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 Abstract 
The primary aim of this article is to provide a comprehensive 
examination of the sports nutrition supplements market, with 
particular attention to Hungarian consumer habits and to 
compare four major companies that are dominant in Hungary. 
The demand for sports nutrition supplements has significantly 
increased in recent years, which is closely linked to the growing 
interest in a healthy lifestyle and regular physical activity. As 
demand has expanded, more companies have entered the 
market, which has intensified competition and broadened an 
already diverse range of products. 
Prominent players in the domestic market include BioTechUSA, 
Scitec Nutrition, MyProtein and Nutriversum, whose marketing 
activities have significant impact on consumer decisions. In my 
analysis, I examine consumer behavior across different age 
groups, employment statuses, and income levels, with a focus 
on how these groups relate to the sports supplements market 
and their use of such products. 
As part of my primary research, I conducted a questionnaire-
based survey to explore purchasing habits and consumer 
preferences. The results of my study may contribute to a better 
understanding of the characteristics of the Hungarian sports 
nutrition supplements market. 

1 Introduction  

The global popularity of recreational sports is increasing rapidly, which is closely linked to the 
growing health consciousness of the population [1] [2] [3]. Numerous studies confirm that the regular 
practice of recreational sports significantly reduces the risk of developing lifestyle diseases, such as 
cardiovascular problems or obesity [4] [5]. Accordingly, the social and health role of sports is 
continually strengthening reflected in the increasing demand for sports-related services and 
products. 

A healthy lifestyle, regular physical activity, and adequate nutrition are key factors for a full and 
balanced life [6] [7] [8] [9] [10] [11] [12]. In modern societies, increasing attention is being paid to 
health maintenance, as people consciously strive not only to maintain their physical condition but 
also their mental well-being [13] [14] [15] [16] [17] [18] [19] [20] [21] [22]. 

Regular physical avtivity, conscious nutrition, and an active lifestyle rich in movement are thus 
gaining increasing importance in daily life [23] [24] [25] [26]. Sports not only support health 
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preservation but also have significant positive effects on travel, leisure activities, and social 
relationships. Through all these factors, sports contribute to the establishment of physical and mental 
harmony and the comprehensive improvement of the quality of life [27] [28] [29] [30] [31] [32]. 

Global trends place an increasing emphasis on a healthy lifestyle, to which the consumption 
of dietary supplements is closely related [33] [34]. Sports have become not only a physical activity 
but also a dynamically developing sector of the economy: the demand for sporting goods, sporting 
events, and dietary supplements is growing worldwide, often exceeding the annual economic growth 
of individual countries [35] [36] [37]. Investments in sports have proven long-term effectiveness; for 
example, after World War II, those countries that won Olympic medals had previously provided 
significant financial support for sports [38]. 

The market for dietary supplements might initially seem relevant only to athletes; however, the 
analysis of consumer habits shows that these products reach a wider audience. Dietary supplements 
include not only proteins, creatines, and performance enhancers but also vitamins, making the 
growth of the industry relevant to all age groups [39] [40].  

Consumer behavior is influenced by numerous factors, including cultural, social, personal, and 
psychological elements. At the cultural level, different countries and groups follow varying norms, 
values, and attitudes that determine the acceptance of products and consumption preferences [41]. 
Social factors, such as education, lifestyle, and wealth, also influence product choice, while personal 
factors, such as age, gender, life cycle, and occupation, also play a significant role [42]. 
Psychological factors, including motivation, perception, and learning, strongly influence people's 
consumer behavior; according to Maslow's hierarchy of needs, achieving higher-level needs 
motivates buyers [43]. 

The purpose of the present research is to provide a comprehensive overview of four major 
dietary supplement companies in Hungary—BioTechUSA, Scitec Nutrition, MyProtein, and 
Nutriversum—using the 4P marketing mix model (product, price, place, promotion). The study will 
pay particular attention to the differences between generations, as well as the consumption habits 
of professional and amateur athletes, through the analysis of their marketing and product strategies 
[44] [45]. 

2 Method 

The primary method chosen for this research was an online questionnaire survey. The 
questionnaire was shared in social media groups, and athletes were also asked to complete it. 
Respondents answered 20 questions, including those focusing on demographic data, consumption 
habits, and sports activity. I used the IBM SPSS software for the statistical analysis of the database. 
First, I performed basic descriptive statistics to get an overview of the main characteristics. The chi-
square test was applied to examine the differences between genders, which allowed me to see the 
relationships between genders and various variables. I also created histograms using SPSS to 
illustrate the relevant Likert-scale questions and the given answers. 

