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a world leader in dairy and the market leader in many Asian countries, but the brief  called for ideas without limitations. The concept of  Whole Water arose because it gave the company the opportunity to move into a new category while also making use of  one of  its own dairy-derived ingredients – Clear Protein – to provide the functional benefit. Launched initially in Fonterra’s domestic 

market of  New Zealand, Whole Water’s communications didn’t mention terms such as satiety or weight management. Instead the message was focused squarely on helping people, as it said on the front of  the label, “to bridge the hunger gap”, positioning the brand as a healthy snack, with only 30 calories, that helps you get through to the next meal. Whole Water’s active ingredients were 5g 

Above: Outdoor advertising Below: Sampling Whole Water in offices and workplaces

Protein power

www.new-nutrition.com

CHART 4: HOW TO TARGET CONSUMERS TO TAKE PROTEIN FROM NICHE TO MASS

To successfully grow markets for protein-based products it is essential to understand the motivations of 
the core groups of “consumers for health” and how they drive your choice of strategy:

Protein drinks and bars from niche to mass: Currently most protein-fortified products are sold to the 
niche of body-builders and gym enthusiasts who are strongly motivated by the “technology of protein” 
to give them the results they want. Growing protein-fortified bars and beverages out of this niche into 
the mass market (on the right of the chart) is everyone’s dream. But this dream will not be fulfilled 
for another 10 years or more. The mass market consumer does not expect to find protein in bars and 
beverages. They are reluctant to invest in new food forms and persuading them to do so will require 
a long-term investment in consumer education. Instead, the growth will come from the “lifestyle 
consumer” segment. These are the most informed and health-conscious people and they are willing to 
experiment with new food formats and ingredients if they support their wellness goals.
Weight management: Protein-fortified weight management products have mostly produced modest sales 
and there have been many more failures than successes. It’s clear that consumers prefer a “weight 
management programme” over stand-alone products promising weight management. Providing service 
increasingly looks to be key to success in the area of protein for weight management. 
Sarcopenia: A true “technology consumer” niche. The target consumers are 70- or 80-plus years of age 
and they are what Health Focus International calls “healers”, people who want an effective dose to deal 
with their medical issue. 
New proteins: A mass-market opportunity. Soaring global demand for protein and rising consumer 
prices will create opportunities for new protein sources. Brands such as Quorn (see Case Study 10) 
have already demonstrated that consumers are willing to accept new proteins. Consumers are more 
comfortable with proteins in the food formats where they expect to find protein – meals, soups – than 
with “novel” formats such as bars and beverages. “New proteins” will need to follow the same strategy 
as Quorn, first targeting the lifestyle consumers with “real food” formats and gradually evolving towards 
the mass market. 

Source: Mellentin & Wennström, The Food & Health Marketing Handbook

Health Focus consumer segmentations and percentage of consumers in each segment

Technology 
Consumers

Lifestyle
Consumers

Mass-market
Consumers

Solid line = sales 
volumes

Broken line = unit selling price

Sales

TIME
MEDICAL

HEALERS

9% 9% 19% 44% 12% 6%

DISCIPLES INVESTORS MANAGERS STRUGGLERS UNMOTIVATEDS

----- EARLY ADOPTERS ----- EARLY MAJORITY ----- LATE MAJORITY ----- LAGGARDS

Health Focus research is a respected source of insight into consumers. Its segmentation also finds an 
important group of early adopters, accounting for 27% of the population, called Disciples and Investors.
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WEIGHT WATCHERS’ POINTS OVERHAUL RECOGNISES VALUE OF PROTEIN

In use in Europe for over a year and now 

being rolled out worldwide, Weight Watchers’ 

PointsPlus System replaces its long-

established Points plan. The new system – 

which the company says has been clinically 

tested – is designed to reflect the current 

state of nutrition science. PointsPlus values 

are based on the amount of protein, fibre, 

carbohydrates and fat in foods – significantly, 

the formula takes into account that protein 

and fibre are important for fullness and 

warding off hunger. The programme is 

designed, the company says, to help people 

make food choices that will allow them to eat 

more food and help them “feel full longer”. 

