
 
 

Mintel’s Mission Statement 
to make our clients more profitable by providing 
insight and having impact on their business 

 

  

 
Stevia and Other  

Natural Sweeteners, 
August 2009 

 

 

Published by 
Mintel International Group Ltd 
351 W. Hubbard, 8th Floor 
Chicago IL 60654 
tel: 312 932 0400 
fax: 312 932 0469 
e-mail: info@mintel.com 
 
© Mintel International Group Limited 
The statistics in this report are the latest 
 available at the time of research  
 
Research inquiries: Joan Holleran 312 932 0400 
 
NOTE: This publication is issued as a series of 
reports. Each report is a complete work in itself, 
which is available separately or as part of a 
subscription. 
 
SAMPLES OF 
PRODUCTS/BROCHURES/ADVERTISING 
Samples of products, brochures or advertising 
mentioned in this report (or elsewhere) can be 
obtained through the Mintel Services division. 
Contact Paul Phillips with your requirements at 
the number above. 
 
R 2009.8.1.0 

IMPORTANT WARNING 
1. On behalf of your organization (the “Purchaser”) you have purchased a single license personal to you to access, read and use this Mintel report, and you are hereby agreeing prior to reading any of 
the report itself, on behalf of the Purchaser, that it will comply with Mintel’s conditions of supply hereafter described. Once the Purchaser, or any person within it, has had access to any report or part of 
a report published by Mintel International Group Limited, (a “Mintel report”) protected under these conditions, you are agreeing that your organization as a whole, and the individuals within it, are 
deemed to be aware of, and consent to, these conditions hereafter in respect of all Mintel reports. 
 
2. The purchase, use or reading of any Mintel consumer intelligence report on a United States market containing Information Resources Inc (IRI) Infoscan data by (or disclosure to) a Non-Participating 
Retailer or its employees (or agents/professional advisors working on its account) is prohibited. A Non-Participating Retailer is a retailer and its subsidiaries each as defined by IRI, where it, or one of 
its associated companies, has declined to participate in IRI’s Infoscan information service by not providing its data to IRI in the United States of America. A current written list of Non-Participating 
Retailers and subsidiaries (as notified to Mintel by IRI) is available from Mintel at any time, or as linked through the latest set of terms and conditions as displayed continuously on Mintel’s web-site at 
http://reports.mintel.com. The Non-Participating Retailers as at April 1, 2003 are Walmart, SAMS CLUB and Costco. 
 
3. Unless otherwise agreed in writing in advance by Mintel, this Mintel report and all other Mintel reports (in whole or in part) may not be sold, nor passed on, communicated or disseminated in any 
form (including within its original covers), nor access granted, to any third party (including but not limited to clients/potential clients /suppliers /agents /partners in other 
ventures/accountants/solicitors/bankers/brokers/ licensees), or to any subsidiary, associated or holding company (whether direct or indirect) of the subscriber, whether trading or non-trading, or to any 
entity trading under the same umbrella trading name where the direct equity interest is different in any way to that of the subscriber. The Purchaser is agreeing that in the event that any of its personnel 
inadvertently do so allow unlicensed usage or access by others as detailed above, that it will account to Mintel in full for the sales proceeds at the then current prevailing single copy price as set by 
Mintel from time to time, for each and every occurrence, and further that the Purchaser fully and effectually indemnifies Mintel in respect of any claim howsoever arising by any such subsequent 
unlicensed user against Mintel. Similarly, if any other piece of identified Mintel material, amounting to a section or more, becomes available to the Purchaser by virtue of a breach of this term by any 
third party, which is then read or used by the Purchaser in any way, that the Purchaser is hereby agreeing to purchase a copy of the report containing that piece of intellectual property from Mintel at the 
then current prevailing single copy price as set by Mintel from time to time for each and every occurrence, (unless at Mintel’s sole discretion the money is sought and subsequently remitted by the 
original subscriber), and to abide by Mintel’s license terms. 
 
4. The Purchaser acknowledges that all materials and information contained in Mintel reports are the copyright property and confidential information of Mintel and are protected inter-alia by the 
Copyright Law of the United States of America and Related Laws Contained in Title 17 of the United States Code and other intellectual property rights and also by the terms of this agreement, and that 
no rights in any of the materials are transferred to the Purchaser. The Purchaser agrees the Copyright Law of the United States of America and Related Laws Contained in Title 17 of the United States 
Code is only relevant where Mintel has not sought and secured protection elsewhere in these conditions, or indeed where sections are expressly excluded, without prejudicing the enforceability of the 
remainder of the Title. The Purchaser agrees that the provisions of Section 107 of Title 17 of the United States Code and sections 29 and 30 of the Copyright, Designs and Patents Act 1988 shall not 
apply to the use to be made by the Purchaser of the Report. The Purchaser undertakes that it will not copy, reproduce, print or store in any manner (electronic or otherwise), extract or transmit in any 
form or otherwise deal with in any way the whole or part of the data, materials or information contained in this Mintel report. 
 