A total of 241 responses were received for the questionnaire, which I processed. The gender 
distribution was as follows: 50.2% of the respondents were male (n=121) and 49.8% were female 
(n=120). The questionnaire was completed in the highest proportion by the 18–25 age group (90%), 
followed by the 46–64 age group with 4.6%. The 26–35 (2.5%), 36–45 (2.1%), and 65+ (0.8%) age 
groups were present in negligible percentages. The distribution of labor market status reflected this 
demographic, with 61% of respondents being students and 28.2% being students who also work 
alongside their studies. This was also connected to the monthly net income, with earnings below 
HUF 150,000 being dominant (48.5%). 

3 Results 

The sports activity habits are illustrated in four categories, the distribution of which is clearly 
visible on the pie chart (Figure 1.): 
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Figure 1. Distribution of sports activity habits 
Source: Own data collection and editing 

 
Examining the frequency of sports activity among the questionnaire respondents, I determined 

that a significant portion of them engage in regular physical activity, which is a very positive result. 
A total of 35.7% (n=86) exercise daily, and another 35.7% (n=86) engage in sports 3–4 times a week. 
19.1% (n=46) of the respondents engage in physical activity 1–2 times a week, while only 9.6% 
(n=23) do so less frequently. 

Based on the question focused on the type of sports activity, it was revealed that the largest 
percentage of participants in the survey engage in ball games (35.3%). Following the most popular 
category, strength training/fitness sports were in second place with 27.4%. Endurance sports 
finished almost tied for third place with 26.6%. Only 4.1% selected combat sports. From this, we can 
conclude that people tend to seek out and prefer team-based sports. However, this popularity may 
also stem from easier accessibility and the entertaining nature of the sport. Individual, technical, and 
combat sports are not popular choices.  

 

Table 1. Sports Activity Frequency by Gender 

How often do you 
exercise/play sports? 

Man Woman Total 

1-2 times a week 
17 29 46 

14.0% 24.2% 19.1% 

3-4 times a week 
44 42 86 

36.4% 35.0% 35.7% 

Daily 
56 30 86 

46.3% 25.0% 35.7% 

Less frequently 
4 19 23 

3.3% 15.8% 9.5% 

Total 
121 120 241 

50.2% 49.7% 100% 

Source: Own data collection and editing 
Based on the gender-specific analysis (p<0.05), it can be stated that men are more active, with 

significantly more of them exercising on a daily basis. Meanwhile, women are more likely to exercise 
3–4 or 1–2 times a week. Less frequent sporting activity is more common among women, indicating 
that a smaller proportion of women engage in regular physical activity. I considered it important to 
highlight the prevailing type of sports activity by gender (p<0.05). For men, ball games are the most 

Daily 3-4 times a week 1-2 times a week Less often



 Mázik Laura 

4 

popular (51.2%), followed by strength/fitness sports (27.3%), then endurance sports (13.2%), and 
finally combat sports (6.6%). For women, endurance sports dominate (40%), followed by 
strength/fitness sports (27.5%) and ball games (19.2%). Very few women chose combat sports 
(1.7%). 

 

Table 2. Distribution of Sports Activity by Gender 

How often do you 
exercise/play sports? 

Man Woman Total 

Endurance sport 13.2% 40.0% 26.6% 

Strength sport 27.3% 27.5% 27.4% 

Ball game 51.2% 19.2% 35.3% 

Combat sport 6.6% 1.7% 4.1% 

Total 50.2% 49.7% 100% 

Source: Own data collection and editing 
 
In connection with this, the participation in competitive and hobby sports was also shaped 

accordingly. Men are more present in competitive sports (41.3%), while women are more likely to 
engage in hobby sports (75%). 

A significant difference was also found in the monthly net income of men and women 
(p<0.05). 60.8% of women chose a net income below HUF 150,000, while only 36.4% of men did. 
For men, the HUF 150,000–500,000 range is more dominant.  

