 
• Archetype

 Brand Attraction
• Transparency
• Product Features
• Ingredient Attributes
• Positioning
• Innovative Brand Characteristics
• Brand Loyalty

 Belief in Integrative
• Belief in Holistic Healing
• Belief in Alternative Medicine
• Integrative Practitioner Engagement
• Reasons for Integrative Use
• Integrative Role in Supplement Use
• Role of Religion & Spirituality

| 360° view of your target US consumer
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| Census-balanced PureSegments
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Understanding the 
Pandemic’s  Impact 
on the Supplement 
Consumer
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Trust in medical system & 
interest in holistic health
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Increased
19%

Stayed the same
50%

Decreased
29%

Uncertain
2%

0%

10%

20%

30%

40%

50%

60%

My trust in the medical system has:

| Trust in the medical system has decreased
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7%

17%
16%

24%

21%

13%

2%

14%

26%

21%

17%
15%

7%

0%

5%

10%

15%

20%

25%

30%

Excellent Good Okay Somewhat flawed Seriously flawed Extremely corrupt and
harmful

Uncertain

How would you describe the U.S. medical system?

| Dramatic negative shift in perception of the U.S.
  medical system 
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Post-Pandemic

Pre-Pandemic



Increased
33%

Stayed the Same
56%

Decreased
6% Uncertain

4%

0%

10%

20%

30%

40%

50%

60%

| Belief in a more holistic view of medicine has increased
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My belief in a more holistic view of medicine and healing (body, mind, spirit) has:



17%

23%

33%

9%

12%

2%
4%

0%

10%

20%

30%

40%

I believe in many
alternative medicines

and therapies

I believe in some
alternative medicines
and therapies but not

in others

I am aware of
alternative medicines
and am open to them,

but I need more
information

I generally don’t believe 
in alternative medicine 

I’m very skeptical of 
alternative medicine 

All alternative medicine
is worthless

None of these

| Most have openness to alternative medicine
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Believe in many
33%

Believe in 
some
15%

Aware and 
open
22%

Don't believe
7%

Skeptical
14%

All are 
worthless

8%

How do you feel about alternative medicine and therapies

Believe in 
many
6%

Believe in 
some
22%

Aware and open
33%

Don't believe
13%

Skeptical
22%

All are 
worthless

1%

How do you feel about alternative medicine and therapies

| Supplement behavior by PureSegment
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| Brand Takeaways
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 Brands should recognize their consumers may hold a deep distrust in the 
conventional medical systems (e.g., big pharma) and growing interest in 
holistic and alternative approaches to healthcare. 

 As brand leaders, you might adopt a whole view of your customers’ 
health – considerate of not just their physical but also their mental and 
spiritual well-being. This could manifest in how you design your 
personalization programs, build your advisory boards, inform your 
content strategy or affect how you talk about your bigger brand mission 
and values. 



Taking charge
of your health
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Increased
58%

Stayed the Same
39%

Decreased
3%

0%

10%

20%

30%

40%

50%

60%

70%

| Desire to take charge of health has increased
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My desire to take charge of my own health has:



2%

33%

47%

15%

2%
1%

6%

26%

33%

24%

8%

3%

0%

10%

20%

30%

40%

50%

I am an expert I am relatively well
informed

I know some and am
trying to learn more

I know very little I know almost nothing None of the above

How would you describe your level of knowledge of supplements?

| Knowledge of supplements has increased

Post-Pandemic

Pre-Pandemic



49%
47%

39%

20%

17%
14%

12%

8%

2% 2%

36%

28%

37%

17%

19% 22%

11%

13%

8%

2%
0%

10%

20%

30%

40%

50%

60%

I follow
instructions and

take them as
recommended or

prescribed

I have an
established

routine with the
same

supplements

I research them
to determine

which
supplements are

best for my
purposes

I am price driven,
looking for the

best deals

I experiment to
see how they

affect me

I take
supplements
when I feel a

need for them

I take them when
I remember

I try what works
for others

I don’t know 
enough to 

answer

Other or None of
the above

Which of the following statements are MOST true about your 
interactions with supplements?

| Following instructions & establishing a routine
  have increased
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| Supplement behavior by PureSegment
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| Brand Takeaways
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 Supplement consumers are taking a more active role in their health. 
Brands can provide them with the right resources to inform their 
decision-making. Consumer segments that are well-informed are going 
to be deterred by brands who “talk down” to them. An accurate 
understanding of your customers’ level of knowledge should permeate 
your marketing and engagement strategies. 