In the PointsPlus system a breakfast of egg 

and ham will have a better score than a 

croissant while a 100-calorie apple is flagged as a better choice than a 100-calorie bag of chips. The 

company also has created “power food” choices so people can select the healthiest foods within food 

categories, such as soups or frozen dinners. Those power foods will be identified in the programme.

The new PointsPlus System reflects what the company said is the latest in cutting-edge nutrition science 

by factoring in not just the pure calorie counts in foods but also taking into consideration the amount of 

protein, fibre, carbohydrates and fat in the foods – and reflecting that not all calories are created equal.

“We have a greater understanding and appreciation that while a caloric deficit is at the heart of weight 

loss, and creating weight loss, the functional attributes of the nutrients from which we get calories 

can make a difference,” said Karen Miller-Kovach, chief scientific officer for New York-based Weight 

Watchers International. “Beyond recognizing that, we also had to come up with a mathematical way of 

expressing it.”

PointsPlus takes into account, for instance, that protein and fibre are important for satiety and for 

warding off hunger. It factors in how hard the body must work to process food into energy – thus 

favouring calories that come from protein and fibre over those derived from fats and carbohydrates. The 

system’s point values attempt to nudge users toward “natural” foods rather than those with excess sugar 

and fats while still allowing flexibility for indulgences. 

So, for instance, in the PointsPlus System, two breakfasts are assigned a total of 270 calories each. 

One consists of a medium croissant with one pat of butter; the other is a poached egg, 3oz of ham 

and one slice of whole-wheat toast with a 

pat of butter. But Weight Watchers favours 

Breakfast No. 2 by assigning it a PointsPlus 

value of only 6 while affixing Breakfast No. 1 

with a PointsPlus value of 7.

Weight Watchers is almost entirely an advice 

system, in which the brand has calculated 

PointsPlus values for a database of 24,000 

different foods, which followers then use to 

make their dietary choices. The company’s 

previous Points system did penalize high-fat 

foods a bit and rewarded high-fibre foods, 

but it treated the calories inherent in all 

foods entirely equally in assigning points. 

And it didn’t take protein content into 

account.
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ABOUT THIS REPORT

Protein is breaking out of the gym, shaking off its “body-builder” image and moving onto the radar screen of the 
“normal” consumer.

Weight management is the strongest and most-used health benefit platform for protein, driven by an increasing body 
of nutrition research suggesting that high-protein and low glycemic index diets are the most effective diets for weight 
loss. However, creating successful products that deliver protein for weight management has not been easy. Among 
protein-fortified weight management products there have been many more failures than successes.

Senior nutrition is also a significant opportunity – particularly for products that help fight sarcopenia (muscle 
wastage), which affects everyone after the age of 60. Both corporate giants and “protein entrepreneurs” are carving 
out new space in this market.

Choosing the right format is crucial. Most companies have focused on bars and beverages to deliver a high dose of 
protein, but these are not formats that have a strong association in most people’s minds with protein. They are still 
a new and unfamiliar way of getting protein and this has been an important factor in the slow development of the 
market. 

Currently, protein’s strongest association in people’s minds is as part of a main meal. The Quorn brand has used 
this link to successfully market a brand new protein – manufactured from fungi – precisely by positioning itself as a 
“meal centre”. 

New proteins – such as Quorn – are set to become a $2.5bn business within this decade as soaring global demand 
for protein creates opportunities for new, healthier protein sources. 

Quorn, and other novel protein sources – such as those being commercialized from fermented algae – are well-
placed to benefit from dramatically-growing global demand for protein, driven by newly-wealthy countries such as 
China and India. Surging prices for animal proteins – which reached record highs in 2010 – are forecast to increase. 
This will create consumer demand for alternative sources of protein that are more affordable than animal sources – 
and may well be the mass-market opportunity. 

