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It is no mystery that food and 

beverage manufacturers are  

constantly trying to innovate and 

create new products to keep up 

with consumer trends. Traditional 

products are being replaced 

more and more with items such 

as sugar-free soft drinks and  

better-for-you snacks. FMCG  

Gurus research shows 61% of 

global consumers have looked to 

improve their overall health in 

the last two years, leading many 

to look for healthier snacks. In 

the last 12 months, 51% of  

consumers said they have 

switched from “traditional” snack 

products, such as chocolate and confectionery, to high-protein/low-sugar alternative snacks.¹ 

 

Food and beverage manufacturers, both 

large and small, need to innovate to 

keep up with health-conscious  

consumer demands otherwise the  

competition is likely to outperform 

them. Finding the right supplier partner 

to assist in product development and 

ingredient sourcing is critical. According 

to Grand View Research, Inc., the U.S. 

ingredients market is anticipated to 

reach $42.6 billion by 2025.
2
 A shift in 

consumer preferences towards natural products has forced ingredient manufacturers to focus 

more on research and development of naturally extracted, minimally processed, and nutrient rich 

ingredients. 

 

We will look at a few food and beverage categories – sports and nutrition drinks, cookies and chips, 

and plant-based dairy alternatives. You will gain some insight as to what products consumers are 

seeking, why, and what different ingredients are being used to formulate these products. Once you 

gain a better understanding of what consumers are seeking in their food and beverage purchases, 

you can work with an ingredient supplier like International Food Products Corporation (IFPC) to 

identify what you will need to make the production or reformulation of your product(s) successful. 
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51%  
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as chocolate and confectionery, to high-

protein/low-sugar alternative snacks 



 

 

Sports and Performance Nutrition 
Consumers are continuing to seek out sports and performance  

nutrition products with less sugar. Excessive sugar consumption 

and its effect on personal health remains a major concern for many 

U.S. sports and protein drink users. As many as 6 in 10 consumers 

consider these products to be too high in sugar, reflecting the need 

for reformulation and new approaches to delivering functional 

alternatives that are low in, or free from sugar.
3
 Responding to this 

need, performance nutrition brands in North America have been 

launching new varieties of products or reformulating their current 

products using artificial or plant-based sugar substitutes, like stevia 

and monk fruit.  

 

The keto diet is one of the most popular 

diets in the US for weight loss and is  

becoming popular among athletes. While 

this diet has been shown to produce  

beneficial metabolic changes, it is also  

considered very restrictive and hard to  

follow by most consumers. Nonetheless, it 

has grown in popularity over the last few 

years. Sports nutrition brands are tapping 

into this trend by offering more products 

that suit the various demands of keto  

dieting. 

 

Gut health is a niche, but also growing, aspect of performance nutrition. According to recent medical 

research, increased protein intake in athletes may decrease health-promoting bacteria in the  

microbiota. Most performance 

nutrition products are high in 

protein, but wider consumer 

interest in benefits such as gut 

health could represent an  

opportunity to create  

products with complementary 

benefits. This would allow  

consumers to take a more  

holistic approach to their own 

wellbeing. 
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Cookies and Chips 
Consumers are increasingly mindful of what they eat and 

what others see them eating. Therefore, formulating 

with low sugar and better-for-you ingredients, along 

with natural and less processed ingredients, can help 

ease consumers’ indulgence guilt and drive sales. Cookies 

and crackers are enjoyed by consumers as a snack or as 

an indulgent treat, but this does not mean that they are 

not also looking for a cookie or cracker which is a healthier or more nutritious option. Indeed, almost 

a third of cookie consumers in the U.S. are interested in cookies with low sugar, while a quarter of 

adults in the U.S. would eat more crackers if they were healthier 
4
. 

Consumers are also looking for more natural and healthier options that suit their health-conscious 

needs. They are focusing on labels, ingredients, production methods, and developing ideas about 

what choices they make with their diet and which consumption habits constitutes as "healthy." In the 

U.S., this trend is evident in the snack segment, as more than six in ten 

consumers consider chips made from all-natural ingredients healthier 

than other chips.
5
 Snack brands are tapping into this by positioning 

themselves as natural and healthy, offering better-for-you products that 

provide energy or are low in calories, and developing free from trans or 

saturated fats. 

 

A great example of this is the boost in innovation around potato snacks. 

