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This project investigates the competitive positioning of NuLeaf Protein Complete, a proprietary whole-greens
protein concentrate developed by The Leaf Protein Co. The aim is to assess its differentiation potential within
the Australian green powder market and provide strategic branding recommendations.

This report has been split into 4 key sections: Market Insights, Exploratory Data Analysis, Strategic
Recommendations and Areas for further research.

The first section provides an overview of the Australian green powder market and competitor products research.
identifying prevailing consumer trends and mainstream product claims. Data and information on 87 green
powder products were collected via Google search, capturing attributes such as price, pack size, flavour range,
nutrient composition, segment and target audiences.

The second section is the Exploratory Data Analysis on competitor products data using Excel. These qualitative
and quantitative analysis revealed that very few products emphasise protein quantity or amino acid quality, and
explored unit pricing trends, size preference, flavour, which inspired the market positioning strategy.

The third section formulates strategic recommendations. Analysis indicates that NuLeaf Protein Complete
demonstrates significantly higher protein concentration and a more complete amino acid profile than most
market alternatives, exceeding WHO benchmarks. This supports a differentiated positioning strategy focused on
plant-based protein in a greens format. Target segments include health-conscious consumers, vegetarian fitness
enthusiasts, and sports recovery segments. To align with consumer preferences, the product should be offered in
palatable flavour variants and in two formats, small (150g) and medium (250g) to maximise accessibility and
shelf appeal.

The last section provides details for further research. Specifically, first, track sales and search data over the
calendar year to see whether green-protein demand rises in summer fitness periods or other seasonal peaks, this
would refine stock and promotion timing. Second, launch a brief post-purchase survey (via email or on-pack QR)
to gauge flavour acceptance, perceived benefits and repurchase intent, feeding directly into formula or flavour
tweaks. Third, compare performance and messaging of NuLeaf’s in various sales channels, such as e-commerce,
grocery, pharmacies and fitness studios to learn which channel-story pairs deliver the best return, enabling
tighter, channel-specific marketing spend.



2.1 Market Insights

2.1.1 Target Market in Australia

The primary target market for plant-based protein supplements in Australia comprises health-conscious
millennials and Generation Z, predominantly urban women aged 25-40 who actively engage in fitness and
wellness activities. According to recent industry insights, over 8 million Australians participated in fitness-
related activities in 2022, indicating a strong consumer base for functional nutrition products (Expert Market
Research, 2023; Mordor Intelligence, 2023). These consumers exhibit a growing preference for plant-based diets,
driven by motivations related to health, clean-label transparency, and environmental sustainability. In fact, 55%
of Australian consumers cite health as the primary reason for choosing plant-based products, while 41% are
motivated by sustainability concerns (Kerry Group, 2023).

In terms of usage patterns, this demographic actively seeks functional powders—such as those made from pea
protein, algae, or leafy greens—for purposes including post-workout recovery, detoxification, and daily
nutritional support. Additionally, ready-to-drink (RTD) protein blends, bars, and smoothies have gained
popularity as convenient on-the-go solutions (CSIRO, 2023; The Leaf Protein Co., 2023). Product discovery and
purchasing are heavily influenced by social media marketing, fitness community endorsements, health-food
retailers, and online platforms.

The market for plant-based protein supplements in Australia was valued at approximately USD 67.2 million in
2023 and is expected to grow to USD 121.8 million by 2030, representing a compound annual growth rate
(CAGR) 0f 8.9% (IMARC Group, 2024). More broadly, the Australian plant-based protein market reached USD
338 million in 2024, with forecasts projecting growth to nearly USD 600 million by 2033, at a CAGR of
approximately 6.6% (Verified Market Research, 2024; Expert Market Research, 2024).

2.1.2 Market Trends in Australia

Trend Significance in Australia Alignment with Nuleaf

Trend

Significance in Australia

Alignment with Nuleaf

Plant-based nutrition

CAGR ~4-11% across segments
(nuleafnaturals.com,
mordorintelligence.com)

Nuleaf uses plant-protein
concentrate (e.g. leaf proteins,
spirulina)

Clean-label demand

High consumer focus on natural,
additive-free products

Nuleaf emphasizes gentle
extraction, no
pesticides/additives

Sustainability focus

Environmental concerns drive
choices: lower carbon footprints,
cruelty-free

Eco-friendly credentials and
organic packaging align well

Diverse protein sources

Growing innovation: pea, soy,
hemp, spirulina

Nuleaf’s multi-source greens
concentrate fits the innovation
curve

Convenience formats

High demand for ready-to-drink
options due to active lifestyles

Nuleaf is suited for formulation
into RTD, bars, bakery



https://nuleafnaturals.com/about-us/?utm_source=chatgpt.com
https://www.mordorintelligence.com/industry-reports/australia-plant-protein-market?utm_source=chatgpt.com

2.2 Competitor products’ Data and Information Source

Competitor product data were collected through keyword-based market scanning, using “green powder” as the
primary search term on Google to identify offerings within the Australian well-being sector. A total of 87
products were identified, including multiple size variants of the same product, which were treated as separate
entries due to differing unit prices.