This concise 70-page report will help you make sense of the opportunities and challenges of protein:
•	Sets out the strategic options in a 23-page summary
•	Outlines practical ways to make protein work for you, based on real life examples and detailed case studies
•	Provides practical insights and examples for any company, large or small, wanting to understand and better-

manage the risks and opportunities of launching protein-based foods
•	Shows how companies are finding new ways to take protein to market in 10 detailed case studies, which include 

successes, failures and innovative start-ups

LIST OF CASE STUDIES

Protein from sports to mass market
Case study 1: Coffee-casein combo ‘clicks’ with women 
Case study 2: Hershey takes on Mix1 whey protein sports drink
Case study 3: Provita Energy – cracking the code for protein beverages?
Case study 4: Muscle Milk – “premium protein” for athletes

Satiety and weight management
Case study 5: Whole Water – protein into water doesn’t go
Case study 6: SpecialK Water–a brand stretch too far
Case study 7: Shape satiety yoghurt fails to give satisfaction
Case study 8: Simply Fuller Longer ready meals offer high protein 

Senior nutrition
Case study 9: Probake offers sarcopenia solution 

New proteins
Case study 10: New proteins a“40-year overnight success story” 
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a world leader in dairy and the market leader in many Asian countries, but the brief  called for ideas without limitations. The concept of  Whole Water arose because it gave the company the opportunity to move into a new category while also making use of  one of  its own dairy-derived ingredients – Clear Protein – to provide the functional benefit. Launched initially in Fonterra’s domestic 

market of  New Zealand, Whole Water’s communications didn’t mention terms such as satiety or weight management. Instead the message was focused squarely on helping people, as it said on the front of  the label, “to bridge the hunger gap”, positioning the brand as a healthy snack, with only 30 calories, that helps you get through to the next meal. Whole Water’s active ingredients were 5g 

Above: Outdoor advertising Below: Sampling Whole Water in offices and workplaces
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CHART 4: HOW TO TARGET CONSUMERS TO TAKE PROTEIN FROM NICHE TO MASS

To successfully grow markets for protein-based products it is essential to understand the motivations of 
the core groups of “consumers for health” and how they drive your choice of strategy:

Protein drinks and bars from niche to mass: Currently most protein-fortified products are sold to the 
niche of body-builders and gym enthusiasts who are strongly motivated by the “technology of protein” 
to give them the results they want. Growing protein-fortified bars and beverages out of this niche into 
the mass market (on the right of the chart) is everyone’s dream. But this dream will not be fulfilled 
for another 10 years or more. The mass market consumer does not expect to find protein in bars and 
beverages. They are reluctant to invest in new food forms and persuading them to do so will require 
a long-term investment in consumer education. Instead, the growth will come from the “lifestyle 
consumer” segment. These are the most informed and health-conscious people and they are willing to 
experiment with new food formats and ingredients if they support their wellness goals.
Weight management: Protein-fortified weight management products have mostly produced modest sales 
and there have been many more failures than successes. It’s clear that consumers prefer a “weight 
management programme” over stand-alone products promising weight management. Providing service 
increasingly looks to be key to success in the area of protein for weight management. 
Sarcopenia: A true “technology consumer” niche. The target consumers are 70- or 80-plus years of age 
and they are what Health Focus International calls “healers”, people who want an effective dose to deal 
with their medical issue. 
New proteins: A mass-market opportunity. Soaring global demand for protein and rising consumer 
prices will create opportunities for new protein sources. Brands such as Quorn (see Case Study 10) 
have already demonstrated that consumers are willing to accept new proteins. Consumers are more 
comfortable with proteins in the food formats where they expect to find protein – meals, soups – than 
with “novel” formats such as bars and beverages. “New proteins” will need to follow the same strategy 
as Quorn, first targeting the lifestyle consumers with “real food” formats and gradually evolving towards 
the mass market. 