There has been a noticeable increase in launches of potato snacks  

featuring natural claims between 2019 and 2020. The sector has been 

active in cutting out preservatives and added flavorings and colors. 
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https://data.mintel.com/databook/919764/


 

 

Plant-based Diary Alternatives 
As consumers look for healthier options to add to their diet, 

plant-based dairy alternatives remain at the forefront. Milk 

and dairy products are one of the top sources of saturated 

fat in the American diet, which contributes to conditions like 

heart disease, type 2 diabetes, and Alzheimer’s disease. More 

than 745 million units of plant-based milk were sold in 2020, 

and unit sales grew 18 percent.
7 

 

 

The inherent and added nutritional qualities 

of plant-based ingredients are appealing 

more to consumers every day. Plant-based 

milks tend to be lower in both fat and  

calories compared to cow’s milk. 52% of adults in the U.S. are purchasing more non-dairy milk  

because they think it is healthier.
7
 Although almond-based products still seem to be the most  

consumed, pea protein, oats 

and coconut ingredients are 

seeing noticeable gains in 

plant-based dairy launch  

activity (see graph on right).  

 

Milk consumption has steadily 

been on a decline for years, 

and other dairy products are 

also following suit. The global 

vegan yogurt market size was 

valued at USD 1.6 billion in 

2019 and is projected to grow 

at a compound annual growth 

rate (CAGR) of 18.9% from 

2020 to 2027.
8
 These  

dairy-free alternatives offer 

live and active cultures, plenty 

of protein, and no added  

sugar. They are made from 

plant-based ingredients such 

as soy, coconut, almond, and 

cashew, which are the  

healthier options consumers 

are seeking. 
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The Ingredients to Watch 
Sugar Replacements: 

The demand for sugar replacement with natural  

sweeteners will continue to grow. In global stevia-

containing food and drink products, sucralose and 

erythritol are on the rise, while artificial sweeteners,  

aspartame, cyclamates, and saccharins are declining. 

Sugar is a difficult ingredient to replace because it  

provides more than just sweetness in a product.  

Removing sugar can 

also affect viscosity 

and mouthfeel. The 

right combination of 

sweeteners will create 

a flavor profile that 

better resembles that 

of sugar, instead of the 

bitter, metallic, and 

lingering aftertastes 

commonly associated 

with high intensity 

sweeteners. By hitting several sweetness receptors at one time, the  

perceived mouthfeel of the product is greatly enhanced. 

Fibers: 

To support digestive health and help improve the nutritional profile of a 

product, many companies are turning to prebiotic fibers such as inulin, 

chicory root, and Jerusalem artichoke. Prebiotic claims are up 42% in  

global food and drink launches, between 2016-2020.
9
 Understanding  

the functionality of these different fibers is key to perfecting your product. 

Some prebiotic fibers can be used to improve the nutritional profile of a 

product by supporting sugar reduction or fat reduction. They can also offer 

a clean label alternative to maltodextrin in many different low sugar  

products. 

Plant proteins: 
Plant proteins take on various roles in plant-based meat and dairy 

products. Plant proteins are used as base ingredients to deliver 

technical characteristics and “high/source of protein” claims.  

According to MarketsandMarkets, the global plant-based protein 

market size is projected to grow from USD 10.3 billion in 2020 to 

USD 15.6 billion by 2026, recording a CAGR of 7.2% during the 

forecast period. This is attributed to the growing usage of pea  

protein in the food industry and innovation in the technologies 

used for extraction of plant-based proteins. North America region 

accounted for the largest market share in the global plant-based 

                protein market.
10
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Conclusion 
It is crucial to find an ingredient supplier that you can rely on for not 

only raw material sourcing, but product development questions. 

When creating new products to keep up with consumer demands, 

you need a partner who understands the different functionalities of 

the ingredients needed to do so. When reformulating existing  

products or trying to find a replacement for unwanted ingredients in 

your product, replacement is not always simple and straight forward. 

It could take a blend of functional ingredients to achieve the taste 

and nutritional value your consumers are looking for. Many food and 

beverage manufacturers do not have in-house research and  

development teams to test ingredients and applications, making it 

crucial to seek out a supplier with that asset. At International Food 

Products Corporation (IFPC), we pride ourselves on the expertise of 

our R&D team as well as the decades of ingredient knowledge 

amongst our category managers. We are here to be an extension of 

your business. Get in touch with and IFPC representative today! 
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To learn more about IFPC and our ingredient  

offerings, please visit: www.ifpc.com. 
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