I also compared the more relevant questions and their answers based on the frequency of 
sports activity. The responses indicate that the frequency of exercise is closely correlated with labor 
market status. The most active group is students, who primarily engage in regular physical activity 
daily (67.4%) or 3–4 times a week (64.0%). The category "student, but also working" is also active, 
though they are present with a significantly lower percentage. They account for 27.9% of those who 
exercise daily and 29.1% of those who exercise 3–4 times a week. In contrast, the proportion of 
employed workers is much lower (3.5% daily, 4.7% 3–4 times a week) and they primarily appear 
among those who exercise less frequently. Overall, it can be stated that the less someone is tied 
down by work, the more often they play sports. It should also be mentioned that a relationship is 
demonstrable between the frequency of sports activity and monthly net income. Nearly half of those 
who exercise daily (48.8%) and 3–4 times a week (48.8%) do not have their own income, suggesting 
that a large portion of them are students. The proportion of those with an income between HUF 0–
150,000 is also noteworthy in these groups (27.9% and 32.6%). However, the proportion of those 
with higher incomes (HUF 300,000–800,000 and above) primarily appears among those who 
exercise less often. For example, 33.3% of those who exercise 1–2 times a week earn HUF 300,000–
500,000. Thus, the conclusion is that the majority of regular exercisers have low or no income, while 
those with higher incomes exercise less frequently. 

Assessment of the four companies based on the (4P) marketing mix 
Product 

Most respondents regularly (37.8%) or occasionally (40.2%) consume dietary supplements. 
Vitamins are among the most popular products, used by 79.3% of those surveyed. This is followed 
by protein bars at 63.5%, and then protein powder at 53.1%. Creatine received 30.7%, while amino 
acids (17.8%) and energizing products (14.1%) are known by significantly fewer people. This 
suggests that many prioritize health preservation as essential. However, the high number of people 
familiar with proteins and protein bars may indicate the widespread popularity of a sporty lifestyle. 

The quality aspect is extremely important for the respondents and is considered the most 
crucial factor in their decisions. On a 1–5 scale, the average score reached 4.55. Usefulness also 
received a similarly high score (average 63,5% mentions). Other factors, such as packaging or brand 
loyalty, are almost entirely unimportant to consumers. 
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These results can be correlated with the fact that participants consider better quality/cleaner 
ingredients (48.5%) to be the most important area for development, followed only then by cheaper 
prices (32.8%). 
 

Table 3. Important developments 

What do you consider 
to be the most 

important 
development in the 
sports supplement 

market? 

Frequency Percent 

Lower prices 79 32,8% 

Better quality 117 48,5% 

Easier accessibility 20 8,3% 

New flavors 18 7.5% 

Better communication 7 2.9% 

Total 241 100% 

Source: Own data collection and editing 
 
Unsurprisingly, BioTechUSA proved to be the most popular among the analyzed brands, which 

is supported by its average score of 3.94 on the 1–5 scale. MyProtein and Scitec Nutrition are also 
relatively well-known (3.53 and 3.03), but Nutriversum reached a category indicating it is relatively 
unknown (2.31). This can be attributed to the fact that it is a Hungarian company that launched 
recently, in 2014. The reliability scale was shaped accordingly, with BioTechUSA, MyProtein, and 
Scitec Nutrition appearing almost equally reliable (3.95; 3.69, and 3.4). 

The research confirmed that the consumption of dietary supplements in Hungary is significant: 
37.8% of respondents consume supplements regularly, while 40.2% consume them occasionally. A 
study examining an Italian adult population also confirmed the high rate of supplement use (49%) in 
the surveyed population, and that sports activity and higher education positively correlated with use 
[46]. A European study reports that the use of dietary supplements among adults varied between 5–
50% across countries, being highest in Finland and Denmark (over 50%) and lowest in Italy (5%), 
and its use strongly depended on gender, education, and lifestyle [47].  

My research confirmed that the most popular product categories among young people are 
vitamins (79.3%), protein bars (63.5%), protein powder (53.1%), creatine (30.7%), amino acids 
(17.8%), and energizers (14.1%). This suggests that consumers primarily prioritize health 
preservation; although the high proportion of protein and protein bar consumption also indicates the 
widespread nature of a sporty lifestyle. Other European studies showed similar tendencies; for 
example, in Papatesta et al.'s (2023) study, while supplement use varied significantly by country, 
vitamins and proteins were the most frequently consumed categories. A survey conducted among 
Portuguese gym members found that 43.8% of the sporty population use supplements, with the most 
common being proteins (80.1%), multivitamins/minerals (38.3%), and protein bars (37.3%), which 
supports the finding that the consumption of protein-containing supplements is prominent among 
athletes [48]. 

