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From new definitions of healthy beauty to mainstream acceptance of plant-based wellness products, the 
health and wellness landscape in the U.S. has recently seen significant evolutions in consumer behaviors and 
attitudes. Driven by two years of pandemic concerns, Americans are redefining what it means to be healthy, 
keeping considerations like immune health top of mind while finding novel ways to support active lifestyles.  

1)  Beauty, Redefined 
consumers are defining “beauty” through the lens of 
holistic wellness

2)  Sports Nutrition Moves  Beyond The Gym 
the category is attracting new consumers via new 
benefits and innovations 

3)  Plant-Based Wellness Hits the Mainstream 
health and environmental concerns are turning more 
consumers onto green nutrition

4)  Immunity Gets a Boost 
Covid has brought and kept immune health top of mind

5)  The Influence of TikTok and Social Media 
TikTok and social media influencers are driving demand 
for hot products, especially among younger audiences

Let’s take a closer look at each one of these trends.   

About The Vitamin Shoppe 
 
Since launching in 1977, The Vitamin 
Shoppe® has grown into the premiere 
global destination for health and wellness 
solutions. Based in Secaucus, New Jersey, the 
Company offers the largest assortment of 
vitamin, mineral, and supplement products 
at retail in the U.S., including national 
brands and an expanding portfolio of 
proprietary brands, to support customers 
on their journeys of lifelong wellness. In 
the U.S., the Company conducts business 
through over 700 company-operated retail 
stores under The Vitamin Shoppe and 
Super Supplements™ banners, and via its 
website at www.vitaminshoppe.com. The 
company is expanding its retail footprint 
via an innovative, omnichannel franchising 
model and opened its first franchise store in 
2022. Globally, The Vitamin Shoppe serves 
customers in select Asia, South America, and 
Central America markets through local retail 
and e-commerce partners.

Introduction

Leveraging analysis of internal sales and online search data, The Vitamin Shoppe has a unique window 
into the changing health and wellness priorities of the American consumer. By marrying proprietary 
insights with national sales data from research partners like SPINS, this report offers a comprehensive 
perspective on the key 2021 trends shaping the health and wellness industry today. Plus, an exclusive 
consumer survey commissioned by The Vitamin Shoppe provides additional context and color to the 
numbers behind the trends.

“As a company that supports millions of customers on their journeys of lifelong wellness, it’s an essential 
part of our mission to understand the trends that consumers are both leading and following,” says 
Sharon Leite, CEO of The Vitamin Shoppe. “Digging into our own data and analyzing it through the lens 
of macro industry shifts—such as product innovations, digital advancements, and the impact of social 
media—provides useful and actionable insights for the brands and customers who make up the diverse 
health and wellness community we serve.”

According to sales and survey data, 
the five most prominent trends that 
impacted the health and wellness 
landscape in 2021 were:
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For the second year in a row, the coronavirus pandemic impacted our lives in myriad ways: it forced 
many of us to work from home, wear face coverings in public, and made us see less of our favorite 
people. In an era that will forever be associated with social distancing and Zoom meetings, consumers 
began to redefine what it means to be “beautiful,” becoming less focused on how they look and far more 
interested in how they feel.  

Trend #1
Beauty, Redefined Beauty From The Inside Out

When it comes to beauty, consumers are shifting their focus and aspiring to build it from the inside 
out—they’re accelerating their use of vitamins, supplements and other beauty care products, aiming to 
feel good in the interest of looking good. 

Based on a national consumer survey by The Vitamin Shoppe in February 2022 
fielded among 1000 demographically and geographically-balanced respondents, 
more than half* of American consumers now believe that beauty is more about 
how you feel than how you look. Relatedly, 55%* of Americans now consider 
vitamins and supplements an important part of their beauty routine.    

That belief is driving sales of vitamins, minerals and supplements designed to provide beauty benefits 
from their nutritional ingredients. For example, at The Vitamin Shoppe sales of supplements that 
enhance the health of hair, skin and nails were up 12%. Within that category, collagen products were up 
a whopping 21% in 2021. 

