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Best-in-Class, Scientifically-Supported Ingredients
When you’re sourcing ingredients for your new products, you have a set of criteria for selection   
and a series of expectations for ingredient identity, traceability and quality. At PLT Health  
Solutions, we have a stage-gate development process for our ingredients that might not be too 
different from yours. That means we understand the market drivers, the intellectual property,  
the science and claim potential, formulation development, regulatory issues and the logistics  
of consistent, high-quality commercial supply. 
Our goal is to make sure that our ingredients are buttoned-up and ready for your product  
development process from day one.

SUPPORT FOR FOOD & BEVERAGE AND SUPPLEMENT PRODUCTS

Today, PLT Health Solutions can help you deliver innovation across a number of health & wellness 
platforms with over 30 proprietary branded ingredients that are either market or scientific leaders 
in their categories. That ingredient portfolio is growing every month. 
If you’ve never worked with PLT before, we invite you to take a look – to see how our scientific,  
product development and sales teams can help you build your brands.
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INGREDIENT SOLUTIONS FOR HEALTHIER, HAPPIER LIVES.

Beauty  
from Within

Weight 
Management

Joint 
Health

Cognitive 
Support

Sports/Active 
Nutrition

Contact PLT Health Solutions for samples and more information.  
+1.844.PLTHEALTH   •   www.PLTHealth.com
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By Sean Moloughney
Editor

The COVID-19 pandemic has re-
shuffled markets and reshaped 
consumer mind-sets and per-

sonal priorities, leading to broader 
awareness of the importance of man-
aging a wide range of health de-
mands. Heightened attention to im-
mune health has been at the forefront, 
as consumers faced the reality of an 
infectious disease in their communi-
ties; the accompanying high levels of 
stress and anxiety have also been top 
of mind. 

As a result, many consumers are tak-
ing a more active role in managing their 
health. According to a HealthFocus In-
ternational survey, by the end of 2020, 
nearly half (46%) of global consumers 
had taken greater control of their health; 

38% improved their diet, and 28% in-
creased their activity level since the 
pandemic. Sales of supplements aimed 
at immunity, cold, and flu increased by 
$1.8 billion in the U.S. in 2020, accord-
ing to Nutrition Business Journal; gen-
eral health is up $755 million; mental 
health/mood/stress is up $268 million; 
sleep support is up $243 million; and gut 
health is up $167 million. 

Starting with Stress 
Prolonged, chronic stress can disrupt 
health on all fronts, with implications for 
energy, mood, focus, memory, weight, 
immune health, and more. 

In December 2020, a Gallup poll not-
ed that Americans’ assessment of their 
mental health was worse than it had 
been at any point in the last two de-
cades, with the percentage of U.S. adults 

rating their mental health positively de-
clining nine points from 2019. 

Stress is now the top condition U.S. 
consumers are trying to manage, ac-
cording to the Hartman Group. One-
quarter (25%) of consumers in 16 major 
countries have increased levels of stress 
since the beginning of the pandemic, ac-
cording to Ipsos’ 2020 COVID-19 Poll; 
and half of U.S. Millennials report being 
more stressed, according to the Natural 
Marketing Institute. 

Additionally, a January 2021 Harris 
Poll showed 80% of people said the pan-
demic is a significant source of stress in 
their lives, with 81% stressed about the 
future of America.

Globally, having good health and 
mental well-being is the number one 
driver of happiness, more so than con-
sumers’ relationship with their partner 
or family, according to Ipsos’ Oct. 2020 
Happiness Report.

While stress can wreak havoc inter-
nally, it can also reflect outwardly on 
appearance. For example, the stress hor-
mone cortisol can trigger a cascade of 
inflammation that may manifest in un-
healthy hair, skin and nails.

Whole  
Body Health:   
Making  
Connections 

As consumers prepare to confront a cascade of 

interconnected challenges, brands have ample 

opportunities to meet the needs of the moment. 
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Dynagenix® is a breakthrough new, water-soluble, neutral tasting 
Boswellia-based ingredient that will change the landscape of the active/
sports nutrition market by offering a comprehensive solution to post-
exercise recovery, while promoting the ability to perform at a higher 
level, sooner. Results point to a nearly 50% reduction in muscle soreness 
versus placebo with dramatic improvements in joint soreness and ease of 
exercising. The combination of clinically-demonstrated muscle and joint 
benefits is unique in the active/sports nutrition market.

Dynagenix can be formulated into a remarkably broad range of consumer 
products for active/sports nutrition consumers. Clinical data supports its use 
as both a post-workout/recovery and a daily use product — for people who 
are engaged in regular exercise. Dynagenix can be used in liquid and solid 
taste-sensitive formulations like powders, chews, gummies, stick-packs, 
shots, shakes and more.

Cutting-edge solutions for sports. Let us show you the data.

Dynagenix® Fast Facts
• 2 clinical studies     
•  Reduced post-exercise muscle  

& joint soreness
• Supports faster, better recovery
• Reduces perceived exertion  
• Helps reduce stiffness
• Fast-acting
• Patent-pending 
• Clean label 
• Safe, side-effect free 

Reduced Muscle & Joint Soreness. Faster Recovery. 
Easier Workouts.

PLTSPORTS

GET THEM 
BACK IN THE 
GAME FASTER

THESE STATEMENTS HAVE NOT BEEN EVALUATED BY THE FOOD AND DRUG ADMINISTRATION. 
THIS PRODUCT IS NOT INTENDED TO DIAGNOSE, TREAT, CURE, OR PREVENT ANY DISEASE.

Contact PLT Health Solutions for samples and more information.  
+1.844-PLTHEALTH   •   www.PLTHealth.com
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Whole Body Health: Making Connections

Weight Management 
The “Quarantine 15”—referring to the 
pounds many have gained during lock-
downs, isolation, and disruption of exercise 
routines—has left many people eager for 
natural and holistic solutions that can help 
them regain their sense of health and self. 

Between stress-snacking and lack of ac-
tivity, weight issues are compounded and 
have implications for energy, joint health, 
cardio-metabolic health and more. 

In the U.S., 40% of those aged 18-24, 
one third of Millennials/Gen X, and one-
quarter of Boomers have gained weight 
since COVID-19, according to the Natural 
Marketing Institute, spawning new op-
portunities for the weight loss category. 

One-third of consumers in Japan, South 
Korea, China, and Russia reported under 
exercising during the pandemic last year; 
one-quarter in Canada, U.K., and Russia re-
ported over-eating, according to Ipsos’ 2020 
COVID-19 Poll across 16 major countries. 

