
 Metabolic Nutrition Competitive Analysis  
 

 
 
 

Metagenics- Alternative & Holistic Health  
Websites: http://www.metagenics.com/ 
 
Voice of Metagenics:  
Metagenics reflects that of a doctor speaking and educating young to mid-age adults who are really into 
the science behind their health and reaching a healthy lifestyle that way. Uses many professional terms 
to discuss wellness; spreads information out about new health discussions, awards, clinical trials and 
processes to living a better lifestyle. Target audience: 25-65 
 
Facebook- 113 likes (Joined May 12 of 2014) 
https://www.facebook.com/MetagenicsInc 
 

Company Facebook Twitter Instagram  Pinterest 

Metabolic 
Nutrition 

11,145 likes 2,784 followers 19,425 followers 96 followers 

MetaGenics 129 likes 1,730 followers n/a n/a 

Gaspari 350,939 likes n/a n/a n/a 

Dymatize 92,469 likes 29.1k followers 16,919 followers n/a 

Optimum 
Nutrition 

812,535 likes 57.7k followers (UK Team) 
44.1k followers (Main Account) 
5,288 followers (Ireland Team) 
1,612 followers (Sandton) 

62,017 followers  (Official Page) 
27,152 followers (Fan Page) 
12,861 followers (Optimum 
nutrition BR?) 
7,044 followers (Australia) 
2,490 followers (Singapore)  
61 followers (Thailand) 
28 followers (Inside Sales Team) 
2 followers (India)   
 

263 followers 
(Optimum 
nutrition UK) 
33 followers 
(Optimum 
nutrition 
Singapore) 
1 follower 
(Optimum Life 
nutrition) 
0 followers 
(Optimum 
nutrition India) 
 

Projenix 400 likes  121 followers (first account) 
3 followers (second account) 

n/a n/a 

http://www.metagenics.com/
https://www.facebook.com/MetagenicsInc


Still in the beginning stages of Facebook outreach; Metagenics are trying to keep up with pop culture to 
reach a younger market. Below is a Youtube video they created as a remake to the song “What does the 
fox say?” and they have participated in the TBT (Throwback Thursday) trend.   
 

 
 
 

 



Metagenics also posts a lot on upcoming health education conferences, new health 
developments/books, wellness/therapy groups affiliated with Metagenics and small businesses that are 
health friendly to the community.  
 

 
 
 



Takeaway: Even with being in the new stages of Facebook. They are using it as an awareness outlet for 
their business, as well as, health events/conferences put on by them.   
 
Twitter- 1,730 followers  
https://twitter.com/metagenics 
 
Overall their tweets don’t stray from what they say on Facebook. The language is the same when 
posting about conferences or articles; Retweet anything that deals with Metagenics and thanks people 
who write about them or talk about them. Some tweets they post out lead back to their website when 
posting articles.  
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

https://twitter.com/metagenics


Takeaway: Uses this to guide people to their website and floods their timeline feed with 
campaigning events put on by them. The sole purpose is to notify people of what they 
are doing.  
 
 
 
Gaspari Nutrition- Edgy Body Building  
Websites: http://www.gasparinutrition.com/ 
http://www.gasparinutrition.tv/ 
 
Voice of Gaspari Nutrition: 
Gaspari is heavily flooded with product imaging and videos.  Reflects that of a ‘muscle head’ or ‘gym 
nuts’ who are really into the look of their muscles (the definition is the most important thing). The voice 
and tone speaks directly to people just like them; the bigger and the more tone you are, the better is the 
under current that bleeds through their website and Facebook. Target audience: 18-55 
 
Facebook- 350,190 likes 
https://www.facebook.com/GaspariNutrition 
 
Asking questions that relate back to the Gaspari products to generate conversation; Has before and 
after shots of the results from using the product.  Team Gaspari athletes and Rich Gaspari (CEO) are 
within a lot in the photos posted on the page.  

