DAIRY & THE PROTEIN
CONSUMER

Winning Over The Protein Consumer with Dairy Protein
Claims




SESSION
OBJECTIVES

By the end of this session, you will
understand...

« Which protein claims are dairy
processors leveraging in product
innovation?

« Which protein claims are other food & P :
beverage categories leveraging in
product innovation?

* How can dairy leverage protein claims
to boost sales?
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Protein Claims Trending in Dairy
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Recommendations: Leveraging Dairy’s Protein
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MORE AMERICANS REPORT FOLLOWING "HIGH PROTEIN" DIETS,
CONTINUING A THREE YEAR UPWARD TREND

Followed Eating Pattern/Diet in Past
Year

. > High protein |GGG 23% 1
For the thlrd Mindfuleating [ NNEEEE 9%
calorie counting [ NG 5%

straight year, intormittent fasting INEEG— 1%
Clean eating I (3%

“hi in”’ | N s
Medit tyl
high protein editeranean sl Tl &

IS the most e A el 23%

O Flexitarian [N 5% I
C O m m O n d I et Ketogenicor high fat | I 5% Have followed a hlgh

c e 4t e
Low carbon footprint/sustainable | N 4% protein dietin the pastyear

Ame rica nS a re Weight loss plan [N 4% 20% in 2024

Vegetarian [ 3% .
) *
Plant-based [ 3% 18% in 2023

fOllOWIng DASH eating plan I 2% 4% in 2018*
Paleo 1l 2%

Cleanse M 2%

Vegan [l 1%

. ) ) o W\OPWEs,
IFIC Food & Health Survey 2025 [TREND 2018-2025] N3 Have you followed any specific eating pattern ordietatanytime inthe past

l
year? Select allthat apply. (n=3000) -
*High protein was not assessed from 2019-2022. Note: Arrows in the charts indicate significance vs.the previous year. Arrowinthe
callout boxindicates significance of 2025 vs.years noted.

Note: “Other” isnot shown.



Nearly three dozen CPG companies have mentioned GLP-1 drugs
on their earnings conference calls this year

@

"We expect GLP-1 and other anti-obesity drugs to have a
lasting influence in the food and nutrition landscape,
nudging some consumers towards smaller portions and
more nutrient-dense protein and fiber-forward foods."

General Mills' CEO Jeffrey Harmening at CAGNY 2026

Source: Reuters


https://www.reuters.com/legal/litigation/big-food-pours-millions-into-rebrands-obesity-drugs-reshape-us-demand-2026-02-18/

| Top 3 Motivations for Protein Consumption |

;II-RIIIE(Y)RITIZE

FggTEIN E;Jtillgilzr maintains
STRENGTH

RESILIENCE, Keeps my body
AND strong as I age
SATIETY

Helps me feel satisfied
throughout the day

Midwest Dairy Proprietary Market Research 2025



HEALTH BENEFITS OF DAIRY: BONE
HEALTH

Consumer Perceptions

Consumers rely on dairy to Top Health Benefits of Consuming Dairy

deliver a wide-variety of heath

beI’IEfitS, espeCia”y bone health Bone Health 1 7 ()

Muscle Mass I /| 5%/,
Dental Health HEE— — S 4 3%/,
Immune System I 36 %
Gut/Digestive Health mEE ——EEN 36 %,
Energy Level I 36 %
Brain Health I — N (%,
Skin I 2%,
Mental Wellbeing I ? 1%
Hydration N 2 (%
Sleep NI 19%
Stress Level N 16%
Eye Health e 9%
Complexion = 39,
Other m 2%
None of the above R 5%

Source: Total Respondents in Midwest Dairy Region (n=1000)
Q25 Please select the top FIVE benefits that you feel dairy products provide for your personal wellness. Dairy products improve
my...

