The shifting global
dairy market

Ushering in a new era of dairy products

Proprietary Research

Nutritional content in products is strongly
valued by consumers around the world,
but it is now especially important in dairy
and dairy alternative products that already
have a perceived health halo.
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About this report
In this report, Cargill set out to better understand the relative importance of different
factors in the decision-making process for purchasing dairy products (and
dairy substitutes), including texture, sugar-reduction claims and clean labels
for consumers worldwide. The goal was to gain a better understanding of the
consumer decision-making process when buying dairy and dairy substitutes in
13 key global dairy markets.
Companion objectives were comparing results within regions and across
regions, among label readers and clean-label seekers, understanding reasons
for dairy avoidance and gathering information on perceptions of dairy vs. dairy
alternatives.
Cargill conducted an online survey among decision makers for the purchase
of at least one of the dairy categories of interest.
•
•
•
•
		
•
•

Yogurt (all countries)
Ice cream (all countries)
Flavored milk (North American/South American/Asian countries)
Dairy-alternative products (North American/South American/
Asian countries)
Cream cheese (European countries)
Dairy desserts, excluding ice cream (European countries)
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Respondents assessed (ranked
and rated) different attributes in terms
of how important they were in their
purchase decision for that category.
Cargill has taken this proprietary
research, coupled with dairy insights
and data from a variety of sources, to
provide the reader with an in-depth
look at where the market is going
based on unique consumer attitudes
and insight and how these factors
are driving industry trends.

The global dairy market:
Understanding how consumers
think about dairy products

Consumer attitudes about dairy are changing around the world. Once heralded
as an essential part of a balanced diet in many cultures, dairy usage in some
categories has been in decline over the past two decades as consumers—
particularly in dairy’s most prominent markets—act in response to worries
over allergens, hormone usage and perceived unhealthfulness of some dairy
products.1,2,3
This is changing the landscape for dairy producers all around the world, as
they work to keep up with these evolving attitudes and the nuances in consumer
attitudes from region to region, while capitalizing on potential opportunities in
dairy consumption. At the same time, there are some trends that are helping to
drive dairy consumption worldwide that tend not to be strongly tied specifically
to a regional market and may be driving general growth of dairy products overall.
For example, interest in label-friendly products is on the rise in varied regions, but
also playing out differently depending on its overall prevalence. Paradoxically, in
countries where the clean label trend is more established (like the United States
and Denmark) and where manufacturers have already started including labelfriendly ingredients in their products, consumers appear to care less about the
number of ingredients on dairy product labels. In countries where the trend may
be less established, checking for label-friendly ingredients on dairy products is
more common. It is most important for consumers in China, Russia, Mexico and
Indonesia, with Indonesia having the highest incidence of consumers looking for
label-friendly ingredients. This tendency is moderate in Brazil, Spain, France and
Argentina, and even less common in the United States and Denmark.4,5,6,7
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Nutritional value is also strongly
important for most dairy consumers
around the world, but especially so in
dairy and dairy alternative products
that already have a perceived health
halo. So purchasers in all regions
are becoming more diligent about
checking the ingredients list and
Nutrition Facts box of their dairy
products.8,9,10,11

Europe: Emerging
dairy ideals
Beyond these broad trends, regional
attitudes are often more subtle. A
good example of such shifts is in
Western Europe, which is the secondlargest market for dairy products
in the world—second only to AsiaPacific.12 Dairy consumption in Western Europe is mature in comparison
to other regions, with high per-capita
consumption throughout the region
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The Americas:
A growing opportunity

and a strong dairy culture in many countries. That said, the dairy market has
been in decline for a number of years, as consumers there seek to change their
diets due to growing concerns about fat intake and animal rights issues, which
are driving some of these changing attitudes.13
Western European dairy sales between 2012 and 2017 saw a loss of $3.6
billion, according to data from Euromonitor International. Despite this decline,
there are growth possibilities for dairy products in Western Europe as the market
sees continued fluctuation between categories and continued premiumization.
In addition, ongoing development of new health-related products, such as
milk alternatives, are a bright spot for brands in the region. Germany and the
Scandinavian countries are expected to drive growth for dairy products in
the region, while Italy is expected to see the largest decline in usage due to
decreasing consumption of products containing lactose.14