5. The Purchaser, (or any subsequent user, whether licensed or unlicensed who reads this report), agrees it will not place financial reliance upon any figure, statement or inference contained within any 
Mintel report, or invite investment from others, without first obtaining the written consent of Mintel’s Company Secretary so to do. In the event that the Purchaser (or any subsequent user, whether 
licensed or unlicensed) does not follow this procedure, it (or any subsequent user) agrees to fully and effectually indemnify Mintel against any claims, howsoever arising, and to draw specific attention 
to the fact that this consent has not been obtained. 
 
6. The Purchase is responsible for complying with all local, state and federal laws pertaining to the use and disclosure of any data. The Purchaser acknowledges that the Report may include views, 
opinions, and recommendations of individuals or organizations whose thoughts are deemed of interest, but that Mintel does not thereby endorse such views, give investment or professional advice, or 
advocate any course of action. 
 
7 the purchaser agrees that the report is provided “as is”; Mintel makes no representation or warranty with respect to the accuracy, completeness, or currentness; and Mintel specifically disclaims any 
other warranty, express or implied or statutory, including any warranty of merchantability or fitness for a particular purpose. Mintel shall not be liable on account of any such errors, omissions, delays, 
or losses. the purchaser agrees that in no event will Mintel be liable for the results of the purchasers use of the report, purchasers inability or failure to conduct its business, or for indirect, special, 
consequential, or exemplary damages (even if advised of the possibility of such damages) arising from the use of or inability to use the report or any other provision of this agreement, such as, but not 
limited to, loss of revenue, anticipated profits or business, or the cost of procuring a substitute report. In the event state law regarding exclusion or limitation of warranties or damages may limit the 
applicability of the above limitations, the total aggregate liability of Mintel for any claims, losses or damages shall not exceed the charges payable by the purchaser for the report. 
 
The Purchaser agrees to indemnify, defend and hold Mintel harmless from and against any claim made by any third party arising from or in any way connected with the use of the Report by Purchaser. 

mailto:info@mintel.com
http://reports.mintel.com/


IMPORTANT WARNING 
 
1. On behalf of your organization (the “Purchaser”) you have purchased a single license personal to you to access, read and use this Mintel report, 
and you are hereby agreeing prior to reading any of the report itself, on behalf of the Purchaser, that it will comply with Mintel’s conditions of 
supply hereafter described. Once the Purchaser, or any person within it, has had access to any report or part of a report published by Mintel 
International Group Limited, (a “ Mintel report”) protected under these conditions, you are agreeing that your organization as a whole, and the 
individuals within it, are deemed to be aware of, and consent to, these conditions hereafter in respect of all Mintel reports. 
 
2. The purchase, use or reading of any Mintel report on a United States market containing Information Resources Inc (IRI) InfoScan data by (or 
disclosure to) a Non-Participating Retailer or its employees (or agents/professional advisors working on its account) is prohibited. A Non-
Participating Retailer is a retailer and its subsidiaries each as defined by IRI, where it, or one of its associated companies, has declined to 
participate in IRI’s InfoScan information service by not providing its data to IRI in the United States of America. A current written list of Non-
Participating Retailers and subsidiaries (as notified to Mintel by IRI) is available from Mintel at any time, or as linked through the latest set of 
terms and conditions as displayed continuously on Mintel’s web-site at http://reports.mintel.com. The Non-Participating Retailers as at February 
1, 2008 are Wal-Mart, SAMS CLUB, and Costco. 
 
3. Unless otherwise agreed in writing in advance by Mintel, this Mintel report and all other Mintel reports (in whole or in part) may not be sold, 
nor passed on, communicated or disseminated in any form (including within its original covers), nor access granted, to any third party (including 
but not limited to clients/potential clients /suppliers /agents /partners in other ventures/accountants/solicitors/bankers/brokers/ licensees), or to any 
subsidiary, associated or holding company (whether direct or indirect) of the subscriber, whether trading or non-trading, or to any entity trading 
under the same umbrella trading name where the direct equity interest is different in any way to that of the subscriber. The Purchaser is agreeing 
that in the event that any of its personnel inadvertently do so allow unlicensed usage or access by others as detailed above, that it will account to 
Mintel in full for the sales proceeds at the then current prevailing single copy price as set by Mintel from time to time, for each and every 
occurrence, and further that the Purchaser fully and effectually indemnifies Mintel in respect of any claim howsoever arising by any such 
subsequent unlicensed user against Mintel. Similarly, if any other piece of identified Mintel material, amounting to a section or more, becomes 
available to the Purchaser by virtue of a breach of this term by any third party, which is then read or used by the Purchaser in any way, that the 
Purchaser is hereby agreeing to purchase a copy of the report containing that piece of intellectual property from Mintel at the then current 
prevailing single copy price as set by Mintel from time to time for each and every occurrence, (unless at Mintel’s sole discretion the money is 
sought and subsequently remitted by the original subscriber), and to abide by Mintel’s license terms. 
 