W OWEs,



PROTEIN AWARE CONSUMERS CONSIDER DAIRY A
MID-TIER SOURCE OF PROTEIN

| ONLY 53% CONSIDER DAIRY TO BE A GOOD SOURCE OF PROTEIN |

Weaker Source Stronger Source
o
0
68%
59% 59%
531%‘ 58% b
269, 8% 41%
27% 29%
Plant-based Fruit Grains Vegetables  Whey Dairy Pork Legumes /| Nuts and Fish/ Poultry Eggs Beef
Milk Beans Seeds Shellfish
Alternatives

W OWEs,

Midwest Dairy Proprietary Research Dm!y
Base: n = National Rep (1520)



Innova Market Insights

Dairy & Protein:

Trends and perspectives

INSPIRE INNOVATION DRIVE GROWTH

Presented by Tom Vierhile, tom@innovami.com
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The Complete Guide to Navigating the Protein Craze

The muscle-building nutrient is everywhere. Here's where to dig in—and watch out.

BY PAUL KITA AND PHOTOGRAPHS BY ANDREW B. MYERS PUBLISHED: APR 29, 2025 10:00 AM EDT

= Strategist
May 6, 2025

We've Tried Dozens of Protei
and These Are the Best [nclud
and plant-based protein powd
different flavors.

By Michael Zhao, =

% Harvard TH. Chan School of Public Health
Protein is important—but we’re eating too much, experts say

¥ Protein, along with fat and carbohydrates, is key to keeping the body functioning
| }“ " properly. But people are likely eating too much of it, according to experts.

12 fewr. 2025

| The Protein Scramble Bowl in test at Chick-fil-A. | All photos courtesy of the brands.

There’s no end in sight for the protein-mania that’s sweeping the country. Chick-

fil-A has always had a protein focus with its chicken-centric menu, but now the - -
fast-food chain is doubling down. Other brands are into protein too, with chicken, 52G pI'OtEII'I Ch leen Wrap g
beef, shrimp and protein-enhanced beverages hitting menus this week. Speaking of oG (354 cals)

beverages, make way for more refreshers.

9,7 M de vues
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Protein remains a wellness

Sustainability remains a tiebreaker; powerhouse; consumers are seeking
it wins when it feels tangible, it for overall health in various
transparent, and truthful. formats and occasions.

Food heritage is driving 1 0 1 Consumers increasingly see
choice by offering gut health as the gateway

comfort, identity, and JUSTIFIED POWERHOUSE to holistic wellness, sparking
authenticity in uncertain CHOICES PROTEIN demand for benefits across

times. 9 body and mind.

CRAFTING

TRADITION
Mental well-being Indulgence is evolving

is a rising priority 8 TOP 3 into a multidimensional

as consumers turn i = experience; elevating
to natural F&B for energy, MIND TRE N DS \ ; LAYERS the moment and mood,

stress relief, and brain BALANCE 2026 \ OF DELIGHT and combining sensory
health. ol richness with wellbeing.

WORTH M BEVERAGES
EVERY BITE WITH PURPOSE

With economic pressures 5 Beverages are leading
" p i ; A "
O S b MADE FOR AUTHENTIC 8 o el
key drivers of loyalty MOMENTS PLANT-BASED for hydration, convenience,
and choice. and functionality.

Occasion-based innovation Plant-based is shifting from
is expanding, through diverse imitation to nutrition, with consumers
formats in snacks, fresh meals, embracing natural plant proteins

and single-serve offerings. for their added benefits.



Protein has evolved from a niche sports nutrition benefit ... wnow

MARKET

ingredient into a mainstream wellness cue T INSIGHTS

Protein remains a wellness

[ new |
Caramel Protein Latte

powerhouse; consumers are seeking
it for overall health in various
formats and occasions.

Consumers
1 increasingly see gut
health as the gateway
to holistic wellness,
sparking demand for

POWERHOUSE
PROTEIN

2 benefits across body
and mind.
' GUT
@ HEALTH HUB

I n nova Indulgence is evolving
~ 3 into a multidimensional
Top 1 0 pY LAYERS experience; elevating
», OF DELIGHT the moment and mood,

Tl’endS @ and combining sensory
“) 4

richness with wellbeing.
- BEVERAGES

WITH PURPOSE Beverages are leading

innovation in wellness,
AUTHENTIC with products tailored

for hydration,
PLANT-BASED convenience,

and functionalit

Plant-based is shifting from
imitation to nutrition, with consumers

embracing natural plant proteins
for their added benefits.
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Caramel Protein Matcha