Asia: Contrasting forces
By comparison, the market for dairy products in Asia-Pacific is a study
in contrasts. It is the largest region for dairy consumption in the world by
value, but has the lowest per-capita spending on dairy, in part because many
rural areas are just developing modern infrastructure to make chilled dairy
products more accessible.15
Overall, the region saw robust dairy sales between 2012 and 2017. The
majority of sales stem from China, but other developing markets with large
populations, such as India and Indonesia, are seeing rapid growth as well.
Several smaller countries posted double-digit expansion, including Pakistan
(14% CAGR), Laos and Vietnam (both 12% CAGR) and India (11% CAGR),
according to data from Euromonitor International. The category is expected to
strengthen through 2022.16
Growth in these regions is being driven by modern trade development,
changing consumer habits and dynamic product development, which makes
them ripe for growth potential in the dairy segment. Shifting preferences towards
packaged, branded dairy is propelling expansion in emerging markets, while
mature urban areas are more impacted by product trends.
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Consumption of dairy is also distinct
and variable in the Americas. Latin
America, for example, is one of the
fastest-growing dairy markets in
the world. But with sales of $430
billion in 2017, the market makes
up a relatively small piece of the
global dairy market, according to
Euromonitor.
Dairy is widely consumed in
the Americas, but shoppers spend
less than half on these products as
compared to consumers in North
America and Europe. The most
relevant Latin American markets
for dairy are Argentina, Brazil, Chile
and Mexico, all of which have seen
positive growth rates since 2012,
with Brazil being the largest market
and making up 37% of revenues for
the region.17 The Americas also differ
in that the region remains largely
fragmented, as opposed to more
developed markets like Western
Europe where private label products
have a commanding presence.18
Consumers in this region are
looking for more convenience when
they shop—seeking to purchase
groceries in a single location, which is
now driving growth of hypermarkets
and large supermarkets in Latin
America. However, inflation in the
overall market and lower purchasing
power are creating high sensitivity to
prices and causing consumers to cut
back and seek promotional deals.
Lifestyle trends will be key to
the growth of dairy consumption
throughout this region, but especially
in the bigger markets like Brazil and
Mexico. Brazil will continue to be
a strong dairy market in terms of
volume for the Americas over the
next few years, but it is also likely to

be one of the slower markets in terms of growth. Opportunities in the region will
be at both ends of the spectrum, from premium dairy items (such as flavored
milks and added-value drinking yogurts) to core staple products (like powdered
milks and yogurt) representing key categories.19

United States: An evolving market
The picture is substantially different in North America, which has seen one
of the most dramatic shifts for the dairy category in the declining per-capita
consumption of milk in the United States. Long considered an essential and
ideal food for families, overall milk consumption has fallen 22% from 2000–2016,
while intake of non-dairy alternatives has increased by triple digits, according to
data from the Packaged Facts report.20
Though this downturn is certainly dramatic, milk consumption is still
significant, with usage common in 90% of American households. However,
the shift is undeniable, with a number of important trends driving interest and
growing popularity of dairy alternative products. An aging population has
growing concerns related to health and weight management, while consumers
as a whole are leaning toward the belief that plant-based products are healthier
overall than animal-based products, both in terms of their personal health
and for animal rights. These plant-based products are also perceived as more
sustainable and better for the environment than animal-based products.21 Such
attitudes are behind the growing number of individuals following vegetarian
and vegan diets, as well as those taking a more flexitarian (or casual/flexible
vegetarian) approach to eating.22
The stakes are high in a category expected to reach $28 billion in the U.S.
by 2021, with alternative products by then predicted to make up 40% of that
total.23 The recalibration is significant enough that the dairy industry launched
a campaign to challenge the notion that plant-based milk can even be called a
milk. Federal courts have ruled against the effort, however, noting that
reasonable consumers understand there is no dairy element in plant-based
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milks, and indeed, this is one of the
reasons they purchase alternative
products.24
These changes leave global producers and marketers of dairy products with a challenge to understand
how consumers view dairy products
and what attributes are important
for their purchase. To shed light on
these issues, Cargill has conducted
expansive global research to help
understand the importance of different factors in the decision-making
process for both real-dairy segments and alternative dairy products, including important product
attributes such as texture and sugar
reduction.
This report includes research
findings from the United States and
Mexico, as well as six countries
in Europe, three countries in AsiaPacific and two countries in South
America. It looks at purchasers of
dairy in numerous categories, including yogurt, ice cream, flavored milk,
dairy alternative products, cream
cheese and dairy desserts.
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U.S. dairy consumption:
A consumer recalibration
Dairy consumption overall remains strong in the United States, with two-thirds of
respondents calling real dairy a regular part of their diet, while absolute dairy
avoidance is comparatively low at just more than one in ten shoppers. What is
perhaps most interesting now is that half of these respondents say they consume
both real dairy and alternative products.
Overall, great taste tends to be the most important product attribute in
purchase of all four dairy product segments analyzed in the U.S. by a margin of
nearly double that of other product qualities (see chart below). Taste also tends
to be more important for dairy than in other food categories, but other attributes
are influential too, including healthy ingredients, nutritional value and ingredient
quality. In general, about a third or more of these respondents do check the
nutritional information on products in all dairy categories, although these rates
are lower for ice cream.

