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  e curcumin question
Does the darling ingredient face a downfall?

By Rick Polito

I
n the supplement business, the trou-
bling truth is that success breeds fail-
ure. A promising ingredient gets into 

the hands of a marketing team that over-
promises bene! ts. " e hype fuels a hit. 
Demand slams supply and the resulting 
collision leaves adulteration in the debris. 
Di# erentiation in the name of innovation 
drives questionable science and question-
able claims in the black box war of bio-
availability. 

And to regulators and the media, it’s 
opposite of high school—only the popular 
kids get picked on. " e deeper the pocket, 
the bigger the score. 

In 2016, curcumin is the popular kid. 
Indeed, if the adage “the bigger they are 
the harder they fall” holds true, the turmer-
ic-curcumin continuum could be on its way 
to a stumble.

Curcumin sales grew to $163 million in 
2015 from just $15 million in 2005. New 

JOINT SUPPLEMENT SALES AND GROWTH, 2005-2018E

Source: Nutrition Business Journal ($mil., consumer sales)
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COVER STORY CONTINUED

LETTER FROM NBJ: RIGHT OR RESPONSIBILITY? 

A year ago, I wrote that condition specifi c was the space where sup-
plements retain a right to win. A public convinced, often mistakenly, that 
their cart full of Whole Foods Market produce is going to satisfy their 
every nutrient need might be less eager to spend money on a multivita-
min (something borne out in NBJ sales data) but at the condition level 
they are unlikely to buy an avocado for joint pain.

A year later that’s still true. It’s just more complicated and, possibly, 
hopefully, more lucrative.

The consumers didn’t change their minds.
Regulators changed the game.
Two weeks ago, the FDA’s revised NDI guidance came out, and 

tucked into the 100+ pages are some paragraphs that innovators in the 
condition specifi c space will undoubtedly appreciate: master fi les that 
establish what a new ingredient is and how it’s manufactured. These fi les 
could also establish a patent-level protection for the intellectual property 
behind the ingredient.

If it’s enforced, that creates an unprecedented incentive for innova-
tion. If it’s enforced, the age of the knock-off ingredient could be over. 
Of course, the “if” of enforcement has been echoing across the industry 
since the early days of post-DSHEA, but even if the enforcement doesn’t 
protect every branded ingredient from every unscrupulous vendor, it 
could push product developers to a level of rigor that raises the bar for 
the industry and the value for the consumer.

Condition specifi c is a space where, by defi nition, much of the NDI ac-
tion is likely to occur. Companies going through the expense of the NDI 
process will likely be damn sure that the science supports the product.
Better ingredients formulated on better science? Upping the game and 
raising the expectations could be good for the industry as a whole. Con-
sumers who discover products that work are likely to take a new look at 
offerings across the industry, from the latest branded ingredient to the 
most basic of the letter vitamins.

Is that the naïve scenario? Probably. Is it a scenario everybody should 
be working toward? Defi nitely.

The right to win I wrote about last year comes paired with responsi-
bility. The NDI process is going to be expensive. It will take safety testing 
that many in the industry will undoubtedly grumble at, but it’s the kind 
of expense and diligence that the public expects. In consumer research 
earlier this year, NBJ found troubling news about trust in supplements—
the industry ranked just two rungs up from Congress for trustworthi-
ness—but one of the brighter notes was that people believe the industry 
is trying. More than two-thirds, 68 percent, believe the industry is contin-

uously working to make products more effective.
It’s a belief the industry should live up to, and the 

NDI guidance is a strong nudge in that direction. 

  Rick Polito
 NBJ Editor in Chief

Hope Network’s NEXT Trend analysis 
reveals that the number of products con-
taining turmeric at Natural Products Expo 
West grew 34% between 2014 and 2016, 
spreading across aisles from category to 
category.

What level of failure that success might 
breed has become a question some insiders 
are beginning to ponder.

" e success is not altogether unwar-
ranted. Turmeric, and the more potent 
curcumin formulations that concentrate 
the curcuminoids, have well-documented 
anti-in& ammatory e# ects. Cheryl Myers, 
Europharma’s chief science and education 
o(  cer, notes that consumers keep buying it 
because it keeps working. “" ey can feel it,” 
Myers says.

But Myers, too, worries about what the 
success means. “I’ve seen this happen with 
other wonderful botanical medicines on the 
market,” she says, describing a pattern of a 
spike in popularity followed by a spike in 
adulteration and negative headlines based 
on premature science. “" ose products start 
to get pushed aside.”

Recent headlines could be read as por-
tents. In early August, six brands of turmer-
ic spice were recalled for excessive levels of 
lead. " ese weren’t supplements but such 
associations stick, and both Sabinsa and 
Europharma heard from concerned cus-
tomers. A week later, a question posted on 
ConsumerLab read “How can I be sure I 
am not getting lead in my turmeric supple-
ment?”

In December, Bharat Aggarwal, whose 
work suggested curcumin as a cancer thera-
py, retired from MD Anderson Cancer Re-
search Center after a 3-year investigation 
questioning the rigor and accuracy of his 
work. " e journal Biochemical Pharmacology 
retracted seven of Aggarwal’s studies, ! ve 
on curcumin, stating that the “data integri-
ty has become questionable.” A high pro! le 
researcher, Aggarwal had been named in 
" omson Reuters Web of Science 2015 list 
of " e World’s Most In& uential Scienti! c 
Minds. 

People are paying attention.
In July, a DailyBeast.com writer includ-

ed a press release on a curcumin product in 
a list of “" e Shittiest Health Pitches I’ve 
Ever Gotten.”
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A familiar pattern
Adam Ismail sees a cautionary tale in 

the curcumin trajectory. As executive direc-
tor of the Global Organization for EPA 
and DHA he is all too familiar with the 
pattern.

In the late 1980s, omega-3s were boom-
ing. " ough later supported by research, 

health claims on ! sh oils and omegas were 
out ahead of the science. " e market had 
gone from unknown ingredient to $100 
million in 1980s retail dollars.  

And then it fell hard and fast. " e FDA 

had picked up on the spiking populari-
ty and the sketchy science. “Companies 
were making really aggressive claims that 
the science wasn’t supporting at the time, 
and the FDA stepped in,” Ismail says. " e 
headlines were as big as they were negative. 
Sales dropped by 80 percent in a matter of 
months.

It took 15 years to get back to where it 
had been. " e omega-3 market now tops 
$1 billion. It may still be su# ering from a 
slowdown that started in 2013 with ques-
tions of e(  cacy and a link to prostate can-

cer, but the worst of the hit was a low dou-
ble digits decline, far from the 80 percent 
slam of the 80s. 

In both cases, these were matters of sci-
ence, not adulteration. 

Both questions loom large in curcumin 
right now. 

The right stuff?
Shaheen Majeed, director of marketing 

at curcumin supplier Sabinsa, says his col-
leagues had been watching the ingredient 
become “the next big thing” with a good 
idea of the inevitable result. “When it ! nal-
ly hit we knew to be watchful for how those 
so inclined would start slipping cheap adul-
terated product into the market, as always 
happens when there is money to be made,” 
Majeed wrote NBJ by email. In the case 
of curcumin, the cheap adulterated prod-
uct turned out to be a synthetic curcumin. 
Sabinsa responded with radiocarbon test-
ing on all batches. It was a matter of “safe-
guarding” the category, Majeed wrote. 

TURMERIC RETAIL SALES MARKETSHARE, 2015

Source: SPINS
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The journal Biochemical Pharmacology 

retracted seven of Bharat Aggarwal’s studies, 

fi ve on curcumin related to cancer, stating that 

the “data integrity has become questionable.”
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" e ingredient is already on the ra-
dar at the American Botanical Council. 
Mark Blumenthal notes that turmeric is a 
root crop that takes years to cultivate. “You 
can’t just throw seeds in the ground and get 
acres and acres of turmeric next year,” he 
notes. It’s hard for a crop like that to keep 
up with the surging demand across sup-
plements and better-for-you foods noted 
in New Hope’s NEXT Trend data, which 
tracks and forecasts natural products in-
dustry trends from data collected at natural 
products expos. Curcumin is being added 
to ABC’s Adulteration Program with a re-
port on the extent of the problem and the 

best testing methods now in the works.
At Europharma, curcumin is core to the 
company’s product o# erings, and Myers 
is all too aware of potential supply prob-
lems. It’s not just the adulteration problem, 
something the company addresses with a 
stable relationship with growers in India. 
It’s not just a problem of dosing either, 
though she worries about companies over-
hyping the bioavailability and under-deliv-
ering on dosage.

" e other problem for curcumin—and 
it’s a big one, Myers says—is the confusion 

between turmeric and curcumin. Curcumin 
comes from turmeric, but the concentra-
tions are vastly di# erent. " e science is on 
curcumin, but the same claims are being 
made on turmeric. Turmeric is a spice. Cur-
cumin is a supplement.

“" ere are companies out there pitch-
ing turmeric as if it were just as powerful,” 
she says. It’s unlikely consumers buying 
turmeric are going to see near the e# ect. 
If they don’t see the e# ect, they don’t come 
back. What could have become a regular 
purchase turns into a never again. “If people 
don’t actually get enough relief from their 
pain they don’t forget that and they tell lots 

and lots of people.”
TSI Health Sciences Founder Lar-

ry Kolb has seen the pattern replayed too 
many times. He draws comparisons to 
chondroitin. Studies were conducted at 
much higher dosages than what ended up 
in too many products. “Instead of 1,200 
milligrams, they did 200 milligrams.” " ere 
may be basic support for the science, but 
messing with the specs and claiming better 
absorption muddles the marketplace. “" is 
is what happens when you have a popular 
category. People come in and they disrupt 

the category,” Kolb says, pointing to the 
bioavailability claims. Greed leapfrogs the 
science. “All of this stu#  comes into the cat-
egory to take a slice of that pie.”