Source: Mellentin & Wennström, The Food & Health Marketing Handbook

Health Focus consumer segmentations and percentage of consumers in each segment

Technology 
Consumers

Lifestyle
Consumers

Mass-market
Consumers

Solid line = sales 
volumes

Broken line = unit selling price

Sales

TIME
MEDICAL

HEALERS

9% 9% 19% 44% 12% 6%

DISCIPLES INVESTORS MANAGERS STRUGGLERS UNMOTIVATEDS

----- EARLY ADOPTERS ----- EARLY MAJORITY ----- LATE MAJORITY ----- LAGGARDS

Health Focus research is a respected source of insight into consumers. Its segmentation also finds an 
important group of early adopters, accounting for 27% of the population, called Disciples and Investors.
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WEIGHT WATCHERS’ POINTS OVERHAUL RECOGNISES VALUE OF PROTEIN

In use in Europe for over a year and now 

being rolled out worldwide, Weight Watchers’ 

PointsPlus System replaces its long-

established Points plan. The new system – 

which the company says has been clinically 

tested – is designed to reflect the current 

state of nutrition science. PointsPlus values 

are based on the amount of protein, fibre, 

carbohydrates and fat in foods – significantly, 

the formula takes into account that protein 

and fibre are important for fullness and 

warding off hunger. The programme is 

designed, the company says, to help people 

make food choices that will allow them to eat 

more food and help them “feel full longer”. 

In the PointsPlus system a breakfast of egg 

and ham will have a better score than a 

croissant while a 100-calorie apple is flagged as a better choice than a 100-calorie bag of chips. The 

company also has created “power food” choices so people can select the healthiest foods within food 

categories, such as soups or frozen dinners. Those power foods will be identified in the programme.

The new PointsPlus System reflects what the company said is the latest in cutting-edge nutrition science 

by factoring in not just the pure calorie counts in foods but also taking into consideration the amount of 

protein, fibre, carbohydrates and fat in the foods – and reflecting that not all calories are created equal.

“We have a greater understanding and appreciation that while a caloric deficit is at the heart of weight 

loss, and creating weight loss, the functional attributes of the nutrients from which we get calories 

can make a difference,” said Karen Miller-Kovach, chief scientific officer for New York-based Weight 

Watchers International. “Beyond recognizing that, we also had to come up with a mathematical way of 

expressing it.”

PointsPlus takes into account, for instance, that protein and fibre are important for satiety and for 

warding off hunger. It factors in how hard the body must work to process food into energy – thus 

favouring calories that come from protein and fibre over those derived from fats and carbohydrates. The 

system’s point values attempt to nudge users toward “natural” foods rather than those with excess sugar 

and fats while still allowing flexibility for indulgences. 

So, for instance, in the PointsPlus System, two breakfasts are assigned a total of 270 calories each. 

One consists of a medium croissant with one pat of butter; the other is a poached egg, 3oz of ham 

and one slice of whole-wheat toast with a 

pat of butter. But Weight Watchers favours 

Breakfast No. 2 by assigning it a PointsPlus 

value of only 6 while affixing Breakfast No. 1 

with a PointsPlus value of 7.

Weight Watchers is almost entirely an advice 

system, in which the brand has calculated 

PointsPlus values for a database of 24,000 

different foods, which followers then use to 

make their dietary choices. The company’s 

previous Points system did penalize high-fat 

foods a bit and rewarded high-fibre foods, 

but it treated the calories inherent in all 

foods entirely equally in assigning points. 

And it didn’t take protein content into 

account.
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Chart 4: How to target consumers to take protein from niche to mass 

Health Focus research is a respected source of insight into consumers. Its 

segmentation also finds an important group of early adopters, accounting for 

27% of the population, called Disciples and Investors.  

Source: Mellentin & Wennström, The Food & Health Marketing Handbook	
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Chart 1: Change in body weight during the Diogenes study 

As the chart shows, the high protein–low GI diet produced the best weight-loss results.	



Soucre: Diogenes study	
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