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Global Nutrition Industry: 2000 vs. 
2009
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Regulation & Legislation
• Food safety
• Supplement GMPs
• NDI:ODI argument
• Steroids & adulteration
• Recent FTC activity

– Immunity
– Weight
– Social media



The Asia perspective
• New and/or evolving regulations in:

– China
– India
– ASEAN
– Vietnam



Channel strategy
– Distribution or direct

• MLM
• Retail
• Mass
• Practitioner
• Other issues



PRODUCT EXAMPLES



























TARGET MARKETS



Demographic, health or other target?
• Ageing and ‗nutri-beauty
• Cardiovascular
• Active fifty-somethings…

– active, digestive, cognitive, recovery, joint
• Immunity
• Healthy indulgence
• Relaxation beverages



MEDIA & THE INDUSTRY 
CALENDAR



Numerous communication vehicles 
and strategies

• Tradeshows
• Conferences
• Summits
• Magazines
• Websites
• Social media
• Public relations



ASSOCIATIONS & 
ORGANIZATIONS



Become vested….
• Organic
• Natural
• Trade associations
• Organizations
• Other not for profit groups





Connect with NBJ

Products
• Subscribe!

Individual & corporate rates
• Research reports
• Consulting services
• Web seminars
• Data tables
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Why Engredea:

• SOURCE the latest ingredients, technologies, 
manufacturing services, equipment and emerging 
science 

• IDENTIFY and keep up with new innovative 
market trends to aid product development

• NETWORK with colleagues and find new 
business contacts

• LEARN at the unmatched education program on 
key industry issues including regulations and 
trends

• STANDARDS run by New Hope Natural Media 
vet and ensure compliance, quality buying  and 
overall experience

• HOME to leading industry organizations central to 
ingredient innovation and policy determination

• OVER 72% of attendees are involved in ingredient 
purchasing and/or product development

• EXPANDED concierge program and formulation 
area on the show floor

Event Overview:

Encompassing the world of ingredients, Engredea brings 
together the community of leading suppliers and manufacturers 
to source new ingredients, packaging, technologies, equipment, 
and services.  Engredea cultivates innovation for tomorrow‘s 
best-selling products across food/ beverage, dietary supplement 
and nutricosmetic categories 
by offering hundreds of exhibits, formulation demos, networking 
events and education opportunities for the industry. Engredea is 
the place for product development.



Past Attending Top Companies Include:

Abbott Laboratories • Beech Nut Nutrition Corp. • BI 
Nutraceuticals • Cadbury • Schweppes • Campbell Soup 
Company • Cargill • Clif Bar and Company • Con Agra Foods • 
Contessa Premium Foods • CVS Pharmacy • Del Monte 
Foods • Food Export Alliance • Frito-Lay • General Mills • 
Georgia-Pacific Chemicals • Global Organics • Harris Tea 
Company • Hershey Company • J.M. Smucker • Kellogg • 
Keebler Food Ingredients • Kerry Inc. • Kraft Foods • Land 
O'Lakes Ingredient Solutions • Loréal USA • National Vitamin 
Company Inc. • Nature's Gate • Nestlé • Neutrogena 
Corporation • Nordic Naturals • Ocean Spray • Otis 
Spunkmeyer Inc. • PepsiCo • Pharmavite • Quaker Foods and 
Snacks • Spectrum • Sun Opta Grains and Foods Group • 
The Coca-Cola Company • Tyson Foods • International Foods 
• Vitatech • Whitewave Foods • Wolfgang Puck Worldwide • 
and many more.

AUDIENCE:

25%        Company Executive (CEO, COO, 
CFO, Owner, Partner, Principal)

13%      Research
11%       Formulator/Product   

Technologist/Development
9%        Marketing/Brand Manager
9%        Supply Chain Manager/Ingredient    

Purchasing
5%        QA/QC

ATTENDEES include innovation drivers across 
food/ beverage, dietary supplement and nutricosmetic 
communities

18%       Dietary Supplements/Nutraceuticals 
17%       Functional/Healthy Food
10%       Vitamin/Mineral
6%         Functional/Healthy Beverage
5%         Functional Cosmetics/Health & Beauty

MANUFACTURERS come to source new ingredients, packaging, technologies, equipment & services

Engredea Attendees are QUALIFIED and must provide business proof  to ensure they are legitimate 
buyers/sellers within the industry



Why Nutracon:
• Current on cutting-edge science and technology 
• Product development strategies 
• Gain market intelligence & trends 
• Networking 
• Source for focused, objective and timely industry content 
• Access to case studies and assessment by industry experts 
• Conference badge includes access to SupplyExpo / Natural 

Products Expo West

AUDIENCE:
20% Company Executive (CEO, COO, CFO, Owner, Partner,

Principal)

16% Marketing/Brand Manager

28%  Research

Increased participation from food and beverage
manufacturers to aid R&D – 28% of attendees in 2011

Event Overview:
Nutracon is the premier conference for ingredient and 

technology innovation within the health and nutrition industry. The 
conference helps companies develop new science-supported 
products in the supplements, functional foods and beverages, and 
nutricosmetics sectors. Engaging networking opportunities allow 
attendees to connect and interact with important people and ideas in 
the industry.  

Past attending companies:
Arizona Natural Resources, Inc.,  *    Bayer Healthcare
Blackmores, Ltd.   *   Cadbury Schweppes   *  Cargill
The Dannon Company  *  Degussa Freshtech Beverages 
Del Monte Pet Products *  Dr Pepper Snapple Group
DSM Nutritional Products, Inc.  *  Fonterra   *  Frito Lay, Inc. 
Gatorade   *  General Mills   *  GTC Nutrition 
Herbalife International of America, Inc.   *  Hershey Company 
Indena USA, Inc.  *  and many more...