4. The Purchaser acknowledges that all materials and information contained in Mintel reports are the copyright property and confidential 
information of Mintel and are protected inter-alia by the Copyright Law of the United States of America and Related Laws Contained in Title 17 
of the United States Code and other intellectual property rights and also by the terms of this agreement, and that no rights in any of the materials 
are transferred to the Purchaser. The Purchaser agrees the Copyright Law of the United States of America and Related Laws Contained in Title 17 
of the United States Code is only relevant where Mintel has not sought and secured protection elsewhere in these conditions, or indeed where 
sections are expressly excluded, without prejudicing the enforceability of the remainder of the Title. The Purchaser agrees that the provisions of 
Section 107 of Title 17 of the United States Code and sections 29 and 30 of the Copyright, Designs and Patents Act 1988 shall not apply to the use 
to be made by the Purchaser of the Report. The Purchaser undertakes that it will not copy, reproduce, print or store in any manner (electronic or 
otherwise), extract or transmit in any form or otherwise deal with in any way the whole or part of the data, materials or information contained in 
this Mintel report. 
 
5. The Purchaser (or any subsequent user, whether licensed or unlicensed who reads this report) agrees it will not place financial reliance upon any 
figure, statement or inference contained within any Mintel report, or invite investment from others, without first obtaining the written consent of 
Mintel’s Company Secretary so to do. In the event that the Purchaser (or any subsequent user, whether licensed or unlicensed) does not follow this 
procedure, it (or any subsequent user) agrees to fully and effectually indemnify Mintel against any claims, howsoever arising, and to draw specific 
attention to the fact that this consent has not been obtained. 
 
6. The Purchaser is responsible for complying with all local, state and federal laws pertaining to the use and disclosure of any data. The Purchaser 
acknowledges that the Report may include views, opinions, and recommendations of individuals or organizations whose thoughts are deemed of 
interest, but that Mintel does not thereby endorse such views, give investment or professional advice, or advocate any course of action. 
 
7. The Purchaser agrees that the report is provided “as is”; Mintel makes no representation or warranty with respect to the accuracy, completeness, 
or currentness; and Mintel specifically disclaims any other warranty, express or implied or statutory, including any warranty of merchantability or 
fitness for a particular purpose. Mintel shall not be liable on account of any such errors, omissions, delays, or losses. the purchaser agrees that in 
no event will Mintel be liable for the results of the purchasers use of the report, purchasers inability or failure to conduct its business, or for 
indirect, special, consequential, or exemplary damages (even if advised of the possibility of such damages) arising from the use of or inability to 
use the report or any other provision of this agreement, such as, but not limited to, loss of revenue, anticipated profits or business, or the cost of 
procuring a substitute report. in the event state law regarding exclusion or limitation of warranties or damages may limit the applicability of the 
above limitations, the total aggregate liability of Mintel for any claims, losses or damages shall not exceed the charges payable by the purchaser 
for the report. 
 
The Purchaser agrees to indemnify, defend and hold Mintel harmless from and against any claim made by any third party arising from or in any 
way connected with the use of the Report by Purchaser. 

http://reports.mintel.com/


 Stevia and Other Natural Sweeteners 
U.S., August 2009 

 
 

 

©   Reproduction or photocopying prohibited without express permission i 

www.mintel.com 

 

SCOPE AND THEMES .................................................................................................................................1 
What you need to know ........................................................................................................................1 
Definition ...............................................................................................................................................1 
History and usage of stevia ..................................................................................................................2 
Data sources.........................................................................................................................................3 

Sales data.....................................................................................................................................................................3 
Consumer survey data .................................................................................................................................................4 
Advertising clips............................................................................................................................................................4 

Abbreviations and terms .......................................................................................................................4 
Abbreviations................................................................................................................................................................4 
Terms............................................................................................................................................................................5 

EXECUTIVE SUMMARY...............................................................................................................................6 
The U.S. stevia market will top $100 million in 2009............................................................................6 

Tabletop sweeteners vs. all other applications ............................................................................................................6 
Segment performance and outlook ..............................................................................................................................7 

Retailer performance ............................................................................................................................8 
Leading companies and brands............................................................................................................8 

PepsiCo and Coca-Cola beverage innovations lead the way......................................................................................8 
Tabletop sweeteners led by Truvia and SweetLeaf .....................................................................................................8 
Oral care brands account for 19% share of stevia, xylitol, and erythritol market.........................................................8 