“Unrealistic beauty standards are nothing new, but as social media grows in popularity, these standards 
are becoming more ubiquitous. Interestingly, though, consumers are starting to see through the 
onslaught of filters, fillers and Photoshop. Instead of internalizing these images and chasing impossible 
ideals of beauty, they’re rejecting them by embracing a lifestyle that makes them feel genuinely healthy, 
confident and beautiful,” says Brittany Michels, a Registered Dietitian Nutritionist (MS, RDN, LDN) at  
The Vitamin Shoppe.

Along with this focus on holistic beauty and whole-body health, certain diet-focused products have seen 
sales slow. The keto category declined over 50% at The Vitamin Shoppe from 2019 to 2021, signaling waning 
popularity for the once red-hot diet regimen and a shift to less restrictive weight management approaches.

* The Vitamin Shoppe Annual Health & Wellness Consumer Survey, February 2022, N=1093

This trend manifested in two important ways:
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True Beauty is Clean Beauty 

Consumers are actively seeking out products that tout “cleaner” ingredients—not just in the food they 
eat but also in the beauty products they apply to their skin. The term “clean beauty” has been steadily 
trending upwards on Google Search (US) since the start of the pandemic, with the term currently being 
searched at 3 times the rate it was pre-pandemic, up to almost 300K searches in Q4, 2021 versus less 
than 100K in Q4, 2019. 

With this in mind, manufacturers are innovating or updating their products, working to meet the 
increasing demand for cleaner ingredient lines and introducing products that contain no allergens or 
irritants; are cruelty-free and free of parabens, sulfates, petrolatum, mineral oils, phthalates, sodium 
laurel sulfates and other undesirable ingredients. 

“The trend toward cleaner ingredient lines is one of the most notable evolutions happening across 
our beauty and skincare business,” comments Muriel Gonzalez, Chief Merchandising and Marketing 
Officer at The Vitamin Shoppe. “We’re seeing a marked increase in all-natural and transparent 
ingredient claims in hair, facial, skin and oral care products. In fact, some of our fastest-moving items 
now tout their clean ingredients.”

The Vitamin Shoppe’s Top Selling All-Natural Beauty Care Product Categories                                                                                                                                    
(do not contain parabens, glycols, sulfates or phthalates):  
 
•  Hyaluronic Acid Booster Serum 
•  Hyaluronic Beauty Crème 
•  Vitamin E, A & D Crème 
•  Vitamin C Crème

The shift is evident in the industry as a whole, as SPINS reports that sales for specialty & wellness 
body care products, which all have better-for-you and/or sustainable elements, are growing at 
double digits while sales for conventional body care products are growing in low single digits.* 

Chart

*SPINS, 52 Weeks Ending 10-31-2021, SPINS Natural Enhanced Channel and SPINS MultiOutlet (powered by IRI). Filtered by SPINS Product Intelligence—Positioning Group. 
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Trend #2
Sports Nutrition Moves  

Beyond the Gym

The Sports Nutrition category is experiencing an exceptionally strong growth trend. Its user base 
is diversifying, bringing in more women and older consumers, and sports nutrition products are 
being increasingly adopted for health benefits that stretch beyond traditional gym and athletic 
performance usage.

“ Sports nutrition at The Vitamin Shoppe had its best year 
in 2021 since 2016,” says Jack Gayton, lead merchant 
of The Vitamin Shoppe’s Sports Nutrition and Weight 
Management division. “We saw a clear acceleration in 
all of our key categories as customers started to refocus 
on their fitness, following the sluggish period many of us 
had during the height of the pandemic.”

Recent sports nutrition category growth can be attributed to three factors: 

1. The Diversification of its User Base
2. Increasing Awareness of Protein Benefits Beyond Sports Nutrition Needs
3. Product Innovation Driving Interest and Excitement  

Sales of key sports nutrition categories, such as proteins and pre and post-workout supplements, soared 
at The Vitamin Shoppe last year, climbing double digits in 2021 versus 2020:

This trend is reflected in the industry as a whole: SPINS reports Pre-Workout sales climbed 51.6% and 
Intra and Post-Workout sales grew 19.9% in 2021 vs. 2020.*

*SPINS, 52 Weeks Ending 12-26-2021, SPINS Natural Enhanced Channel and SPINS MultiOutlet (powered by IRI); dollar sales % chg vs year ago).
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Increasing Awareness of Protein Benefits  
Beyond Sports Nutrition

According to the The Vitamin Shoppe’s consumer survey, 62% of consumers are actively looking to 
increase their consumption of protein* and many of them (43%) are using protein powders, drinks and 
bars to do so.