Starbucks high protein latte

The flavors you crave and the
nutrition you need

Lattes, leveled up

Our high -protein lattes are crafted
with Protein -boosted Milk,
delivering up to 369 of protein and
flavors worth savoring, like vanilla,
caramel, and more.

| Cmnor

€ USA Mar2026


https://shop.bulletproof.com/products/high-protein-iced-coffee-vanilla

5% INNOVA

t NEGSAY QA | LIISHE A& & KAIK |@iNSHs

59%

of US consumers are
actively including
protein in their diet

54%

of US consumers are
paying attention to
protein in their diet

Boomers 66%
Gen z 59%

Boomers ©2%
Genz 52%
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From mega trend to a new normal %54 INSIGHTS

14,

of new Food and Beverage launches in U’SA NS
include a high or source of protein claim (2025) = "W

11 3=

Protein puffs

159 protein.

GMO free. 0 sugar. Gluten free.
Guilt free.

USA, Dec 2025

Each individual snack cup
contains 10g fiber, 20g
protein, and 9 essential

growth of new F&B launches in the USA " = o T AminG acids.
that include a high or source of protein claim f
(YoY 2024 VS 2025) ot B

USA, Nov 2025
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Protein is permeating every major category 55 INSIGHTS

N
J SPORTS NUTRITION @ gE)'AEDglgAIEEAéS& \l|[| SNACKS @ DAIRY

bettergoods

GLUTEN FREE

Curry Chicken

- ONITD ;
L Cottage Cheese

ilkfat Small Curd  Protein

USA, Mar 2026 USA, Mar 2026 USA, Mar 2026 USA, Mar 2026

CAGR, 2021-2025 CAGR, 2021-2025 CAGR, 2021-2025 CAGR, 2021-2025

“Every linear bar is made of 20g “Protein 27g per serving “Delicious three cheese blend. “It is rich in protein and calcium
of premium whey protein isolate.” 42% DV.” Contains 6g protein per serving.“ g wonderfully delicious way

to snack.”
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Protein in Dairy




Protein dairy is gaining ground on both fronts; strong consumer ..

pull and rising innovation momentum

%penetration ofdairy innovation* with

high or source of protein claims
(USA, 2025 VS 2021)

2w

Source: Innova Database
Note: *excluding dairy alternatives and vegan products

The most purchased product making protein claims is & s consumers

Yogurt & Yogurt Drinks

3 80 / of American consumers purchased in the
0

past 12 months
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simple ingredient skyr

1 5 g made with
protein | realfruit /
& /‘

TROPICAL YUZU
\ ___/

@ USA, Jan 2026

Siggis Simple Ingredient Skyr
Tropical Yuzu

Made with real fruit.

Simple ingredients. Artisanal yogurt.
Crafted with less.

High quality protein - contains 15g
protein.

Low fat.
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Spoonable and drinking yogurt
innovation featuring a high or
source of protein claim

Growth of
spoonable and drinking yogurt
with a high or source of protein

L ] .-’ .
s1881S
yogurt pouch

made with

real
fruit

e

siggiy’ siggis

Jogurtpouch

yogurt pouch
8 g | madewith
poin | EE

A4A5% less sugar
& 2X the protein

“0nd g
Al bslita
-—

Siggis Yogurt Pouch
Made with real fruit.

INNOVA

Contains 8g protein per pouch.
45% less sugar and 2x the protein

compared

t o

|l eading

other natural flavor. Reduced fat.

E

USA, Apr 2026
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Protein-forward milk is growing by double digits over time 15 INSIGHTS

New flavored and unflavored milk
innovation featuring a high or = -
source of protein claim

Flavored and unflavored milk
with protein shows strong

long-term momentum Meadow Gold Milk With Extra
Protein

: pnomn. ] 87% more protein (14% more of

A -15c- 56 the DV for protein than regular
milk ). Protein content of regular
milk is 8g per serving, protein
content of milk with extra protein
is 159 per serving . Fresh and
local dairy.

USA, Apr 2026

S -
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Cheese emerges as the new growth engine for protein innovation e INSIGHTS

EEEEEEEEE

of new cheese innovation
2 3 0/o Eﬁ)ttl eriens Sar}ilgh or source of
T Simple Truth Protein

Reduced Fat Monterey

Jack Cheese
Good source of protein.
Good source of calcium.
79 protein per serving.
Non-GMO.
5% less fat than regular.
Great for on the go

snhacking.

