
EXECUTIVE 
SUMMARY

What is the ITC 2020 Survey?

Ingredient Transparency Center recently concluded its third annual consumer survey, 
involving 2000 consumers from the US, UK and Germany. Our multi-category 
insights drive understanding of supplement purchasing behaviors and decisions with 
an intense focus on emerging and important categories, placed into context by 
comparing these against more established and broader categories like probiotics, 
omega-3s, vitamin D and protein. 

The emerging categories explored include astaxanthin, coenzyme Q10, collagen, 
curcumin/turmeric, glucosamine, prebiotics and vitamin K. 

This is the first year that multiple countries have been included in our survey, 
allowing ITC to present comparisons across the US, UK and Germany in all these 
categories. We’ve also looked at year over year data in the US though some findings 
have been impacted by COVID which are noted.



DIGGING INTO CURCUMIN AND TURMERIC:

Turmeric (Curcuma longa) is a botanical that has been used for centuries as 
both a spice as well as a health ingredient in Ayurveda and Traditional Chinese 
Medicine. Its taste profile and wellness benefits make it extremely popular, and 
modern science has validated many of the original Ayurvedic principles. Many 
of the benefits of turmeric are ascribed to a key compound, curcumin, and two 
curcuminoids - desmethoxycurcumin and bis-desmethoxycurcumin. Most 
dietary supplement-relevant science in the category is based on these 
curcuminoids which have been linked to joint health, arthritis and inflammation. 
Turmeric has also seen a significant expansion in its popularity across the food 
and beverage aisle, again, for its flavor, but also for its health halo and use in 
formats such as golden milk and lattes which typically combine it with ginger 
and cinnamon.

Pain, inflammation and joint health certainly dominate the benefits consumers 
look for when taking this ingredient, with numerous emerging benefits being 
increasingly substantiated such as skin, heart and brain health.

As category popularity has grown in recent years, especially in the 3 countries 
surveyed, the Global Curcumin Association (GCA), the non-profit trade 
association representing the curcumin category has noted the need for 
stewardship and education around true benefits the sometimes confusing 
terminology, and the establishment of quality parameters that protect against 
deliberate or unintentional adulteration.

For the past decade, turmeric has been one of the hottest botanicals in terms of 
growth and popularity. In fact, ingredient awareness sits above 80%, with 
familiarity pushing through 90% in the UK where it is the most familiar ingredient 
of the seven analyzed in this report. Acceleration and broadening of perceived 
and possible health benefits is clearly shown in the insights results. Consumers 
in all three countries surveyed (US, UK and Germany) are increasingly 
knowledgeable – illustrated by what they look for when buying turmeric products. 

A turmeric product label can be confusing. Many consumers just look for that 
word, while others are far more discerning and actually seek out curcumin and 
curcuminoid content.
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The marketplace for turmeric products is complex, and there is certainly room 
for education and differentiation. Issues such as bioavailability of curcumin 
itself are frequently addressed through proprietary technologies or with 
blending with a form of black pepper extract. Another issues to note is that 
some products do not state a level of curcumin, or have only a very small 
amount, being mainly composed of a non-standardized turmeric powder 
rather than extract.

It should be noted, that while current ITC Insights work only surveys 
supplement consumers, rather than foods and beverage users, many of the 
findings do translate across all markets of functional food and drinks.

THE GROWING MARKET OPPORTUNITY

Several global players are involved in this category, many as noted utilizing 
proprietary extraction or delivery technologies. These include Arjuna, 
Gencor/Pharmako, Indena, Omniactive, Sabinsa, Stratum Nutrition, Verdure 
Sciences and Vidya. 2018 SPINS data put US curcumin sales just shy of 
$100m excluding major retailers like Walmart, CostCo and Whole Foods, 
making it the third best-selling herbal supplement in the US, growing at a 
robust 30.5% from the previous year. Some estimates place the US market 
alone at north of $200M.

A GROWING VALUE PROPOSITION

Across the natural products industry, core consumer ‘values’ drive much of 
their behavior and curcumin and turmeric are a perfect example. Compared 
to other categories monitored by ITC Insights, curcumin users over-index on 
environmental concerns and are more interested in sustainable solutions and 
offerings from their brands. These users also pay more attention to labels 
than most other consumers, seeking signals of trust and identifiers of 
transparency.

In particular, the high interest of turmeric users in sustainable solutions and 
transparent supply chains can be of benefit to brands and suppliers who may be 
able to use story-telling around strong supply chains and sustainable sources, 
given for example that many supply chains deeply involve long-term contracted 
farmers with incentives in place for sustainable agriculture over the long haul 
rather that changing out whichever cash crop is the most viable that season.

Lastly, branded ingredients also impact the buying behaviors of these supplement 
consumers, with a strong recognition and appreciation of branded ingredients in 
the curcumin space. 

Future drivers of the category are expected to include broad education, learned 
from categories such as omega-3’s, probiotics and even to a certain extent, 
vitamin D. Meanwhile, the continued rise of high caliber peer-reviewed research 
and the potential for ‘personalization’ supports ongoing category development.

SUSTAINABILITY INFLUENCE