The right science
After quality comes the question of 

science. " ere are enough well-established 
e# ects in terms of in& ammation that most 
consumers are going to notice something. 
It may be aches and pains or joint issues, a 
primary target for curcumin, or it may be 
the occasional headache. Some have even 
seen results for hangover relief. But with 
in& ammation being such a root cause of 

health problems, the possible applications 
are nearly limitless. 

It’s the sort of cure-all talk that draws 
skepticism. " e reliably skeptical site sci-
encebasedmedicine.org posts that it has 
seen sources claiming turmeric to be as 
e# ective as 14 di# erent drugs. " e e(  ca-
cy may be true—“" ere is no botanical I’ve 
seen that addresses in& ammation like this,” 
Myers says—but it can also sound too good 
to be true. “I am thinking some people are 
skeptical that anything in the natural world 
can be as powerful as a prescription drug.”

TURMERIC SUPPLEMENT SALES AND GROWTH, 2005-2018E 

Source: Nutrition Business Journal ($mil., consumer sales)
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It sounds a lot like the overreach that 
hammered omega 3s, Ismail observes. " e 
science eventually caught up, he points 
out, but curcumin looks less grounded at 
the moment. Skimming the National In-
stitutes of Health PubMed site, turns up 
30,000 studies for omega-3s, but just 9,000 
for curcumin. Even that is deceiving. Dig-
ging deeper, the details of the studies show 
that just 160 of the 9,000 studies were on 
human subjects, compared to the 4,000 
randomized clinical omega-3 trials. It’s a 

matter of 13 percent vs 1.7 percent, and 
that’s the sort of ratio that draws attention.

" e in-vitro and animal studies are im-
portant, but, says Ismail, “claims have to be 
based on human research. " at’s basically 
what the FTC has been saying for years.”

Myers, like Majeed, is ready to defend 
the science on the e(  cacy of curcumin in 
general. Neither is willing to defend ev-
ery formulation. Majeed is worried about 
the dosing—“" ere are always companies 
that are going to buy by price alone and 
will also skimp on the dosage,” he writes. 
Myers is worried about the bioavailability 
claims. " e best science, she explains, was 
done at fairly high dosages—20 to 24 cap-
sules a day, she says. Few people are going 
to swallow that handful of horse pills. " at 
dosage hurdle necessitated work on bio-
availability, and both Myers and Majeed 
are con! dent in their formulations. My-
ers points to 29 clinical trials. She worries 
that a race to claim better absorption may 
not be sustainable and in some cases might 
be downright unsupportable. “" ere is 
a company out of China that’s claiming 
5,000 times better absorption,” she notes. 

" at numbers arms race could lead to, she 
says, “a little dusting of curcumin with a 
bucket of a synthetic solvent.”

Majeed questions “& ashy science” on 
bioavailability that may or may not prove 
better absorption but ignores the therapeu-
tic e# ect. “" is & ashy science comes at a 
price,” Majeed writes. 

All of this, again, leads to customers 
who see no bene! t and quickly see no point 
in continuing to purchase the product.

Claim jumping
Claims like the bioavailability 

bill-boarding that troubles Myers may 
not draw the attention of regulators—bio-
availability isn’t exactly a headline-grab-
bing term—but there are no shortage of 
claims on curcumin products to get regu-
lators interested.

" e blanket claim of in& ammation is 
a troubling one for Marc Ullman. An at-
torney specializing in supplement regula-
tion at Rivkin Radler in New York, Ull-
man says in& ammation can be a trap if it 
doesn’t include speci! cs. Muscle soreness 
after exercise is speci! c. “Supports healthy 
in& ammation response” may be too broad. 
“" ere is a box this needs to ! t within,” 
Ullman explains.

Beyond in& ammation, and even beyond 
the label, the general level of hype draws its 
own attention. As Ismail points out, blog-
gers are eager to sprint ahead of the science 
and make claims. “" e only way to control 
that is that you have to constantly be put-
ting out very measured science and accurate 
content yourself,” Ismail says.

Being the ingredient of the moment 

carries risk. Curcumin is the popular kid. 
Ullman has seen it before. He’s expecting 
it of curcumin. “At some point, I wouldn’t 
be surprised if we see a & urry of warning 
letters related to these kinds of claims 
with the objective of getting the market 
to pull back.”

When that happens, Ullman says, it “re-
shapes the market.” Whether that means 
an omegas-in-the-80s moment is unclear, 
but positive attention garners negative en-
forcement. " e fact that he has yet to see 
adverse e# ects from curcumin is encourag-
ing, he says. “If there is an e(  cacious prod-
uct without a big safety concern there is no 
reason for the market not to readjust and 
come into compliance.”

Science to the rescue
" e answer to all of the above, of course, 

remains: good science. Majeed and Myers 
believe it’s already here. Europharma has its 
29 studies on CuraMed. Sabinsa has 51 on 
its C3 Complex. Both want to see more.

“" ere are so many companies that are 
not really science based,” Myers says. “" ey’re 
marketing based.” " e science is what keeps 
the curcumin from being a bright-but-brief 
& ash in the pan, she explains.

Majeed points to recently approved la-
bel claims in Canada. Health Canada al-
lows bold label claims, but high standards 
must be met. Sabinsa’s C3 Complex met 
those standards in a big way. Brands using 
the C3 can now use “Supports Healthy Se-
rum Triglyceride Levels.”

But that’s just one area of promise, Ma-
jeed notes. A bigger one, he believes, lies in 
curcumin’s e# ect on metabolic syndrome, a 
growing concern across increasingly obese 
populations around the world. “Nature 
truly has simple answers for man’s greatest 
mistakes,” he writes.

Of course, the bigger the problem, the 
bigger the science to support the solution, 
but Myers believes the stakes are high 
enough and the evidence is good enough to 
keep the category strong and stable. All the 
industry has to do, she says, is work together.

“" e science is getting so dramatic,” 
Myers says. “And we certainly haven’t 
reached our peak yet.” 

“The science on a product won’t crash 

the market, but the hype defi nitely can.” 

Shaheen Majeed, Sabinsa
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Is   eory of Leaky Gut Syndrome Full of Holes?
Nutritional supplements may provide symptom relief despite 

uncertainty about leaky gut theory

By Lisa Polito

H
umans are complex creatures 
yearning for simple answers. Just 
as we search for a panacea—that 

single drug or supplement or food ingre-
dient that will heal all ills (and maybe 
dodge the e# ects of aging while we’re at 
it)—we seek panacea’s disease corollary: 
that single gene or molecule or biological 
trigger at the root of all illnesses.

Many believe they have found it: leaky 
gut syndrome.

Generally, the thin epithelial lining 
of the intestine takes up large molecules 
across cells (transcellular) and very small 
molecules, like water and electrolytes, via 

the spaces between those cells (paracel-
lular), also known as tight junctions. Ab-
normal paracellular function allows larger 
molecules across those tight junctions: the 
leakiness that is leaky gut. Proponents of 
the leaky gut syndrome theory hold that 
this leakiness allows undesirable parti-
cles—bacteria, allergens, toxins, food mol-
ecules—to enter the bloodstream and or 
lymphatic system, leading to a cascade of 
in& ammation, systemic immune response, 
and the wreaking all sorts of health havoc: 
from gastrointestinal disorders and autoim-
mune conditions to migraines, metabolic 
disorders and autism. 

GASTROINTESTINAL SALES AND GROWTH, 2005-2018E

Source: Nutrition Business Journal ($mil., consumer sales)
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NBJ Takeaways 

 » While the gut can “leak” due to 
disease or health conditions, sci-
ence disputes whether such leaks 
can cause disease. 

 » Our sanitized industrial food 
system eradicates the endospores, 
positive for gut health, along with 
the bad bacterial players.

 » Much gut health research points 
to similar treatments, whether 
labeling “leaky gut” or not.
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“It’s a very neat idea,” said Dr. Eamonn 
Quigley, head of gastroenterology and 
hepatology at Houston Methodist Hospi-
tal. But that neat idea extrapolates directly 
from animal models and does so without 
corresponding evidence that undesir-
able molecules “leaked” through, he says. 
Quigley, who is also professor of medicine 
and internationally recognized researcher 
in digestive disorders, particularly the mi-
crobiome and neurogastroenterology (the 
relationship between the central nervous 
system and the gut), explains that while 
intestinal permeability, and speci! cally 
bacterial translocation, is well known to 
occur in animal models, satisfactory test-
ing for the same mechanism in humans 
is lacking. Unlike in animal research, he 
pointed out, “You can’t, for obvious rea-
sons, harvest lymph nodes or bits of spleen 
or liver from humans.”

Without live tissue analysis, detection 
of abnormal intestinal permeability in hu-
mans proves technically challenging, in 
part because the intestinal barrier is not 

always a barrier. In fact, Quigley said, it’s 
not that simple. Information moves back 
and forth across the epithelial layer: “It is a 
two-way street, absolutely.” Further com-
plicating detection are normal transcellu-
lar functions, which can move bacteria and 
other seemingly undesirable molecules 
into the intestinal mucosa and beyond, to 
the submucosa, which holds the intestinal 
lymphatic system. 

" e current gold standard test for intes-
tinal permeability (mannitol-lactulose ab-
sorption test) reveals only abnormalities in 
the paracellular function. “But that mostly 
tells us about the movement of & uids and 
small molecules,” Quigley explained. “Just 
because you show that there is a change in 
this paracellular permeability, which is al-
most all that [the test] can show, that is not 
necessarily any implication for the move-

PROBIOTIC SUPPLEMENT SALES AND GROWTH, 2005-2018E

Source: Nutrition Business Journal ($mil., consumer sales)
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“‘Leaky gut syndrome’ is a gross 

oversimplifi cation of a 

complex physiological process, which is 

not fully understood and 

which is grossly over interpreted.” 

- Dr. Eamonn Quigley, Houston Methodist Hospital
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ment of bacteria or bacterial products or 
big antigens across the gut.”