SNACK BARS
REDUCED FAT

Cheese with protein shows Monterey Jack Cheese
+ 1 70/ healthy long-term momentum
(V)

with Jalapefio Peppers

’ GOOoD | GooD
SOURCE OF | SOURCE OF

PROTEIN | PROTEIN | cALCIUM
PER SERVING

10- 07502 g S pags | nerwT 7502 (210

USA, Mar 2026 ,g

GOOD | GOOD
SOURCE OF | SOURCE OF
PROTEIN | PROTEIN | CALCIUM

PER SERVING
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Creamers may be protein's last white space opportunity in dairy =~ “: INsIGHTS

of creams & creamers
feature a high or source of protein
claim

ultra-filtered protein creamer

Nurri Protein Creamer

NulTi

rotein '
c':eamer 5g protein and 1g sugar

chocolate per 4 tbsp.

lactose free Made with real milk and
24 FLOZ(1.5P7) 710 mL Cl‘eam ]

USA, Apr 2026



Not just for new category innovation: internationally, protein offers

p . . . o ) "% MARKET
opportunities to rejuvenate recipes in traditional categories “r3e INSIGHTS

Cottage cheese Cancoillote

BRAND

| COTTAGE skt
A CHEESE 9%

with Live & Active Cultures

¥ 14z
O L

1 % . 2 LK FAT
4 Daisy — N oo, o
— ' N\ OWFAT YOGURT ©°
= COTTAGE ; e
& ~— . e A0
N CHEESE ~

i . Central Market® by H-E-B Icelandic-Style Skyr
it the oAt Cutess Yogurt - deliciously thick and creamy,
thoughtfully crafted to be rich in protein, big

on flavor, with convenience in mind.

Driven by social media and the appeal of
protein, cottage cheese has been showing
strong dynamism.

Eranceinfo

Mostly in Europe, Icelandic Skyr is

positioning itself as a strong functional dairy
option.

Driven by TikTok trends, cancoillote, a traditional
French recipe, is experiencing sudden renewed
popularity for its low fat / high protein profile.


https://www.facebook.com/franceinfo/videos/cest-le-nouveau-ph%C3%A9nom%C3%A8ne-tiktok-la-cancoillotte-s%C3%A9duit-une-nouvelle-g%C3%A9n%C3%A9ration-/1402017261694837/

2%, INNOVA
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More than numbers

How can a product stand out‘once protein has
become the baseline? “—
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The protein-content race is maxing out "% INSIGHTS

¢ Lifeway
e

KEFIR

Hohday Cookies

g \‘ A \
LACTOSE FF@

Lifeway Kefir Cultured Low Fat Milk
With Holiday Cookies

USA, Jan 2026

2% MILKFAT N
Low~-Fal
GREEK YOGURT

PRO

EIN

% AppEgp sUGAR

]

NETWT 32,022 L8S) 076 PR

. i IN
UTWEDDARYORNENG o p o o 6 WGAR
Sprouts Farmers Market Low Fat Plain TH0L 7
ST i Oikos Pro Peach Cultured Dairy Drink
USA, Mar 2026 USA, Feb 2026

More protein content per serving




In the Dairy protein vs Plant-based protein race: Dairy leads in

protein amount

DAIRY VS ALTERNATIVES (MILK & YOGURT): PROTEIN CONTENT

Protein content (g/per 100g) of dairy and alternative dairy products tracked with a protein claim (Bubble size = # of launches

USA, 2021-2025)

o e e e e e e e e e e e e e e e

Lala Plus Mango Yogurt Drink
Excellent source of calcium .

Contains 11g protein . Contains 4g fiber.

Contains active probiotics.
Good source of protein
USA, Apr 2026
(5.3g protein/100g)

PROTEIN

Famant

T

1G |46

FIBER

Flax A A 1 |
Milk +prote

+protemn

46 UNSWEETENED
HGER VANILLA

)\

1a

”Rorsm

CALCIUM

" sratimy ¥R

s, INNOVA
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. Dairy

Dairy alternatives

Protein content (g/per 100g)

Good Karma Flax Milk Plus Protein
Source of vitamin D and calcium .
Contains 5g plant protein from

karmically powerful peas
Our flax milk blends plant-powered
nutrition with thoughtful intention for

a creamy, feel-good sip.