In 2020, the U.S. weight management 
market fell slightly to $71 billion. Through 
2021-2027, the China weight management 
market is projected to grow at a GAGR of 
10.6% to reach $92.6 billion; Asia-Pacific 
will top $58 billion, per ReportLinker’s 
December 2020 Global-Weight Manage-
ment Industry. The Japanese market will 
grow at a CAGR of 3.9%, Canada 6.3%, 
and Germany 4.5% through 2027. 

According to a study published in the 
Lancet in 2019, 26% of adults in China are 
obese/overweight, 16% of children. In the 
U.S., 121 million consumers tried to lose 
weight in 2019, according to Mintel. In 
2020, 14% of U.S. supplement users took 
a weight management supplement, 36% 
want more product options, per the Hart-
man Group’s 2020 Functional Foods & 
Beverages and Dietary Supplements.

Dollar sales of foods and beverages 
carrying a “lifestyle” diet claim grew 13% 
for the year ended Dec. 27, 2020, per IRI 
February 2021 innovation report. Sales of 
foods with a low-carbohydrate positioning 
reached $136.9 million in the U.S.; keto-
genic, $68.5 million; paleo, $56.9 million; 
the Whole 30 Diet, $54.2 million; and low 
glycemic, $19.3 million, according to IRI. 

Fitness & Active Lifestyles
Exercise and fitness represent a large evolving 
market that has been reimagined amid gym 
closures and general consumers opting to 
workout at home. For example, Peloton sales 
basically doubled in 2020 compared to 2019. 

As more consumers receive vaccines 
and have more opportunities to return 
to their lives, a new need for products 
that support active lifestyles may emerge 
again. For example, natural energy solu-
tions that can help people regain motiva-
tion, alongside joint health and recovery 
formulations that can ease them back into 
exercise routines will be in high demand.  

A Modern Energy Boost
The disruption of normal, active living has 
been taxing and depleting for energy lev-
els. A lack of mental and physical energy 
can have significant negative effects on 
people, leading to chronic fatigue, burn-
out, and sleep disruption, which accumu-
lates and compounds other health issues. 

As people incorporate natural, sus-
taining solutions, the whole-body effects 
from increased physical energy to clearing 
of mental fog can lead to significant im-
provements in whole body health. 

Beauty from Within
Aging and health have taken on new 
meaning for many consumers. At the same 
time, increased recognition that health be-
gins from within and reflects outward has 
primed the market for nutricosmetics and 
ingestible beauty products. 

Beauty supplement sales increased 
about 3% in 2020, according to Nutrition 
Business Journal, which predicted the mar-
ket will reach $1.6 billion in sales by 2023. 

As consumers connect how they feel 
with how they look, crossover opportuni-
ties to target skin health alongside stress 
and cognitive health issues for example, 
will proliferate. 

At the same time, consumers are look-
ing for more information about the ingre-
dients they put into and onto their bod-
ies. Stories about sustainable and ethical 
sourcing will attract an engaged consumer 
base that is also closely evaluating labels 
for “clean” ingredients. 

Overall, the scope and range of health 
needs among consumers have not only 
shifted, they are at an all-time high. Natu-
ral products and nutraceuticals that can 
meet the needs of the era stand to make 
a meaningful difference at a critical period 
in public health.  NW
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Starting with Stress: 
Brain Health, Focus  
& Mood in the Spotlight

People have been living through 
a stressful period, particularly 
frontline workers who have en-

dured the most challenging health crisis 
in a century. The COVID-19 pandemic, 
alongside political, economic, and so-
cial upheaval, has had a ripple effect on 
public health, presenting a “significant 
source of stress” for an estimated 80% 
of Americans. In fact, stress is now the 

top condition U.S. consumers are trying 
to prevent and/or treat, according to 
the Hartman Group.

Over the years, public health 
assessments that once focused solely 
on physical well-being have shifted to 
account for mental health as well. Research 
from HealthFocus International has found 
that U.S. consumers now rank mental/
emotional health as the top contributor 

to their overall health—ahead of physical 
health, balanced diet, and exercise.

Meanwhile, scientific understanding has 
improved regarding how chronic stress can 
lead to a range of detrimental effects while 
research into the benefits of nutritional 
products has progressed as well. 

Stress, Energy &  
Cognitive Function
Stress, tiredness, and sleep problems are 
the top “Unresolved Afflictions” that are 
currently plaguing U.S. consumers, ac-
cording to HealthFocus surveys. Unre-
solved Afflictions (from the HealthFocus 
International Health Condition Strategic 
Opportunity Quadrant) represents the 
most important consumer need area for 
new products with higher margins.

Consumers are hungry for natural, holistic solutions 

with positive effects on brain health, focus and 

attention to address a range of stress-related health 

issues, as well as energy/sleep, mood, weight, 

immune health, skin health, and more. 
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Starting with Stress:  
Brain Health, Focus &  
Mood in the Spotlight
These health issues are complex, and inter-
twined with others, including focus, mem-
ory, and general cognitive function. Con-
sumers have long struggled with fatigue; 
and despite the countless energy products 
on the market, it still remains a top unmet 
need area. The problem of tiredness and lack 
of energy is not one-dimensional, but car-
ries a physical, mental, and emotional com-
ponent. In a busy and competitive world, 
consumers are under a great deal of stress 
and are seeking dietary help with relax-
ation, stress relief, emotional balance, and  
cognitive health. 

HealthFocus also found the issues of 
tiredness, stress, and sleep problems to 
be drastically higher among younger 
consumers, signaling continued growth 
and higher future demand for products 
that can address these unmet needs.

Focus on Food & Supplements
Stress is at an all-time high, and more 
people are seeking solutions to help 
them feel better. There is a strong belief 
in the emotional impact of food, with 
six out of 10 U.S. consumers saying their 
food and beverage choices impact their 
mood. Nearly 30% of consumers specifi-
cally look for food and beverage products 
that can provide mood-boosting benefits, 
up more than 10 percentage points since 
2018. Younger shoppers are fueling this 
“Mood Food” trend with over half saying 
they always or usually choose foods and 
beverages to help improve or enhance 
their mood.

HealthFocus sees the growing “Mood 
Food” trend as part of a bigger shift 
toward the use of “Kitchen Medicine.” An 
increased focus on immunity, along with 
the rising costs and concerns about the 
safety and efficacy of prescription drugs, 
has fueled a global resurgence of “food  
as medicine.”

Additionally, the majority of U.S. 
consumers believe certain foods, 
beverages, and ingredients have medicinal 

benefits; and this trend is on the rise, with 
nearly 40% saying their belief has become 
stronger in the last two years. This strong 
belief in the healing power of food and 
dietary supplements is growing—most 
notably among young people (with four 
out of 10 finding it extremely believable)—
and continues to drive consumer interest in  
functional ingredients.