 
 
 

http://www.gasparinutrition.com/
http://www.gasparinutrition.tv/
https://www.facebook.com/GaspariNutrition


 
 
Frequent giveaways of their products and sponsored/supporting athletes Gaspari. Many of the 
giveaways are tailored toward MMA fights or bodybuilding competitions.  
 

 
Facebook posts and re-posts of images and videos of Team Garspari Athletes at competition are shared 
on the page. Fans congratulate or comment on the post to show support. 



 
 
 
 
Posts tips and samples of what Olympic athlete eat while on the off season.   
 
 



 
Also post and display meet and greets they have with the Gaspari Athletes. Below was a meet and greet 
with Team Universe with samples of Gaspari products.  

 
 
Posts videos of workouts with Gaspari athletes which links to Youtube (Quality is not the greatest, 
definitely done by themselves) -- This is a man’s man supplement site.  

 



 
Partnered with other fitness sites for promotions and giveaways which created more awareness on the 
Gaspari product.   

 

 
Takeaway: Gaspari uses Facebook comprehensively for product awareness, as well as, uses athletes 
sponsored or partnered with Gaspari to sell and see the results by using the product. The idea of the 
product is showing the best of the best kind of supplement, and only the best of the best using the 
product (which are the most athletic (MMA, Bodybuilders, etc) kind of people). 
 

Dymatize- (Sell on price point) 
Websites: http://www.dymatize.com/ 

- Has an array of international distributors  
 
Voice of Dymatize: 
Dymatize reflects the voice of a trainer who is speaking to his or her high school to college athletes that 
want to improve and enhance their skills while training. All of their language is simple to understand and 
very tailored towards stressing that they are the sports certified choice. Target audience: 18-40 

- Has a very obvious relationship with a specific distributor bodybuilding.com  
 

Facebook- 92,469 likes 
https://www.facebook.com/dymatize 
 
Dymatize stays up to date with news and anything related with sports nutrition.   

http://www.dymatize.com/
https://www.facebook.com/dymatize


 
 

 
 
 
While scrolling through the page, 
this side bar stays with you. 
When you click on the ‘Tools for 
Health and Wellness’ page, it 
discusses topics dealing with 
improvement to the body, 
exercise routines and healthy 
living to maintain a fit lifestyle.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
Dymatize frequently posts contests and promos they have going on with other health fitness companies. 
Also noticed that Dymatize usually has more than one contest/sweepstake going on at the same time or 
have one right after another.  

Constantly posting recipes that the Dymatize athletes eat, as well as, partnering fitness companies that 
use their product in their meals.  
 
 
 
 
 



Constantly posting and sharing articles from bodybuilders.com that discuss questions and give advice for 
elite athletes or fitness junkies trying to really hone in on performance, lose weight, or how to really 
use/workout your muscles.  

 

Meet and greets with the Dymatize team at expos and samples of new products.   



Another partnering with bodybuilding.com where Dymatize and Body Building met the 100k 2014 

transformation body building winners and presented them with a $50,000  bag/check of money.   

 

 

Takeaway: Dymatizes focus for facebook is meant for showing the partnership(with all of their 

distributors) and the  human side of the business(showing the Dymatize team and celebrating their 

victories and normal people’s transformations), as well as, showing how to incorporate their product into 

everyday life. Also, with the Tools for Health and Wellness side bar, they are really trying to tie their 

product to that way of living which is a all around healthy and fit lifestyle.   

 

Twitter- 29.1k followers 
https://twitter.com/dymatize 
 
 
 
 
 
 
 
 
 

https://twitter.com/dymatize


Cross links from their other 
social media, never from their 
actual website; Gaining more 
clicks and coverage on social.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

As with facebook, their 
partnership and promotions with 
bodybuilding.com, as well as, 
with other distributors  is very 
apparent on twitter.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Ran a recent series of profile videos of 
their Dymatize athletes, which gave 
insight about the athletes, why they 
got into shape and them talking about 
their transformation and where they 
are today since then, 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Again, with sharing posts from other 
media site (facebook) they also 
retweet fans posts of them using 
Dymatize products, Dymatize 
giveaways and 
transformation/progress images.  
 