Innovation Driving Interest and Excitement

However, the survey also 
showed that those using 
protein powders, drinks 
and bars are seeking health 
benefits that go well beyond 
traditional sports nutrition 
purposes. Consumers are 
seeking out benefits like 
increased satiation, improved 
antioxidant defense, better 
sleep, improved mental 
acuity and lower blood 
pressure from the use of 
sports nutrition products.

Manufacturers and marketers are fueling interest and excitement in the category with innovative new 
products, including new flavor offerings from well-known licensed partners.  

 •   The TVS Sports Nutrition Ready to Drink (RTD) category exploded in 2021 (up 51.2%), driven 
by the launch of new brands, new products and new consumer demand.

Sports Nutrition companies have licensed a wave of popular consumer brands, bringing exciting flavors 
and a touch of nostalgia to the category:

 •   Dymatize® licensed the wildy popular Fruity Pebbles™ flavor, becoming The Vitamin Shoppe’s 
top-selling protein powder for the past 2 years.

 •   RYSE® is experiencing robust popularity with their SunnyD flavor and Ring Pop® line extension.
 •   GHOST® launched at The Vitamin Shoppe in 2021, with flavors including Chips Ahoy!®, 

NUTTER BUTTER®, Sour Patch Kids® and their latest flavor line extension, OREO®.
 •   Cellucor® launched with STARBURST® in 2021 and more recently added SKITTLES® to  

their offering.

The Diversification of its User Base

Expanding beyond its traditional user base of young males, sports nutrition is attracting more consumers, 
including women and older demographics. These diverse groups of consumers are relying on protein and 
other sports nutrition products to meet a broader array of contemporary athletic needs, from yoga to spin 
class to home-based workouts. Thus, sports nutrition is less about sports per se, and evolving into something 
that SPINS dubs Active Lifestyle Nutrition*, used by a broader array of customers than just younger males.  

Buyer indices reveal that certain women 
and older consumers are more likely to 
purchase sports nutrition products than 
the average American consumer. For 
example, 55-64 year old women are 7% 
more likely, 45-54 year old women are 
22% more likely, and 35-44 year old 
women are 18% more likely. Additionally 
35-64 year old males also show strong 
propensity to shop the category, as 
outlined in the accompanying chart.

* SPINS, 52 Weeks Ending 9-5-2021. IRI All Outlet Panel, Enhanced with SPINS Product Attribution: Sports Nutrition
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Trend #3
Plant-Based Wellness Hits  

the Mainstream
Plant-based food, beverage, beauty and wellness alternatives are becoming more firmly embedded in 
the mainstream, expanding beyond just vegan-focused lifestyles. Today, plant-based options are 
increasingly accepted by the general population as a smart choice to promote both personal health and 
the health of the planet.  

“Our plant-based proteins have become incredibly popular in the last three years. While we’ve long had 
a dedicated following of consumers seeking out plant-based products, we’re starting to see a lot more 
mainstream crossover,” says Jack Gayton, lead merchant for the Vitamin Shoppe’s Sports Nutrition and 
Weight Management Division. “For example, many whey protein consumers are now opting to buy plant 
proteins—whether they’re simply adding it to their existing regimen or looking to switch outright to a 
more plant-based approach to their diet.”  

According to The Vitamin Shoppe’s consumer survey, a sizeable percentage of Americans believe that 
products made with plant-based ingredients are healthier (28%) and better for the planet (27%) than 
products that are not plant-based. In fact, when two products are identical in every other way (including 
their quality, size and cost), a sizeable percentage of consumers prefer the plant-based option to its non-
planted-based counterpart. Interestingly, this is even more true for vitamins and supplements, skin care, 
cosmetics and household products than it is for food and beverage products.

At The Vitamin Shoppe, this trend drove a 10.5%  increase of 
year-on-year sales increase in plant-based proteins in 2021.

13

Furthermore, as the benefits of plant-based products appeal to a broader group of consumers, demand 
is being further propelled by manufacturers working to improve the flavor, texture, and quality of their 
plant-based products. SPINS data reports 6% increased sales growth* in all products labeled with the 
Plant-Based Certification Seal in 2021 versus 2020. In food and beverages, plant-based products sales 
growth was over 2x faster than their non-plant-based counterparts.