An estimated 30-40% of supplement 
consumers use nutritional products to 
address concerns about stress, with con-
cerns over a lack of energy close behind, 
according to a recent National Health 
Interview Survey (NHIS). This survey 
also found “wellness” was a much more 
common driver to supplement use than 
“treatment,” and approximately one in 
four supplement users reported feel-
ing better emotionally as a result of  
their supplementation.

“The coronavirus pandemic has already 
precipitated a mental health crisis in the 
United States,” said Jeremy Appleton, ND, 
Director of Medical and Scientific Affairs at 
PLT Health Solutions. “Stress and mental 
fatigue are rising, and the country is ill-
prepared to deal with the consequences. 
As far back as May, experts warned of a 
historic wave of mental health challenges. 
We need to use every tool and resource 
available to us to help people thrive in these  
challenging times.”

Optimal Ingredients
Several standard vitamins and minerals 
necessary for a wide range of health ap-
plications have, in several studies, shown 
themselves to have important neuro-
protective benefits. Though some of the 
research is preliminary, deficiencies in 
key vitamins and minerals including the 
B complex, vitamin D, zinc, magnesium, 
and selenium appear to be correlated 
with lowered emotional states.

Of hundreds of mechanisms in 
the human body, magnesium is well 
known for its critical role in cognitive 
function, and its protective effect against 
depression. One of the most prominent 
studies on this examined magnesium 

intakes of 8,894 adults and found that low 
magnesium intake placed people at a 22% 
greater risk of developing depression. 
Additionally, researchers cited notable 
correlations between treatment-resistant 
depression and magnesium deficiency 
(Journal of the American Board of Family 
Medicine, 2015).

The eight essential B vitamins that 
make up the vitamin B complex have 
been evaluated in several studies, which 
have provided evidence that each of the B 
vitamins plays a role in improving cognition 
and regulating nervous system response to 
mitigate stressors. B12 in particular helps 
metabolize both serotonin and melatonin 
more efficiently, signifying those deficiencies 
may have something to do with disruptions 
in mood or sleep patterns.

Vitamin D, a nutrient some researchers 
have claimed is widely deficient among 
people around the world, is hypothesized 
to play a role in neuroprotection, as well. 
Cross-comparisons between sunlight 
therapy and vitamin D, which is absorbed 
through a hormonal reaction in response 
to sunlight exposure, have examined and 
compared effects on seasonal affective 
disorder (SAD).

Zinc is a cofactor of hundreds of 
enzymes, many of which play a part 
in the neurotransmitter activity in the 
central nervous system. In depressed 
patients, low serum zinc is considered 
a possible biomarker for resistance to 
antidepressant drugs, and studies have 
found that supplements of zinc result in 
statistically significant improvements to 
sleep time, especially when combined 
with other nutrients.

There is a long list of herbs and 
botanicals that have been increasingly 
researched for mood and sleep benefits 
over the past several years, fueled in part 
by the demand for more clean-label, 
natural solutions.

Adaptogens, including maca, Rhodiola 
rosea, Ginkgo biloba, and ginseng, each 
contain unique phytochemicals specific 
to each plant, which enable those plants 
to survive harsh environmental stressors. 
These compounds are evidenced to 



Support for stressful times.
Stress takes a toll on everyone it touches — contributing to health 
problems, poor relationships and lost productivity at work. It can  
also affect our ability to perform at our best. 
Zembrin® is a patented, standardized and clinically studied extract of 
Sceletium tortuosum. It’s an innovative, evidence-based ingredient 
for products designed to experientially support calmness, enhanced 
mood, and improved cognitive function. 
Zembrin can help give people power over their lives by introducing 
a sense of alert serenity or calm focus. Clinically-studied, it has been 
shown to start working in as little as 2 hours and is safe enough to 
be used every day.

• Patented
• Experiential
• Self-affirmed GRAS
• Socially responsible
• Ecologically sustainable
• Fully traceable from seed to extract
• Clinically supported for safety 
 and efficacy
• 300 years of published traditional use

Help your customers fight back against stress. 
Let them experience Zembrin.
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STOP LETTING 
STRESS GET IN 
THE WAY.
EXPERIENCE 
ZEMBRIN.

Contact PLT Health Solutions for samples and more information.  
+1.844.PLTHEALTH   •   www.PLTHealth.com

* THESE STATEMENTS HAVE NOT BEEN EVALUATED BY THE FOOD AND DRUG ADMINISTRATION. 
THIS PRODUCT IS NOT INTENDED TO DIAGNOSE, TREAT, CURE, OR PREVENT ANY DISEASE.
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modulate a number of hormonal and 
enzymatic processes in ways that clinical 
research suggests may improve human 
reactions to external stressors. One of the 
most notable features of these botanical 
products is their demonstrated propensity 
to lower cortisol, the primary stress 
hormone. Cortisol is also associated with 
increased blood pressure and weight gain.

Several other botanical ingredients 
contain antioxidant compounds that can 
pass through the blood-brain barrier; and 
others are shown to modulate certain 
inflammatory biomarkers. It is believed 
that these potent phytochemicals can 
improve mood by protecting the brain 
from free radicals and inflammation.

Many herbal/botanical ingredients 
with established benefits to mood often 
work at least in part by addressing 
inflammation, according to Appleton.

“Inflammation and mood are related by 
multiple mechanisms of action, ranging 
from the modulation of the gut-brain axis 
by the intestinal microbiota to bioactive 
enzymes and peptides,” Appleton said. 
“Connections between mood and 
inflammation have been approached by 
formulators in specialty channels, like 
the healthcare practitioner channel, but 
to a large extent the complexity of these 
connections eludes product development 

teams formulating for the larger consumer 
product goods space. This is partly owing to 
the difficulty in connecting inflammation 
and mood claims, which require different 
types of evidence and structure- 
function language.” 

Meanwhile, the consumer experience 
of a product is an important consideration 
in mood/stress and cognitive support, 
according to Steve Fink, Vice President 
of Marketing for PLT Health Solutions. 
“How do you know if your immune 
support product is working? Because 
when it’s actually working for you, 
nothing happens. You don’t get sick. 
You don’t feel worse. But you also don’t 
necessarily feel better. If you formulate 
a cognitive support ingredient into an 
immune product, you do feel better. This 
leads to a more positive reaction to the 
product, greater compliance, and often 
more success.”

Among consumers PLT surveyed, 
Fink said 70% of people are expressing 
interest in adding cognitive support 
ingredients across a broad range of 
categories, signifying that as these types 
of ingredients are formulated in novel 
ways, they’ll be well received.

