
iSupplements in the Optimization Age Report  © 2026 Informa    nutritionbusinessjournal.com

Table of Contents

Contents

Executive overview.................................................................................1
Top thoughts..............................................................................................................................................1
The health optimization pivot.................................................................................................................1
The rise of metabolic health ....................................................................................................................2

Consumer familiarity with ‘metabolic health’................................................................................................................................................2
How much consumers pay attention to personal metabolic health...........................................................................................................3
Consumer interest in learning more about metabolic health.....................................................................................................................4

Health optimization................................................................................5
Top thoughts..............................................................................................................................................5
Optimizing health......................................................................................................................................5

How consumers identify on the health optimization spectrum..................................................................................................................5
How consumers identify on the health optimization spectrum, by gender..............................................................................................6
How consumers identify on the health optimization spectrum, by age....................................................................................................6

Supplement routines expand...................................................................................................................7
How often consumers take dietary supplements..........................................................................................................................................7
How often consumers take dietary supplements, by gender......................................................................................................................8
How often consumers take dietary supplements, by age............................................................................................................................8
Changes in supplement usage compared to two to three years ago.........................................................................................................9
Changes in supplement usage compared to two to three years ago, by gender.................................................................................. 10
Recent changes in supplement usage, by age............................................................................................................................................ 10
Monthly optimizer spend on supplements.................................................................................................................................................. 11
How optimizers would spend extra money per month............................................................................................................................. 11
How optimizers would spend extra money per month, by gender......................................................................................................... 12
How optimizers would spend extra money per month, by age............................................................................................................... 12

What optimizers want............................................................................................................................13
Categories that will impact optimizer spending over the next three years............................................................................................ 13
Consumer interest for personalized experiences from supplement brands............................................................................................ 14
Supplement innovation that will influence future optimizer purchases ................................................................................................ 14
Supplement innovation that will influence future optimizer purchases, by gender ............................................................................ 15
Supplement innovation that will influence future optimizer purchases, by age................................................................................... 15
Top health goals optimizers target with supplementation....................................................................................................................... 16
Top health goals optimizers target with supplementation, by gender................................................................................................... 17
Top health goals optimizers target with supplementation, by age......................................................................................................... 17

Discovery developments.........................................................................................................................18
Impact of AI tools, wearables or personal health data on optimizers’ supplement decisions.............................................................. 18
Impact of AI tools, wearables or personal health data on optimizers’ supplement decisions, by gender.......................................... 19
Impact of AI tools, wearables or personal health data on optimizers’ supplement decisions, by age................................................ 19
Where optimizers learned about most recent new supplement purchased........................................................................................... 20
Where optimizers learned about most recent new supplement purchase, by gender......................................................................... 20
Where optimizers learned about most recent new supplement purchased, by age............................................................................. 21
Where optimizers buy the largest share of supplement products........................................................................................................... 21
Where optimizers buy the largest share of supplement products, by age............................................................................................. 22
Where optimizers buy the largest share of supplement products, by gender....................................................................................... 22



iiSupplements in the Optimization Age Report  © 2026 Informa    nutritionbusinessjournal.com

Table of Contents

Areas for improvement ..........................................................................................................................23
Top barriers to optimizers trying new supplements................................................................................................................................... 23
Top barriers to optimizers trying new supplements, by gender............................................................................................................... 24
Top barriers to optimizers trying new supplements, by age..................................................................................................................... 24
Top factors that increase supplement value for consumers...................................................................................................................... 25
Top factors that increase supplement value for consumers, by gender.................................................................................................. 26
Top factors that increase supplement value for consumers, by age........................................................................................................ 26
Length of time consumers have been optimizing their health................................................................................................................ 27
How consumers optimize their health......................................................................................................................................................... 27
How consumers optimize their health, by gender..................................................................................................................................... 28
How consumers optimize their health, by age........................................................................................................................................... 28
How health optimizers are taking action on their hormonal health....................................................................................................... 29
How health optimizers are taking action on their hormonal health, by gender................................................................................... 29
How health optimizers are taking action on their hormonal health, by age......................................................................................... 30
Types of supplements optimizers consume regularly................................................................................................................................. 30
Types of supplements optimizers consume regularly, by gender............................................................................................................. 31
Types of supplements optimizers consume regularly, by age................................................................................................................... 31
Experiences that would make optimizers more brand loyal..................................................................................................................... 32
Experiences that would make optimizers more brand loyal, by age....................................................................................................... 32