Product innovations ..............................................................................................................................9 
Stevia, Truvia and PureVia innovations .......................................................................................................................9 

Advertising and promotion ....................................................................................................................9 
Highlights of the stevia consumer survey ...........................................................................................10 

Stevia’s target audience .............................................................................................................................................10 
INSIGHTS AND OPPORTUNITIES ............................................................................................................12 

Grabbing a piece of the nearly $800 million sugar substitute market.................................................12 
Figure 1: Sugar and artificial sweetener usage, by gender, June 2009.....................................................................12 

Blending sweeteners into the perfect cocktail ....................................................................................13 
MARKET SIZE AND FORECAST ..............................................................................................................15 

Key points ...........................................................................................................................................15 
Reb A suppliers report huge growth in a market that is set to explode..............................................15 

PureCircle, on strong FY growth, anticipates Reb A will surpass aspartame by the end of 2009 in the tabletop 
sweeteners segment ..................................................................................................................................................15 
GLG secures sizeable $40 million order for Reb A for Cargill’s Truvia brand ...........................................................16 
Sales of stevia products in the U.S. could exceed $2 billion by 2011........................................................................16 

Sales of stevia, xylitol, and erythritol in FDMx and natural supermarkets ..........................................17 
Figure 2: Sales of stevia, xylitol, and erythritol in FDMx and natural supermarkets, at current prices, 2006-09.......17 
Figure 3: Sales of stevia, xylitol, and erythritol in FDMx and natural supermarkets, at inflation-adjusted prices, 
2006-08 ......................................................................................................................................................................17 

Sales of stevia, xylitol, and erythritol in FDMx and natural supermarkets, by application..................18 
Figure 4: sales of stevia, xylitol, and erythritol in FDMx and natural supermarkets, segmented by application, 
2006-08 ......................................................................................................................................................................18 
Figure 5: sales of stevia, xylitol, and erythritol in FDMx and natural supermarkets, segmented by application, 
2008-09 ......................................................................................................................................................................18 

SEGMENT PERFORMANCE .....................................................................................................................19 
Key points ...........................................................................................................................................19 
Truvia and PureVia make waves in 2009 debut .................................................................................19 
Sales of stevia, xylitol, and erythritol, by segment type......................................................................20 

Figure 6: Sales of stevia, xylitol, and erythritol in FDMx and natural supermarkets, segmented by type,  
2006-08 ......................................................................................................................................................................20 
Figure 7: Sales of stevia, xylitol, and erythritol in FDMx and natural supermarkets, segmented by type,  



 Stevia and Other Natural Sweeteners 
U.S., August 2009 

 
 

 

©   Reproduction or photocopying prohibited without express permission ii 

www.mintel.com 

 

2008-09 ......................................................................................................................................................................20 
SEGMENT PERFORMANCE—STEVIA.....................................................................................................21 

Key points ...........................................................................................................................................21 
A small segment hampered by FDA status ........................................................................................21 
Sales of stevia products by application ..............................................................................................22 

Figure 8: Sales of stevia in FDMx and natural supermarkets, by application, 2008-09.............................................22 
SEGMENT PERFORMANCE—TRUVIA AND PUREVIA ..........................................................................23 

Key points ...........................................................................................................................................23 
Stevia patents are just beginning to take off, and Truvia’s leading the way.......................................23 
Sales of Truvia and PureVia products by application.........................................................................23 

Figure 9: Sales of Truvia and PureVia products in FDMx and natural supermarkets, by application, 2009 .............23 
SEGMENT PERFORMANCE—XYLITOL AND ERYTHRITOL..................................................................24 

Key points ...........................................................................................................................................24 
Xylitol and erythritol benefit from cross-category usage applications.................................................24 
Sales of xylitol and erythritol products by application.........................................................................25 

Figure 10: Sales of xylitol and erythritol in FDMx and natural supermarkets, by application, 2008-09.....................25 
RETAIL CHANNELS (FDMX AND NATURAL SUPERMARKETS) ..........................................................26 

Key points ...........................................................................................................................................26 
FDMx has exploded by more than doubling in size since 2006 .........................................................26 
Sales of stevia, xylitol, and erythritol, by channel ...............................................................................27 

Figure 11: Sales and share of stevia, xylitol, and erythritol, by channel, 2006-08.....................................................27 
Sales of stevia, xylitol, and erythritol, by channel, 2006-09................................................................27 

Figure 12: Sales of stevia, xylitol, and erythritol in FDMx and natural supermarkets, 2006-09.................................27 
Sales of stevia, xylitol, and erythritol, by application and channel......................................................28 

Figure 13: sales of stevia, xylitol, and erythritol, segmented by application and channel, 2006-08 ..........................28 
Figure 14: sales of stevia, xylitol, and erythritol, segmented by application and channel, 2008-09 ..........................28 