Brands in several different categories 
can benefit from natural mood enhancer 
ingredients, Fink noted, in areas such as 

sports nutrition and weight management 
in which consumers might take weeks or 
months to reach a nutritional goal. PLT’s 
Zembrin®, a Sceletium tortuosum extract, 
has been clinically demonstrated to 
improve cognitive function—specifically 
cognitive flexibility and executive 
function. Additional tests have shown 
reduction of stress and improvement of 
mood, manifested through statistically 
significant improved quality of sleep, less 
fatigue, enhanced work performance, 
enhanced interest in daily activities, 
and lower levels of irritability, worry  
and insecurity.

Meanwhile, PLT’s Rhodiolife®-
branded Rhodiola rosea extract has 
been shown to generate sustained 
energy and promote wellness, including 
psychological, emotional and physical 
conditioning, according to the company. 

The company’s Synapsa natural 
memory support is a patented, 
standardized form of Bacopa monnieri 
that has been the subject of more than 
35 years of clinical study. While many 
cognitive health supplements focus on 
the issue of cognitive decline—mainly in 
an aging population—the studies behind 
Synapsa® focus on “peak cognitive 
performance” outcomes that offer 
benefits for a broader public.

Additionally, Zynamite® is a patent-
pending proprietary Mangifera indica 
extract standardized to  mangiferin and 
developed from sustainably harvested 
mango tree leaves. A patent-pending, 
self-affirmed GRAS ingredient, it has a 
portfolio of safety data and has been the 
subject of three preclinical and six clinical 
studies. The primary areas of application 
are as a standalone in cognitive health 
products where it provides mental energy, 
and as Zynamite PX® (in combination 
with quercetin) for active/sports nutrition 
products where the combination has 
been demonstrated to improve both peak 
power output and mean power output in 
fatigued and exhausted subjects. NW  
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W ith stress and cortisol levels 
through the roof, and restric-
tions on public gatherings 

throughout the pandemic, maintaining a 
healthy weight has become a significant 
challenge for consumers.

As a means of coping with chronic 
stress, many people often turn to pro-
cessed foods. Compounded with a lack 
of physical activity, weight gain during 

the pandemic has been common. In the 
U.S., 40% of those aged 18-24, one third 
of Millennials/Gen X, and one quarter of 
Boomers gained weight since COVID-19, 
according to the Natural Marketing Insti-
tute, spawning new opportunities for the 
weight loss category. Overall, the Ameri-
can Heart Association has estimated that 
168 million people are overweight and 74 
million are obese in the U.S.

Starting Block to  
Healthier Living
The implications of obesity on health and 
systems of care are burdensome. Obesity 
related health conditions like heart dis-
ease, stroke, type 2 diabetes, and certain 
types of cancer are some of the leading 
causes of preventable, premature death. 
The estimated annual medical cost of 
obesity in the U.S. was $147 billion in 
2008 U.S. dollars, according to CDC data.

Steve Fink, Vice President, Market-
ing, PLT Health Solutions, suggested 
that maintaining a healthy weight is “the 
single most important and effective thing 
that people can do—at any point in their 
lives—to live and age more healthfully. 
The evidence of the huge health conse-

New Opportunities Emerge in   
Fitness & Weight  

Management
Weight gain is on the rise and consumers are eager 

for natural products that can help. 
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quences associated with an overweight/
obese population is overwhelming. An 
unhealthy weight is the underlying or 
contributing cause to any number of 
chronic health conditions present in later 
years such as cardiovascular disease and 
diabetes and can exacerbate others like 
joint health.”

The human body is “hardwired by 
millions of years of evolution” to put on 
and maintain weight, Fink added. “At 
the same time, modern diets and living 
conditions make that easier and faster to 
do—in an unhealthier way. This inclina-
tion to gain and keep on weight is exac-
erbated by our emotional relationship to 
food. We eat for many other reasons than 
sustenance, including pleasure, stress, 
and more.”

A Sizeable Market 
In 2020, the U.S. weight management 
market fell slightly to $71 billion. Dollar 
sales of foods and beverages carrying a 
“lifestyle” diet claim grew 13% for the year 
ended Dec. 27, 2020, according to IRI data 
from February 2021. Sales of foods with 
a low-carbohydrate positioning reached 
$136.9 million in the U.S.; ketogenic, $68.5 
million; paleo, $56.9 million; the Whole 
30 Diet, $54.2 million; and low-glycemic, 
$19.3 million, per IRI. 

The COVID-19 pandemic has brought 
into clear focus the need to manage health 
conditions, and pivot to more holistic, in-
tegrative and preventive solutions. 

Overall, consumers are ready for so-

lutions that may help them lose extra 
pounds and inches, keep them off, and/
or balance a healthy weight. For the year 
ending April 2020, 43% of U.S. adults 
experimented with a dietary regimen: 
10% intermittent fasting; 7% each the 
Whole30 diet or a juice/detox cleanse; 6% 
Weight Watchers; and 5% each the elimi-
nation, ketogenic, or paleo diet, accord-
ing to the International Food Information 
Council’s (IFIC) 2020 Food and Health 
Survey. However, only 3% of those who 
try these diet plans stay on one plan ex-
clusively, according to a 2019 study from 
the Hartman Group.

Tools for Healthy Living
Weight gain and obesity are linked to 
many conditions, like heart disease, dia-
betes, high blood pressure, osteoarthritis, 
sleep disorders, cancer, and more. As im-
portant as weight management is for the 
basic need to look and feel good, it’s inte-
gral to healthy living.

Dietary supplements can play a role 
within a broader regimen to help peo-
ple lose pounds and maintain a healthy 
weight by targeting areas like metabolic 
rate, fat breakdown, appetite and sati-
ety, and blood sugar management, but 
they should also be part of a healthy diet  
and exercise. 

Clearly, whole foods and healthier eat-
ing need to be emphasized as the cen-
ter of lifestyle management, noted Fink. 
“But there is an ‘all-hands-on-deck’ need 
in our society and supplements can play 

an important role. We can’t afford to wait. 
There don’t appear to be any panaceas in 
weight management, but there are many, 
many things we can do to ‘get better ev-
ery day.’ Proper use of supplements that 
have proven efficacy can be an important 
one of these.”

Leading weight management compa-
nies and brands often focus on the “whole 
person”—as opposed to just “dieting”—in 
developing weight management products 
and regimens, Fink noted. “We call this 
‘smart weight management’ that, first, rec-
ommends diet and exercise as an integral 
part of weight management, and then ad-
dresses a range of concerns for the target 
demographic. For example, when devel-
oping a weight management product for 
seniors, it is important to consider issues 
like maintaining muscle mass and blood 
sugar management.”

Science & Solutions
A notable market shift has also been in-
creased interest in, and reliance on, high 
quality science to back messaging and 
build trust with consumers. 

“PLT has always worked to develop 
the highest quality scientific support on 
our weight management ingredients,” 
said Fink. “The ingredients we introduce 
are backed by gold-standard, double-
blind, placebo-controlled clinical trials 
and extensive preclinical work that ex-
amines safety and mechanisms of ac-
tion, and are published in top-tier, peer-
reviewed journals.”