 While consumers are more knowledgeable and have an increased desire 
to take charge of their health, the #1 behavior to “take as recommended” 
reveals to us that they’re not necessarily doing it alone. They’re working 
with practitioners and they’re learning from brands. The quality of your 
brand’s recommendation engine and subscription offerings can provide 
today’s consumer with what they’re looking for: clear recommendations 
and tools for creating their routine.

 Supplement consumers are reporting more established routines, which 
means stronger retention and lifetime value potential. 



Shifts in shopping 
behavior & loyalty
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Increased
45%

Stayed the same
51%

Decreased
3%

0%

10%

20%

30%

40%

50%

60%

| Personal use of VMS has increased
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My use of vitamins and supplements has:



15%

59%

10%

5%

5%
3% 4%

1%

13%

41%

6%

11%
8% 9%

2%

0%

10%

20%

30%

40%

50%

60%

70%

Multiple times a
day

Once daily 2–6 times per 
week

Weekly Sporadically, or
only when needed

Rarely Never Uncertain/ It
varies

How often do you take supplements?

| Daily use has increased significantly
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Pre-Pandemic



48%

39%

22%

19%

6%

17%

14%

14%

9%

7%

38%

9%

9%

4%

6%

38%

33%

17%

17%

4%

17%

17%

9%

17%

38%

5%

7%

5%

Large mass retailer

Drugstore

Club store

Regional or local grocery store or supermarket

Convenience store

Natural food chains

Supplement retail chain

GNC

Independent supplement or herb store

Local or co-op natural food store

Amazon

Internet supplement store

Direct from an herbal or supplement brand

Social media

Doctor or healthcare practitioner

Where do you (or the person who shops for your 
household) buy most of your supplements? 
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| Growth at FDMC
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Pre-Pandemic

Post-Pandemic

Note: Social media, supplement retail chains not included in 2020 study



| Multichannel shoppers drive market share

F D M C  O N L Y

16%
% Dollar Market 2020

31%

% Supplement 
Population 2020

3%
% Dollar Market 2024

28%

% Supplement 
Population 2024
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46%
% Dollar Market 2024

58%

% Supplement 
Population 2024

F D M C  M U L T I C H A N N E L



5%

32%

48%

13%

2%

12%

37%
35%

3%

0%

10%

20%

30%

40%

50%

60%

Often Sometimes Rarely Never Don’t know

How often do you typically switch brands of those 
supplements you use most frequently?

| Brand loyalty has increased
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Post-Pandemic

Pre-Pandemic



| Brand Takeaways
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 People are taking supplements daily at much higher rates. People 
prioritized supplements and got into a daily routine during the pandemic 
– and these habits stuck!

 There’s been a meaningful shift in FDMC shopping for supplements, 
which should alter your perspective on where your target consumer 
might be browsing and the brands you consider your competitors. 

 The supplement market is driven by multi-channel shoppers. Knowledge 
of your customers’ shopping behavior should inform your digital media 
tactics, your promotion strategy and your retail distribution. 

 Omnichannel shopping reinforces the need for a strong brand; your 
competitors are no longer just the players in your “lane.”



Industry trust &
transparency
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Increased
33%

Stayed the Same
62%

Decreased
4% Uncertain

1%
0%

10%

20%

30%

40%

50%

60%

70%

| Trust in VMS efficacy and safety has increased
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My trust in vitamins and supplements, their 
efficacy and safety has:



14%

47%

31%

5%

2% 1%
0%

10%

20%

30%

40%

50%

Very trustworthy Trustworthy Neither trustworthy nor
untrustworthy

Untrustworthy Very untrustworthy None of the above

| Trust in VMS industry is strong

In relation to trustworthiness, indicate your perception of 
the vitamin and supplement industry:



58%

51%

42%

27%

21%

18%

17%

9%

7%

6%

54%

47%

39%

32%

30%

20%

23%

14%

13%

9%

Truthful and clear labeling

Verification of product safety and quality

Proof of product efficacy

Where and how products are manufactured and processed

Where and how raw ingredients are sourced or grown

Third-party verification of products and standards

Sustainability impact of how products are sourced, made, and shipped

Labor and human rights of employees and partners

Corporate social responsibility

Management culture and values

What’s most important to you when you consider the 
transparency of a supplement company? 

| Transparency factors remain unchanged
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Pre-Pandemic

Post-Pandemic



| Transparency factors by PureSegment
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23%

46%

25%

3%
1%

2%

26%

44%

23%

3%

0%

10%

20%

30%

40%

50%

Strongly agree Agree Neither agree nor disagree Disagree Strongly disagree Not sure

“Generally, I believe that the more transparent a supplement company is, 
the greater the efficacy of its products.”

| Association between transparency and perception of
  efficacy remains strong

Post-Pandemic

Pre-Pandemic
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44%

38%

28%

21%

19%

17%

17%

15%

15%

13%

29%

38%

28%

25%

19%

20%

18%

17%

15%

13%

Is totally open and transparent

Is relevant to me

Is responsive to customer needs

Is easy, fast, and smart

Is strongly connected to its sources (i e , farmers and growers)

Bases product formulations on latest cutting-edge science

Is caring

Shares my values

Uses latest technology to manufacture and process supplements

Designs products to retain living nutrients

Which of the following company attributes would you MOST want 
from an innovative supplement brand? 

| Transparency more strongly connected to innovation
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Post-Pandemic



| Brand Takeaways
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 Even if consumers generally trust the industry, you still need to earn the 
trust of people who want to trust you. They are still buying individual 
brands and if they lose your trust, they believe that there are plenty more 
options out there. And regaining lost trust, that’s a tough task.

 In a market where everyone says they are transparent you need to 
reinvest more into your transparency programs and connect your 
transparency to your innovation and your storytelling. This is important so 
your consumers will pay attention to your commitment to transparency, 
and that will feed into their belief in your products’ efficacy. 



Segmentation 
in Action
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| Consumers are inundated with needs-based marketing

PURE  BRANDING |  PURE SE GM E NTATION ©  2024      |  4 6



34%

33%

31%

30%

27%

25%

24%

23%

20%

20%

20%

19%

19%

17%

17%

34%

25%

23%

37%

9%

16%

22%

18%

17%

19%

14%

12%

17%

17%

30%

Immune health

Digestive health

Energy levels

Overall health and wellness

Brain health (e g , memory, cognitive function, or brain fog)

Heathy aging

Beauty (e g , hair, skin, or nails)

Bone health

Joint health

Cardiovascular or heart health

Blood pressure

Filling nutrition gaps

Sleep

Mood or mental health (e g , anxiety or depression)

Stress

For which of the following health reasons do you use supplements regularly?

| Digestive, energy, brain and healthy aging all growth
  areas post-pandemic
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Post-Pandemic



137

69

106
100 102

61

1

Sleep Index
19% of U.S. supplement consumers list sleep 

as a reason for taking supplements

| Supplement behavior by PureSegment
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All sleep support supplements share similar structure function claims:

• Supports body’s ability to adjust to healthy sleep pattern

• Promotes relaxation and supports restful sleep

• Promotes tranquil sleep environment

• Reduces stress for a more peaceful night’s sleep

• Supports uninterrupted sleep

• Encourages healthy sleep patterns without dependency

• Promotes balanced sleep cycle

And all sleep support supplements are the best, highest quality and most effective.