USA, Mar 2026
(2.1g protein/1009)
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Effectiveness and digestibility emerge as key differentiators 5i® INSIGHTS

What factors are the most important to you
when choosing food and drinks to get protein?

Mulu
18¢

Mulu
18s

25%

of US consumers are concerned about
how well the body absorbs or uses protein
(Effectiveness of protein type)

PROTEIN PROTEIN

HIEM PEOTEIN MiGM »ROTEIN

MULU's Proprietary Protein

This unique two -layer formulation boosts the protein
content and provides both fast and sustained fuel.

USA, Apr 2026



https://www.dfamilk.com/stories-inspiration/press/mulu-s-highest-protein-cottage-cheese

~8e% INNOVA

Protein is increasingly supporting a multi-benefit health platform i INSIGHTS

78% 17% 76%
#1 WEIGHT #2 HEALTHY #3 HEART HEALTH

“l controlled
my protein intake
to improve the

Supports heart health
& overall wellness

« all-natural

following physical Io. Our unigue tri - rich in antioxidants
health areas sugar*, and 3q carbs oy - no added sugars
in the past year” Fiack o ke 39 caass e
& s Consumers . R :
= H 100%0

NATURAL

Q8%
ABSORPTION RATE

CURB CRAVINGS | IMPROVE
METABOLISM | HEALTHIER HAIR, SKIN.
NAILS, & JOINTS

following
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What'’s next?

What can we learn from
innovation in adjacent categories?




Inspiration #1 - Fit in consumers’ regular routines: % INNOVA_
Clear protein innovation unlocks occasions in refreshing drinks 534 INSIGHTS
CLEAR
- Protein

| ZEROSUGAR

o
g
=2
>
c
<3
@
@
&

© USA Dec 2025

Passion guava flavored protein water
A blend of functional benefits including
electrolytes for hydration, and 10g clear
whey protein and BCAA’ s
protein goals.

t

o

CLEAR PROTEIN
22 | ZERO

WATERMELON Wayg
- 1 ARTINLIALLY Fo A

NATUSUMAY VOREn

4 12209802 (28 g) STICKS
F - NETWT 11.85 0Z (336 @)

© USA, Sep 2025 © USA Aug 2025

Watermelon wave flavored clear
protein powder. Zero sugar. 229
protein per serving.

Orange flavored sparkling clear protein :
say goodbye to chalky protein shakes and
hello to smooth, ultra -filtered whey
lprotéinisolatei r dai |y



Inspiration #2 - Keep it natural: Winning formulations from nuts ;3% INNOVA

are backed by clean-label and natural sourcing credentials “u3e® INSIGHTS

PROTEIN
BOOST ’”“gu WITH GDop STUF;_

BLUE :
DIAMOND =

44,

ALMONDS ; F
of nut spreads launches include a N i
high or source of protein claim 2% Y L ] PREMIUM
(USA, 2025) j D B VonTene
WHOLE @ ]
: B |
Top health claimsin snack nuts % penetration of health claimsin NATURAL ;
& seeds and nut spreads with snack nuts & seeds and nut spreads ':f
high or source of protein claims with high or source of protein claims 6G OF S ﬂj
Global, 2025 USA, 2025 PROTEIN® @“%
Vﬁ_f i
s T TS TETETEETEEEEETEEEETSEEEEEEETEETEEESE ~ ; PRy 28 b ”;?:
’ \ T—
' oy . 0 |
| No additives /preservatives 21% : USA, Apr 2026
|
: : Protein boost. Packed with good stuff.
| Natural 13% : Premium Monterey variety. 6g of protein
|
: |
|
'\ Organic 9% l

o e o e e e e e e e M R e e R M M e M M e e e e e e -



Inspiration #3 — Grassfed ingredients: Highlighting grass- .=, mnow

fed turns protein into a quality-and-provenance story Toyi INSIGHTS

GRASS-FED
WHEY PROTEIN IS[ILATEA

Hosstile Iso H1 Grass Fed
Whey Protein Isolate ¥a legion
Protein Powder )
100% pure whey isolate: LW . WHEY+
delivers 269 of premium . SR  vihEY PROTEIN 150U
grass -fed protein per o -
serving.