“PLT has always worked to develop the highest quality scientific support on our 

weight management ingredients. The ingredients we introduce are backed by gold-

standard, double-blind, placebo-controlled clinical trials and extensive preclinical 

work that examines safety and mechanisms of action, and are published in top-tier, 

peer-reviewed journals.” —Steve Fink, PLT Health Solutions



In a crowded weight management sector, results matter. In  
today’s environment, consumers need to trust the products they  
buy. Trust the safety. Trust the science. And trust the performance.

SLENDACOR® Weight Management Complex is a patented  
combination of three spices with known uses in traditional medicine.  
The result is an ingredient that has been clinically-shown to significantly 
enhance weight loss and help re-shape the body. New Slendacor Weight 
Management Complex takes one of the world’s most successful weight 
management ingredients and delivers it in a neutral tasting, water 
dispersible form. That means you can incorporate Slendacor in almost  
any product you want — from powders and shakes to chews and shots.

•  Two published gold-standard clinical trials 
designed to build trust with consumers

• Consistent results over 16-week study
•  Statistically significant weight loss 

within 14 days
•  Weight & inches reduction in both  

women & men
• Results seen in core: waist & hips
• Water-dispersible form available
• Twice a day, convenient low dose
• Patented

Gold-standard clinical trial on overweight men & women
sets standards for communicating efficacy

CONSUMERS TRUST THE
#1 WEIGHT MANAGEMENT
INGREDIENT IN
THE WORLD

Contact PLT Health Solutions for samples and more information.  
+1.844.PLTHEALTH   •   www.PLTHealth.com

* THESE STATEMENTS HAVE NOT BEEN EVALUATED BY THE FOOD AND DRUG ADMINISTRATION. 
THIS PRODUCT IS NOT INTENDED TO DIAGNOSE, TREAT, CURE, OR PREVENT ANY DISEASE.
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New Opportunities Emerge in Fitness & Weight Management

“Ultimately, quality assurance and 
trust in a supplier centers around a 
thorough, all-around understanding 
about ingredients,” Fink added. “Today, 
we operate a program called PLT360® 
to achieve this. PLT360 is a business-
wide commitment by PLT Health So-
lutions to develop ingredients that our 
customers can be both confident and 
proud to supply to their own custom-
ers, knowing that these ingredients are 
safe, of high quality, efficacious, and 
harvested and manufactured in a sus-
tainable way. Going beyond traditional 
quality control programs, PLT360 ex-
amines every aspect of an ingredient 
that we supply in an effort to become 
transparent with our operations and 
build trust with the health and well- 
being community.”

Sustainability and efficacy are built into 
how PLT Health Solutions approaches 
quality, Fink added. “A 360° view means 
that we look at everything that impacts an 
ingredient and its viability in the market-
place. PLT360 is a comprehensive view 
of the requirements and responsibili-
ties we have to our customers (and their 

customers) in supplying traceable, pure, 
high quality ingredients that meet market 
needs for performance and sustainability. 
Within each of the four subject areas of 
PLT360—ingredient identity, quality, sus-
tainability and efficacy—again, we take a 
comprehensive view of our responsibility 
so that we can answer the questions that 
need to be answered.”

Often considered the lifeblood of 
healthy industries, innovation takes many 
forms in the dietary supplement and nu-
tritional products market.

Clearly, weight management benefits 
have connections with other related cat-
egories, like active and sports nutrition. 
“We are seeing sports nutrition compa-
nies add weight management ingredients 
to existing formulations and expand their 
product lines to include weight manage-
ment entries,” said Fink. “Another area 
would be weight management prod-
ucts for an older demographic. Whereas 
weight loss had always been a younger 
person market, people are realizing that 
one of the most important things they can 
do to age gracefully is to keep an eye on 
their weight.”

Additionally, one of the major changes 
in recent years has been a “proliferation 
of delivery systems for weight manage-
ment ingredients and products,” Fink said. 
“We’re seeing a lot more beverages, foods, 
gummies and dissolvable powders. Both 
our Slendacor® and Supresa® ingredi-
ents have favorable organoleptics and 
are easy to formulate. In early 2020, PLT 
introduced a water-dispersible version 
of our award-winning and top-selling 
weight management solution, Slendacor. 
The new ingredient was developed over 
a two-year period specifically to meet 
the demand for compatibility with novel  
delivery forms.”

Supresa, a patented saffron extract, in-
duces a feeling of well-being and stress 
reduction to address the source of stress-
related overeating and snacking—a dif-
ferent mechanism of action for weight 
management from other weight manage-
ment ingredients.

In a study conducted with 60 healthy, 
slightly overweight women (BMI 25-30) 
who were between 25-45 years old, Su-
presa intake over 8 weeks resulted in 
significantly greater body weight reduc-
tion than the placebo group. Supresa 
decreased snacking by 55% compared to 
a 28% reduction in the placebo group. A 
decrease in appetite of 69% was also ob-
served in the Supresa group versus 54% 
in the placebo group. There were no re-
ports of side effects and compliance with 
the Supresa regimen was excellent.

Slendacor Weight Management 
Complex® is a patented, synergistic for-
mulation of three well-known spices—
Curcuma longa, Moringa oleifera and Mur-
ray koenigii. Clinical study results show 
significant weight loss as early as 14 days 
after first use, which can offer some early 
positive reinforcement to a dieting con-
sumer. Weight loss was consistent over 
the course of the 8-week study. 

With more experts recognizing the role 
of cognitive support in long-term weight 
management programs, the company’s 
Zembrin® (Sceletium tortuosum) may 
help make the weight loss process more 
manageable for consumers.   NW
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From tired parents to frontline 
workers, energy solutions can 
meet a growing consumer health 

need. According to Mintel’s latest En-
ergy Drinks report, published May 
2020, combined energy drink and en-
ergy shot sales now surpass $14 bil-

lion, and sales are projected to reach 
$20 billion by 2024. 

SPINS data indicates that supple-
ments marketed for energy have held 
steady in the 52 weeks ending Jan. 24, 
2021, with the most growth posted in 
amino acids (up 5.3%), performance nu-

trition (up 6.6%), and the vitamins and 
minerals category (up 8.7%). While en-
ergy drinks have a dedicated consumer 
base, it’s a moderate one. Mintel said 
habitual energy drink users represent 
less than half of U.S. consumers and, 
among non-users, the category suffers 
from a less-than-positive reputation. 

According to the market research 
firm, many consumers perceive the cat-
egory to be too sugary, too artificial, con-
tain too much caffeine, and offer a poor  
taste profile. 