Although increased permeability is 
associated with both severe stress and 
in& ammation, Quigley notes the chick-
en-and-egg question of primacy: did the 
permeability cause the disease state or is 
it the other way around?  “People kind of 
grabbed onto this theory and applied it to 
a whole host of illnesses, the most part for 
which there’s no data,” he said. “‘Leaky gut 
syndrome’ is a gross oversimpli! cation of 
a complex physiological process, which is 
not fully understood and which is grossly 
over interpreted.”

An Alternative Perspective 
“" is is not something that we in inte-

grated medicine or in nutrition just made 
up,” said Liz Lipski, certi! ed nutrition spe-
cialist and academic director of nutrition 
and integrative health, Maryland Univer-
sity of Integrative Health “It’s real, and it 
exists. And it contributes to a lot of health 
issues, including autoimmune disease and 
so many other things.” Lipski, who pub-
lished her book Leaky Gut Syndrome in 
1998, believes the disconnect is a matter of 
education and perspective within conven-
tional medicine. 

“Most [conventional] medicine is 
aimed at a diagnosis,” she said, “and leaky 
gut is not a disease, so it doesn’t really have 
a diagnosis, particularly.” When encoun-
tering a patient with symptoms of leaky 
gut, she said, “You really want to start 
looking underneath the hood to ! gure out 
why does this person have increased intes-
tinal permeability? Are they under a lot of 

stress? Are they exposed to toxic overload? 
Do they have some sort of dysbiosis or in-
fection? Or do they have food sensitivity 
or undiagnosed celiac disease or all these 
other things?”

She sees resolution of many problems 
associated with leaky gut through dietary 
changes (she favors bone broths, steamed 
vegetables, vegetable juices, cultured foods 
and mucous-forming foods) and nutrition-
al supplements (L-glutamine, colostrum, 
zinc carnosine and quercetin top her list). 
In her observation, patients have resolved 
issues with migraine headaches, low energy, 
depression, and anxiety. For people with au-
toimmune conditions, she said, these nutri-
tional interventions can act like a dimmer 
switch to bring down the intensity of an 
immune system & are up. “No matter what 
you’re trying to do to optimize health,” she 
said, “this is one of the ways to do it.”

Going with the Gut
An HIV advocacy group is hoping Just 

  rive Probiotics might o# er such a path 
to optimizing health and addressing intes-
tinal permeability for HIV patients. Af-
ter learning of the product in March, the 
group reached out to Just " rive in hopes 
of using the probiotic in clinical trials 
evaluating treatments for HIV enteropa-
thy, the deterioration of intestinal immune 
and digestive functions, including barrier 
function. Unlike many probiotic products, 
the strains in Just " rive naturally require 
no refrigeration, are heat tolerant, and 
survive both gastric system acidity and the 
presence of antibiotics—signi! cant fac-
tors in considering global HIV treatment 

options. In a matter of months, the com-
pany found its probiotic fast-tracked for 
inclusion in the NIH study, according to 
Kiran Krishnan, microbiologist and scien-
ti! c advisor to Just " rive.

" e strains in Just " rive have already 
been shown to upregulate regulatory T 
cells that modulate the immune system, 
and Krishnan believes the product shows 
great promise for improving intestinal bar-
rier function. In a trial completed earlier 
this year at the University of North Tex-
as, healthy, symptom-free college students 
who screened positive for leaky gut con-
sumed an endotoxin-inducing high-cal-
orie, high-fat challenge meal at baseline 
and again after taking Just " rive for 30 
days. A 6 to 7-fold increase of endotoxins 
in the blood signaled a leaky gut at base-
line. Researchers also tracked microbial 
components and metabolic and in& amma-
tory markers. After probiotic treatment, 
they expected to see some reduction in 
the endotoxic load, but Krishnan reports 
that preliminary data show a 100 percent 
endotoxemia reduction, as well as drops in 
other markers, like insulin and ghrelin (the 
“hunger hormone”). “We were surprised to 
! nd that everybody that had endotoxemia 
from the meal challenge at baseline showed 
complete reversion.”

Most probiotics contain lactobacillus 
and bi! dus strains similar to those found 
in the gut, but the four bacillus strains in 
Just " rive are environmental organisms, 
which remain in a spore state until reach-
ing the gut. Krishnan postulates that 
our hunter-gatherer ancestors consumed 
these endospores with every meal, but 
our sanitized industrial food system erad-
icates them along with the bad bacterial 
players. " at absence diminishes the gut 
microbiome.

“Nature has designed [this] bacteria to 
act as a probiotic for us,” Krishnan said. 
“[" e bacteria] already ! gured out how 
to encapsulate themselves to survive the 
outside environment: the harsh heat, UV 
radiation, desiccation. And then that same 
packaging allows them to survive through 
the gastric system. " e moment they get 
past the gastric system and hit the intes-

“This is not something that 

we in integrated medicine or in nutrition 

just made up. It’s real, it exists, 

and it contributes to a lot 

of health issues.” 

- Liz Lipski, author of Leaky Gut Syndrome
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tine they come out of that spore packing in 
about 20 minutes and become a live vege-
tative probiotic cell in the body.”

Krishnan believes the study is the ! rst 
human clinical trial of probiotics to mitigate 
or alleviate leaky gut. “Which is quite pow-
erful,” he said, “We’re very excited about it, 
and I think the implications are huge.”

While those results, when published 
later this year, may well show a reduction 
in endotoxemia after probiotic use, that 
reduction could arguably be due to im-
proved digestion rather than a sealing up 
of a supposedly leaky gut. Yet whether the 
probiotics mechanistically strengthen the 
intestinal barrier or simply improve diges-
tion—thereby reducing the toxic burden on 
that barrier—likely will not matter to con-
sumers if the end result is symptom reduc-
tion and improved health.

Healing the microbiome to heal the 
human system clearly holds promise, 
as evidenced by investment in pharma-
ceutical development of microbe-based 

treatments. For example, Seres Ther-
apeutics is developing an FDA desig-
nated breakthrough drug treatment of 
recurrent Clostridium difficile infection 
(despite a setback in Phase 2 trial results 
last month), but the long view of prod-
uct development pipeline aims at micro-
bial blends to treat metabolic disorders 
like liver disease and Type 2 diabetes. 
The idea of healing diabetes with probi-
otics sounds suspiciously similar to the 
disease-remedy theories associated with 
leaky gut syndrome.

Such targeted treatments are still in dis-
covery phase, but in the meantime, improv-
ing digestive function and intestinal tissue 
health may well take some pressure o#  the 
immune system and reduce endotoxic load 
in the bloodstream. All that might improve 
the overall wellbeing of people who identify 
with leaky gut symptoms. Practitioner line, 
Patient One MediNutritionals, o# ers a 
GastroOne Gut Health Formula, which 
builds on a foundation of L-glutamine and 

blends many of the other supplements and 
mucous-promoting ingredients Lipski rec-
ommends, such as slippery elm and marsh-
mallow root. “It’s one of our best-selling 
products,” said Patient One president Ge-
rard McIntee, with patients re-ordering 
“religiously.” " e company developed the 
gut health line with input from practi-
tioners a couple years ago, and response has 
been so positive that the line will expand to 
include several new products set to launch 
in September.

Increasing interest in promoting the 
mucous layer protecting the epithelial lin-
ing of the intestine is something Lipski 
sees as the next area of research. While she 
looks forward to more research on probiot-
ics, as well, she believes the study of the 
bio! lm—the mucous lining where much of 
the gut microbiota live—holds great prom-
ise for improving gut and overall health. 
“We don’t have the research that we would 
really like to see,” she said, “but we will.
Eventually.We will.” 

GLUTEN AND HEALTH CONDITION SEARCHES ON GOOGLE, AUG 2011 - AUG 2016

Source: Google Trends
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Can you see us now?
Eye-health ingredients look to research—and researchers—to jump-start sales 

by Todd Runestad

T
here is no shortage of health prob-
lems that bene! t from nutritional 
intervention. Omega-3s for cardio-

vascular health. Glucosamine and eggshell 
membrane for joint health. Phospholipids 
for brain health. Curcumin for the chronic 
in& ammation that ampli! es the progres-
sion of nearly every degenerative disease. 

 Of all the body’s organs and 
physiological functions, the one that is 
probably the most overlooked—at least 
for ! rst worlders—is vision health. Yes, the 
Vitamin Angels organization dispenses 
vitamin A in the developing world where 
children may have compromised vision or 
complete blindness, because vitamin A is 

essential for healthy eyes. 
But in America, nobody is going blind 

because of a lack of vitamin A. Nobody re-
ally even considers that going blind is an 
issue. It lags far behind the Big C of can-
cer and the new Big C of cognitive decline. 
Everyone knows cardiovascular disease is 
the top killer. Obesity. Diabetes. But eye 
health? 

" is is re& ected in the sales of vision 
supplements—mostly the macular carot-
enoids lutein and zeaxanthin—with sales 
growth less than 5 percent since 2013, ac-
cording to NBJ estimates. But we could be 
on the cusp of a shift around vision health. 
As with most things nutrition, the foun-

dation is clinical research. 
Consider: the leading cause of blind-

ness in the elderly is age-related macular 

NBJ Takeaways 

 » Vision health is overlooked 
in the United States

 » Excess screen exposure is 
bringing premature 
blindness to the fi rst world.

 » Education will be key to building 
the category, and secondary bene-
fi t tie-ins could be crucial.

VISION SUPPLEMENTS SALES AND GROWTH, 2006-2018E

Source: Nutrition Business Journal ($mil., consumer sales)
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degeneration (ARMD). From 2000 to 
2010, the number of people with ARMD 
grew 18 percent, from 1.75 million to 2.07 
million. It has historically been the lead-
ing cause of blindness among people over 
age 65. And lens replacements is the num-
ber one expense for Medicare. 

" e Age-Related Eye Disease Study, 
typically referred to as AREDS, was pub-
lished in 2001. It found a signi! cant 25 
percent reduction in the risk of advanced 
ARMD and its associated vision loss with 

a nutritional combination of vitamin C, vi-
tamin E, beta-carotene and zinc. " is was 
followed up in 2013 with the AREDS2, 
which tweaked the formulation by add-
ing omega-3 fatty acids and swapped be-
ta-carotene with 10mg lutein and 2mg 
zeaxanthin. " e results were even better 
(though the omega-3s showed no bene! t 
for vision health). 