 
 
 
 
 
 
 
 
Takeaway: Twitter is definitely meant 
for their mobile users. It looks to be a 
better way for Dymatize to reach out 
to their audience (Retweets, videos, 
etc.), but it is solely meant to 
reienforce what is posted and 
generated on facebook. Most links 
tweeted are linked back to facebook. 



Instagram- 16,919 followers 
http://instagram.com/dymatize 
 
The overall feel of Dymatize’s Instagram is a combination of design and stage photos with a few raw 
photos. Most photos are photoshopped images of their products, professionally done photographs of 
their Dymatize athletes and the raw photos consist of their athletes performing and athletes at the 
Arnold and other expos. Their Instagram does not really follow the branding they have for Facebook and 
Twitter; Instagram gives a feel that Dymatize is only meant for the fitness junkies or super big body 
builders.   

 
 

Optimum Nutrition- (Sell on price point) 
Websites: http://www.optimumnutrition.com/ 
 
Voice of Optimum Nutrition: 
The voice of ON reflects that of personal fitness trainer who the well-educated, really looking to up their 
fitness person and can afford a personal trainer, can speak one on one with them about the health 
effects of all these supplements you take to enhance your performance. Target audience: 25- 55 
 
Facebook- 812,535 likes  
https://www.facebook.com/optimumnutrition 
 
ON posts product sales at local distributors, as well as, introduces new products that can be found at 
everyday places people shop at.  
 

http://instagram.com/dymatize
http://www.optimumnutrition.com/
https://www.facebook.com/optimumnutrition


 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

ON shares recipes that use their products other websites have posted on their sites.   
 
 

 
Within the last few weeks, ON posts promos and giveaways of their product, as well as, commenting on 
customers questions on the giveaways and about the product 



 
ON put on a contest asking their customers for new protein flavors and then after finalizing them down 
to 3 new Whey protein flavors, ask their customers to vote. It was a great tool to get interaction with 
their customers  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Articles from bodybuilders.com with ON athletes discussing how and why things people do while 
working out is not working or why they aren’t seeing results, and how to improve it. Their Facebook is 
also flooded with introductions to new Optimum Nutrition athletes and current ON athlete’s 
competitions.  

 
Takeaway: Facebook is meant to optimize selling of ON products, showing how to incorporate ON into 
everyday lifestyle and asking its readers how much they know about muscle growth/development and 
providing them with helpful tips to get them there.  
 
Twitter- 
Have multiple Twitter accounts, depending on location: 
I believe this is the main account- 44.1k followers 
https://twitter.com/Team_Optimum 

 

https://twitter.com/Team_Optimum


- UK Team- 57.7k followers  
https://twitter.com/UKTeam_Optimum 

- Ireland Team- 5288 followers 
https://twitter.com/TeamON_Ireland 

- Sandton- 1,612 followers 
https://twitter.com/OptimumSA 

 
 

 
 
 
ON is very interactive with retweets of customers using their product and retweeting of articles that talk 
about what/how/why performance is low or to increase performance when working out.  They also 
have articles that click right to the ON site so customers go straight to the page. 
 

https://twitter.com/UKTeam_Optimum
https://twitter.com/TeamON_Ireland
https://twitter.com/OptimumSA


More sharing of 
promos and 
giveaways using 
other links/sites 
for more 
coverage of ON 
product. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Uses twitter to 
communicate 
and directly 
comment to 
their customers 
and sharing 
their comments 
about ON 
products  
 
 
 
 
 
 
 
 
 
 
 
 
 



Takeaway: Twitter is definitely meant for their mobile “on-the-go” users also. ON uses twitter to reach 
their audience directly and generate a dialogue. A half of their posts are about their product and half are 
for help tips and information; Most of their information is cross generated through their own social 
media, but mostly from other sites social media which is good for cross promotion.  
 