My research confirmed that quality plays a decisive role in product selection (average of 4.55 
on the 1–5 scale), while packaging or brand loyalty matters less. Among the desired improvements, 
"better quality/cleaner ingredients" (48.5%) ranks first, followed by "cheaper prices" (32.8%). Among 
the brands, BioTechUSA leads with an average of 3.94, while MyProtein and Scitec Nutrition are 
also well-known (3.53 and 3.03), and Nutriversum has lower recognition (2.31), likely because it is 
relatively new to the market (2014 Hungarian launch). In terms of reliability, BioTechUSA (3.95), 
MyProtein (3.69), and Scitec (3.4) are positioned better. International research has shown that the 
product choice of dietary supplement consumers is significantly influenced by product quality, clean 
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ingredients, certifications, and reliability, both among 25–45-year-old women [49] and according to 
the latest studies examining athletes and general consumers [50]. 
The results confirm the trend that consumers, especially health-conscious and sports-oriented 
groups increasingly value the quality and ingredients of products in the dietary supplement market. 
However, price and accessibility continue to appear as areas for development. 

Price 

The results of the survey showed that the largest part of consumers spends a maximum of 
HUF 5,000 (33.6%) on nutritional supplements, while 26.1% indicated a slightly higher value, 
between HUF 5,000–10,000. This makes up a total of 59.7% of the entire sample, which indicates 
that the vast majority spend a moderate amount on these products. 20.7% spend nothing at all on 
dietary supplements, which represents approximately 1/5 of the respondents. The proportion of 
those spending over HUF 10,000 was 19.5% in total, which is slightly less than the proportion of 
non-spenders. 

Most respondents (43.2%) consider the products offered by BioTechUSA to have the best value for 
money. This is not surprising, as the company has built strong trust and reputation in Hungary. 
MyProtein ranks second (33.6%), as this company also has a wide range of products and has 
become increasingly reliable in recent years. The other two brands target a narrower segment, as 
is supported from the results. Scitec Nutrition (15.4%) and Nutriversum (7.9%) are prevalent to a 
much lesser extent. 

Place 

Based on the responses to the question, "Have you ever bought a dietary supplement here?" 
it was revealed that 67.2% of respondents had previously made a purchase at a BioTechUSA store, 
which is the highest proportion among the examined locations. The second most popular place was 
the supermarket (45.6%). The following four locations enjoyed almost similar popularity: MyProtein 
(39.8%), pharmacy (39.4%), Scitec Nutrition (34.4%), and drugstore (32.8%). Nutriversum finished 
at the bottom of the list, with only 13.3%. 

Promotion 

Based on the question focused on the brands' communication, most respondents (49.4%) 
consider BioTechUSA's communication to be the most relatable to them, suggesting that the brand's 
style and marketing are the most appealing to consumers and the one they can identify with best. 

MyProtein (31.5%) finished in second place, representing a significant proportion, as we have 
seen in the other questions. However, Scitec Nutrition (14.5%) and Nutriversum (4.6%) are not as 
closely aligned with many respondents. 
Furthermore, it was revealed that 49.8% of respondents are barely or not at all influenced by athletes 
or influencers. 33.2% are moderately influenced, which means that sponsorships do not have a great 
effect on them either. The group that is genuinely influenced amounts to only 17%. These results 
indicate that buyers consciously try not to be influenced by their purchasing decisions. 

4 Conclusion 

The examination of the dietary supplement market reveals that the consumption of these 
products is widespread in Hungary, and is no longer limited only to competitive athletes, but has 
become increasingly common among the general people as well. The importance of health 
maintenance and an active lifestyle show a growing trend [1] [2] [9] [10], which is supported by the 
fact that vitamins, as well as protein bars and protein powders, are the most frequently consumed 
products. During the research, I paid particular attention to the differences between genders and to 
sports activity habits. Men show a higher level of physical activity, and a greater proportion of them 
become competitive athletes. 
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Furthermore, the labor market status showed a correlation with income, indicating that the 
most active group consists of students, who typically have low or no income. In contrast, the higher-
income segment exercises less frequently, potentially due to the limited availability of leisure time. 

In line with the continuously changing societal characteristics, consumer habits are also 
shifting, which every company must monitor to maintain its competitiveness in the market. Among 
the companies examined, BioTechUSA received the most favorable assessment across all aspects. 
This brand is the best-known and most reliable among consumers. MyProtein and Scitec Nutrition 
performed similarly in the mid-range across a significant portion of the responses, while 
Nutriversum—as a relatively young market player—lagged in recognition. 

Based on consumer perception, the key to the future success of these brands lies in 
maintaining a balance between high quality and affordable prices, thereby ensuring favorable value 
for money. 
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