One would think such incredible re-
search results would herald a boom with 
lutein and zeaxanthin. Unfortrunately, 

we’re not there yet. 
ARMD may have the appearances 

of being an old-person’s condition with 
limited commercial potential, but last 
year, ARMD became the leading cause 
of blindness among people over age 60, 
not 65. " at’s a diminishment in vision 
health of ! ve years.

The fading vision blues
" e cause of this troubling shift lies in 

the very thing you’re probably staring at 

$436 MILLION VISION SUPPLEMENT SALES BY INGREDIENT, 2006-2015

Source: Nutrition Business Journal ($mil., consumer sales)
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while reading this story: blue light, specif-
ically, the light emanating from all of your 
digital devices, from your computer screen 
to your iPhone and that wall-sized TV. 
Adults spend nearly 10 hours a day looking 
at screens. Even the new LED light bulbs 
emit a signi! cantly greater amount of blue 
light than traditional incandescent bulbs. 

Modern life, it seems, is driving us blind. 
“Today there is a growing ‘blue light 

buzz,’” says Heather Richardson, vision 
platform senior product manager at Ke-
min Human Nutrition and Health—the 
pioneering company that ! rst brought its 
branded FloraGlo lutein to the market 
some 20 years ago. “" is may make lutein 

and zeaxanthin supplementation more rel-
evant for consumers of all age groups.” 

Who hasn’t experienced the negative 
e# ects of blue light personally? Headaches, 
blurred vision, dry eyes, eye strain and eye 
fatigue are real reminders of the cost of 
our digital lifestyle. Lutein and zeaxanthin 
“are the only natural defenses our eyes have 
against harmful blue light,” says Richard-
son, “and they are speci! cally deposited in 
our eyes to ! lter it.” 

FloraGlo enjoys a patent showing how 
lutein ! lters blue light to help protect eyes. 
Kemin partnered with ingredient titan 
DSM to drive sales and awareness of the 
carotenoids through FloraGlo and Zea-
ONE Zeaxanthin, which is marketed by 
DSM as Optisharp Natural Zeaxanthin. 

Ingredient supplier OmniActive Health 
Technologies has its own portfolio of carot-
enoids, including its & agship Lutemax 2020, 

a combination of lutein and two zeaxanthin 
isomers. OmniActive has engaged the as-
sistance of macular carotenoid researchers 
to help drive forward the narrative of the 
importance of supplementation to address 
these conditions of the modern age. 

John T. Landrum is director of the In-
ternational Carotenoid Society, a profes-
sor at Florida International University, and 
researcher on more than 60 published pa-
pers on macular carotenoids since the early 
1980s. When not conducting additional re-
search studies, or teaching students chem-
istry and biochem, he goes on the road with 
OmniActive to add gravitas to the market-
ing message around all things macular. 

“It’s these researchers’ results that shape 
our stories,” says Lynda Doyle, OmniAc-
tive’s senior vice president of global mar-
keting. “We want to have our marketing 
spin on it, but it comes down to research 
driving the story for us.” 

OmniActive has an in-house research 
team, which works with everyone from con-
tract research organizations to universities 
to help design studies that can produce end 
points that can be talked about in a regulat-
ed commercial business environment. “Our 
customers need claims substantiation. So 
the right message can get out to the con-
sumer,” says Doyle. “Helping fund studies 
is one road to move down because you want 
to support research on your product.”

Landrum explains that the macular 
carotenoids protect the eyeball’s retina by 
! ltering blue light, that they also act as 
important antioxidants, and they can struc-

turally stabilize membranes important in 
protecting the eyeball’s rods and cones. 

“Only blue light gets back to the retina,” 
explains Landrum. “" e macular pigment 
! lters the blue light before it hits the pho-
toreceptor. " e macular pigment can block 
the damaging blue light.” 

OmniActive sponsors scienti! c dis-
cussions among carotenoid researchers in 
order to help keep the enterprise going. 
At the end of the day, for evidence-based 
ingredient suppliers, science provides the 
foundation for all the marketing e# orts 
that follow. 

OmniActive also funds clinical trials 
into the e# ect the macular carotenoids 
have on blue light. " e latest is a random-
ized, double-blind, placebo-controlled, 
six-month intervention trial on 49 college 
students who looked at digital screens for 
more than eight hours a day. At both three 
and six months, the group taking 20mg/day 
lutein and 4mg/day of two zeaxanthin iso-
mers (as found in the company’s Lutemax 
2020 ingredient formulation) experienced 
signi! cantly improved visual processing 
speed, contrast sensitivity, sleep, headache 
frequency, eye strain and eye fatigue. 

“What we think is going on here,” says 
lead researcher Jim Stringham, Ph.D., who 
works at the University of Georgia, “is sup-
plements increase the macular pigment and 
e# ectively absorb more blue light.” With-
out supplements, the macula works harder, 
leading to eye fatigue.

So what’s an ingredient supplier or sup-
plement company to do? Start a marketing 
campaign along with Intel Inside—itself 
the best example of an ingredient suppli-
er synching up with a ! nished product? 
Can you imagine your Dell computer with 
an Intel Inside sticker on it—alongside a 
FloraGLO or Lutemax 2020 logo? 

Blue light isn’t the half of it 
With a growing body of research sup-

porting lutein and zeaxanthin’s ability to 
address the enormous problem of expo-
sure to blue light, one would think that 
once the message percolates down to con-
sumers, increased intake of the macular 
carotenoids will similarly grow. 

“Lutein and zeaxanthin are the 

only natural defenses our eyes have 

against harmful blue light.” 

Heather Richardson, Kemin Human Nutrition and Health
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Indeed, today’s daily intake average 
is only 1.8mg lutein, while the AREDS2 
study showed 10mg is appropriate. 

In addition, Stringham has conducted 
more expansive studies on the macular ca-
rotenoids, ! nding decreased cortisol lev-
els and its attendant stress and increased 
macular pigment optical density. He’s also 
seen evidence of subjects detecting light 
gradations and tolerating glare better, two 
things that result in “improved vision in 
the real world,” like night driving.  

Stringham’s research also shows that 
taking 20mg lutein and 4mg zeaxanthin—
double the AREDS dose—led to double 
the improvement. 

“I can’t not supplement after seeing 
these results,” says Stringham. 

Currently the biggest secondary 
cross-section is on infant research—infant 
formula manufacturers have begun inte-
grating lutein into their products. " at’s 
thanks in no small part to 14 published 
studies on the bene! ts of FloraGLO lutein 
for maternal and infant nutrition. Once an 
ingredient makes it into infant formula, the 

record suggests that imprimatur of safety 
will lead to a future growth spurt. 

“wLutein is that next DHA in terms of 
need across populations,” says Doyle. “Our 
research is moving into healthy popula-

tions in order to support structure/func-
tion and EFSA claims in Europe. We’re 
looking at skin health, pregnant women, 
wblue light, cognition and stress.” 

So there are numerous ways consum-
ers can bene! t from the macular carot-
enoids. Ingredient suppliers are doing 

more than merely providing dried mari-
gold & owers, a primary source of lutein. 
DSM, for example, adds delivery tech-
nologies like beadlets to prevent tablet-
ing losses and interactions with other in-

gredients. Taken together—quality 
supply, quality delivery technologies, 
! rst-rate researchers engaged in the mes-
saging, and that too-many-screens on-
slaught—vision health looks poised to 
break out to become the next great sup-
plement health category. 

“It’s these researchers’ results that 

shape our stories. We want to have our 

marketing spin on it, but it comes down 

to research driving the story for us.” 

Lynda Doyle, OmniActive

LUTEIN SUPPLEMENT SALES AND GROWTH, 2008-2015
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MILK THISTLE SUPPLEMENT SALES AND GROWTH, 2005-2018E

Source: Nutrition Business Journal ($mil., consumer sales)
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  e detox paradox
Pills are out, drinks are in, but what really works?

by Lisa Marshall

I
n the still-niche but hugely promising 
category of “detox” or “cleanse” prod-
ucts, six words can be used to sum up 

the current market trend: 
Pills are out. Liquids are in.
U.S. consumers spent about $200 mil-

lion on bottled cleanses in 2015, according 
to Consumer Reports, as big hitters like 
Coca-Cola and Hain Celestial expanded 
their juice cleanse lines BluePrint and Suja 
while smaller players like Daily Greens en-
joyed multi-million dollar capital infusions 
from investors. So-called “tea-toxing” has 
also gained popularity, with sales of “detox/
cleanse” teas amounting to more than $23 
million in the past year—up 13.5 percent, 
according to SPINS. " anks in part to a 
recent Dr. Oz special promising “no juic-
es, no fake food, and no starving,” souping 

detoxes are also gaining traction, with com-
panies like Soupure, Splendid Spoon, and 
Soupilina rolling out 3-day soup cleanse 
packages, shipped straight to consumer 
doors.

Meanwhile, in the dietary supplement 
aisle … the category limps along.

" e liver-support/detox category grew 
an unimpressive 2.6 percent, amounting to 
$125 million in 2015, according to Nutri-
tion Business Journal. Of the top-20 con-
dition-speci! c supplement categories NBJ 
tracks, detox remained dead last, account-
ing for roughly 0.3 percent of the overall 
market. And aside from a few notable in-
troductions, innovation in the category ap-
pears to have stalled.

" at’s a shame, say industry observers, 
who point to the rise in conditions like 

non-alcoholic fatty liver disease and chem-
ical sensitivities as incentive for more in-
dustry investment in science-backed detox/
liver support supplements that really work.