MARKET DRIVERS ....................................................................................................................................29 
Key points ...........................................................................................................................................29 
FDA approval is the defining market-changing event for stevia .........................................................29 
Obesity concerns could fuel consumer demand.................................................................................30 
Companies explore taste optimization with the “holy grail of sweeteners”.........................................30 
Health concerns with artificial sweeteners..........................................................................................31 

Figure 15: Perception of artificial sweeteners, by gender, June 2009 .......................................................................31 
Figure 16: Perception of artificial sweeteners, by age, June 2009 ............................................................................32 

LEADING COMPANIES..............................................................................................................................33 
Key points ...........................................................................................................................................33 
PepsiCo leads the way with more than a 30% share .........................................................................33 
GlaxoSmithKline and Colgate-Palmolive capitalize with xylitol-based dental products .....................34 
Manufacturer sales of stevia (including Truvia and PureVia), xylitol, and erythritol in FDMx.............34 

Figure 17: Manufacturer sales of stevia (including Truvia and PureVia), xylitol, and erythritol in FDMx,  
2008-09 ......................................................................................................................................................................34 

Manufacturer sales of stevia (including Truvia and PureVia), xylitol, and erythritol in natural 
supermarkets ......................................................................................................................................35 

Figure 18: Manufacturer sales of stevia (including Truvia and PureVia), xylitol, and erythritol in natural 
supermarkets, 2008-09 ..............................................................................................................................................35 

SELECTED BRAND ANALYSIS—STEVIA, TRUVIA AND PUREVIA......................................................36 
Key points ...........................................................................................................................................36 
vitaminwater10 debuts with $31 million in 2009 .................................................................................36 



 Stevia and Other Natural Sweeteners 
U.S., August 2009 

 
 

 

©   Reproduction or photocopying prohibited without express permission iii 

www.mintel.com 

 

SoBe Lifewater was first to market, but currently second in sales .....................................................36 
Stevia tabletop sweetener market is led by Truvia and SweetLeaf....................................................37 
Manufacturer and brand sales of stevia, Truvia, and PureVia in FDMx.............................................37 

Figure 19: Selected manufacturer and brand sales of stevia, Truvia, and PureVia in FDMx, 2008-09.....................37 
Manufacturer and brand sales of stevia, Truvia, and PureVia in natural supermarkets.....................38 

Figure 20: Selected manufacturer and brand sales of stevia, Truvia, and PureVia in natural supermarkets,  
2008-09 ......................................................................................................................................................................38 

SELECTED BRAND ANALYSIS—XYLITOL AND ERYTHRITOL ............................................................39 
Key points ...........................................................................................................................................39 
Drink brands utilizing erythritol to yield low-calorie yet pleasing flavors.............................................39 
Oral care brands represent the lion’s share of sales in the segment .................................................39 
Manufacturer and brand sales of xylitol and erythritol in FDMx .........................................................40 

Figure 21: Selected manufacturer and brand sales of xylitol and erythritol in FDMx, 2008-09 .................................40 
Manufacturer and brand sales of xylitol and erythritol in natural supermarkets .................................41 

Figure 22: Selected manufacturer and brand sales of xylitol and erythritol in natural supermarkets, 2008-09.........41 
BRAND QUALITIES ...................................................................................................................................42 

Artificial sweetener companies getting in on the action......................................................................42 
Merisant Worldwide Inc. .............................................................................................................................................42 
Cumberland Packing Corp. ........................................................................................................................................42 
McNeil Nutritionals......................................................................................................................................................43 

Wisdom Natural Brands emphasizes all-natural processing and tenure in the stevia business ........43 
Trop50 replaces Light ‘N Healthy .......................................................................................................44 

INNOVATION AND INNOVATORS ............................................................................................................45 
NEW PRODUCT LAUNCHES .........................................................................................................................45 

U.S. products represent 18% of global innovations launched from 2004-09 .....................................45 
Figure 23: New products launched with stevia, xylitol, and erythritol, U.S. vs. global, 2004-09................................45 

Stevia products launched from 2004-09.............................................................................................45 
Figure 24: Products launched with stevia as a primary ingredient, U.S. vs. global, 2004-09....................................46 
Figure 25: Products launched as monitored by GNPD with stevia as a primary ingredient, by global region, 
2004-09 ......................................................................................................................................................................46 
Figure 26: Products launched as monitored by GNPD with stevia as a primary ingredient, U.S., 2004-09..............47 

Xylitol products launched from 2004-09 .............................................................................................47 
Figure 27: Products launched as monitored by GNPD with xylitol as a primary ingredient, U.S. vs. global,  
2004-09 ......................................................................................................................................................................47 
Figure 28: Products launched as monitored by GNPD with xylitol as a primary ingredient, by global region,  
2004-09 ......................................................................................................................................................................48 
Figure 29: Products launched as monitored by GNPD with xylitol as a primary ingredient, U.S., 2004-09 ..............48 