Brands can grow by connecting to what’s important to their 
target segments.

| Assume the following:
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 Supplement Usage
• Spending per Month
• Approach to Supplements
• Supplement Types & Need States 
• Frequency & Routine

• History of Use
• Preferred Forms
• Level of Knowledge
• Subscription
• Personalization

 Customer Journey
• Reason For Starting Supplements
• Influential People 
• Influential Resources
• Role of Social Media
• Research Behavior
• Channel Behavior
• Purchase Drivers

 Health Attitudes
• Health Motivation & Aspirations
• Attitudes Toward US Medical & 

Food Systems
• Impact of the Pandemic
• Desire to Take Charge of their 

Health

• Openness to Sharing about Health
• Health & Wellness Priorities
• Exercise Habits 
• Diets
• Health Status 
• Negative Health Impacts

 Demos & Personality
• Gender & Age
• Location & Community Size
• Ethnicity 
• Education
• Marital Status 

• Household Size
• Income & Financial Health 
• Employment Status
• Politics
• Personality Type 
• Archetype

 Brand Attraction
• Transparency
• Product Features
• Ingredient Attributes
• Positioning
• Innovative Brand Characteristics
• Brand Loyalty

 Belief in Integrative
• Belief in Holistic Healing
• Belief in Alternative Medicine
• Integrative Practitioner Engagement
• Reasons for Integrative Use
• Integrative Role in Supplement Use
• Role of Religion & Spirituality

| 360° view of your target US consumer
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| 360° view of your target US consumer
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Positioning

Health
Aspirations

Integrative
Sentiment



Transparent: Is transparent in all it does to assure proof of quality, trust, and safety

Pure: Uses only the purest ingredients while supporting the environment through its own practices

Proprietary clinical: Uses proprietary and clinically proven ingredients and formulas

Empowers: Inspires and empowers people like me, who want to take control of my health

Women’s health: Focuses on solutions that address women’s health issues because women face 
different challenges than men

One health issue: Specializes and has expertise on the one health issue that is most important to me

Sets standards: Sets the definitions and standards for supplements, from science to sustainability

Cutting edge: Is on the cutting edge of smart technology to deliver a remarkable experience for 
nutritional health

Men’s health: Focuses on solutions that address men’s health issues because men face different 
challenges than women

Activist: Is uncompromising and is not afraid to be a watchdog for the industry

| Brand positioning

PURE  BRANDING |  PURE SE GM E NTATION ©  2024      |  52



Brand CBrand BBrand A

A
ut

he
nt

ic
 

P
o

si
ti

o
n

| For Example: 
3 Sleep Brands With 3 Different, Authentic Positions

Pure
Uses only the purest ingredients while 

supporting the environment through its 
own practices

Proprietary Clinical
Uses proprietary and clinically proven 

ingredients and formulas

Women’s Health
Focuses on solutions that address 

women’s health issues because women 
face different challenges than men
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| Opportunity to align with the PureSegment that most
   resonates with each authentic position 

Pure
Uses only the purest ingredients while 

supporting the environment through its 
own practices

Proprietary Clinical
Uses proprietary and clinically proven 

ingredients and formulas

Women’s Health
Focuses on solutions that address 

women’s health issues because women 
face different challenges than men

PureSegment 1
over indexes

PureSegment 2
over indexes

PureSegment 3
over indexes
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53%

49%

26%

24%

20%

20%

19%

18%

16%

15%

10%

10%

10%

1%

4%

Live a longer, higher quality of life

Feel better each day

Help me perform at my best

Be more physically active

Feel more motivated, empowered, and confident

Keep doing the things I love

Make me feel strong and in control

Get more enjoyment out of life

Look my best

Help me feel hopeful about my future

Meet my exercise and athletic goals

Tackle new physical and mental challenges

Spend quality time with my loved ones

Other

None of the above

Beyond health reasons, which of the following are the most important 
reasons you take supplements? 

| Beyond health reasons
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| Appealing to what motivates your target segment

Pure
Uses only the purest ingredients while 

supporting the environment through its 
own practices

Proprietary Clinical
Uses proprietary and clinically proven 

ingredients and formulas

Women’s Health
Focuses on solutions that address 

women’s health issues because women 
face different challenges than men

Over indexes for wanting their 
supplements to help them meet their 
exercise goals and be strong and in 

control

Over indexes for wanting their 
supplements to help them get more 
quality time with their loved 

ones

Over indexes for wanting their 
supplements to help them tackle new 

challenges and make them more 
hopeful about the future
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PureSegment 1
over indexes

PureSegment 2
over indexes

PureSegment 3
over indexes



31%

26%

26%

25%

25%

24%

23%

21%

20%

20%

19%

18%

8%

6%

They offer personalized care

They give me clear insights and takeaways to improve my health

They look to root causes (vs  symptom management)