Saving Energy:
Brands Target Next 
Gen, Personalized 

Products
From dual and triple action formulas to natural and 

organic ingredients, success in the energy market is 

about more than loud packaging of the past.
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Saving Energy: Brands Target Next Gen, Personalized Products 

Targeting Health Needs
To sustain growth for the long term, post-
pandemic and beyond, brands and formu-
lators in the energy space must be pre-
pared to offer consumers energy solutions 
they need as they return to their everyday 
lives. This includes a cleaner ingredients 
panel, great taste, and a closer-to-nature 
formulation. The good news is that the 
market is already taking strides to appeal 
to a wider and varied consumer base.

Once targeted toward young people 
looking for a quick burst or jolt of en-
ergy, market dynamics have evolved and 
adapted to include a more mature audi-
ence searching for clean label products 
that deliver sustaining energy. 

In addition to a maturing consumer 
base with different needs, cleaner trends 
in energy solutions have also stemmed 
from a consumer shift to healthier op-
tions overall. The impacts of the pan-
demic are also at play here, which have 
put the importance of maintaining one’s 
health with better-for-you ingredients 
into sharp focus.

Meanwhile, the community of competi-
tive video game players, or gamers, has 
burst into the mainstream in recent years. 

Gamers might be the consumer du 

jour, but the underlying takeaway is that 
brands must appeal to consumers’ unique 
energy needs and experiences, said Steve 
Fink, Vice President of Marketing at PLT 
Health Solutions. “With traditional en-
ergy ingredients like caffeine, consumers 
want an experience that matches their 
need instead of the ‘cup of coffee’ experi-
ence,” he explained. “The energy require-
ments of a person just waking up, study-
ing late at night, or running a 10K race 
are all different.”

To meet the needs of various consum-
ers, PLT Health Solutions offers a line of 
zumXR® targeted release caffeine ingre-
dients, including extended release and 
delayed release versions. The technology 
allows formulators to design their own 
custom energy profiles and deliver “pre-
dictable performance” to the consumer, 
Fink said. In the extended release for-
mat, specifically, the ingredient has been 
formulated to deliver no more than 55% 
of the total caffeine at one hour and no 
less than 80% at two hours. 

Zynamite® from PLT Health Solutions 
is a patented, proprietary Mangifera in-
dica extract standardized to mangiferin, 
developed from sustainably harvested 
mango leaves. According to Fink, the 

ingredient has a portfolio of safety data 
and has been the subject of three pre-
clinical and six clinical studies.

“The primary area of application is in 
cognitive health products where it pro-
vides mental energy,” he said, since the 
role of Zynamite in mental energy is 
thought to be modulated through its 
ability to selectively inhibit an enzyme 
responsible for the inactivation of dopa-
mine, norepinephrine, and epinephrine. 
“In addition, antioxidant and anti-in-
flammatory activities of mangiferin are 
also thought to play a role in its benefits 
related to mental energy,” Fink added.

The Future is Bright
Looking ahead, the energy consumer will 
only become more savvy and discerning 
in terms of what they want from their 
supplement experiences. Brands that find 
success in this new landscape will see 
this as an opportunity, not a hurdle.

“Understanding more about that expe-
rience and delivering it in differentiated 
products will help the segment grow, say 
into weight management and sports nu-
trition, but also enhance market share in 
a competitive space,” said Fink.  NW
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ACCELERATE  
YOUR GAINS

Contact PLT Health Solutions for samples and more information.  
+1.844-PLTHEALTH   •   www.PLTHealth.com

With sports/active nutrition becoming one of the most dynamic 
segments of the natural products industry, you’re constantly on the 
lookout for exciting, disruptive ingredients that can help you build 
your brands and gain market share.

RipFACTOR® Muscle Accelerator is a novel, patented formulation of 
two standardized botanical extracts well known from the Ayurvedic 
medicine tradition: East Indian Globe Thistle (Sphaeranthus indicus) 
and Mango Tree Bark (Mangifera indica). RipFACTOR Muscle 
Accelerator functions via multiple well-characterized pathways 
to support strength, endurance, and muscle growth. It has been 
designed to trigger the physiological processes that support the 
muscular adaptations that consumers want.

The results from two clinical trials on RipFACTOR show statistically 
significant improvements at 14 days* and can support dramatic 
consumer messaging to help you tell a story about a journey to  
improved physical performance.

Strong, Clinically-Backed Messaging
•  2 clinical studies support strength, 

endurance, muscle, and testoster-
one messaging

•  Statistically significant results  
at 14 days

• Enhanced muscle endurance*

• Increased muscle size*

• Improved lean body mass†

•  Supports improvements in both free 
and total testosterone*

•  Dose response supports  
targeted SKUs

Measurable Strength, Endurance, and Muscle Results Seen at 14 Days*

† Results based on 650 mg/d Ultra-Performance dose 

* THESE STATEMENTS HAVE NOT BEEN EVALUATED BY THE FOOD AND DRUG ADMINISTRATION. 
THIS PRODUCT IS NOT INTENDED TO DIAGNOSE, TREAT, CURE, OR PREVENT ANY DISEASE.
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Consumers Primed for 
Active Living Following 

Restrictions

F aced with a new set of health and 
lifestyle issues driven by CO-
VID-19, consumers have increas-

ingly adopted more holistic and active 
lifestyles to help manage their health 
and mental well-being.

Active consumers who integrate fre-
quent physical exercise into their health 
regimens, alongside nutrition products, 
have become more common. By the end 
of 2020, the number of so-called “fit” con-

sumers in the U.S. were more than double 
those who considered themselves “ath-
letes” (37% vs. 16%, per Mintel), and they 
will continue to drive the sports nutrition 
sector. 

Six in 10 global consumers were com-
mitted to exercising more frequently in 
2020, spawning new fitness trends and a 
demand for more aggressive sports nu-
trition, weight loss, and energizing foods 
and supplements. Home-centered ex-

ercise applications/product forms, more 
emphasis on seniors and at-risk exercis-
ers, and a greater emphasis on exercise 
for kids/teens have all become important 
trends to watch. At the same time, as re-
strictions begin to ease, more people are 
seeking outdoor activities, or may be try-
ing to shed a few extra pandemic pounds.

Supporting Mobility
Concerns about mobility have also esca-
lated due to COVID-19, with consum-
ers increasingly seeking dietary support 
for muscle, strength, healthy aging, and 
joint support, according to HealthFocus 
International.  

Being in relative lockdown has made 
some more aware of mobility issues. 

The nutrition market will play an important role  

in supporting consumer needs as they pursue  

new activities. 
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Lack of mobility and movement restric-
tion caused by COVID are of special 
concern to the aging consumer. Sarco-
penia, the age-related loss of lean body 
mass, strength, and function, is a preva-
lent concern among seniors globally.