Instagram- 
The official page:  

- Optimum nutrition “Official”,  62,017 followers   
http://instagram.com/team_optimum 
 

The overall feel of their Instagram is mainly product imaging base with photoshopped images and 
staging. They also have videos and professionally photographed images of their ON athletes. This feed is 
solely meant to display their product.  
 
Has multiple Instagram accounts depending on location but ‘fan-page’ was built and has- 27, 152 
followers. http://instagram.com/optimumnutrition 
 
Other accounts: 

- Optimum nutrition Australia, 7,044 followers 
- Optimum nutrition BR?, 12,861 followers  
- Optimum nutrition Singapore,  2,490 followers  
- Optimum nutrition Thailand,  61 followers 
- Optimum nutrition (inside sales team),  28 followers 
- Optimum nutrition India, 2 followers  

 
 
 
 
 
 

http://instagram.com/team_optimum
http://instagram.com/optimumnutrition


Pinterest 
- Optimum nutrition India 

6 boards 
48 pins 
0 likes  
0 followers 

- Optimum nutrition Singapore 
3 boards 
30 pins 
1 likes  
33 followers 

- Optimum nutrition (UK) 
4 boards  
2 pins 
3 likes  
263 followers 

- Optimum Life nutrition 
0 boards 
0 likes  
0 pins  
1 follower 

 
There Pinterest pages are not very active, it is split between 3 countries but there is no main ON 
Pinterest page.  
 

 



 
 
Progenix- (Simplified nutrition - easy to understand) 
http://www.progenixnc.com/ 
 
Voice of Progenix: 
Progenix exhibits the voice of a yoga instructor of a middle school health teacher who is speaking to 
beginners/mid-intermediate health conscience people. All of the imaging, language and the branding is 
very soft and light. When reading through their content, it is very simple to understand and has a 
natural flow feel. Target audience: 35-75 females 
 
Facebook- 400 likes, 6 visits  
https://www.facebook.com/ProgenixNC 

 While looking around found another place using the same name in Germany but it is a 
sporting goods store (Not sure if it was relevant just thought you we should keep in 
mind). https://www.facebook.com/Progenix.de - Website  

 
 
 

http://www.progenixnc.com/
https://www.facebook.com/ProgenixNC
https://www.facebook.com/Progenix.de


 
 
 
They consistently post about, “If you have this symptom…. It could be a result of this issue.” The posts 
are very informative and let you know the effects if you do not take care of the health problem. Along 
with health posts shown above, Progenix posts photos of motivating quotes, humorous ecard, etc.   
 
Even with minor experience on facebook, they are always sharing deals and promos going on.  

 
Shares images of their customers who have doing their weight loss plans (HCG is there most advertised 
and most popular plan).  



 
 

 
 
Shares links to articles and new health discovery articles that help with basic healthy living techniques to 
improve quality of life.  
 
 
Takeaway: Progenix Facebook is still in its early stages but is used to give insight (in Layman’s terms) 
about the health effects of not taking care of your body. It is used to inform its audience about what 
Progenix offers.    
 
 
 
Twitter-  
They had two accounts, not very active.  
 
First account- 3 followers  
https://twitter.com/Progenixhealth 
Had a total of 4 tweets and stop posting in December. It looks like they started to show transformation 
photos with one of their weight lose plans.  

https://twitter.com/Progenixhealth


 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
Second account- 121 followers  
https://twitter.com/Progenix_Health 
 

Early on, Progenix used this account 
for tips and goofy quotes describing 
health myths and other exercise and 
weight loss. They also began by 
posting articles from their website 
and from their Pinterest board (both 
the articles from their site and 
Pinterest no longer exist now). 
 