NBJ Takeaways 

 » As juice cleanse popularity 
grows, so does doubt about 
their effectiveness

 » Soup cleanses may have 
advantages over juice regimens

 » Innovation in detox supplements 
seems to have stalled

 » Companies with strong research 
resources may be overlooking 
opportunities in the space 
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“" is is a fantastic frontier for nutri-
tional science and it is relatively undevel-
oped,” says industry consultant Greg Horn, 
CEO of Specialty Nutrition Group, who 
himself has su# ered from multiple chemi-
cal sensitivity in the past. Detox presents a 
rich horizon, he says, because today, “" is 
is another example of a big category with 
a lot of need served by products that don’t 
actually work.”

From the Master Cleanse
to Dirty Lemon

" e juice cleanse phenomenon dates 
back to 1976, when alternative medicine 
pioneer Stanley Burroughs published a 
simple booklet, “" e Master Cleanser”, 
touting a 10-day regimen of lemonade, 
cayenne pepper and maple syrup. Sci-
entologist Peter Glickman revived the 
Master Cleanse in 2004 with his book 
Lose Weight. Have More Energy. And Be 
Happier in 10 days. By 2006, Beyoncé was 
gushing about how much weight she’d lost 

and how much better she felt. Soon, every-
one from the New York Times to Vogue to 
Oprah was publishing (read: oversharing) 
! rst-person accounts of Spartan multi-day 
cleanse regimens that included fasting, 
juicing, supplements and—almost invari-

ably—explosive trips to the toilet.
" en, in 2007, two New York based en-

trepreneurs, Zoe Sakoutis and Erica Huss, 
came up with a brilliant idea: To develop a 

juice cleanse line that didn’t taste bad, and 
would appeal to—as Sakoutis put it—folks 
who “did not wear Birkenstocks, crystals and 
natural deodorant,” and who liked to have a 
few martinis and a big steak on the weekend. 

Consumers would pay $60 per day for 

a packet of six bottles of juice with min-
imal ingredients, numbered according to 
when they were to drink them. (Most took 
them for three days). BluePrint Cleanse 

LIVER & DETOX SALES AND GROWTH, 2010-2018E

Source: Nutrition Business Journal ($mil., consumer sales)
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“This is another example of a big 

category with a lot of need served by 

products that don’t actually work.” 

- Greg Horn, Specialty Nutrition Group
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was born. It was a runaway hit, and in 2013, 
natural foods giant Hain Celestial snapped 
it up for a cool $25 million. 

Today, “cold-pressed” juice-cleanse of-
ferings, processed without heat and con-
taining everything from apple and gin-
ger to parsley, artichoke, and spinach, are 
available everywhere. Analysts say they 
play perfectly into the hands of millennials 
who want to party hard on the weekend, 
somehow & ush it out with a “cleanse” that 
doesn’t take too long or involve too much 
su# ering, and be good to go at work on 
Monday. “Today’s consumers, and Millen-
nials in particular, somewhat paradoxically 
shift between paleo or vegan foods to in-
dulge in something as decadent as a jelly 
donut or shake,” explains a new Mintel re-
port on what it calls the “Balance or Bust” 
phenomenon. “Detox products have found 
a natural home in such diets.”

In August 2015, Zak Normandin, who 
had previously founded Little Duck Or-
ganics baby food company, targeted the 
Balance or Bust trend head-on, rolling out 
a new “anti-cleanse” detox beverage called 
Dirty Lemon. " e product, made with ac-
tivated charcoal, lemon, ginger, and dande-
lion root, is marketed heavily on Instagram, 
with images of seemingly hungover 20 
and 30-something women surrounded by 
empty bottles and take-out wrappers. Con-
sumers order it exclusively via text and it is 
delivered to their door the next day. 

“" e modern consumer enjoys having a 
drink or a slice of pizza on the weekend, and 
there is a general interest in quick ! xes to 
help them reset their body,” says Norman-
din, who describes the company growth in 
the past year as “very fast.” It recently rolled 
out three additional functional beverages 
for energy, skin and hair, and sleep.

Beyond juice, an array of new drink-
able and edible detox options are hitting 
the market.

Organic meal delivery service Sakara 
now o# ers an “Eat Clean; Play Dirty” col-
lection, including “detox macaroons” and 
a Beauty Water Cocktail Mixer. Brassica 
now boasts an entire line of detox teas and 

co# ees infused with glucoraphanin—a de-
toxifying antioxidant derived from broccoli.

New York-based soup-cleanse company 
Splendid Spoon, which sells one-day cleans-
es comprised of bottled soups, has tripled its 
sales every year since it was founded in 2013. 
It enjoyed a glowing review in the New York 
Times in February declaring that “souping 
is the new juicing.” Souping advocates say 
soup contains more ! ber (something juice 

cleanses tend to lack) and less sugar and 
keeps people more satiated.

In all, food and beverage product launch-
es with a detox or cleanse claim climbed 38 
percent between 2014 and 2015, according 
to Mintel. (Of note: Detox teas accounted 
for half of new launches in 2015). 

“I think pills and powders, generally as a 
format, are going away,” predicts Normandin. 

Hype or healthy?
Amid the consumer frenzy over juicing, 

one nagging question has remained. Do 
they actually do anything to bene! t health? 
Quality studies on the speci! c health ben-
e! ts of juice cleanses are slim to none, and 
some experts see them as a waste of money 
at best, and potentially harmful at worst.

“To say that drinking juice detoxi! es 
the body isn’t quite the same as claiming 
leeches suck out poisons, but it’s fairly 
close,” wrote journalist Sabrina Tavernise 
in a scathing piece in the New York Times 
health section this April. Consumer Re-
ports followed suit, with a report calling out 

BluePrint Cleanse and Suja speci! cally and 
concluding that claims that they “remove 
toxins” are “folklore.”  " e kidneys and liver 
typically do that just ! ne on their own, the 
report said, and going several days without 
protein (as some juice cleanses require) can 
be dangerous and counterproductive be-
cause the liver needs protein in order to do 
its job. “After conducting our own research 
and reviewing the information they sent us, 

we were not convinced that the products 
are worth the money,” concluded Consum-
er Reports.

Not everybody agrees, of course. " e 
argument may be more nuanced. Robin 
Foroutan, an integrative medicine dieti-
tian and spokesperson for the Academy of 
Nutrition and Dietetics, says that while 
research is very limited, a well-formulated 
juice cleanse can have its bene! ts.

“You are switching from a diet that 
promotes in& ammation to hopefully fresh-
pressed juices that are high in antioxidants, 
and you are getting a ton of & uid,” she says. 
“For the short-term, people might feel bet-
ter not so much for what is in the juice but 
for what they are removing.”

She says she has been happy to see 
a slow shift away from fruit-based juic-
es loaded with sugar to vegetable-based 
juices including ingredients with a long 
track-record for supporting various de-
toxi! cation processes. For instance, many 
juice cleanses now contain parsley and 
cilantro (shown in some research to help 

“The modern consumer enjoys having a 

drink or a slice of pizza on the weekend, 

and there is a general interest in quick 

fi xes to help them reset their body,” 

-Zak Normandin, Dirty Lemon
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soak up heavy metals), celery (believed 
to stimulate bile & ow), and cruciferous 
vegetables like broccoli (shown to play 
a role in several key liver detoxi! cation 
pathways).  Even activated charcoal, long 
used in water ! lters and hospital detox 
centers, has reasonably supportive science 
behind it—although, she says, “once you 
are already hungover it’s probably too late 
for activated charcoal.”

For someone with overall good health 
who wants to do the occasional juice 
cleanse, she sees little harm and possible 
bene! t. On the & ip side, for someone with 
chronic health problems, a change in diet 
and high quality dietary supplements under 
the supervision of a health care provider 
might be in order.

“If you live in a beautiful part of the 
country where the air and water is clean 
and you are living a really healthy lifestyle, 
no, you probably do not need to detox at all. 
But most of the rest of us could probably 
use some liver support.”

An opportunity for
 

supplement makers
One glimmer of positive news on the 

detox supplement front came in May when 
the Clorox Company announced it was 
acquiring category pioneer Renew Life for 
$290 million in cash. Clorox CEO Benno 
Dorer said the acquisition ! t well into the 
company’s long-term strategy to grow via 
acquisitions of “fast-growing categories 
with attractive margins.”

Elsewhere, several high-end practi-
tioner brands have been slowly rolling 
out science-backed products geared spe-
cifically for people with compromised 
livers, digestive health problems, or ge-
netic variants linked to impaired detoxi-
fication systems.

For instance, many functional medi-
cine physicians now test patients for a gene 
called MTHFR (methyl-tetrahydrofolate 
reductase), which is critical in the detoxi! -

cation process. Roughly 40 percent of peo-
ple have a variant of this gene that makes it 
di(  cult for them to convert folic acid and 
other B vitamins into the active form us-
able by the body (Bs play a key role in many 
detox pathways). In recent years,   orne 
Research, Metabolic Maintenance Prod-
ucts, and other companies have rolled out 
5-MTHF supplements speci! cally target-
ing those with the gene variant.

“" ere’s a lot of interest in this in the 
integrative medical community right now,” 
says Foroutan.

In order to ! ll what he saw as a gaping 
hole in the market, Horn launched his own 
liver-support brand Livital—available ex-
clusively at GNC—earlier this year.

" e patent-pending formula, contains 
Broccoraphanin, a patented form of sul-
foraphane glucosinolate from non-GMO 
broccoli seeds which has been shown 
to be a potent inducer of enzymes that 
promote Phase 2 liver detoxi! cation; 
N-Acetylcysteine, a key precursor to glu-
tathione (often called “the mother of all 
antioxidants”); and a patented form of 
calcium D-Glucarate, believed to pro-
mote excretion of hormone metabolites.

A few companies have also begun to 

come up with “liposomal glutathione”—a 
better absorbed version of the liver detox-
i! cation rock-star.

But as of right now, critics of the cat-
egory note, the vast majority of “detox/
cleanse” supplement bottles o# er vague 
claims and old ingredients with question-
able bene! ts. For instance, one sweeping 
multicenter clinical trial of 154 patients, 
published in the New England Journal of 

Medicine in 2012, found that milk thistle 
(which makes up 86 percent of detox/liv-
er-support supplement sales) had “abso-
lutely no e# ect” on quality of life or blood 
markers in hepatitis C patients.