*52 Weeks Ending 12-26-2021, SPINS Natural Enhanced Channel and SPINS MultiOutlet (powered by IRI). Filtered by SPINS Product Intelligence .  **SPINS, 52 Weeks Ending 12-26-
2021, SPINS Natural Enhanced Channel and SPINS MultiOutlet (powered by IRI). Filtered by SPINS Product Intelligence— Plant Based Positioned.                                   

*The Vitamin Shoppe Annual Health & Wellness Consumer Survey, February 2022, N=1093*52 Weeks Ending 12-26-2021.  
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Trend #4
Immunity Gets a Boost

The coronavirus pandemic brought immunity to the forefront of the health and wellness conversation, as 
many consumers saw it as a line of defense against the coronavirus. As such, they’ve been increasingly 
turning to supplements designed to boost immune systems, stepping up efforts to keep themselves and 
their families healthy.

In fact, the importance of a healthy immune system tops the list of all wellness-related topics gaining 
relevance since the onset of Covid, according to The Vitamin Shoppe’s consumer survey.

15

An overwhelming number of consumers (87%) say they are taking 
action to improve their immune health, with a majority of consumers 
(60%) starting to take more vitamins and supplements designed to 
support immunity, and almost half of consumers (44%) researching 
how they can further improve their immunity. 

*The Vitamin Shoppe Annual Health & Wellness Consumer Survey, February 2022, N=1093*52 Weeks Ending 12-26-2021.  
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“I think consumers will keep seeking out immunity-supporting products for the foreseeable future,” says 
Rebekah Blakely, RDN, Registered Dietitian Nutritionist at The Vitamin Shoppe. “Armed with the credo 
that ‘the best defense is a good offense,’ they’ll keep doing whatever it takes to keep their immune 
system as strong as humanly possible. And as these consumers continue to rethink what it means to be 
‘healthy,’ they’ll continue taking a more holistic approach to their overall wellness, with immune system 
health being a core component of that approach.” 

One interesting note on preferred supplement formats is the big bump in gummies sales, which 
increased at The Vitamin Shoppe by 25% in 2021. “Gummies are making it easier for families to stay 
healthy, as this delivery form is generally more palatable for children and often considered more fun 
among adults and children,” points out Leigha Gray. 

Not surprisingly, sales of The Vitamin Shoppe’s immunity-supporting vitamins and 
supplements have skyrocketed in 2021 versus pre-pandemic levels in 2019: 

“Immunity will continue to be a hot-button issue as long as new variants of the coronavirus keep 
appearing,” says Leigha Gray, lead merchant for The Vitamin Shoppe’s Vitamins and Supplements 
Division. “People are definitely reaching for the more well-known immunity-supporting supplements, 
but they’re also seeking out ingredients like N-acetyl cysteine (NAC) and the plant flavanol Quercetin 
to use as part of their daily regimen.” 

17* The Vitamin Shoppe Annual Health & Wellness Consumer Survey, February 2022, N=1093

This trend also pops in online search data, with searches for immune support on vitaminshoppe.com 
climbing by 480% in 2021 versus pre-pandemic (2019). This trend is further mirrored by the industry 
as a whole: US-based Google searches for  “immune health” have more than doubled since 2019, with 
questions about vitamins being the most related query. 
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Social media, in particular TikTok, has helped fuel significant growth in the health and wellness space, 
with Gen-Z and Millennials especially turning to influencers for education and advice on how to optimize 
their personal wellbeing.

Viewers should be aware that many influencers lack credentials and their claims should be carefully 
vetted by a trusted healthcare professional. However, even with these caveats, audiences are responding 
to these videos in droves, often translating to sales spikes for influencer-endorsed products.

Trend #5
The Influence of TikTok  

and Social Media

19

42% of Americans say 
they’re highly likely to try a 
new healthcare product if 
they learn about it on social 
media, with Millennials and 
Gen Z’ers being 2x more likely 
than older generations to be 
influenced by social media.

