TRENDING FLAVORS AND
INGREDIENTS IN DAIRY:

INCL THE IMPACT OF COVID-19
Us, JULY 2020

DAIRY PRODUCTS ARE PERCEIVED TO BE
INHERENTLY HEALTHY, PAIRED WITH A SENSE OF
INDULGENCE CONTRIBUTING TO THE NATURAL

VERSATILITY OF THE CATEGORY. CONSUMERS ARE
LESS LIKELY TO ACTIVELY SEEK OUT NEW FLAVORS
WITHIN DAIRY, YET, THE DEPTH OF THE MARKET
SHOWS THAT AVAILABILITY LEADS TO APPRECIATION
OF THE STATUS QUO.
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SHORT, MEDIUM AND LONG TERM
IMPACT OF COVID-19 ON DAIRY

Lockdown Re-emergence Recovery
(March - June 2020) (July 2020 - Dec 2021) (2022-2025)

Food and Drink

Meals focused at home Foodservice reopening Promise for at-home staples
Stockpiling behavior drives growth, Food at home continues to drive In the long term, there is opportunity for
primarily among shelf-stable, pantry food spending, as consumers some lagging sub-categories to pivot

staples and recipe ingredients. remain hesitant about returning and evolve to fit new occasions that
to food service establishments. align with changing consumer needs.
Dairy
Meals focused at home Variety/versatility Variety/versatility
will drive selection will drive selection
Dairy has seen a boost from increased
consumer spending on groceries primarily Consumers will continue to cook mainly at Dairy consumption will remain steady
among varieties that lend to at home and home, looking for variety/versatility in dairy but younger consumers will continue to
recipe occasions. products. During the recession, consumers gravitate toward alternative products as
will limit premium purchases if a suitable they become increasingly ubiquitous
private label alternative can offer a and available across all varieties.

comparable flavor experience.
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Source: Mintel

TOP VARIETIES REACH CONSUMERS
THROUGH VERSATILITY

Top Dairy Varieties
/\

Varieties that transcend specific uses and dayparts reach a greater percentage of consumers and often
come in an assortment of flavors to expand reach. In turn, dairy products that are closely tied to other
food/drink categories or have recently emerged within the market are consumed by a smaller subset.
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Cheese Yogurt Cream Unflavored Creamer Dairy
cheese diary milk alternatives

Base: 2,000 internet users aged 18+ | Source: Lightspeed/Mintel

CONSUMERS ARE HESITANT TO
EXPLORE NEW DAIRY FLAVORS

Dairy Attitudes
VAN

Dairy is a multi-purpose category balancing nutrition and taste,
and consumers are split when it comes to exploring new dairy
flavors. Flavor innovation based on familiar foundations can
still offer variety while still appeasing the conservative half.
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“Reduced fat dairy ‘| use dairy to add ‘| consume dairy as a ‘| tend to stick to
does not taste as good flavor to what | healthy way to add familiar flavors
to me as full-fat dairy” eat and drink” protein to my diet” when choosing

dairy products”

Base: 1,953 internet users aged 18+ who have consumed dairy or dairy alternatives in the past three months | Source: Lightspeed/Mintel

GO-TO DAIRY FLAVORS REFLECT
VERSATILITY AND SIMPLICITY

Primary Dairy Flavors Consumed
/\

Dairy are products suited for both recipe and stand-alone occasions and top dairy flavors are simple,
and often have close ties to specific varieties or other food/drink categories. Products and flavors
that can span multiple occasions or complement other food/drinks will add value to consumers.
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Vanilla
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Strawberry

Base: 1,953 internet users aged 18+ who have consumed dairy or dairy alternatives in the past three months | Source: Lightspeed/Mintel
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