Going forward, Horn would love to see 
more dietary supplement companies invest 
their time and money in science-backed 
and e# ective ingredients for liver health. 
But in an age when consumers want short 
ingredient decks and edible and drinkable 
health solutions, he realizes that could be 
an uphill battle.

“" e fad right now is to take 21 ingredi-
ents down to 10 or less and get your cleans-
ing from juice, not pills,” he says. “In a few 
years, it will hopefully swing back to ‘let’s 
make something that actually works, is the 
right dose, and we can prove it.” 

“If you live in a beautiful part of the 

country where the air and water is 

clean and you are living a really healthy 

lifestyle, no, you probably do not need 

to detox at all. But most of the rest of us 

could probably use some liver support.” 

- Robin Foroutan, Academy of Nutrition and Dietetics
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  e Energy Equation
Is the drive to thrive creating the problem it’s supposed to be solving?

By Bill Giebler 

F
ueling up with co# ee and Red Bull 
by day and tucking in with Ambien 
each night is becoming an all-too-fa-

miliar formula. It’s something you pick up 
in college, like a tattoo or embarrassing 
Facebook photo. When ! nals come, the 
Red Bull is often replaced—or supple-
mented—with Adderall. According to a 
2014 survey conducted by " e Partnership 
for Drug-Free Kids, one in ! ve college 
students report abusing prescription stim-
ulants at least once in their lifetime. " ese 
habits don’t stop when the ! nals are over. 
As these young people enter the demand-
ing work world, short-term study habits 
become long-term work habits. 

In the orbit of the natural products 
industry the recipe may be yerba mate 
and valerian, good news for the bodies 
of those consumers, but still emblematic 
of a population outsourcing its sleep and 
energy cycles. According to NBJ data and 
insights, insomnia products experienced 
double-digit growth seven of the last 10 
years. Energy is on the rise, too, growing 
nearly 13 percent in 2015 (growth that 
peaked at 15.6 percent in 2012). " ere is 
clearly a connection between these two 
categories—two sides of the I can’t sleep, 
I can’t wake up coin—but the problem is a 
bit more than just a biochemical cage ! ght 
between uppers and downers. 

NBJ Takeaways 

 » Our hunger for vitality may be yet 
another symptom of the over-
achieving culture that’s fatiguing 
us.

 » Whether natural or synthetic, 
we are increasingly a population 
outsourcing our sleep and energy 
cycles.

 » Addressing nutrition and lifestyle 
can bring energy and sleep back 
into an individual’s control.

ENERGY DRINKS, SHOTS AND SLEEP SUPPLEMENTS SALES AND GROWTH, 2006-2018E

Source: Nutrition Business Journal ($mil., consumer sales)
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“" e average night’s sleep was nine 
hours a night till light bulbs were invent-
ed about 140 years ago in 1880,” writes 
Dr. Jacob Teitelbaum, author of From Fa-
tigued to Fantastic!, responding to NBJ by 
email. “Now we are down to 6 3/4 hours a 
night—a 30 percent sleep ‘pay cut,’ shown 
to worsen fatigue, pain, premature aging 
and even weight gain,” he says. “So sleep 
is a big market.”

Ironically, the lack of sleep comes 
from a lack of energy, Teitelbaum con-
tinues. “Insomnia is often caused by in-
adequate energy, resulting in the hypo-
thalamic sleep center not working well.” 
Healthy energy will aid sleep, but not the 

energy promoted by the sugar and caf-
feine loaded beverages that Teitelbaum 
calls “energy loan shark” drinks that 
“worsen fatigue and sleep.” There are 
better options. “For example,” he says, 
referencing two studies he published on 
the subject, “with a supplement called 
ribose, not only did energy increase an 
amazing average of 61 percent, but sleep 
also markedly improved.”

Thriving me crazy
" ree decades after positive terms like 

“preventive care” and “wellness” entered in-
surance lexicon, even those concepts pro-
duce yawns in today’s marketplace. Today, 

consumers want nothing short of vitality—
or to, as the latest buzzword commands, 
thrive! In recent weeks, for instance, ISO-
  rive and the probiotic supplement Just 
  rive have shown up in the NBJ o(  ce.  
Two di# erent magazines (somehow) share 
the " rive title, and two weeks ago Arianna 
Hu(  ngton took news of her latest endeav-
or public. Her   rive Global will focus on 
education aimed at helping companies im-
prove employee well-being.

And then there’s   rive Market, the 
online membership-driven market that is 
equal parts Costco, Amazon and Whole 
Foods. We asked " rive VP of Purchasing, 
Jeremiah McElwee about the name. Indeed, 

$569 MILLION SLEEP SUPPLEMENT SALES BY INGREDIENT, 2015

Source: Nutrition Business Journal ($mil., consumer sales)
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the company had a di# erent name originally, 
he says, but then the word “thrive” resonated 
so deeply with the founders that it took over. 
“It’s a natural evolution to a place where you 
don’t just want to be well. You don’t want to 
be neutral. You want to be exceeding that. 
You want to be thriving. You want to be 
ahead of the curve. You want to be growing 
in strength and beating expectations.”

" ere’s an irony, though. " e drive 
to thrive is, to a great extent, the same 
overachieving drive that is draining our 
reserves and making us sluggish. “We’re 
working harder. We’re expected to do 
more. We’re expected to over-deliver all 
of the time,” says McElwee. “" ere’s no 
excuse … we have to keep surging ahead 
and therefore we’re burning the candle at 
both ends.” We’re exhausting ourselves in 
our thirst for vitality. 

At the same time, McElwee continues, 
“I want to work out, I want to be healthy, I 
want more energy just to get through the 
day. It’s kind of this vicious cycle. You’re 
trying to do everything, and you’re trying 
to be more, but you have basic biological 
needs: eat, sleep, breathe. Getting any one 
of those things out of the right order and 
you’re going to have to compensate anoth-
er way. People are doing that with energy 
products for sure.” And for many of them, 
energy is synonymous with ca# eine. 

" e result may be the creation of over-
achieving foods. “We also want our food to 

do multiple things,” says McElwee, “I just 
saw that 5-hour energy just launched the 
protein energy shot and my thought was, 
‘what took them so long?’ " at seemed like 
a logical evolution for them a few years ago. 
… Now it’s energy with protein, energy with 
other nutrients, energy with B vitamins. 
Add more value to what you’re selling me.” 
" rive Market is trying to serve that cultural 
imperative with a more holistic view. 

A growing consensus
 

of caution
“Energy products are the wrong place 

to look for energy,” says Dr. Charley Crop-
ley, a naturopathic physician practicing in 

Boulder, Colorado, since the early 1980s. 
“Having energy is our natural state and is 
produced by a natural means and a# ect-
ed by everything in our lives.” Instead of 
products, Cropley recommends looking to 
our own behavior, including anxiety, lack 
of sleep and lack of exercise—and that in-
cludes our reliance on stimulating products. 
" e best way to produce energy, says Crop-
ley, “is the way it’s been produced for mil-
lions of years: by following the cycles of na-
ture which include eating natural foods and 
abundant exercise.” Each of these is shown 
to help both sleeping and energy.

Cropley echoes Teitelbaum when it 
comes to the relationship between energy 
and sleep. “If you don’t have enough energy 

“Thriving is a natural evolution 

to a place where you don’t just want to 

be well, you don’t want to be neutral, 

you want to be exceeding that, 

you want to be thriving, you want 

to be ahead of the curve, you 

want to be growing in strength 

and beating expectations.” 

- Jeremiah McElwee, Thrive Market

! riving " tness community

 » As consumers strive to thrive, fi tness habits are changing too, bringing increased specialization to gyms. “We are seeing a 
change in the fi tness industry as far as the types of health clubs,” says Pam Kufahl, director of content and engagement 
for Club Industry (a property of NBJ’s parent company Penton). Kufahl identifi es diversifi cation of the types of clubs, “so 
you’re seeing a lot of niche clubs now, little boutique studios,” she says. 

 » The shift may be a subtle move from look-good-naked fi tness toward greater wellbeing—with an additional emphasis on 
training and skills development. “We’ve had pilates and yoga studios for some time, but now we’re seeing more climbing 
wall gyms, more boxing, kickboxing, cycling studios, and facilities that are focused on one type of workout.”

 » Trainer and fi tness expert Glenn Hattem sees it partly as the building of community. He cites a recent study published by 
the journal Heart that indicates loneliness and isolation may increase risk of coronary artery disease and stroke by nearly 
a third. Niche studios create community, Hattem says. “Now you have your Crossfi t, Core Power Yoga, dance troupes from 
Nia to free dance, your rock climbing communities.” That way, no matter where devotees go, he says, “you have your 
culture, you have your language.” This is important to people. 
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you’re not going to sleep well, and sleeping 
is the greatest nourisher of energy that I 
know of.” Yet, he adds, “Most energy prod-
ucts disrupt our normal cycles of energy 
and stimulate it and then can disrupt our 
cycles of sleep as well.”

But energy is just a part of vitality. 
Cropley de! nes vitality as freedom. “One 

is healthy if they have the freedom to car-
ry out their life unobstructed, unimpeded,” 
he says. “If they have the vitality to be the 
person that they want to be and live the life 
they want to live, that, to me, is health.”

Cultivating vitality
“It’s about a fullness,” says ! tness expert 

and author Glenn Hattem. “We’re all look-
ing for our true expression of our higher 
self.” Hattem’s Get it Back University aims 
to help clients indeed get it back. Hattem 
works with “former ! tness enthusiasts or 
athletes that thought they knew this stu# ,” 
he says, “and then they’d gotten divorced or 
got busy with kids.” His program assists in 
removing what he refers to as a “crusty lay-
er” inhibiting access to one’s true self.

But to get there, he says, you have to 
work. " ere is no magic pill for this one. 
“Everything in our media, everything in so-
ciety tells you it’s quick, it’s easy, instant grat-
i! cation. " e movies all tell you this nerd’s 
gonna get this hot girl and make all this 
money in the course of an hour and a half. 
We’re not much of a society for cultivation.” 