Erythritol products launched from 2004-09.........................................................................................48 
Figure 30: Products launched as monitored by GNPD with erythritol as a primary ingredient, U.S. vs. global, 
2004-09 ......................................................................................................................................................................49 
Figure 31: Products launched as monitored by GNPD with erythritol as a primary ingredient, by global region, 
2004-09 ......................................................................................................................................................................49 
Figure 32: Products launched as monitored by GNPD with erythritol as a primary ingredient, U.S., 2004-09 .........50 

NEW AND INNOVATIVE PRODUCTS...............................................................................................................50 
Stevia tabletop sweeteners and the importance of “fillers” coming first .............................................50 

Stevia extract sold as dietary supplements................................................................................................................53 
Beverages made with Truvia and PureVia, and stevia.......................................................................55 
Stevia and xylitol gum.........................................................................................................................59 
Personal care applications with stevia and xylitol...............................................................................60 
More to come in 2009-10....................................................................................................................62 

ADVERTISING AND PROMOTION............................................................................................................63 
Subtle messaging in stevia’s introduction to the marketplace............................................................63 



 Stevia and Other Natural Sweeteners 
U.S., August 2009 

 
 

 

©   Reproduction or photocopying prohibited without express permission iv 

www.mintel.com 

 

Figure 33: Stevia Extract In The Raw print ad, How pure is your stevia sweetener, 2009........................................63 
PureVia takes a stylish approach with its new campaign...................................................................64 

Figure 34: PureVia print ad, I take my sweetener au naturel, 2009...........................................................................64 
“Honestly sweet” .................................................................................................................................64 

Figure 35: Cargill/Truvia television ad, turn over a new 0 calorie leaf, 2009 .............................................................65 
Figure 36: Cargill/Truvia television ad, indulge your cravings, 2009 .........................................................................65 
Figure 37: Cargill/Truvia television ad, love the little green leaf, 2009 ......................................................................66 

vitaminwater10 is playing up nature while playing down stevia .........................................................66 
Figure 38: Glacéau/vitaminwater10 television ad, sweet puppy, 2009......................................................................66 
Figure 39: Glacéau/vitaminwater10 television ad, Mother Nature cancels vacations, 2009 ..........................................66 

For Trop50, it’s not about the stevia—at least for now.......................................................................67 
Figure 40: PepsiCo/Trop50 print ad, goodness with 50% less calories and sugar, 2009 .........................................67 
Figure 41: PepsiCo/Trop50 television ad, She's A Lady, 2009..................................................................................67 

STEVIA AWARENESS AND USAGE ........................................................................................................68 
Key points ...........................................................................................................................................68 
Getting the word out is key .................................................................................................................68 

One in three respondents indicate curiosity or trial of stevia .....................................................................................68 
The first step is getting consumers introduced to stevia, xylitol, and erythritol ..........................................................69 
Figure 42: Stevia (eg, Truvia, PureVia), xylitol, and erythritol awareness and usage, June 2009 ............................69 
Curiosity and likelihood of stevia trial favors slightly older respondents ....................................................................69 
Current or prior usage favors the young and old .......................................................................................................70 
Figure 43: Stevia (eg, Truvia, PureVia) awareness and usage, by age, June 2009 .................................................70 
Figure 44: Stevia (eg, Truvia, PureVia) awareness and usage, by household income, June 2009 ..........................71 
Figure 45: Stevia (eg, Truvia, PureVia) awareness and usage, by education level, June 2009 ...............................72 
Figure 46: Stevia (eg, Truvia, PureVia) awareness and usage, by regional segment, June 2009............................73 

PERCEPTION OF STEVIA .........................................................................................................................74 
Key points ...........................................................................................................................................74 
The jury’s still out for younger consumers ..........................................................................................74 
Positive perception of stevia ...............................................................................................................74 

Figure 47: Positive perception of stevia, by age, June 2009 .....................................................................................75 
Figure 48: Positive perception of stevia, by education level, June 2009 ...................................................................75 
Figure 49: Positive perception of stevia, by region, June 2009 .................................................................................75 

Negative perception of stevia .............................................................................................................76 
Figure 50: Negative perception of stevia, by age, June 2009....................................................................................76 

KEY ATTRIBUTES OF SWEETENERS.....................................................................................................77 
Key points ...........................................................................................................................................77 
Taste rules with sweeteners; other attributes matter less ..................................................................77 

Figure 51: Key attributes of sweeteners for consumers, by gender, June 2009 .......................................................77 
Figure 52: Key attributes of sweeteners for consumers, by age, June 2009.............................................................78 