For each product, price and pack size were recorded, and unit prices were calculated to enable standardised
comparison. Product information was further verified through official brand websites or third-party seller
platforms. Nutritional highlights were extracted from product descriptions to identify key ingredient claims.
Each product was then categorised into functional segments based on the branding emphasis—such as detox,
digestive health, vitality, or general wellness—and corresponding consumer targets were inferred based on
these segmentations. The resulting dataset formed the foundation for the exploratory analysis presented in the
Excel file.



3. Data Analysis & Key Findings

3.1 Descriptive Statistics

Price($AUD) Size(g)
Average $ 4741 245
Mean $ 42.00 200
Std Dev $ 28.27 138
Min $ 12.00 75
Max $ 199.95 1000
Figure 1

Average pack price stands at 47.41 AUD, only slightly above the 42 AUD median, indicating few extreme highs.
A 28.27 AUD standard deviation shows moderate dispersion. Pack weights average 245g with a 200g median,
the 138g SD confirms a reasonably wide but centered distribution around 200g.

3.2 Distribution Analysis (Price/KG)

Figure 2: Distribution of Price per kg (AUD)
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No. of Distribution

The histogram (Figure 2) declines steadily from left to right. The 122-194 AUD/kg tier dominates (26 SKUs),
followed by 194-266 AUD/kg (23) and 266-338 AUD/kg (18). Roughly 15 % of products—14 SKUs— are
priced below 122 AUD/kg, making the budget tier a smaller yet still notable segment, while only three items
exceed 410 AUD/kg, forming a very small premium niche.
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Figure 3: Market Distribution of Price per kg (AUD)
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The box plot (Figure 3) shows that the median unit price is about 210 AUD/kg. The IQR (150-300 AUD/kg)
captures most items, while the upper whisker stretches to 410 AUD/kg with three premium outliers (470-540
AUD/kg). The lower whisker reaches 50 AUD/kg, with no extreme budget outliers beyond that.

3.3 Distribution Analysis (Size)

No. of Distribution

Figure 4: Distribution of Pack Size (g)
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Pack Size Range

Figure 4 shows ninety-three percent of packs sit between 75 g and 405 g. Two clear peaks, 75-185 g (29 SKUs)
and 185-295 g (28) indicate “trial/monthly” and “regular refill” sizes. The 295-405 g band houses 22 SKUs,
while packs above 500 g appear only eight times, underscoring their niche status.
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As we can see in figure 5, median pack size is about 245 g, the 150-300 g IQR aligns with the twin-peak
histogram. The upper whisker stops near 500 g, while two outliers at 600 g and 1000 g represent extra-large tubs.
A 75 g outlier marks the smallest trial pack.

Launching two SKUs, a 150 g trial pouch and a 250-300 g refill pack will cover 67 % of current demand. Bulk
sizes (> 500 g) can be introduced later for heavy users or B2B channels.

3.4 Flavour Analysis

Row Labels \L’ Count of N/A or Non N/A Flavour Category

N/A
Non-N/A
Grand Total
Figure 6

Row Labels Count of Non-N/A Flavor Category

Apple
Citrus
Chocolate & Dessert
Mixed Fruits
Berry
Original/Greens
Tropical
Grand Total
Figure 8

Figure 7: Percentage of N/A and Non-N/A Falvour Category
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Figure 9: Percentage of Non-N/A Flavor Category
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Figure 6 shows that 57 % of SKUs specify a flavour while 43 % (37 items) are tagged N/A. The
pie chart (Figure 7) visualises this split, confirming that almost half of the category makes no
flavour claim—a sizeable positioning gap.

Among the 50 SKUs that do list a flavour (Figure 8), Tropical dominates with 16 SKUs, 32 % of
the non-N/A segment (Figure 9). Original/Greens follows at 22 % (11 SKUs), signalling demand
for a “functional green” taste. Berry and Mixed Fruits hold 12 % each, confirming the appeal of

fruity notes. Citrus and Chocolate & Dessert account for 8 % apiece, while Apple is a minor 6 %.