Metabolic health...................................................................................33
Top thoughts............................................................................................................................................33
Metabolic health at the center...............................................................................................................33

Health categories consumers associate with metabolic health................................................................................................................ 33
Health categories consumers associate with metabolic health, by gender............................................................................................. 34

Gen-pop awareness gaps, nuances.......................................................................................................35
Health categories consumers associate with metabolic health, by age................................................................................................... 35

Metabolic improvers................................................................................................................................36
Who consumers believe should pay attention to metabolic health........................................................................................................ 36
Consumer interest and engagement with metabolic health.................................................................................................................... 37
Aspects of metabolic health consumers are trying to improve ............................................................................................................... 37
Aspects of metabolic health consumers are trying to improve, by gender............................................................................................. 38
Aspects of metabolic health consumers are trying to improve, by age................................................................................................... 38
How consumers are improving metabolic health....................................................................................................................................... 39
How consumers are improving metabolic health, by gender................................................................................................................... 39
How consumers are improving metabolic health, by age......................................................................................................................... 40
Metabolic goals consumers are most interested in using supplements help support........................................................................... 40
Metabolic goals consumers are most interested in using supplements help support, by gender........................................................ 41
Metabolic goals consumers are most interested in using supplements help support, by age.............................................................. 41

Emerging metabolic health market ......................................................................................................42
Blood Sugar Management supplement sales and growth, 2021-2029.................................................................................................... 42
Blood Sugar Management supplement ingredients by market share, 2026.......................................................................................... 43
Blood Sugar Management supplement sales by ingredient, 2021-2029................................................................................................. 44
Blood Sugar Management supplement growth by ingredient, 2021-2029............................................................................................ 44
Blood Sugar Management supplement added dollars by ingredient, 2021-2029................................................................................. 45
Blood Sugar Management supplement market share by ingredient, 2021-2029.................................................................................. 45
Blood Sugar Management supplement sales by channel, 2021-2029...................................................................................................... 46



iiiSupplements in the Optimization Age Report  © 2026 Informa    nutritionbusinessjournal.com

Table of Contents

Blood Sugar Management supplement growth by channel, 2021-2029................................................................................................. 46
Blood Sugar Management supplement market share by channel, 2021-2029....................................................................................... 46
Heart Health supplement sales and growth, 2021-2029............................................................................................................................ 47
Heart Health supplement ingredients by market share, 2025.................................................................................................................. 47
Heart Health supplement sales by ingredient, 2021-2029......................................................................................................................... 48
Heart Health supplement growth by ingredient, 2021-2029.................................................................................................................... 48
Heart Health supplement added dollars by ingredient, 2021-2029......................................................................................................... 49
Heart Health supplement market share by ingredient, 2021-2029.......................................................................................................... 49
Heart Health supplement sales by channel, 2021-2029............................................................................................................................. 50
Heart Health supplement growth by channel, 2021-2029........................................................................................................................ 50
Heart Health supplement market share by channel, 2021-2029.............................................................................................................. 50
Weight Management supplement sales and growth, 2021-2029............................................................................................................ 51
Weight Management supplement ingredients by market share, 2026................................................................................................... 51
Weight Management supplement sales by ingredient, 2021-2029.......................................................................................................... 52
Weight Management supplement growth by ingredient, 2021-2029..................................................................................................... 52
Weight Management supplement dollars added by ingredient, 2021-2029.......................................................................................... 53
Weight Management supplement market share by ingredient, 2021-2029........................................................................................... 53
Weight Management supplement sales by channel, 2021-2029.............................................................................................................. 54
Weight Management supplement growth by channel, 2021-2029......................................................................................................... 54
Weight Management supplement market share by channel, 2021-2029............................................................................................... 54