+21-,

Growth of new sports nutrition
launches that include a high or source of

protein & a grassfed claim
(USA, CAGR, 2021-2025)

USA, Mar 2026

Legion Whey Plus Protein Isolate Dietary Supplement
Grass -fed milk from Ireland that's gentle on the e
stomach, easy to digest , and doesn't cause bloating

or discomfort. USA, Mar 2026



Inspiration #4 — Weight management’s reinvention:

GLP-1 is creating a structural tailwind for daily protein

Shaklee Lemon Lime

VS Consumers Sparkling Protein
Shaklee This sparkling protein
is crafted with 409 of
clean, ultra -filtered,
ARKLING grass -fed BLG whey
consumed OTEIS protein with boosted
in their diet after starting to use -)EU\{QATE leucine and a superior
GLP-1 based weight loss methods 2OTEIN amino acid profile,
40 G OF making protein goals
PROTEIN easy to meet and
TURAL enjoy.
P-1 neutralizing cravings
PPORT for longer by naturally
> SUGAR raising your GLP -1
levels.
——

USA, Nov 2025

blocare

|gh protein snocks
support for people using G|

biocare.

high protein snacks

support for people using GLP-1s

USA, Mar 2026

ddub|§ ;

\ rotein
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Biocare High Protein
Cheddar Cheese
Double Bites

High quality protein

to preserve lean body
muscle mass.

Perfect companion to
your biocare beverage
and your GLP-1 meal
plan .

Low in calories & made
with what your body
needs.

Grab & go nutrition .


https://biocarenutrition.com/products/high-protein-chips

Key takeaways: Protein in Action

Building on strength, unlocking new value, shaping the next era of dairy innovation

Protein: In dairy,
The new normal the protein growth engine is uneven

Protein claims are now table stakes in Growth is uneven across categories,
the dairy space; differentiation must creating clear leaders and new white-
come from protein +. space opportunities.

%% INNOVA
i e MARKET

e INSIGHTS

Future growth
is about more than numbers

Future value will be driven by quality,
efficacy, targeted benefits, and format
innovation.



NEW PRODUCT EXPERT CONSUMER CUSTOM

DATABASE REPORTS INSIGHTS PROJECTS
Track thousands of Specialist analysis and We capture 35 million data Our team of consultants
products. Benefit from the future perspectives, from points annually, thanks to can help you identify
detailed analysis using macro-level to detailed our series of global opportunities for your
solid data. analysis. surveys. business.

Top Trends Let us tell you what we can do for you by reaching out to us at contact@innovami.com

Top 10 F&B Trends 2026 — Global - May 2026


mailto:contact@innovami.com
mailto:contact@innovami.com

QUESTIONS?
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THANK YOU
REACH OUT MORE

Mail to: Visit;
contact@innovami.com www.innovamarketinsights.com



mailto:contact@innovami.com
https://www.innovamarketinsights.com/

MAUREEN WINDISCH

Sr. Manager, Insights & Data Analytics
mwindisch@midwestdairy.com
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THANK YOU
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Disclaimer: The information in this document is intended for informational and
educational purposes only. Content including trademarks, brands and images are
the property of their respective owners. Innova Market Insights B.V. is in no way
liable for consequences associated with the contents of this document. Innova
Market Insights B.V. may amend this document at any time without notice and no
guarantees are offered in relation to any external links provided.

Terms of use: The reader is authorized to use this Innova report for their own
internal research purposes only and may not publish, reproduce, transmit or
otherwise make available or sell any of its contents, whether in hard copy,
electronically transmitted or any other form except with the prior approval in writing
of Innova Market Insights B.V.

Al use: Under no circumstances is the reader allowed to enter Innova data into any
Al program(s), including the reader’s internal Al program(s), as those programs
may eventually, intentionally or unintentionally, disseminate any inserted
information, including Innova data, publicly.
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