3.5 Brand Analysis

Count of
Row Labels Brand

Nutra Organics
Melrose

Life Botanics
Morlife

Red Dragon
Nutritionals

Nature's Way

W W w N

Forest Super Food
Emrald Labs
BioGenesis

Green Nutritionals
Tropeaka

Vital

Viable

Nuzest

BRAW

SWIISH

EHP Labs

Bulk Nutrients
Amazonia
Paradise Nutrients
Evolve Nutrition
True Protien
Force Factor
Muscle Nation
at.health
BulletPoof
Formula Health
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Organic Road
Genetix Nutrition
Prana On

Ghost

The Beauty Chef
Grasses of Life
Macro Organic
Bare Organics
BSc

Green Nutritionals
Naked Harvest
Happy Way
NATURELO
Healthy Care
Nutricost

Honest to Goodness
Ora Health

Veego

OZiva

Bio Blends
PlantEm essantials
White Wolf
COLLAGEN

X50 Lifestyle
Synergy

Amazing Grass
deeto.

Lifestream

Eden Healthfoods
Macro Mike
IKKARI

vybey

JSHealth
Women's Best
Just Blends

Alien Supps

Kuli Kuli

Grand Total

Figure 10
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Figure 11: Percentage of Brand Category
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Figure 10 shows the leading player, Nutra Organics, holds only seven SKUs, equal to 8% of the sample. The
next three brands (Melrose, Life Botanics and Morlife) have three SKUs each (~3%). Every other label, more
than forty of them offers just one or two products. In Figure 11 this translates into a doughnut chart filled with
1% slices, vividly illustrating an extremely fragmented, long-tail market.

3.6 Price Band Analysis
Row Labels \L’ Count of Price Band Average of $AUD/kg

50-122 14 $ 92.2
122-194 26 $ 161.7
194-266 23 $ 217.6
266-338 18 $ 292.9
338-410 33 379.0
410+ 3 $ 471.1
Grand Total 87 $ 210.6
Figure 12

10



Figure 13: Price-Tier Segmentation of Greens-Powder Market (AUD/kg)
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Figures 12 and 13 show that six natural bands emerge, 67 % of SKUs cluster between 122 and 338 AUD/kg, led
by the 122-194 tier (26). Average price rises linearly to 471 AUD/kg in the premium band. The clusters suggest
a mainstream sweet spot of 150-250 AUD/kg, while >400 AUD/kg remains viable only with solid efficacy proof.
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4.1 Price

Given that the price per kilogram of similar products in the market predominantly falls within the range of AUD
140 to AUD 266.9, it is recommended that the brand’s pricing strategy aligns with this benchmark. By
positioning the product within this range and effectively emphasizing its unique attributes, such as highlight that
the product is the most bioavailable plant protein in the market and has a complete essential amino acid profile.
This approach is expected to support brand differentiation while enhancing the cost-effectiveness impression of
the product.

4.2 Size

The primary concentration of packaging sizes in the market lies between 150g and 300g, with the core customer
base comprising individuals who prioritise fitness and daily nutritional intake. To address the needs of this
demographic, it is recommended that retail packaging be designed accordingly. Specifically, two formats may
be introduced: a smaller trial-size package (150g) to drive people to try, and a larger-size package (250g) to
facilitate convenient replenishment for regular use.

4.3 Taste

As for the taste of the product, according to the existing survey, about 43% of the products in the market do not
have a clear distinction between flavours, indicating that there is a lack of good taste and flavour options in this
type of product, and most of the existing flavours are concentrated in the tropical flavours. To enhance the
product’s palatability and broaden consumer appeal, it is recommended that a wider variety of flavours, including
blended or innovative combinations, be developed. This approach is expected to improve the overall sensory
experience, expand consumer choice, and increase purchase intent.

4.4 Positioning

Positioned as a superior green protein with exceptionally high bioavailability, the product demonstrates
significant multifunctionality. Its potential applications within the broader food sector have been highlighted in
the product information. In addition to the commonly emphasised functions in the market, such as energy
supplementation and nutritional support, the product could also be integrated into various food matrices. Entry
into the premium functional ingredient market is therefore recommended as a means of expanding market reach,
enhancing brand competitiveness, and reinforcing product differentiation.

12



The following are the areas that the team believes can be further studied.

Firstly, the fluctuation pattern of demand can be further investigated by investigating whether plant protein
powder will have significant sales changes in certain seasons or periods, such as summer fitness wave and
seasonal disease high incidence period, to optimize marketing methods and inventory management.

Secondly, the method of conducting after-sales satisfaction surveys can be further determined to understand
consumers' willingness to repurchase and satisfaction with their use, thereby providing a basis for product
optimization.

Finally, further research into distribution channels and marketing strategies is recommended. By examining how
different sales channels, such as e-commerce platforms, retailers, pharmacies, and fitness centers, influence
product visibility and consumer purchasing behaviour, and by identifying which marketing approaches are most
effective in specific contexts, a more targeted and efficient allocation of marketing resources can be achieved.
Through the strategic combination of distribution and communication tactics, resource utilisation can be
optimised and overall marketing effectiveness significantly enhanced.
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