 
 
 
 
 
 
 

https://twitter.com/Progenix_Health


 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
Takeaway: Overall, Progenix is not very active on twitter. When in use, it was used as a tool for getting 
information they had out there (i.e. articles, websites, etc.).  
 
 
Instagram-  
No Instagram,  

 Found an Instagram for the sporting goods store page  
http://instagram.com/Progenix - Webpage  

 
Pinterest- 
Had no Pinterest page but had 6 different pins that showed up when searched their name which I look 
like they are for the sporting goods store as well.  
 

 
 

http://instagram.com/Progenix


Metabolic Nutrition  
https://www.metabolicnutrition.com/default.aspx 
 
Voice of Metabolic Nutrition: 
Metabolic Nutrition shows personal trainers, health physicians, etc. speaking to one another. The 
information given is easy to read but the content goes over the heads of an average person. People who 
are really into their health physically (Fitness enthusiast, gym junkies, body builders) who take the time 
to read about the products being put out there would understand MN products and what they 
mean/do. Target audience: 25-45 
  
Facebook- 11,145 likes  
https://www.facebook.com/metabolicnutrition 
 
Shows what products go together well and what they will do for you while using them.   
 

 
 
 
 
Shares recipes that incorporate the MN products to show how it can be incorporated into everyday life.  

https://www.metabolicnutrition.com/default.aspx
https://www.facebook.com/metabolicnutrition


 
 
MN shares many of their customer photos using the products  

 
 
 



Showing customers trying the product at expos, as well as, lots of raw photos of their athletes 
competitions and them being at events with fans/customers of the MN product   

 
Shows the benefits of using certain MN products  
 



Takeaway: Facebook is solely meant to show off MN customers, learning how to use the products in 
everyday life and what the products help do. Most of their photos are of the customers receiving the 
products or of them at events and expos trying the product. 
 
Instagram- 19, 425 followers  
http://instagram.com/metabolicnutrition 
 
The overall feel of MN Instagram was a combination of raw photos and staged/product image photos. It 
seems the goal MN is trying to go for was incorporating the products to normal routines mixed with 
super fit people which clashes. In the early posts MN had transformations photos which were good but 
they have kind of lost that.  

 
 
 
  

http://instagram.com/metabolicnutrition


Twitter- 2,784 followers 
https://twitter.com/MetaNutrition 
 

 
MN is very 
collaborative with 
retweets of customers 
using their product and 
cross referencing their 
Instagram feed.  They 
also have articles that 
talk about creating the 
‘best body’ or foods 
that will get you  ‘bikini 
ready’ The language is 
very Cosmo/Seventeen 
magazine feel.  
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

https://twitter.com/MetaNutrition


Takeaway: MN uses twitter as there user friendly side to content. MN is very active in retweeting 
customer’s tweets. Uses this to cross promote their Instagram feed, and also shares healthy food articles 
for viewer to read.  
 
Pinterest- 5 likes 

- 6 boards  
- 19 pins  
- 96 followers  

http://www.pinterest.com/Metanutrition/ 
 

 
Has two boards discussing two of their products, a motivations board, recipes you can make with MN, 
where to find MN products and gear that you can use to while working out.  
 
Takeaway: MN Pinterest is solely meant to apply it to the average person life, almost showing the fun 
ways to use the products while still advertising it.  
 
 

What can Metabolic Nutrition do? 
Facebook 

- Posts need to be simpler. For the average joe, they will not know what have the products mean 
or stand for 

Instagram  
- If the customer is the hero, add more transformation photos  
- More how to recipes and links to those recipes  
- Metabolic man? 

Twitter  
Pinterest 

- Be more of active with the idea of MN in everyday life if that is the theme you want 
o Need more on the recipes board 
o Create a workouts board 
o A how to board for recipes, workouts, how to use the product 

http://www.pinterest.com/Metanutrition/