Most important factor in purchase
66%
55%

49%

40%

18%
10%

Great taste

17%

23%

17%
7%

Healthy
ingredients

12% 14%

14%
11% 12% 9%

Nutritional
value

Quality of
ingredients

4% 3% 4% 5%

1% 1% 2% 4%

Appealing
texture

Label-friendly
ingredients

More important in this category than other categories (top-two box)
61% 60%
51%

49%

46%

41%

45%

44%

23%

Great taste

41%

45%

42% 42%

45%

46%

40%

49%

42%

36%
21%

19%

Healthy
ingredients

Nutritional
value

Quality of
ingredients

Appealing
texture

27% 27%
18%

Label-friendly
ingredients

Extremely likely to check
47%

46%

39%

34%
20%

Amount
of sugar
Yogurt

39%

38%
22%

37%

36%

44%

28%

36%

35%

39%
27%

32%

39%

21%

13%

Nutrition
facts panel
Ice Cream

Source: Cargill Proprietary Research. March 2018
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Ingredient
list
Flavored Milk

Amount
of protein

Amount
of fat

Dairy Alternatives

Ingredients are especially important in the dairy category, with twothirds of these purchasers saying
they expect dairy products to have
few ingredients, and over half using
the ingredient list to determine if
a dairy product is healthy or highly
processed.

60% seek dairy

products for
bone-health benefits
(e.g., calcium)

56% say real dairy
is a necessary part
of a balanced diet

48% say you can

eat a balanced diet
without real dairy

38% seek dairy

products for
digestive-health 		
benefits

Real dairy consumption
R eg ular part of my die t
67%
C o ns ume, b ut not on a re gul ar basis
20%
Limit my co ns umption
10%

12%

D o n’t eat at all
3%

are dairy
avoiders

Dairy alternatives consumption
42%
H av e t r ied dairy alte rnative s, but don ’ t li k e th em
24%
N ever t r ied dairy alte rnative s
21%

C o ns ume o nly dairy alte rnative s
4%

35%
28%
24%

R educing s at urate d fat consumption
Cut t ing b ack on dairy with age

Av oiding ant ib iotics in dairy
E n vir o nmental re asons
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23%

20%

A n imal r ig ht s / crue lty issue s

18 %

15 %

Dairy
sensitivity/
allergy

Avoiding added
growth
hormones

Avoiding added
growth
hormones

24%

28%

14%

14%

50%

consume
both

Reasons for dairy avoidance

Av o iding g r o wth hormone s

Dairy
sensitivity/
allergy

38%

29%

P r efer dairy alte rnative s, but al so c o n s um e R eal
8%

Da i ry s ens it ivity/ al l e rgy

Lactose
intolerance

35%

C o ns ume b o t h

L act o s e intolerance

Lactose
intolerance

Gender and age factors
Real dairy usage tends to skew
higher among men and shoppers
age 35–54, while women are more
than twice as likely as men to avoid
dairy for reasons like dairy allergies
and added growth hormones. Older
shoppers most commonly cited
nutritional reasons (reducing cholesterol or calories) for dairy avoidance, while younger respondents
more often mentioned animal rights
or environment issues as reasons to
skip dairy products.