Event Overview:
Natural Beauty… Formulated 
Established in 2010 the NutriCosmetic Summit provides a unique opportunity for 
education, interaction and inspiration within the growing  global health and nutrition  beauty
community. The summit focuses on science, formulation and regulatory issues or business
and marketing trends to gain insight into the developing market for consumed (―beauty 
from within‖) products that use natural, healthy, nutritional and functional ingredients.

Attending Titles:
•Product developers

•R&D scientists
•Formulators

•Brand managers
•Regulatory affairs
•Senior executives

•Business development

62% of attendees are involved with ingredient purchasing

41% of attendees were a President, VP,         
Corporate Executive, Owner, Partner or Principal

10% of attendees are in 
business development 

Why Nutricosmetic Summit:
•Understand the state of R&D

•Gain marketing and business knowledge

•Expertise from respected Industry members 

& scientists 

•Emerging Nutricosmetic ingredients to watch 

•Access to case studies 

•Learn innovative science for R&D

•The facts on ‗Beauty from Within‘ 

•Achieving nutricosmetic success 

in the US market 

•Claims & regulatory updates and issues 

Charter attendees included:
• Nestle 
•L'Oreal 
•Amway

•Pharmavite
•Burt's Bees

•Shaklee 
•LycoRed,  

•Coke Cola Company
•Sunflower Market

•Resveratrol Organics
•and many more. 



Event Overview:
The NutriCosmetic Summit Asia with a focus on healthy aging provides a unique 
opportunity for education, interaction and inspiration within the growing global health 
and beauty community. Gain insight on the developing market in Asia and around the 
globe for topical and consumed (―beauty from within‖) products that use natural, healthy, 
nutritional and functional ingredients with the science and marketing trends presented 
in this forum.

Why Nutricosmetic Summit Asia:
•Gain marketing and business knowledge

•Emerging Nutricosmetic ingredients to watch 

•Skin whiting, healthy aging and more covered

•Learn innovative science for R&D

•The facts on ‗Beauty from Within‘ 

•Achieving nutricosmetic success 

•Claims & regulatory updates in Asia

Frost & Sullivan estimates the global 
nutricosmetics market will grow faster 

than the overall cosmetics marketplace, 
posting a compound annual growth rate of 
17.8% to reach $5.6 billion by 2015 up from 

est. value of $2.1 billion in 2009.



Key Differentiators: 

•2011 Editorial Highlights: Ingredient Trends and Industry Thought Leaders (January), Energy Products (March), 
Condition-Specific Directory (Sept), Branded Ingredient Directory (Nov)

•All advertisers must meet standard approval, qualifying your company as a trusted company in the industry

•Targeted audience of Food & Beverage manufacturers—70% of subscriber list only trade publication that reaches an 
international, 100% finished-goods manufacturing audience

•Bonus issue distribution at key industry events including: SupplyExpo, IFT, FI Europe, Natural Products Expo Asia 
and more, plus monthly digital distribution

Product Overview:
Functional Ingredients magazine is the premier resource for the global health and nutrition 
ingredients sector, dedicated to building community and delivering compelling strategic, innovative 
and scientific information to manufacturers. Products: Functional Ingredients magazine, enews and 
enotices. FI is part of the New Hope Supply Network and resides online at NewHope360.com, 
www.newhope360.com/functionalingredients

http://www.newhope360.com/functionalingredients


Product Overview:
The leading global online information resource for 
professionals in the nutraceutical, nutritional, dietary 
supplement, cosmetic, and food industries. The 
flagship eNewsletter, NPIdaily, provides real-time 
competitive intelligence and industry news to your in-
box five days a week and the e-newsletter programs 
rounds out with NPIdaily, NPIwatch, NPIasia, and 
NPIbuzz to reach nearly 20,000 professionals each 
week. 

NPIcenter is part of the New Hope Supply Network 
and resides online at NewHope360.com, 
www.newhope360.com/NPIcenter. 

Key Differentiators: 

•NPIcenter one of the most respected online resources 
for the industry

•Reach a diverse, loyal and GLOBAL audience of 
influencers and thought leaders

•Over 24,000 opt-in newsletters subscribers and the 
longest-running North American online media

http://www.newhope360.com/NPIcenter


Sharp, smart & informed
IIM is central to driving R&D and innovation
Available for purchase per issue.  
www.ingredientintel.com

In-depth coverage looks everything you’ll want to consider when 
deciding whether to use an ingredient (or ingredient category): 

insightful market data
science
historic sales/ current pricing 
business landscape 
regulatory hurdles
ingredient options pros/cons
case studies
interviews
charts and graphs
exclusive content

2011 Issue Preview 

MARCH Omega-3‘s
APRIL   Probiotics
MAY Sweeteners
JUN Fiber
JUL Gums
SEP Superfruits/antioxidants
OCT Carotenoids
NOV Polyphenols/resveratrol/cocoa
DEC Botanicals
JAN Vitamin D

http://www.ingredientintel.com/


For finished products
• Natural Product Expos

– East, West & Asia (HK)
• Natural Foods Merchandiser
• Newhope360.com
• Custom Research
• MIX



Getting it done in the US-APAC 
channel

• Partner well
• Multiply time to reach objectives by double
• Substantiate and differentiate
• Be an active part of the industry community
• Be very good at one or two things
• Know the rules regs and risks inside-out