Sarcopenia is now recognized as a 
disease by the World Health Organiza-
tion and is preventable and reversible 
through nutrition and exercise. In the 
U.S., 45% of those over 65 years of age 
have some degree of sarcopenia; 20 mil-
lion Japanese are sarcopenia patients; in 
China, 12% of women and 8% of men 
over 70 years are affected, according to 
Ipsos October 2020 Global Aging Study. 

Asia has taken the lead in combating 
sarcopenia and has established special-
ized organizations to address the dis-
ease. Supplements that provide high 
quality protein in sufficient amount 
(20-30 grams per serving) can effectively 
target sarcopenia concerns; the oppor-
tunity is to call out the risk for this de-
bilitating condition for consumers seek-
ing solutions.

Nuanced Needs
With activity levels set to reach new 
heights, consumers are also going to 
greater lengths to learn more about the 
health benefits offered by nutrition prod-
ucts and are more discerning about the 
science behind what they buy. 

At the same time, consumers have nu-
anced goals and needs depending on the 
type of sport or activity they’re engaging 
in. As the market changes, and segments 
blur—such as bodybuilding, endurance, 
high-intensity interval training (HIIT), 
active-lifestylers, and weekend warriors—
it is important for formulators to keep in 
mind how people use their products. 

Goals can range from high-perfor-
mance, maximizing protein, pre-workout, 
post-workout, recovery, and even condi-
tion-specific usage, such as joint health, 
skin health, immune health, and more. 

“All are interested in muscle build-
ing, but to different extents,” said Steve 
Fink, Vice President of Marketing for 

PLT Health Solutions. “Endurance and 
strength are also significant muscle 
health benefits that consumers desire. 
Science shows us that good muscle health 
improves performance and serves as a 
foundation for a whole range of healthy 
states. Pre-workout, post-workout, and 
daily use products are those we typically 
see in the muscle health market. But we 
increasingly see a muscle health compo-
nent in areas like weight management 
products where the goal is to increase 
lean muscle mass as a contributor to 
weight control. Finally, there is increasing 
interest on the part of seniors in sarco-
penia where muscle health products can 
play a role in maintaining muscle mass.”

Substantiating Results
Major market trends include clinically 
studied ingredients that offer rapid, con-
sistent results, he added. “Other trends 
include offering novel delivery systems—
from powders and capsules to beverages 
and foods. This will take a special class of 
ingredient. Finally, results must move the 
needle for consumers. Results are neces-
sary for these audiences.” 

Like every other market, brands in the 
sports nutrition and muscle health space 
have been especially mindful of the life-
style adaptations consumers have made 
during the COVID-19 pandemic. For-
tunately, several surveys indicate that, 
across the board, rates of exercise among 
U.S. consumers haven’t declined much, 
even with social distancing restrictions 
and quarantines. In fact, those who had 
relatively higher rates of exercise pre-
COVID are exercising more now, along 
with a crop of newcomers to the sports 
nutrition space who emerged in 2020. 

“Things did slow down during Q2 of 
the year. Then, as we have in other phas-
es of our lives, the industry adjusted,” 
said Fink. “We saw a significant uptick 
in new product development in the cat-
egory and in the second half of 2020 and 
we are looking forward to some great 
new products coming onto the market 
in 2021.” 

PLT Health Solutions has introduced 
three new ingredients to address the 
needs of the active and sports nutrition 
markets, including Zynamite PX®, Rip-
FACTOR® (a botanical complex formu-
lated for gains in endurance, strength, 
and muscle growth), and Dynagenix®. 

“Each of these ingredients was a step 
change solution for the industry,” Fink 
noted. “Zynamite PX addressed mean 
and peak power issues in a low dose 
that clinical studies showed was effec-
tive in one hour. Dynagenix was tar-
geted at the recovery segment of sports 
nutrition and is the first ingredient that 
is clinically demonstrated to improve 
both joint and muscle recovery, getting 
people back in the game faster.”

The launches of all three products are 
going well, he continued. “RipFACTOR 
was featured in several significant new 
launches in Q4 of 2020 and is continu-
ing to see strong growth in 2021. We 
are looking at the potential for millions 
of units featuring this product sold in 
2021. For PLT, the lesson we learned 
is that, regardless of economic or mar-
ket conditions, there is always room 
for truly innovative ingredient solu-
tions that address pain points and de-
liver demonstrable, significantly better 
results. Disruptive solutions thrive in  
disruptive times.” 

Meanwhile the company’s Après-
Flex®, derived from Boswellia serrata 
gum resin and standardized to AKBA, 
is one of the world’s best-selling joint 
health ingredients. Clinical studies con-
ducted with AprèsFlex show dramatic 
improvements in joint comfort. A 2014 
clinical trial with AprèsFlex showed 
significant improvement in joint com-
fort over in just 5 days.

Beyond joint comfort and flexibility 
improvements, AprèsFlex also positive-
ly impacts biological markers associated 
with joint health and inflammation, in-
cluding TNF-α, CRP, and IL-6. It was 
also shown to significantly inhibit matrix 
metalloproteinase (MMP-3), an enzyme 
that breaks down cartilage, collagen, 
and connective tissues.  NW
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Nutricosmetics Reflect
Wellness Inside-Out

T aking care of health and beauty 
from the inside out is increas-
ingly well understood and be-

coming more common practice among 
consumers around the world. 

“Topical skin care products address only 
20% of your skin,” according to wellness 
expert Howard Murad, MD. “The other 
80% is affected by what you eat and drink, 
including your dietary supplements.”

Beauty and personal care routines 
that encompass inner wellness and 
nutrition can greatly amplify appear-
ance. Preventive care is often notice-
able through skin, and more consumers 
recognize that taking care of skin earlier 
in life often equates to healthier skin 
throughout life. 

One consumer study published in 
March 2019 found that more than 50% of 
18-to-24 year old women wanted to add 
wrinkle-defying products into their rou-
tine. Many younger consumers view skin 
care as an investment, and they continue 

to look for evidence-based products to 
meet their health needs.

Market Evolution &  
Expansion
As with other categories comprising the 
natural products industry, “beauty from 
within” is an entirely new landscape com-
pared to what it was 20 years ago. Al-
though nutricosmetics first hit the market 
as far back as the 1980s, it has experienced 
sizable growth in the past few years. 

Today, global consumers are seeking a 
synergy in their routines, with ingestible 
products that can provide beauty benefits 
and improve skin health. According to 
Market Research Future, the nutricosmet-
ics market is expected to sustain a CAGR 
of 5.51% to reach approximately $8.35 bil-
lion by 2025. The report also showed that 
product formats other than traditional 
capsules, tablets and soft gels, including 
beverages, powders, gummies, etc., are big 

sellers enjoying significant demand. 
Innova Market Insights reported that 

the CAGR of new products launched with 
a skin health claim was 23% between 
2017 and 2020. In fact, Innova included 
ingestible beauty in its Top Ten Trends of 
2020, as consumers continue to recog-
nize the significant roles that nutrition 
and natural ingredients can play within 
the body to support healthy hair, skin and 
nails, for example. 

