
 

 

  
 

 

 

NEW HFMA SURVEY HIGHLIGHTS HOW LOCKDOWN HAS CHANGED THE 

SUPPLEMENT SECTOR 

 20% rise in daily supplement consumption since                                       

the start of the pandemic 

 
[3rd of February] New data from latest survey, ‘Health of the Nation 2021; Lockdown Focus’, 

conducted by Health Food Manufacturers’ Association (HFMA), has found that nearly 20 million people 

in the UK are now using supplements on a daily basis, an increase of nearly 20% since the last survey 

in 2019.  

 

This research, which included over 10,000 adults in the UK, is one of the largest of its kind, covering a 

comprehensive gender, geographical and age representation. 

 

Over 70% of adults are now taking a food supplement, with 1 in 3 claiming to have introduced a 

supplement as a result of the COVID pandemic. Of these new supplements taken, vitamin D was the most 

common dietary addition at 63%, followed by vitamin C (39%).  There has also been a shift among the 

younger demographic, with 77% of 18-24 year-olds now consuming supplements. 

  

The research also reveals the reasons why people are turning to supplements: 

 61% for ‘general health and wellbeing’ 

 24% for vitamin deficiency 

 21% for joint health 

 20% to optimise health 

 20% to support their immune system 

 

Furthermore, numerous studies since lockdown have highlighted an increased consumer interest in health 

and wellness, and this was reflected in this survey. 42% of people surveyed said that their food 

supplement purchases were most influenced by personal research, and when they do seek out 

information, 88% of people stated that they find it easy to find and research the right information on 

supplements. Notably, 40% stated that information about immunity had influenced their choice of food 

supplements. 

 

Esther Mills-Roberts, HFMA Communications Manager and a Registered Nutritionist says, “2020 was a 

spotlight year for supplementation and the Health of The Nation survey results reinforces that consumers 

are actively seeking out more information, especially about immune health. Lockdown has shone a light 

on the importance of adequate micronutrient intake with respected scientists, such as Professor Philip 

Calder*, publishing more work on the value of supplements in supporting immune function. These are 

critical times for public health and nutrition, with both health strategists and scientists calling for 

further research on key nutrients.” 

 

The HFMA’s Executive Director, Graham Keen, commented: “The findings from this latest survey confirm 

that our industry continues to play a vital role in helping our nation to be healthier. And our products 

have probably never been held in more esteem by consumers, and perhaps more understood by 

Government and Regulators, than they are right now.” 
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OTHER FINDINGS: 

 More women taking food supplements than men: 51% (women), 44.5% (men) 

 On a national basis, supplement use comparative numbers are: 

Wales: 56% 

Scotland: 49% 

England: 47% 

N Ireland: 47% 

 In England, London leads the way at 58%. 

 Supplements were taken most in the following towns: Derry (38%), Durham (33%) and Hull (29%). 

Press Contact:   

For media enquiries interviews, images and further information please contact Jemma Driscoll or Rachel 

Cunningham at ROAD Communications on hfma.road@roadcommunications.co.uk or call 020 8995 5832 

This research, which was conducted by 3gem on behalf of the Health Food Manufacturers’ Association 

(HFMA) of 10,000 adults in the UK during 29th November and 9th December 2020, is one of the largest of 

its kind, covering a comprehensive gender, geographical and age representation. 

About the HFMA 

The Health Food Manufacturers’ Association (HFMA) is the voice of the UK’s natural health industry and 

represents around 130 manufacturers and suppliers of natural health products.   

Founded in 1965, the HFMA is a not-for-profit organisation which operates long-standing codes of practice 

to ensure that member companies adhere to high standards and offer good quality, safe products 
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supported by responsible, lawful information. For further information about the HFMA, 

visit www.hfma.co.uk.  

The HFMA recently launched the HealthyDoesIt campaign to empower individuals to live healthier lives 
within their local community. 

http://www.hfma.co.uk/
https://healthydoesit.org/

