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SO WHAT IS 

PROTEIN?



Proteins are complex 

biological molecules 

that are synthesized 

in all cells and living 

organisms

They are important 

functional and 

structural components 

in all cells, tissues, and 

organs of the body, 

such as the skin, hair, 

muscles, or hormones

Proteins are also an 

important component 

of our diet. They 

provide, among other 

things, nitrogen and 

amino acids.



Proteins consist of 

20 
different amino acids

11 
amino acids can be

produced by our own

body

9
So-called essential

amino acids must be

provided by the diet.

Isoleucine, leucine, lysine, 

methionine, phenylalanine, 

threonine, tryptophan, 

valine, histidine



The body of a 70 kg adult 

contains approximately 10-12 kg 

of proteins:

10% in the visceral organs

15% in the skin & the blood

42% in the skeletal muscles
PROTEINSContribute to the 

maintenance and 

growth of muscle 

mass*

Contribute to the maintenance 

of normal bones*

Can be a source 

of energy
(4 kcal/g protein)

*Verordening (EU) n°432/2012 van de Commissie tot vaststelling van een lijst van toegestane gezondheidsclaims voor levensmiddelen die niet 

over ziekterisicobeperking en de ontwikkeling en gezondheid van kinderen gaan

The quality of a protein depends 

on the amount of EAA & the 

digestibility of the protein source



DIFFERENCE IN QUALITY & SOURCE OF PROTEINS IS RECOMMENDED
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DAIRY PROTEIN

Source: Nubel

Mix of fast digestion & 

slow digestion

Whey



Source: Nubel
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Soya proteins

Soya is the only plant-based protein source that 

contains all 9 essential amino acids and has 

good digestibility. Therefore, it is an excellent 

source of high-quality plant-based proteins!

A soya bean contains 38 to 

40% proteins

COMPLETE

protein
DIGESTIBLE

protein



NEW GUIDELINES ON BALANCE BETWEEN ANIMAL & PLANT PROTEIN

31% of Belgians 

eat Flexitarian diet

25% of Belgians would like 

to eat more plant-based

protein in the future

As part of a healthy diet, respecting natures’ 

resources; it is essential to improve the 

proportion between animal-based & plant-based 

protein

New guidelines:

Choosing to eat plant-based food during half of your 

week is a big step forward for your health & the planet 

Source: BV-OECO, Studie 2022. Welk vlees hebben we in de kuip? Hoe kijken Belgen naar vlees en alternatieven.



BUT WHAT DOES IT 
MEAN FOR OUR 

CONSUMER?



WHITE PROTEIN 
SKYR

PERFORMANCE PROTEIN
BLACK PROTEIN



PROTEIN IS THE FASTEST GROWING SEGMENT IN DAIRY & PLANT-BASED

28.3 30.3
34.9

43.8

PROTEIN (PP + WP)

MAT Jun 2021 MAT Jun 2022 MAT Jun 2023 MAT Jun 2024

DOUBLE DIGIT GROWTH YTD

+42% 

+28% 

WHITE 

PROTEIN

PERFORMANCE 

PROTEIN

DRIVING FAST RECRUITMENT

WITH THE POTENTIAL TO FURTHER CONVERT

12

1 OUT OF 5 NON-BUYERS 

CONSIDER TO BUY 

HIGH PROTEIN IN FUTURE 

Plain

YAF

WHITE 

PROTEIN

Greek

PERFORMAN

CE PROTEIN

76.9

74.9

28

56.8

22

PENETRATION

Source: YouGov, MAT P06 ’24, YouGov, Why2Buy, Q2’24



BUT WE WANTED TO GET A DEEPER UNDERSTANDING WHY PEOPLE BUY

Integrated

survey insights go

beyond and tell 

you what shoppers

think and feel 

Purchasing

data reveal:

▪ patterns

▪ switching

▪ trends

▪ predictions

What is

thought

What is

bought

36
0° - we complete the shopper picture

N=1.300 buyers & acceptors
of (plantbased and/or dairy) high protein

in the past 12 months
Source: YouGov, MAT P06 ’24, YouGov, Why2Buy, Q2’24



WHO ARE YOUR PLANT-BASED PROTEIN BUYERS AND USERS? 

In terms of sociodemo?

Plant-based high protein 
buyers / users:

Rather young i.e. <39y
 

Living in the North of the 
country 

Higher social class than 
the average population

Consumed rather by 
female users

In terms of lifestyle, habits and diet?

Plant-based high protein buyers and users are slightly 
more heavy sporters compared to the other buyer 

groups. They especially have broader sports interests 
and habits, practicing more different disciplines and 

a.o. more strength training and free bodytraining. 

In terms of diet, plant-based protein buyers eat in a 
slightly less traditional way than dairy black and 

especially than non protein buyers – suggesting that 
flexitarian eating habits go hand in hand with an 

openness to enriching one’s diet with extra protein.

When looking at their general needs regarding food 
choices, plant-based protein buyers are concerned 

about their weight and supplementing their diet. They 
are sensitive to ingredients and avoiding baddies on 

top of that.

In terms of protein awareness?

Despite the general consensus that 
proteins are essential in a healthy diet, 
the vast majority of shoppers has no 
clue at all about the exact grams of 

protein needed in a day. Most 
shoppers are looking for proteins in 

natural sources such as meat, eggs and 
dairy but do not pay attention to the 
exact daily amount of proteins they 

take in.

This is not really different for plant-
based protein buyers, although at the 
same time (part of) this buyer group is 

clearly more convinced of the 
necessity of taking in extra protein.

Source: YouGov, MAT P06 ’24, YouGov, Why2Buy, Q2’24



WHERE, WHEN AND WHY IS PLANT-BASED PROTEIN USED?