According to a 2020 Nutrition Business 
Journal report, the U.S. retail sales value 
of the beauty from within category is ex-
pected to grow 10.5% in 2021, up from 
4.2% growth in 2020. Overall interest in 
holistic and integrative health has helped 
position ingestible beauty products for fu-
ture expansion. 

Top Trends
There’s an irony in this rapidly evolv-
ing market, according to Steve Fink, Vice 
President, Marketing, PLT Health Solu-
tions. In some ways, he said, the cosmet-
ics and beauty market hasn’t changed in 
5,000 years; in other ways, it has changed 
dramatically since the beginning of 2020. 
Since early times of society, people always 
wanted to preserve youthful skin, and 

Consumers understand health is beautiful and are 

benefitting from a range of innovative, modern 

product options. 
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therefore, reducing visual aging will re-
main a target for nutricosmetics.

“But, if you’ve seen the sales volumes 
for the traditional cosmetics markets 
since early 2020, not only hasn’t there 
been any growth, but sales are also dra-
matically lower. This is not the case in 
the nutricosmetics beauty market, which 
tends to focus on health as a driver more 
than just appearance.”

Products such as collagen boosters, 
ultra-hydrators, and brain-gut balancers 
are expected to shine as the most popu-
lar products in the beauty-from-within 
category. The COVID-19 pandemic has 
actually helped accelerate market growth, 
with consumer demand for skin health 
products that ease daily use of face masks, 
for example.

Indeed, such a dramatic global event 
that has drawn out for more than a year 
has impacted how consumers interact 
with brands and how they decide which 
products to use to stave off skin aging and 
promote skin health. The pandemic and 
restrictions escalated consumer demand 
for well-being and personal care products, 
in general, alongside nutricosmetics. 

Brand owners and product manufac-
turers are ramping up to meet demand 
for ready-to-go options that are easier 
to use and more attractive to consum-
ers, with an emergence of new innovative 
formats, including ready-to-drink (RTD) 
beverages, vials, droppers, gummies, and 
nutritional bars.

More consumers are also demanding 
sustainable and clean label nutricosmetics. 

Important Ingredients
Nutritional ingredients for supporting 
youthful appearance and healthy skin 
provide more than just antioxidant pro-
tection or added plumpness—actions that 
are well performed by myriad topicals to-
day. Indeed, dietary supplements can ex-
ert multiple benefits in convenient doses, 
which is highly attractive for consumers.

While the conversation about beauty 
has focused much attention on collagen, 
consumers are ready for a range of sci-

ence-supported nutritional options that 
target varying mechanisms, from UV pro-
tection to healthy hair. 

For example, science has identified a 
number of factors that influence appear-
ance and skin health, such as formation of 
advanced glycation end products (AGEs), 
free radical and singlet oxygen-induced 
lipid peroxidation, inflammation, frag-
mentation and degradation of collagen 
and elastin, gut microbiome modulation, 
immune health, stress, and more. Even 
regulating blood sugar levels can play a 
role in healthy skin.

At the same time, ingredients that tar-
get joint health and sports performance 
can double as beauty and wellness formu-
lations. Collagen, MSM, hyaluronic acid, 
and herbal preparations can pull double 
duty helping joints/connective tissue and 
skin health. 

PLT Health Solutions’ ceratiq® phy-
toceramides provide benefits associated 
with youthful skin—improved overall skin 
health, reduced appearance of wrinkles, 
increased elasticity, and a more radiant 
appearance, according to Fink. As a natu-
ral, vegan source of ceramides (a class of 
lipids known as the skin’s natural seal-
ant) ceratiq is backed by five in vitro and 
ex vivo studies supporting safety, efficacy 
and mechanism of action, plus five human 
clinical trials.

A double-blind, placebo-controlled 
clinical trial evaluated the efficacy of cera-
tiq on skin hydration and on reduction 
of wrinkle appearance. Study subjects re-
ceived either 350 mg of ceratiq oil or pla-
cebo for 12 weeks. In the ceratiq group, 
wrinkles were significantly and visibly 
reduced at 8 weeks compared to the pla-
cebo. The wrinkle reduction was visible for 
88% of women after 12 weeks. “Skin was 
better hydrated as early as just 4 weeks. 
Compared to the placebo, those taking 
ceratiq had 3 times the improvement in 
wrinkle visibility, 2.75 times the improve-
ment in facial hydration, and 5 times the 
improvement of radiance,” Fink reported.

“A 4-week time frame to efficacy is of 
critical importance in the supplement 
category as it looks to compete with 

topical products which tend to be more 
experiential even as they may not of-
fer as promising longer-term benefits,”  
he commented.

A 2020 study on ceratiq sought to 
broaden knowledge of the mechanism 
of action and introduce data on its ef-
fects on UVB-based skin damage. This 
study used a model that mimics the ag-
ing process because UVB light induces 
photoaging in the skin. The study yield-
ed three key findings: 1) water evapora-
tion from the skin was decreased, while 
skin moisture level and elasticity were 
improved, meaning that the degree of 
damage from the UVB exposure was at-
tenuated; 2) skin lost less procollagen, 
hyaluronic acid, and ceramide with cera-
tiq intake; 3) collagen concentrations 
were also increased in the ceratiq group. 
The typical thickening of the epidermis 
layer that occurs with UVB exposure was 
minimized as well.

Cell culture experiments suggest that 
the increased hyaluronic acid and collagen 
seen with ceratiq is due to suppression 
of matrix metalloproteinase 1 (MMP-1), a 
protein that degrades these molecules.  

Based on the research, Fink reported, 
ceratiq was recently approved for sale 
in the Republic of Korea with approved 
health claims. “A multi-year effort involv-
ing scientific and regulatory collabora-
tion between PLT Health Solutions, in-
gredient innovator The Robertet Group 
(Grasse, France) and Korean distributor 
NOVAREX Co Ltd (Cheongju, Chung-
buk, Korea) was behind the ingredient 
approval. The South Korean—K-Beau-
ty—market is one of the most demanding 
in the world and one of the most influen-
tial,” he stated.

Ultimately, today’s middle-aged and 
older adults look (and act) far more youth-
ful and vibrant than their predecessors 
did just 50 years ago. This is largely due 
to healthier lifestyles and understanding 
about the influence of nutrition and di-
etary supplementation. Modern wellness 
regimens reflect the mindset that clean 
living prolongs healthier lives, and that 
healthy skin is beautiful skin.  NW