They focus on wellness and optimal health as opposed to disease management

They help me understand what and how supplements may improve my health

They look to natural remedies and supplement rather than prescription drugs

They take into account my lifestyle and environmental factors

They are patient-centered, emphasizing the physician-patient relationship

They help me in ways conventional medicine cannot

They introduce me to new alternative therapies

They treat the whole me and look beyond the physical to treat the energetic or…

They give me the empowerment I need to get well

They align with and support my negative opinion of the flawed food and medical…

None of the above

Which of the following do you most appreciate about your 
experiences with your integrative HCPs?

| Integrative HCP appreciation
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| Aligning with your target segments attitudes

Pure Proprietary Clinical Women’s Health

Over indexes for an integrative 
experience that looks to natural 

remedies over prescription drugs and  
that focuses on wellness rather 

than disease management

Over indexes for an integrative 
experience that feels personalized and 

that looks to root causes rather 
than symptom management

Over indexes for an integrative 
experience that takes into account their 
lifestyle and environmental issues 

and that empowers them to get well

PureSegment 1 PureSegment 2 PureSegment 3

Strong and in control More quality time
with their loved ones

Tackle new challenges and more 
hopeful about the futureS

eg
m

en
t 

M
o

ti
va

ti
o

ns
S

eg
m

en
t 

A
lig

nm
en

t
A

ut
he

nt
ic

 
P

o
si

ti
o

n

PURE  BRANDING |  PURE SE GM E NTATION ©  2024      |  58



| Three distinct sleep brands that resonate 
  with their target PureSegment

• Made with only the 
purest ingredients

• Get the sleep you need 
so you can be strong and 
in control

• It’s time to transition to 
the natural solution that 
puts you on the path to 
wellness 

Brand A

• Made with proprietary
and clinically proven 
ingredients

• Get to the root cause of 
your sleeplessness

• You deserve a good 
night’s sleep every night 
so you can spend more 
quality time with your 
loved ones

Brand B

• Made for women because 
they face different 
challenges than men

• Hope is on the way. Get 
the sleep you need so you 
can tackle those new 
challenges

• In a world filled with 
toxins and stress a good 
night’s sleep will 
empower you

Brand C
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Access to PureSegmentation
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• Deep consumer profiles that are the 
foundation for cost-effective & 
actionable custom research for 
supplement brand marketers

• Census-balanced market-sized 
segmentation powered by 2,300+ 
quantitative interviews of U.S. supplement 
consumers conducted in Q4 2023 with a 
+/- 2.1% margin error 

• Designed for rapid brand definition, 
positioning, innovation and growth

• Actionable research that fuels:
• Brand

• Marketing

• Sales

| A powerful tool for supplement marketers
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BRAND

 Brand development & market positioning

 Brand storytelling & campaign development

 Packaging design

SALES

 Pricing & promotion strategy

 Retail strategy and expansion into FDMC, 
natural, DTC or practitioner channels

 New product innovation & portfolio expansion 

| Pure Branding clients have used PureSegmentation 
  research to fuel:
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MARKETING

 Consumer journey design & lifecycle 
marketing

 Marketing channel mix & targeting

 Personalization programs

 Content strategy

 Transparency programs

 Product page and landing page design

 Influencer or advisory programs



| Investment options
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PureSegmentation
+ Consulting Session

PureSegmentation
+ Typing Tool

Custom
PureSegmentation

Gain insight into the
6 market-sized segments 
and consulting support to 
interpret actionable 
application for your brand

Uncover which consumer 
segment your current 
customer base falls into so 
you can more effectively 
reach, engage and retain 
that audience

Uncover both your current 
customer and opportunity 
target segments, and test 
responsiveness to 
positioning that can drive 
brand growth

Starting at $25K



| Thank you!
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“Indispensable Data for All
Supplement Brands, Hands Down!”

— Robert Craven, Founder, ScalePassion; —

Former CEO, MegaFood & Garden of Life

For more information, reach out to:

Yadim Medore

yadim@purebranding.com

413-548-9900 x301

www.purebranding.com/segmentation
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