Where & when?

Alpro Protein is eaten 
especially at home and at a 

rather occasional base. OOH 
usage is especially high for 

dairy black protein, although 
also for this subsegment at 

home usage remains 
dominant.

Snacking is the key 
consumption moment for 
plantbased protein, even 

exceeding dairy protein and 
skyr here. Breakfast as an 

occasion shows opportunities 
for being unlocked by 

plantbased protein, now being 
almost fully claimed by skyr.

And why?

Main reason to consume Alpro protein is the 
intake of extra protein in an indulgent way, and

with a special focus to weight and health.

- Shared with dairy black protein are the drivers 
of getting extra protein, developing muscle 

mass and recovering after sporting. Both are 
also seen as convenient to take along.

- Shared with skyr are drivers of health and 
ingredients (no added sugars) – although these 

are still a bit stronger for skyr. Both are also 
linked with daily routine, confirming the 
credibility of plantbased protein in the 

breakfast segment.
- On top, plantbased protein claims its strength 

of weight management and indulgence more 
than the other subsegments.

High protein is an incremental purchase in 2/3 of 
the cases.

Where do shoppers meet Alpro Protein?

The shelf remains the key touchpoint for 
all protein segments. Apart from that also 

promotion plays a role for plantbased 
(and dairy black) protein. Sampling comes 

third and is slightly more important for 
plantbased vs. the other protein 

segments.

Importantly, almost 4 out of 10 buyers 
decided to buy the category only in-store, 

confirming the importance of the shelf 
and POS communication as a touchpoint.

Source: YouGov, MAT P06 ’24, YouGov, Why2Buy, Q2’24



BUT A LOT OF NEW PLAYERS RACING TO GROW PROTEIN

Innovative

For sporters

For youth

I want to be seen with

Helps with healthier choices

Fits my lifestyle

Makes me feel confident

Trendy, modern

I trust

Good for the planet

Copies other brands and their innovations

Alpro

Hipro

Lindahls

Melkunie

Arla

Dimension 1 (46%)
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Modern
Young

Sports
(Hipro) copycat

Sustainable
Healthy
Self-confidence

Product for me
Reliable
Healthy

Source: YouGov, MAT P06 ’24, YouGov, Why2Buy, Q2’24



THERE IS A CLEAR NEED FOR BOTH PLANT-BASED AND DAIRY 
PROTEIN WITHIN PERFORMANCE PROTEIN

17Source: YouGov, MAT P06 ’24, YouGov, Why2Buy, Q2’24

White, performance and Plant-Based protein are 

targeting different profiles and 

addressing different needs 

and occasions

1. 2.

PB 
Protein

Dairy PP

Protein Need 23% 21%

Support healthy eating 24% 21%

Weight Management 25% 16%

Muscle Mass Building 14% 11%

Recovery 10% 12%

Satiation 17% 21%

Enjoyment 28% 20%

Daily Routine 16% 8%

Highlighted in bold = significant difference between groups

CONSUMER NEEDS

Both Dairy & Plant-Based attract specific & 

exclusive shoppers

With Plant-Based protein already at an 

impressive penetration after 1 year of launch

20%

5%

PBAY PB Protein

Penetration PB

99%

28%

15%

FRESH Dairy PProtein Hipro

Penetration Dairy

+5.0pts
+4.4pts

+8.9pts
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DANONE HAS ALL THE MEANS TO GROW THE PROTEIN SEGMENT

3 STRONGS BRANDS COVERING ALL NEEDS AND STRONGLY INVESTING IN MEDIA

HIPRO ALPRO

84% AWARENESS

N°1 BRAND POWER IN TOTAL FRESH
47% AWARENESS (X2 since 2021)

+65% MARKET SHARE

BRAND POWER X2 vs competition

94% AWARENESS 

+70% MARKET SHARE

PB PROTEIN ABILITY TO ATTRACT EXCLUSIVE 
BUYERS TO THE PB CATEGORY 

DANONE SKYR

Source: YouGov, MAT P06 ’24, YouGov, Why2Buy, Q2’24



SPORT OPPORTUNITY

CYCLING ENDURANCEPOWER/GYMCROSS-FIT/FITNESS

TEAM PLAY IMPACT SPORT 



HIPRO TARGETALPRO TARGET

SEGMENT OPPORTUNITY





BROAD CHOICE IN AMBIENT & FRESH WITH CONTINUED INNOVATION

Point of differentiation:

No sweeteners!

9 EAA

15g/250ml



BIG OVERINVESTMENT WITH TARGETED APPROACH

Average Rob



IMPORTANCE OF HEALTH CARE PROFESSIONALS





Because we think you Pro 
Amateurs are the real heroes, 
we want to give you the 
right food, to show up and 
support you and to doing that 
responsibly so that you can do 
what you do best

WE’RE HIPRO 
AND THIS IS OUR WORLD.
We’re a bunch of protein-nuts 
who are just as crazy about 
sports and performances as you. 
We’re experts in making delicious, clean, 
protein-based food that will work as hard as 
you do to feed your need.



DRINKS SPOONS

DESSERTS

BROAD CHOICES WITH CONTINUED INNOVATION

9 EAA

25g/300ml



Lotte Kopecky
Cynthia Bolingo Bashir Abdi

Arthur Van Doren

Oshin Derieuw Anne Zagre Ambre Ballenghien 

Delphine Nkansa Imke Vervaet Walid DeghaliElise Vandereslt

STRONG INFLUENCER SQUAD



IMPORTANCE OF HEALTH CARE PROFESSIONALS







SEE YOU AROUND THE 
CORNER!
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Thank You

https://business.yougov.com/
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