But altering our health by altering our 
behavior is what it takes, Cropley agrees, and 
cultivating health is a uniquely human op-
portunity. “Most medicine you could apply 

to a dog or a monkey or a rat because it gets 
down to trying to alter physiologic processes 
which are much the same.” As humans, “we 
are able to re& ect on ourselves and on the 
performance of our behavior and be able to 
change our behavior,” Cropley says. 

“While there are many things that a# ect 
our health, many things beyond our control,” 

Cropley says, listing environmental poisons 
and medicines as examples, “the one thing 
that is under our control is our behavior. 
When we’re looking for causes in health, the 
greatest cause is our self.” Many people know 
the inhibitors—poor eating habits, excess 
drinking and stress, insu(  cient exercise and 
sleep—but fail to make necessary changes. 
“But I think the majority of it is that peo-
ple don’t even know that their illnesses are 

caused primarily by their own actions.”
Cropley sees making these connec-

tions—speci! cally teaching people to heal 
through the way they eat, breathe, the 
quality of their thoughts and their relation-
ship skills—as an educational opportunity, 
through which, he says, “we will drastically 

cut health care costs.”
Diet is at the top of the list. The 

American diet over recent generations 
has increased inflammation, muscle 
spasm and joint pain, adds Dr. Teitel-
baum. This has left, “one third of Amer-
icans needlessly in pain, and more than 
50,000 needlessly dead from arthritis 
medications. So think of vitality, and our 
increased focus on it, to be the antidote 
to our often fatal medical system.” For 
Teitelbaum, supplements play a key role 
in this. “Over half the vitamins and min-
erals in our diets are lost in food pro-
cessing, and life stresses are increasing 
the need for nutrients,” he says. “So it 
has become nearly impossible for most 
people to get optimal levels of all nutri-
ents without taking supplements.”

Cropley does not use supplements. “I’m 
not in the least antagonistic to supplements, 
nor am I antagonistic to medicine. It just 
happens to be that my passion is teaching 
people what they can do for themselves”—
which for Cropley is more likely to come 
from a garden or farmer’s market than a 
vitamin aisle. “What’s a major contributor 
to virtually all our chronic diseases is the 
way we eat, exercise and the stress that we 
face. " is comes down to being the master 
of one’s behavior.” 

In the end, while the drive to thrive can 
often produce the opposite e# ect, a holistic 

emphasis on health may simply allow for 
the conditions of thriving. And the most 
important behavior may be diet. “In a clin-
ical practice I see nothing that produces 
results like food,” Cropley asserts. “Chang-
ing the way people eat is the most powerful 
medicine I know of.” 

“Having energy is our natural state 

and is produced by a natural means and 

affected by everything in our lives.” 

– Dr. Charley Cropley

“Insomnia is often caused 

by inadequate energy, resulting in 

the hypothalamic 

sleep center not working well.” 

– Dr. Jacob Teitelbaum
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Life support 
General vitality is supplanting condition specifi c

By Todd Runestad

F
orget condition-speci! c formula-
tions. Sure, a big reason shoppers 
! rst enter a health-food store is to 

naturally address some health concern, but 
today it’s also to maintain a sense of energy, 
vitality, and general joie de vivre. Turns out 
there’s a new generation of ingredients that 
can do more than build a strong nutrition-
al foundation. Here are a few that aim to 
also actually help you live a more zestful life 
(hold the ca# eine, please).

In 2016, vitality, or maybe the lack 
thereof, is the condition of the moment. 

Gaia Herbs: Adrenal Health
While all adaptogens share some basic 

characteristics—homeostasis, or the bring-
ing of the body’s general systems back into 
balance—di# erent adaptogens work on 
the body in di# erent ways. Gaia’s Adre-
nal Health line is a three-part harmony. It 
consists of Jump Start (pictured), a short-

term formula (6-12 weeks) which gets you 
re-centered, and should be taken in the 
morning. Consumers should follow up 
with Adrenal Health Daily Support, a full-
strength adaptogen. Lastly, the Adrenal 
Health Nightly Restore works on the body 

to balance adrenal function, restoring the 
body’s nighttime circadian rhythm. " is is 
a power-packed lineup aimed at your typi-
cal over-stressed average American.

HempFusion 
full-spectrum hemp

First things first: This is not a selec-
tively isolated CBD extract, the likes of 
which have been designated as illegal by 
the FDA, this is a broad-spectrum hemp 
product. Like all CBD products, it con-
tains the required less than 0.3 percent 
THC. Proponents have been saying for 
some time that hemp (and that includes 

marijuana) is nature’s most nearly per-
fect plant. Indeed, the body has an entire 
endocannabinoid system, which has re-
ceptors in the brain and throughout the 
nervous system and regulates pain, ap-
petite, learning and other body functions 
and processes. HempFusion will also be 
rolling out line extensions focused on 
sleep, stress, and digestive health. This 
may well be the soccer mom’s little help-
er of the decade.

Rainbow Light 50+
Remember how much more physical 

gusto you had half a lifetime ago? Rainbow 
Light put that in a bottle with a deep formula 
that supports energy, blood-sugar and stress 

management, cellular wellness, and a range of 
important structure/function targets around 
brain, heart, bone, vision and immune health. 
And because it’s Rainbow Light, it’s glu-
ten-free, dairy-free, nut-free, ! sh-free, sug-
ar-free, and arti! cial additive-free. Giddyap!

Pure Essence Labs HealthGuard
With a foundation of constitu-

tion-building organic mushrooms, this 
traditional Chinese medicing (TCM) for-
mula boldly lists “rejuvenation” right on the 
front-of-pack labeling. A lot of the heavy 
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lifting here is done by cordyceps—believed 
to enhance athletic performance and im-
prove aerobic capacity—but it is aided and 
abetted by chaga, reishi, poria cocos, gin-
seng and other botanicals.

Dead Sea Moringa
If you haven’t heard of moringa yet, you 

soon will. " is is another one of those spark 
plug superplants, like maca, that are more 

than mere adaptogenic tonics but rather a 
constitutional-building phytonutrient for 
overall health and wellness. Plus, for every 
bottle of Dead Sea Moringa purchased, 
the company will plant a moringa tree in 
a village, in hopes of addressing nutrition 
de! cits.

Natural Factors Women’s Multi
" e Natural Factors Whole Earth & 

Sea line is based on raw, whole food ingre-
dients—many from the company’s organic 
farms in British Columbia. Unlike most 

other whole-food supplement formulas, this 
one contains at least 100 percent of most of 
the vitamins and minerals you’re looking 
for. Plus, the formulas contain all the phy-
tonutrients, food-based enzymes and nutri-
tional co-factors from the real food.

BioTerra Herbs Boing
" is is not your mother’s supplement 

brand. Snarky millennials grace the box, 
which communicates its health bene! ts 
in snarky millennial fashion. It enhances 
energy without stimulants—relying on a 
TCM blend of adaptogens astragalus and 

schisandra, as well as Asian ginseng root 
and sweet& ag. As it says on the box, “Live 
better by maximizing your body’s e# ective-
ness.” We can get behind that.

Natural Health
 

International Revolution
 

Macalibrium
Maca is probably the exotic botanical 

blockbuster of the decade. Traditionally 
grown in Peru, China has now gotten in on 
the maca trade. " is Maca-OG is sourced 
from Peru. Of note, the botanical experts at 
Natural Health International—who have 
been in the industry since 1997 and were 
in on the ground & oor of such herbal lu-
minaries as St. John’s wort and kava—have 
deduced that there are actually 13 di# erent 
types of maca, all of which contain di# er-
ent active ingredient pro! les and can have 

di# erent e# ects in the body. " is one is 
cultivated and designed for men’s hormone 
balance, which supports everything from 
energy and sexual health to cardio health 
and endurance. " at’s why it’s called the 
“middle-age botanical.” (For women, other 
maca phenotypes can address menopausal 
symptoms, but that’s another story.) 

Nova Scotia Organics
 

Age Defense Formula
Nova Scotia Organics was started by 

organic pioneer and legendary Canadian 
herbalist Nancy Smithers. She has served 
on the Canadian Natural Health Products 
Directorate’s Management Advisory Com-
mittee on Natural Health Products. " is 
formulation includes astragalus root, which 
has been shown to maintain if not lengthen 

the telomeres that protect the ends of the 
body’s DNA. Each time the DNA repli-
cates, the telomeres get a little shorter. 
When they become too short, that’s it for 
you. Ginseng and reishi mushrooms round 
out this organic blanket of protection.
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Q&A with Brendan Brazier

 » Brendan Brazier wrote the book on thriving. Seriously, his book, Thrive: The 
Vegan Nutritional Guide to Optimal Performance in Sports and Life, took the 
vegan lifestyle from the macramé jungle into the mainstream. He followed 
that with a magazine he called Thrive and will launch a new magazine, Alive, 
next year. He was also a founder of Vega and could be considered a pioneer of 
the modern plant-based movement. NBJ talked to him about that and about 
“thrive” as the word of the moment and how the meaning has changed for 
him and for the world at large.

QA From Thrive to Alive

NBJ: What does “thrive” mean to you in 2016?
Brazier: It means being able to do what you want, when you 
want, how you want, basically not having limitations, physical or 
mental, that hold you back from achieving what it is you’re trying 
to achieve. So, of course, people who aren’t thriving, I would say, are 
ones who get tired easily, need to rely on stimulants like ca# eine 
and sugar to stay awake or have to sleep more, who are less produc-
tive. When all those things go away, when you get your mental and 
physical all aligned, then I think you can truly thrive. 

NBJ: When people talk to you about thriving, what do they think 
it means?
Brazier: " e context I’ve heard a lot is people say, “Don’t just 
survive, thrive,” like surviving is just you’ve got a heartbeat, you’re 
still alive. But then thriving is having high levels of energy, feeling 
good, and growing and learning and progressing in some manner. 
I think it’s a pretty similar de! nition.