Peptides.................................................................................................55
Top thoughts............................................................................................................................................55
Peptide palooza.......................................................................................................................................55
Satisfied customers..................................................................................................................................56

How consumers view therapeutic peptides compared to traditional supplements.............................................................................. 56
How consumers view therapeutic peptides compared to traditional supplements, by gender........................................................... 57
How consumers view therapeutic peptides compared to traditional supplements, by age................................................................. 58
Consumer knowledge of therapeutic peptides.......................................................................................................................................... 58
Top health and wellness products or services consumers have used in the last 6 months.................................................................... 59
Top health and wellness products or services consumers have used in the last 6 months, by age...................................................... 59
Current consumer relationship with therapeutic peptides....................................................................................................................... 60
Therapeutic peptides consumers are currently using................................................................................................................................. 60
How consumers administer their therapeutic peptides............................................................................................................................. 61
How long respondents have been using therapeutic peptides................................................................................................................ 61
How long consumers anticipate being on a therapeutic peptide............................................................................................................ 62
How long consumers anticipate being on peptide therapies, by age..................................................................................................... 62
Top reasons consumers are taking therapeutic peptides........................................................................................................................... 63
Reasons (beyond health goals) consumers take therapeutic peptides.................................................................................................... 63
Reasons (beyond health goals) consumers take therapeutic peptides, by gender................................................................................ 64
Reasons (beyond health goals) consumers take therapeutic peptides, by age...................................................................................... 64
Consumer perception of therapeutic peptide effectiveness..................................................................................................................... 65
Reactions or side effects from therapeutic peptides.................................................................................................................................. 65
Consumer confidence in therapeutic peptide risks and benefits............................................................................................................. 66
Top motivating factors for therapeutic peptide usage.............................................................................................................................. 66
Top motivating factors for therapeutic peptide usage, by age ............................................................................................................... 67
How consumers obtain their therapeutic peptides.................................................................................................................................... 67
Top challenges and barriers for therapeutic peptide usage...................................................................................................................... 68



ivSupplements in the Optimization Age Report  © 2026 Informa    nutritionbusinessjournal.com

Table of Contents

Top challenges and barriers for therapeutic peptide usage, by gender.................................................................................................. 68
Top challenges and barriers for therapeutic peptide usage, by age........................................................................................................ 69
Monthly spend on peptide therapies........................................................................................................................................................... 69

Supplement support for peptides.........................................................................................................70
Use of supplements to optimize peptide therapy effectiveness............................................................................................................... 70
Top types of supplements currently consumed by therapeutic peptide users........................................................................................ 71
Top types of supplements currently consumed by therapeutic peptide users, by gender.................................................................... 72
Top types of supplements currently consumed by therapeutic peptide users, by age.......................................................................... 72
Where consumers get information about which supplements to take while on therapeutic peptides............................................. 73
Where consumers get information about which supplements to take while on therapeutic peptides, by age................................ 73
Practices to help consumers better understand supplements while on therapeutic peptides............................................................. 74
Practices to help consumers better understand supplements while on therapeutic peptides, by age................................................ 74

Related content.....................................................................................75
Bio-wracking.................................................................................................................................................................75

The future is now........................................................................................................................................................78

Going deeper on women’s health.........................................................................................................................82

Healthspan, meet hormones...................................................................................................................................86

A tale of two categories...........................................................................................................................................90

Ozempic age innovation...........................................................................................................................................93

Acknowledgments and definitions......................................................96
Acknowledgments...................................................................................................................................96
Research methodology...........................................................................................................................96
Copyright..................................................................................................................................................97
Definitions................................................................................................................................................97
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The NBJ model pulls from myriad data sources, outlined in the methodology at the end of this 
report. Critical to our outputs is our partnership with SPINS, which powers our retail data and 
understanding and whose Amazon data supports our e-commerce projections.

Market manifestations in this report are selected by NBJ editors and analysts as products exemplary of themes and trends discussed 
in this report. They are neither endorsements nor sponsored spots.

NBJ partners with Suzy, a consumer insights platform that provides real-time data on consumer attitudes and 
behaviors, to support our market analyses with AI-powered quantitative and qualitative research capabilities.
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