* The Vitamin Shoppe Annual Health & Wellness Consumer Survey, February 2022, N=1093

The rise of TikTok and other social media apps have resulted in tremendous changes to the health and 
wellness ecosystem, ushering in a younger generation of vitamin, supplement and sports nutrition 
buyers—also challenging the industry to forecast for extreme fluctuations in trend-driven demand.  

A perfect example of the powerful influence of social media occurred in April 2021, when several TikTok 
influencers claimed that drinking liquid chlorophyll with water could boost energy, promote weight loss 
and even improve one’s skin. In just one week, these TikTok videos drove a 3,500% increase in searches on 
vitaminshoppe.com and a 500% increase in sales of liquid chlorophyll, causing many locations to sell out 
of the product in days. Consumers who were unable to find chlorophyll set their sights on alternatives like 
spirulina and chlorella, products that both contain a fair amount of the compound.

This phenomenon was not limited to The Vitamin Shoppe, as Google searches for Chlorophyll dramatically 
spiked in April, and SPINS reports national sales of the product increased 45% in 2021 vs. 2020.***

* Based on normalized data removing non-age-identifiable customer base 
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Other examples of TikTok-driven sales spikes include:

Creatine has enjoyed an explosion in sales volume thanks to its popularity on TikTok and Instagram—efforts 
that have the added effect of educating consumers on its overall effectiveness. The fact that it’s one of the 
most widely studied and trusted supplements only lends to its credibility. The Vitamin Shoppe’s sales of 
creatine increased 91.4% in 2021 versus 2020, with vitaminshoppe.com’s on-site searches growing 77%.

While women traditionally steered clear of creatine due to possible bloating side effects, given the recent 
publicity on social media, this new audience has also been drawn to the category. Over the 6 months ending 
in January 2022, The Vitamin Shoppe has seen women representing an increasing proportion of their creatine 
sales, up almost 2 percentage points to 17.6%.  

Again, we see the industry followed suit: Google search popularity for creatine rose about 50% in 2021 over 
the prior year and SPINS reported national sales of creatine increased nearly 10% in 2021.***

There was yet another example of this phenomenon last April: a TikTok video started making the rounds 
that championed vitamin K cream for its claimed ability to eliminate dark circles beneath the eyes. (The 
cream is already well-known for its skin recovery benefits and ability to reduce visible scars.) As the 
video gained traction, searches for “Vitamin K Cream” on vitaminshoppe.com and sales at The Vitamin 
Shoppe stores spiked, with growth rates in the triple digits. The trend had a major national impact as 
well, with a jump in Google search volume for the product and a 28.1% dollar sales growth rate in 2021, 
as reported by SPINS.***

21***SPINS, 52 Weeks Ending 12-26-2021, SPINS Natural Enhanced Channel and SPINS MultiOutlet (powered by IRI). Filtered by SPINS Product Intelligence— Functional Ingredient.
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As consumers become more aware of the importance of supporting their mental and emotional 
health, wellness is no longer just about physical well-being. The industry is seeing significant growth of 
supplements designed to support mood and cognitive health.

 •   Motivation & Mood  
As the pandemic forced millions of people to stay home, socially distance and shelter in place, 
these new routines increased stress levels and depression among many consumers, bringing 
emotional health to the forefront of the wellness space. One stress-relief remedy seeing a 
dramatic rise in sales in response is ashwagandha, increasing 172.4% in 2021 according to 
SPINS.*

 •   Cognitive Health 
Consumers are focused on supporting their mental acuity just as much as their bodies, 
according to industry data. Vitamins and supplements geared towards cognitive health, such 
as nootropics, jumped 51% vs. 2020

23

As seen in these varied and meaningful trends, the health and wellness industry must 
continuously evolve to meet the changing consumer needs of an innovation-driven 
marketplace. This has been particularly true during the unpredictable years of the 
Covid pandemic, which have inflicted considerable impacts on consumers’ health, 
psychology and social environments. Analyzing the wellness trends that are most 
sought-after by consumers, will help keep this industry—and more importantly, our 
customers—healthy and strong.

Emerging Trend
Cognitive and Emotional  

Health Supplements

Wrap-Up 

SPINS, 52 Weeks Ending 12-26-2021, SPINS Natural Enhanced Channel and SPINS MultiOutlet (powered by IRI). Filtered by SPINS Product Intelligence— Functional Ingredient.
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