
Consumer Trends and 

Dairy in a Changing 

Landscape
July 2020



Market Research Sources

2

• Information Resources Inc. (IRI)

• Mintel

• Global Data

• Innova Market Insights

• Edelman

• Dairy Management, Inc. 

DATA AND RESEARCH REPORTS:

Market research is all information used to identify and define market opportunities. 

This can be in the form of survey data, sales data, syndicated reports, etc. 

Insights are the interpretations and/or key takeaways that come from analyzing 

and synthesizing the research.

This slide deck may be shared 

with external audiences with 

proper citation.



1. The Evolution of the Dairy Consumer
2. Top 3 Consumer Trends Impacting the 

Future of Dairy
3. What it all Means
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Questions consumers had 10 years 

ago about dairy…

How many calories are in it?

Is it fat-free?

Which celebrities are drinking it?



Questions consumers today have 

about dairy
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Q: If you could ask a dairy farmer anything, what would you ask?
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Can we grow dairy 

demand within this 

changing consumer 

landscape?
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Source: IRI syndicated database

PRE-COVID: 2020 through 3-8; COVID: 3-9-2020 to 8-2-2020

Note: Easter 2020: 4/12; Easter 2019: 4/21

Total Dairy =RFG + shelf-stable milk, Natural + processed cheese, Butter + butter blends, Yogurt, Ice cream + sherbet, cottage 

cheese, sour cream, dairy cream, half & half
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Dairy has proven growth is possible
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1. Holistic Health 

and Wellness
Strong connection between physical, 

emotional and environmental wellness



Consumers view health as holistic 

10 Source: Mintel Better for you Eating Trends August 2018 report

Global Data TrendSight Analysis: Health & Wellness 360 Degree Wellness December 2019

Consumers are making a strong connection between food and holistic 

wellness

“What I eat impacts my 

emotional wellbeing”

73%

“What I eat impacts my 

physical wellbeing”

86% 81%

“Living a ethical or sustainable 

lifestyle is important in creating 

a feeling of wellness”



Immune and digestive health driving consumer 

interest in probiotics and fiber
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Impact of pollution…

Tiredness/fatigue

Dental/oral health

Stress/anxiety

Heart health

Impact of sun…

Digestive health

Memory loss

Cholesterol

Obesity

Looking/feeling old

Diabetes

Very concerned
Concerned

Global Data 2019 TrendSights Analysis: Health & Wellness – 360-Degree Wellness

Global: How do you feel about the following issues? 2019

71% of global consumers are concerned about digestive health 



Health and wellness will be even more 

important to Millennials in the future
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IRI COVID-19 Impact Assessment Millennials 5.15.20



Consumers are looking for an absence of 

certain “negatives”
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The Millennial Impact: Food and Drink Shopping Decisions, US – May 2019; IRI Midwest Dairy Sales Retail and Convenience 2020

74% of consumers consider artificial preservatives to be harmful to health 

Lactose free milk volume sales, retail

+12% 2019 

+15.8% 2020 YTD

Fat-free milk volume sales, retail

-12% 2019 

-5.5%% 2020 YTD



Ultimately there is more concern with what’s 

in food than what’s not
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Mintel Free From Foods US June 2019 Report 



High protein and low sugar 

are important food attributes

15 Global Data Ingredient Insights: The High-Protein Trend 2018; Mintel Snack, 

Nutrition and Performance Bars- US- February 2020; Mintel Plant-based 

Proteins US May 2019

25% of consumers 

say protein is a 

synonym for 

healthy
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2. Meaningful 

experiences
Food brings comfort and enjoyment
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“Change is hard at first, 

messy in the middle, and 

gorgeous in the end.” 

~Robin Sharma



Shift to in-home meals from scratch 
42% of consumers are cooking/baking from scratch at home more and 65% of 

consumers say that after stay-at-home restrictions end, they plan to continue eating 

at home more often (April 2020)
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Dataessentials COVID-19 report April 2020;  Mintel The Millennial Impact: Food and Drink Shopping Decisions, US –May 2019; IRI



Healthy snacking is on the rise
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95% of U.S. adults snack daily and 70% do so 2+ times per day (2019) 

Innova, US March 2020

Mintel Better for You Snacking Report U.S. December 2019



Looking for new food experiences with 

flavor and texture innovation
Due to COVID-19, consumer interest is flavor innovation is “on hold” but not 

canceled

Innova Clean Label: Evolving and Expanding 2020 Trends Insider; Global Data Opportunities in 

the Americas Dairy & Soy Food Sector September 2018

Natural lime 

flavor +14% 

2017-2019

US April 2020



Foresight: Nitrogen-Infused Food
Food-makers are beginning to add liquid nitrogen to food products, including ice 
cream, desserts and snacks to turn consumption into more an experience worth 
sharing on social media