NBJ: How common do you think it is among people to feel like 
they’re thriving?
Brazier: I think most people would like to do more thriving, and 
I think some people feel as though sometimes they’re just getting 
by, just putting out ! res and dealing with the immediate things. 
To me, thrive also has an element of the future, and I know there’s 
a lot that’s been made of living in the present, but I tend to think 
to thrive I like to live a little bit in the future. I like to have that 
optimism for what the future’s going to bring. I think that’s what 
helps me to thrive. It’s just an optimistic attitude and spending a 
fair bit of my head-space in the future thinking about what could 
be if I do certain things now.

NBJ: Could we consider the lack of thriving to be basically a con-
dition? An ailment?
Brazier: I suppose you could. I think of it as quite holistic and 
kind of a general state. But there are certain things speci! c to lack 
of energy, for example, or being dependent on ca# eine or sugar, 
or needing to sleep more. Of course, most people want to sleep 
better so they don’t have to sleep as much. " at’s a really appealing 
thing to a lot of people. If you know how to eat properly and you 
understand hormones and all that and you can lower your cortisol 

through stress reduction, you can achieve things like that. I think 
any one of those could be considered speci! c but, like I say, gener-
ally I think thriving is pretty holistic.

NBJ: What do you think are the primary things we’re doing that 
are self-sabotage?
Brazier: I think immediate grati! cation is a big one. I’ll use en-
ergy as an example. When people are low on energy of course a 
lot of time they drink ca# eine or eat sugary foods and there’s a 
biological mechanism that tells us to do that. But if we can resist 
and be more holistic about it and think bigger picture, we reduce 
cortisol by reducing stress, which isn’t necessarily working less. It 
can be cleaning up your diet, having more alkaline-forming foods, 
more plant-based foods that actually help lower cortisol. Do things 
you enjoy. " at’s going to help reduce cortisol, as well. " en you 
sleep more deeply because you’ll get that deep delta wave sleep, 
then you wake up and you’re better rested. It’s more of a long-
term approach. " at’s one of the reasons people don’t do it. People 
tend to want that instant grati! cation and tend to think a little bit 
short-term. I think we can avoid that and resist that and we think 
more big-picture and more holistic, we can ! x the problem instead 
of having to treat the symptom.

NBJ: Is the modern world the underlying cause?
Brazier: It can be, but it doesn’t have to be. Productivity can be 
very, very good without all the stress. In my book, " rive, I divide 
stress into two main sections: complementary and un-comple-
mentary. Complementary is any kind of stress, like if an athlete 
is training. Training is physical stress, it does cause cortisol to go 
up, but the return is better ! tness, so it’s a good trade-o# . Work-
ing is the same. You work a lot, cortisol goes up, but that’s OK. 
You’ve got a trade-o#  there. Whereas, eating low-quality food 
that doesn’t have a lot of nutrition, doesn’t have many micronu-
trients, that’s a form of stress that has no return so that’s un-com-
plementary. If you’re able to segment those and you’re OK with 
the complementary stress because it leads to a payo#  but you 
eliminate or greatly reduce the un-complementary stress, you can 
really get away with avoiding a lot of the symptoms. It’s just be-
ing mindful of that and knowing what to target. You don’t have 
to be a victim to the modern world that way.
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NBJ: Do you think people have an understanding of that balance 
between the psychological side and the physical side of nutrition 
and exercise? 
Brazier: Some people do but most don’t. A lot of people just ar-
en’t aware of that connection. " ey aren’t aware that by cleaning up 
your diet, you can reduce a very large amount of your overall stress, 
and therefore the symptoms of that stress. 

NBJ: Can supplement companies’ help people thrive? 
Brazier: Something we found when we ! rst launched Vega, is that 
Vega is nutrient-dense, whole food, and it’s going to help you reduce 
cortisol, but it’s not going to do it overnight. A lot of people, espe-
cially people new to the natural health industry, they want results 
right away. " ey’re from the drug culture, really. Take a drug and the 
e# ect is almost immediate. I think it’s kind of a tough thing because 
supplement manufacturers want to make something that is going to 
be noticeable right away, but at the same time you don’t want to have 
people think too short-term. " ey need to think that a supplement 
that may treat their symptom is actually a long-term solution. " at 
can be a challenge because sometimes people aren’t going to stick 
with it for the time required, which could be several months, in some 
cases. It can be a little bit tricky to navigate at times.

NBJ: How do supplement makers get people to see that holistic 
approach? What should the message be?
Brazier: Just getting the information out that there are certain 
things you can do that will help treat your symptoms in the short-
term, but long-term, here are some meal plans that are going to 
help by eliminating other types of foods that cause cortisol to 
go up, which is what I try and do with my book and, obviously, 
through Vega, as well. Of course a lot of other companies are doing 
similar things now, so it’s good. I think it’s just making sure people 
realize it’s a lifestyle. As with exercise, it’s not so much about ex-
ercising for six weeks or eight weeks or whatever and then taking 
before and after pictures. It’s more about consistency and lifestyle 
as opposed to a program. When people talk about their nutrition 
program or workout program, they’re usually looking at it in a way 
that’s not sustainable. Find a plan, ! nd a lifestyle that is sustainable 
and just stick with it.

NBJ: Let’s say somebody who hasn’t seen your magazine or hasn’t 
ready your book asks you “What’s my ! rst step?” Is it nutrition? Is 
it more about attitude adjustment?
Brazier: It can be more complex sometimes than I’d like it to be. 
I think nutritionally, just be mindful of adding some good foods. 
Don’t even think about eliminating the ones that aren’t good right 
away. Just keep it simple.  Perception, too, is a very big thing. You 
can become mentally un! t just by basically depleting your will-
power. If you’re constantly doing things you don’t enjoy, things get 
harder and harder. Replenish that. Do things you like. It sounds 
strange, but if people are on a new program and they get home 
from work, especially jobs they don’t like, and they have to go right 
into an exercise routine program they don’t enjoy, that’s not sustain-
able. " ey’ve got to ! nd things that are going to help them even 

if they have to just recharge their batteries by doing something 
they really enjoy even if it’s not necessarily the healthiest thing. If 
it helps them get up the willpower to approach bigger challenges, 
like maybe making bigger changes in their diet or maybe changing 
their career, whatever it is, certain things can really help. 

NBJ: Have you seen a change in awareness?
Brazier: Yes, absolutely. I have a tenth anniversary edition of 
" rive coming out in January of next year and there’s been a big 
shift since the original edition. I think people are just better in-
formed, generally. " ey think more holistically. " ey feel as though 
they have more control than they did in the past, which is obvi-
ously really positive. " ey feel that if they make changes, they will 
see the results and that’s very positive. " ey don’t feel as much like 
victims of the modern world. A lot of people are far more optimis-
tic now, and that’s great.

NBJ: What do you tell people who ask you about supplements?
Brazier: I’m certainly not anti-supplement. I think they make a 
lot of sense for people who need them. Eating well all the time can 
be tough, especially out of season, depending on where people live. 
If they live in an area where food has to travel a long distance, it 
can make sense to take a good food-based, plant-based supplement 
to cover those bases. One thing I would just make sure people are 
well-aware of is that you’ve got to know if you’re de! cient. " ere’ 
are some things out there that people probably don’t need. De! -
ciencies can be picked up on blood tests. Just taking supplements 
blindly will be of little help if you don’t need them.

NBJ: What’s a speci! c product or company or something out 
there that you’re excited about right now?
Brazier: One thing I think is really cool is called the Sage Proj-
ect, a smart labeling system (sageproject.com) that a friend, Sam 
Slover, started at New York University. It’s basically data on food, 
so you can get as much data as you could possibly want and then 
put it into a user-friendly form. You can look at the cost-to-nu-
trient ratio, for example, because you often hear ‘Healthy food is 
too expensive.’ But when you actually look at the amount of vi-
tamins and minerals, phytochemicals, anti-oxidants you get from 
good food, it’s actually quite a lot less expensive. It also looks at the 
nutrient-to-resource ratio—the amount of land, water, fossil fuel 
used to produce the food in relation to the amount of nutrition it 
delivers. It’s in a partnership with Whole Foods 365, so it will be 
used for their products and then rolling out to all the Whole Foods 
products soon after. 

NBJ: How long is it going to take before people really understand 
that equation between the price of food and the value of food? 
Brazier: I think the folks who shop at Whole Foods are the right 
place to start, for sure. Getting to people who don’t know as much 
about food is going to take a while. Twelve years ago, not a lot of 
people knew about hemp protein, pea protein, rice protein. " e 
demand was for soy and whey. It will take a while, but I think it’s a 
worthy thing to start on.
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2016 Reports will include: 

• 2016 NBJ Global Supplement Report

• 2016 NBJ Direct to Consumer Report

• 2016 NBJ Supplement Report 

• 2016 NBJ Sports Nutrition and Weight Loss Report

• 2016 NBJ Raw Material and Ingredient Supply Report

MARKET RESEARCH REPORTS

NBJ is offering a Digital Subscription package for $1395.

This package includes:

• Daily NBJ Subscriber content on newhope360.com 

• Access to 5 years of NBJ Back Issues 

• PDF of Monthly Issue 

•  10% discount in the Online Store including data charts, 
market research reports, and company profiles.

(10 issues per year including 2 double issues)

EDITORIAL CALENDAR

January/February Double Issue A look back at 2015

March The Awards Issues

April The State of Supplements

May/June Trust and Science

July Sports Nutrition and Weight Loss

August Condition Specific

September Ingredient Innovation

October New Supply Chain/Food Tech Issue

November Functional Food/Personalized Medicine

December The Retail Issue

2016

High-level Analysis and Business Intelligence for Industry Decision-makers Nutrition 

Business Journal’s market research reports provide business intelligence and thought 
leadership to all levels of the nutrition industry. Each report is exhaustively researched by 
our staff of industry experts and presents an analysis of markets, trends, competition and 
strategy in the U.S. and Global nutrition industry.
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