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Tuesday, 15 November 2016 

Nature’s Own: Australia’s own favourite vitamin brand  

Given that eight in every 10 Australians agree that ‘I’m feeling well and in good health’, the 
question arises: are vitamins, minerals and supplements really necessary? Or could it be that 
they feel so well because of vitamins, minerals and supplements? While the latest findings 
from Roy Morgan Research don’t answer that particular chicken-and-egg-type question, they 
do reveal that 8.7 million Aussies (or 44.2% of the population) take these products, with 
Nature’s Own being the most widely consumed brand. 

 

With the exception of Berocca, owned by German company Bayer, Australia’s most popular 

vitamin/mineral/supplement brands are all home-grown.  Two Brisbane-founded brands lead 

the way: Nature’s Own, consumed by 13.9% of Aussies (more than 2.7 million people) in an 

average 12 months; and Blackmores, brand of choice for 10.1% (almost 2 million people). 

Coming a very close third is Berocca (10.0%), with two other local brands—Swisse (9.5%) and 

Cenovis (4.7%)—completing the Top Five. 

The Australian market for these products is very crowded, with a dizzying range of brands and 

varieties on offer, widely available at supermarkets, health-food stores, pharmacies and online. 

So it is no surprise to learn that almost 4 million Australians (19.6%) took other brands of 

vitamins, minerals and supplements in the last 12 months.  

Most widely consumed vitamin/mineral/supplement brands in Australia 

 
Source: Roy Morgan Single Source (Australia), July 2015-June 2016, n=50,712 
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Vitamin brands

Base: Australians 14+
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Just over half (50.4%) of all Australian women take vitamins, compared with 37.8% of men. But 

while women outnumber men for consumption of Nature’s Own, Blackmores, Swisse, Cenovis 

and other brands, the gender skew is reversed for Berocca. Considering the female focus of the 

four Australian brands in their advertising (Nicole Kidman for Swisse, for example), and the 

male focus of Berocca’s ads, it’s safe to say that all five brands’ marketing is working.  

Nature’s Own owes its popularity primarily to Aussies aged 50+, 15.3% of whom take its 

products, as well as 35-49 year-olds (14.6%). It’s also the brand most widely consumed by 

teenagers aged 14-17 (7.8%), although it should be noted that this group is much less likely 

than Aussies 18+ to take any vitamins, minerals or supplements at all. Among 18-24 and 25-34 

year olds, Berocca is tops, taken by 13.9% and 15.5% respectively.  

Who’s more (and less) likely to take vitamins?  

Of course, age and gender are just two of the factors influencing a person’s propensity to take 

vitamins. Not surprisingly, folks with a vitamin deficiency are dramatically more likely than the 

population average to take vitamins: more surprising is the fact that only 75.4% of them report 

doing so, leaving a quarter who don’t take anything to rectify their condition! 

People most and least likely to take vitamins 

 
Source: Roy Morgan Single Source (Australia), July 2015-June 2016, n=50,712 

People who watch what they eat—whether by avoiding genetically modified food, buying 

organic and/or additive-free food, avoiding dairy wherever possible or following a totally or 

near-vegetarian diet—are also more likely to take vitamins, minerals and/or supplements than 

the average Aussie, as are expecting mums and mothers of young children.  
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With most Australians falling well short of the recommended serves of fruit and vegetables in 

their day-to-day diet, one might expect that many people take vitamins, minerals and 

supplements to make up for the nutrients they’re missing. But Roy Morgan data shows that the 

opposite is true: it’s precisely those people who do get their ‘two and five’ who are more likely 

to take vitamins! 

Norman Morris, Industry Communications Director, Roy Morgan Research, says: 

“The popularity of Australian vitamins in China has been well documented recently 

(retired Chinese tennis star Li Na even acts as a Blackmores Ambassador), but the 

Chinese are not their only fans: nearly 50% of Aussies take vitamins, minerals and/or 

supplements in an average 12 months, and home-grown brands account for four out of 

the top five most widely consumed brands. 

“It makes sense that many people take these products to address a particular need, 

such as an actual vitamin deficiency or expecting mothers who want to ensure their 

unborn baby is getting all the nutrients it needs. But Roy Morgan data shows that 

others appear to take them as part of an already healthy lifestyle and nutritious diet. 

“These people already eat well, avoiding food additives and opting for organic wherever 

possible, while some even manage their recommended two serves of fruit and five 

serves of veges per day! It seems ironic that they over-index for vitamin consumption 

when Aussies whose diets are probably lacking in goodness, such as those who eat 

minimal fruit and/or veg, are below average! 

“With insights such as these (and so many more), Roy Morgan’s deep consumer data 

can assist vitamin brands to identify exactly which segments of the population would be 

most receptive to their products and then to tailor their marketing strategies 

accordingly. Why take the risk of getting lost amid such a crowded (and lucrative) 

market?” 

 

For comments or more information about Roy Morgan Research’s health and consumer 
products data, please contact: 

Roy Morgan Research -- Enquiries 
Office:  +61 (3) 9224 5309 
askroymorgan.@roymorgan.com 

Related research findings 

Find out more about Australians who buy Vitamins, Minerals and Supplements in our in-depth profile. 

About Roy Morgan Research 

Roy Morgan Research is the largest independent Australian research company, with offices in each state 
of Australia, as well as in Indonesia, the United States and the United Kingdom. A full service research 
organisation specialising in omnibus and syndicated data, Roy Morgan Research has over 70 years’ 
experience in collecting objective, independent information on consumers. 
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Margin of Error 

The margin of error to be allowed for in any estimate depends mainly on the number of interviews on 
which it is based. Margin of error gives indications of the likely range within which estimates would be 
95% likely to fall, expressed as the number of percentage points above or below the actual estimate. 
Allowance for design effects (such as stratification and weighting) should be made as appropriate. 

Sample Size Percentage Estimate 

 40%-60% 25% or 75% 10% or 90% 5% or 95% 

5,000 ±1.4 ±1.2 ±0.8 ±0.6 

7,500 ±1.1 ±1.0 ±0.7 ±0.5 

10,000 ±1.0 ±0.9 ±0.6 ±0.4 

20,000 ±0.7 ±0.6 ±0.4 ±0.3 

50,000 ±0.4 ±0.4 ±0.3 ±0.2 
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