YOGURT AND YOGURT DRINKS:

INCL IMPACT OF COVID-19
US, SEPTEMBER 2020

PANDEMIC MANDATED STAY-AT-HOME ORDERS
WILL ACCELERATE YOGURT'S RETURN TO
RELEVANCE, AS CONSUMERS CLING TO FAMILIAR,
AFFORDABLE, HEALTH-FOCUSED OPTIONS. THE
YOGURT DRINKS SEGMENT WILL REQUIRE SOME MORE
FINESSING TO FIND FOOTING, GIVEN ITS STRONG
DRAW FOR PORTABILITY, BUT HAS AN OPPORTUNITY
TO INITIATE OLDER SHOPPERS WITH NUTRITIONAL
POSITIONING TO BOOST HEALTH AT HOME.

Beth Bloom,
Associate Director,
US Food and Drink Reports

IMPACT OF COVID-19 ON
YOGURT AND YOGURT DRINKS

Lockdown Re-emergence Recovery
(March-June 2020) (July 2020-Dec 2021) (2022-2025)
At-home food
Food at home booms ...and remains the go-to On the lookout for innovation
Lockdown and limited availability of As measures are taken to re-open As measures are taken to re-open
foodservice options means consumers are restaurants and out of home food options, restaurants and out of home food options,
required to eat most if not all of their meals at we anticipate consumer hesitancy to go we anticipate consumer hesitancy to go back
home. Expect strong increases for at home back to restaurants at first, thus continued to restaurants at first, thus continued very
food. Initial stockpiling will inflate short term very strong performance for at home food strong performance for at home food
gains, but could have been even higher if categories. Distribution/delivery/ categories. Distribution/ delivery/
stock/distribution issues were not an issue. availability issues will subside. availability issues will subside.
Yogurt and yogurt drinks
Reliability and availability shine - Meeting consumers at home Small innovation for big gains
Category benefits from consumers Consumers establish food/drink acquisition Consumers will be eager for variety and on
stocking up on affordable and available routines while working from and caring for the lookout for ways to diversify their yogurt
refrigerator and pantry staples. kids at home, the category will benefit from and yogurt drinks routine. Increased financial
affordability, availability, versatility, security will allow for more confident
health-positioning, and enjoyment. A shift spending. The affordable category will need
toward eCommerce friendly packaging, and to keep consumers engaged through
the expansion of multi-serving and innovation that keeps them from moving on
multi-packs will help secure relevance. or trading up in other categories.
= @ Severe impact Moderate impact ~ Minor/positive impact

Source: Mintel

CATEGORY GROWS CONSUMER BASE,
NON-DAIRY DRAW SLOWS

Yogurt and yogurt drink purchase,
September 2019 and July 2020

0 While sales of yogurt have stumbled in recent years, a turnaround was beginning to be seen. Yogurt
78 /O drinks also continued to recruit new users, but the rate of growth declined sharply. The strong rate of
growth spurred along by non-dairy innovation appears to be slowing. Non-dairy serves the category more

for variety than necessity, meaning non-dairy players will need to keep their innovation game active.
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Base: 2,000 internet users aged 18+ | Source: Lightspeed/Mintel

YOGURT'S INHERENT BFY
REPUTATION ENHANCES
PANDEMIC PERFORMANCE

40% of yogurt eaters increased consumption in 2020. While the pursuit of
Rea sons for ea-h N health and snacks played a role in consumer food/drink choice pre-pandemic,
e added benefits of familiarity and affordability help the segment shine during
g the added benefits of familiarit d affordability help th t shine duri

more yogu rt, Ju Iy 2020 | uncertain times. Brands will need to capitalize on this, delivering on health,

taste, and general relevance to secure the (re)newly found audience.
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options more due to more variety of control saving
COVID-19 often flavors

Base: 404 internet users aged 18+ who have increased their yogurt consumption in the past year | Source: Lightspeed/Mintel

CONSUMERS SEEK HEALTH,
NOT RESTRICTION

Yogu rt a nd yogu rt d rin k While restricting sugar and calories, and boosting protein will appeal

to slightly more than a third of consumers, in the near term, the

health statements, < category doesn't need to hit these specific numbers. However, looking
further ahead, growing concerns over sugar will require brands to

JU Iy 2020 keep sugar totals as low as possible while delivering on taste.

‘I look for “I look for ‘I look for ‘I look for Using natural
options with options with options with options that  sweetener is
5g or less of 100 calories or ~ 10g or more of contain “live  more important

sugar per less of sugar protein per and active  than reducing

serving” per serving” serving” cultures” sugar totals

Base: 821 internet users aged 18+ who purchase yogurt/yogurt drinks | Source: Lightspeed/Mintel
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