SWEETENER USAGE IN AND OUT OF THE HOME................................................................................79 
Key points ...........................................................................................................................................79 
It’s all about control for some segments of the population .................................................................79 

Figure 53: Sweetener usage in and out of the home, by gender, June 2009............................................................79 
Figure 54: Key Sweetener usage in and out of the home, by age, June 2009..........................................................80 
Figure 55: Sweetener usage in and out of the home, by education level, June 2009...............................................80 
Figure 56: Sweetener usage in and out of the home, by region, June 2009 .............................................................81 

CLUSTER ANALYSIS ................................................................................................................................82 
Unaware Yet Interested ......................................................................................................................82 
Aware Natural Foodies .......................................................................................................................83 
Unnatural, Unaware and Uninterested ...............................................................................................84 
Cluster characteristics ........................................................................................................................84 

Figure 57: Sweetener clusters, June 2009.................................................................................................................84 



 Stevia and Other Natural Sweeteners 
U.S., August 2009 

 
 

 

©   Reproduction or photocopying prohibited without express permission v 

www.mintel.com 

 

Figure 58: Natural supermarket usage, by sweetener clusters, June 2009...............................................................85 
Figure 59: Sugar and artificial sweetener usage, by sweetener clusters, June 2009................................................85 
Figure 60: Key attributes of sweeteners for consumers, by sweetener clusters, June 2009 ....................................86 

Awareness and usage of sweetener types – by cluster .....................................................................87 
Stevia..........................................................................................................................................................................87 
Figure 61: Stevia (eg, Truvia, PureVia) awareness and usage, by sweetener clusters, June 2009 .........................87 
Xylitol ..........................................................................................................................................................................88 
Figure 62: Xylitol awareness and usage, by sweetener clusters, June 2009 ............................................................88 
Erythritol .....................................................................................................................................................................89 
Figure 63: Erythritol awareness and usage, by sweetener clusters, June 2009 .......................................................89 

Cluster demographics.........................................................................................................................89 
Figure 64: Sweetener clusters, by gender, June 2009 ..............................................................................................89 
Figure 65: Sweetener clusters, by age, June 2009....................................................................................................90 
Figure 66: Sweetener clusters, by household income, June 2009 ............................................................................90 
Figure 67: Sweetener clusters, by race, June 2009...................................................................................................90 
Figure 68: Sweetener clusters, by Hispanic origin, June 2009..................................................................................90 

Cluster methodology...........................................................................................................................91 
APPENDIX: OTHER USEFUL CONSUMER TABLES ..............................................................................92 

Figure 69: Sugar and artificial sweetener usage, by household income, June 2009 ................................................92 
Figure 70: Sugar and artificial sweetener usage, by region, June 2009....................................................................92 
Figure 71: Sugar and artificial sweetener usage, by age, June 2009........................................................................93 

APPENDIX: TRADE ASSOCIATIONS AND SHOWS ...............................................................................94 


	Scope and Themes
	
	What you need to know
	Definition
	History and usage of stevia
	Data sources
	Sales data
	Consumer survey data
	Advertising clips

	Abbreviations and terms
	Abbreviations
	Terms



	Executive Summary
	
	The U.S. stevia market will top $100 million in 2009
	Tabletop sweeteners vs. all other applications
	Segment performance and outlook

	Retailer performance
	Leading companies and brands
	PepsiCo and Coca-Cola beverage innovations lead the way
	Tabletop sweeteners led by Truvia and SweetLeaf
	Oral care brands account for 19% share of stevia, xylitol, and erythritol market

	Product innovations
	Stevia, Truvia and PureVia innovations

	Advertising and promotion
	Highlights of the stevia consumer survey
	Stevia’s target audience



	Insights and Opportunities
	
	Grabbing a piece of the nearly $800 million sugar substitute market
	Blending sweeteners into the perfect cocktail


	Market Size and Forecast
	
	Key points
	Reb A suppliers report huge growth in a market that is set to explode
	PureCircle, on strong FY growth, anticipates Reb A will surpass aspartame by the end of 2009 in the tabletop sweeteners segment
	GLG secures sizeable $40 million order for Reb A 
	Sales of stevia products in the U.S. could exceed $2 billion by 2011

	Sales of stevia, xylitol, and erythritol in FDMx and natural supermarkets
	Sales of stevia, xylitol, and erythritol in FDMx and natural supermarkets, by application


	Segment Performance
	
	Key points
	Truvia and PureVia make waves in 2009 debut
	Sales of stevia, xylitol, and erythritol, by segment type


	Segment Performance—Stevia
	
	Key points
	A small segment hampered by FDA status
	Sales of stevia products by application


	Segment Performance—Truvia and PureVia
	
	Key points
	Stevia patents are just beginning to take off, an
	Sales of Truvia and PureVia products by application