21

US February 2020

Global Data Nitrogen-Infused Food September 2018

Innova, US August 2019
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3. Empowerment to 

make informed 

decisions
In this complex environment, consumers want 
to make the best decisions possible for 
themselves, their family and the environment 



The rise of conscious consumerism 
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DMI Millennials and Disruption page 17 Edelman Earned Brand Study, 2018
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% of people purchasing based on beliefs

2017 2018

The majority of consumers at all ages purchase based on their beliefs

+9 +14 +18
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Minimizing food waste, locally grown and 
environmentally friendly are most desired 
ethical claims

Mintel Food Ethics Report US February 2020
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Local has never been more important

Civic Science; 67,289 responses, weighted by U.S. Census 18+, March 8-April 23, 2020

How important is it to you to shop at locally-owned establishments?
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Consumers want 
transparency and 
simplicity
72% of consumers say they want more 
transparency in food ingredients; Over half 
believe the fewer ingredients the healthier food is

Mintel Free From Foods US June 2019 Report



Consumers’ interest in short, recognizable 

ingredients has paved the way for dairy
35% of consumers believe the healthiest ice creams are those with the simplest ingredients
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64%

Sustainable product attributes matter

of consumers indicate no change in priorities in caring for the 

environment since Covid-19 and 25% indicate caring for the 

environment is a higher priority

of consumers indicate that recyclable packaging elements are 

important when purchasing food and drink

of consumers indicate they believe food/beverage manufacturers are 

responsible for environmentally friendly food/beverage choices, 56% 

believe packaging manufacturers are responsible and 38% believe 

food/beverage retailers are responsible

What we’ve seen

Mintel Food Packaging Trends: Environmental Concerns Will Outlive the Pandemic – 8th May 

2020 Fieldwork April 16-24, 2020

67%

40%

64%
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Key takeaways 
Consumers want
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SAFE FOOD THAT 

FUELS PHYSICAL, 

EMOTIONAL AND 

ENVIRONMENTAL 

HEALTH

ADDED NUTRITION 

TO ACHIEVE 

HEALTH GOALS 

NATURALLY

NUTRITIOUS 

ENERGIZING  

SNACKS

FOOD TO BRING 

NEW MEANINGFUL 

IN-HOME 

EXPERIENCES

Health Experiences Information

ETHICALLY AND 

SUSTAINABLY 

PRODUCED FOOD

FOOD TO BE 

SIMPLE - BACK 

TO THE BASICS



Key takeaways 
Consumers don’t want
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ADDED SUGAR

GMOS

ALLERGENS

PRESERVATIVES

ARTIFICIAL 

INGREDIENTS

FOOD THAT 

COULD BE 

HARMFUL

FOOD THAT 

MAY BE SEEN 

AS EMPTY 

CALORIES

Certain Ingredients High Risk Disconnect

CONFUSING 

BUSY LABELS

FOOD WASTE

PACKAGING 

WASTE

CONFLICTING 

INFORMATION
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Retail Implications
Let’s review a few ways this can be 

implemented
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Dairy as a Wellness Event

Meet the evolving lifestyle demands of 

your shopper

Hosting a Dairy Wellness Week 

across events and social media helps 

educate your shoppers, enabling 

them to feel great about the nutritious 

benefits of incorporating dairy into 

their everyday lifestyles.
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Dine Out @ Home

Supplementing the dine-out experience 

and exciting shoppers to dine at home

Inspiring shoppers and garneting 

excitement about recreating the 

dine-out experience right in their 

kitchen through ease of use with 

meal kits. 
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Address Shoppers Need 
For Snacking

Capitalizing on the rise of snacking 

demands

Cross promoting categories with dairy 

at the center, we can support a 

shopper’s desire to snack better and 

build basket size with different ideas 

on how to Snack Smarter.
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Get Shoppers Educated 
On Dairy

Educate shoppers on the wellness and 

feeling good about choosing dairy

Educate shoppers in a fun and 

engaging manner with a Do You 

Know Dairy? Shopper program. 

Engage with retail-tainment by 

delivering fun and fascinating facts on 

dairy that will change perceptions and 

fuel dairy category sales  
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Contact us

Bob Lefebvre
bfefebvre@midwestdairy.com

Vice President, Agricultural Affairs

Midwest Dairy

Megan Sheets
msheets@midwestdairy.com

Manager, Consumer Insights 

Midwest Dairy

Martha Kemper
mkemper@midwestdairy.com

Vice President, Dairy Experience - Demand

Midwest Dairy

mailto:bfefebvre@midwestdairy.com
mailto:msheets@midwestdairy.com


Questions?


