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Global Food Forums® 2017 R&D Report: Protein
Ingredients offers ingredient suppliers, product
development firms and food companies in-depth
strategic analysis and actionable data on R&D’s
formulation usage, key functional attributes, health
trends and predictions of future growth on a wide
range of protein ingredients.
This 87-page report provides valuable insights into
key protein formulation trends that will guide
corporate strategy, R&D initiatives, product
re-positioning, enhanced competitive intelligence
and ultimately drive increased protein sales.
As the organizers of the Protein Trends & Technologies Seminar, Global Food
Forums is uniquely positioned to tap into the expertise of R&D decision-makers
who are keenly involved in protein formulations.
Conducted by NSM Research, Inc., the R&D Report provides insights on 14
protein categories 24 applications, most valued functional characteristics,
consumer trends, and important supplier services.
Which health trends will increase the most in importance?
Which foods will be increasingly promoted for their protein content?
What protein characteristics and
functions are considered most
important?

Survey Respondents:
200 Product Formulators from Four Industry Segments

How important will traceability,
non-GMO, local sourcing, Paleo and
other certifications be to business?
How does R&D rank the value of
various supplier services?
What are R&D’s leading reasons
for blending multiple proteins in a
consumer product?
Source: Global Food Forums® 2017 R&D Report: Protein Ingredients

Deep Dive: Protein Types
Insights on proteins such as whey,
egg, pea and soy by application
food scientists who primarily work
with those proteins. For example,
among formulators who primarily
use whey proteins, “Taste” was
ranked as the most important characteristic, while "Clean Label implications" and “Consumer popularity”
the least important of the nine
listed.

% Respondents

Protein Types Predicted to Increase/Decrease in Use

Source: Global Food Forums® 2017 R&D Report: Protein Ingredients

Deep Dive: Applications
Survey results provide insights on R&D’s current and future
protein use, segmented by work area such as Beverages,
Health bars, Sports Nutrition, Dairy, Confections and Grainbased Products.

See www.globalfoodforums.com/PIR
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Demographic Data


Applications on which Responding Formulators Worked:

The survey lists 23 formulated consumer products and asked which best described their primary
current work area. The purpose was to obtain information on the product/ application with
which a respondent worked and was thus presumed to be most familiar with its protein
ingredient requirements.
The decision to use a Consolidated Work Area (CWA) to report survey results depended on the
question. CWAs were not used in analyzing the results for some questions since individual Work
Areas within the potential groups were too unrelated for the issue under consideration. In
contrast, responses from several work areas were combined when it was believed respondents
had common characteristics for the question under consideration.
A list of CWAs are shown below. Additionally, for some analysis responses from formulators
working with “nutrition-oriented products” were combined. Such products included the work
areas of Meal replacements, Nutritional supplements, Infant formula, Health bars and Sports
Nutrition products.
Sample size is reported for each analysis in order to help convey the strength of the data.

Consolidated Work Areas
Beverages

Number of Individual Work Areas in Survey
respondents (Number of respondents)
38

Beverages - Liquid Dairy (12)
Beverages - Powdered Form (11)
Beverages - Liquid Non-Dairy (15)

Grain-based
products

34

Baked goods (23)
Cereals (9)
Pasta (2)

Meat-based products

30

Prepared meals (17)
Processed meats (10)
Pet foods (3)

Cheese & Yogurt

14

Cheese (8)
Yogurt (6)

Confectionary Products

11

Confectionary (11)

Additional individual
Work Areas

73

Soups and sauces (17)
Dressings and dips (9)
Meat analogs (1)
Side dishes (6)
Meal replacements (4)
Nutritional supplements (6)
Infant formula (4)
Inner beauty (0)
Health bars (10)
Healthy salty snacks (7)
Sport nutrition products (9)

TOTAL COUNT

200 (Representing 125 companies)

Respondents
represented 125
companies.
No firm was
represented by
more than three
formulators with
the exception of
six multi-national
consumer food
companies. One
multi-national was
represented by 9
formulators, one
by 8, two by 6 and
two by 5 and 4
each.

Demographic Data


Proteins Used by Responding
Formulators:

Survey respondents’ were asked what
were the primary and secondary sources of
protein that they used. The purpose was
to link respondents’ knowledge of specific
type of protein with what they were using
in the formulation of products.
A secondary purpose was to link desired
benefits in a protein with respondents that
were using specific types of protein.
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