	Segment Performance—Xylitol and Erythritol
	
	Key points
	Xylitol and erythritol benefit from cross-category usage applications
	Sales of xylitol and erythritol products by application


	Retail Channels (FDMx and Natural Supermarkets)
	
	Key points
	FDMx has exploded by more than doubling in size since 2006
	Sales of stevia, xylitol, and erythritol, by channel
	Sales of stevia, xylitol, and erythritol, by channel, 2006-09
	Sales of stevia, xylitol, and erythritol, by application and channel


	Market Drivers
	
	Key points
	FDA approval is the defining market-changing event for stevia
	Obesity concerns could fuel consumer demand
	Companies explore taste optimization with the “ho
	Health concerns with artificial sweeteners


	Leading Companies
	
	Key points
	PepsiCo leads the way with more than a 30% share
	GlaxoSmithKline and Colgate-Palmolive capitalize with xylitol-based dental products
	Manufacturer sales of stevia (including Truvia and PureVia), xylitol, and erythritol in FDMx
	Manufacturer sales of stevia (including Truvia and PureVia), xylitol, and erythritol in natural supermarkets


	Selected Brand Analysis—Stevia, Truvia and PureVi
	
	Key points
	vitaminwater10 debuts with $31 million in 2009
	SoBe Lifewater was first to market, but currently second in sales
	Stevia tabletop sweetener market is led by Truvia and SweetLeaf
	Manufacturer and brand sales of stevia, Truvia, and PureVia** in FDMx
	Manufacturer and brand sales of stevia, Truvia, and PureVia in natural supermarkets


	Selected Brand Analysis—Xylitol and Erythritol
	
	Key points
	Drink brands utilizing erythritol to yield low-calorie yet pleasing flavors
	Oral care brands represent the lion’s share of sa
	Manufacturer and brand sales of xylitol and erythritol in FDMx
	Manufacturer and brand sales of xylitol and erythritol in natural supermarkets


	Brand Qualities
	
	Artificial sweetener companies getting in on the action
	Merisant Worldwide Inc.
	Cumberland Packing Corp.
	McNeil Nutritionals

	Wisdom Natural Brands emphasizes all-natural processing and tenure in the stevia business
	Trop50 replaces Light ‘N Healthy


	Innovation and Innovators
	New product launches
	U.S. products represent 18% of global innovations launched from 2004-09
	Stevia products launched from 2004-09
	Xylitol products launched from 2004-09
	Erythritol products launched from 2004-09

	New and innovative products
	Stevia tabletop sweeteners and the importance of �
	Stevia extract sold as dietary supplements

	Beverages made with Truvia and PureVia, and stevia
	Stevia and xylitol gum
	Personal care applications with stevia and xylitol
	More to come in 2009-10


	Advertising and Promotion
	
	Subtle messaging in stevia’s introduction to the 
	PureVia takes a stylish approach with its new campaign
	“Honestly sweet”
	vitaminwater10 is playing up nature while playing down stevia
	For Trop50, it’s not about the stevia—at least fo


	Stevia Awareness and Usage
	
	Key points
	Getting the word out is key
	One in three respondents indicate curiosity or trial of stevia
	The first step is getting consumers introduced to stevia, xylitol, and erythritol
	Curiosity and likelihood of stevia trial favors slightly older respondents
	Current or prior usage favors the young and old



	Perception of Stevia
	
	Key points
	The jury’s still out for younger consumers
	Positive perception of stevia
	Negative perception of stevia


	Key Attributes of Sweeteners
	
	Key points
	Taste rules with sweeteners; other attributes matter less


	Sweetener Usage In and Out of the Home
	
	Key points
	It’s all about control for some segments of the p


	Cluster Analysis
	
	Unaware Yet Interested
	Aware Natural Foodies
	Unnatural, Unaware and Uninterested
	Cluster characteristics
	Awareness and usage of sweetener types – by clust
	Stevia
	Xylitol
	Erythritol

	Cluster demographics
	Cluster methodology


	Appendix: Other Useful Consumer Tables
	Appendix: Trade Associations and Shows
	US Report Appendices.pdf
	Appendix: Research Methodology
	Consumer Research
	Primary Data Analysis
	Sampling
	Greenfield Online
	Interactive Tracking Systems (Itracks)/Survey Sampling International (SSI)
	Global Market Insite (GMI)

	Secondary Data Analysis
	Experian Simmons National Consumer Studies



	Appendix: What is Mintel?
	
	Mintel provides industry-leading market intelligence
	Mintel Solutions:
	Mintel Oxygen Reports
	Mintel GNPD
	Mintel Inspire
	Mintel Beauty Innovation
	Mintel Menu Insights
	Mintel Research Consultancy
	Mintel Comperemedia