Dairy insights by
category—it’s all about
expectations
Of the four dairy product categories
studied, ice cream is the most popular, followed by yogurt; but dairy
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While there is an overall preference for real dairy products among these U.S.
shoppers, many consumers do not tend to think real dairy is the only choice, and
they are relatively open to dairy alternatives:

U.S. dairy purchasers avoid
dairy products most often because
of lactose intolerance or a dairy sensitivity or allergy, although numerous
other issues are important for at least
one in five shoppers.

United States

Yogurt snapshot—A fine balance
Even with yogurt’s strong health credentials in major food trends like digestive
wellness and protein demand, taste still trumps all other product attributes—
even though shoppers tend to express its importance a bit less emphatically
than for other dairy categories. But this creates a tricky landscape for yogurt
manufacturers who must walk a fine line to balance the value of their products’
taste and nutrition for consumers. Nutritional value remains an important
characteristic for yogurt purchasers; therefore, these shoppers tend be more
on the lookout for ingredients they don’t want, such as chemical-sounding
ingredients and excess sugar.

Nutritional value
remains an important
characteristic for
yogurt purchasers.

Importance of product attributes in yogurt purchases
Avg. rank
Yogurt
(1=most clean-label
important)
seekers

Great Taste

2.3

2.8

3.1

2.7

3.2

3.2

3.3

3.0

4.1

4.4

5.1

4.9

Healthy Ingredi e nt s
Nu tritional valu e
Quality of in gre di e nt s
Appealing tex t u re
Label- friendly i ng re di e nt s
0%

10%

20%

30%

40%

M o s t I m p o rtant
4 t h M o s t impo rtant

50%

60%

70%

80%

2 nd Mo st Impo rtant
5 th Mo st Importan t

90%

100%

3rd most imp ortan t
Least Imp orta n t

purchasers overall do tend to buy from more than one category, especially
among the indulgent products.
As the new kid on the block, dairy alternatives seem to be held to a higher
standard than other more mature segments, though flavored milks are also
scrutinized. Interestingly, those who have tried dairy alternatives are more
likely to say they prefer the taste of real dairy over alternatives by a wide
margin. But it is also a matter of expectations. Many consumers expect dairy
alternatives (and to a lesser degree, yogurt) to be healthy, so they have a
higher bar to pass.
• 45% of respondents expect dairy alternatives to provide the same
experience as real dairy.
• Compared to purchasers of the other three product types, dairy alternatives
tend to see the most label scrutiny, with respondents noting that they are
extremely likely to check the amount of sugar, Nutrition Facts, ingredient
list, protein and fat content than for any of the other dairy categories.
• The sugar preference threshold for yogurt and dairy is lower: 9.2 grams and
11.5 grams, respectively.
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• GMOs are avoided by more
purchasers of yogurt and dairy
alternatives than by buyers of ice
cream and flavored milks.
• Almond is by far the most preferred
dairy alternative source, with 80%
noting this preference. Coconut
runs a distant second, at 59%.
Overall, across all of these dairy
categories, shoppers tend to use
brands as a filter and rely on trusted
brands to use healthy ingredients.

Dairy alternatives
snapshot: Here to stay
One of the most striking findings in this
report is that up to half of shoppers now

Flavored milks snapshot: Between treat and function
Flavored milk may be a beacon of light for the overall milk category, which has
continued to see declining sales. Brands in this category are on the rise, and
the segment reached $1.5 billion in 2017.27 But even with its recent success,
flavored milk is caught in the middle between the realm of treat and dairy staple.
Shoppers have high standards for flavored milks when it comes to repeat
purchase, with taste again the top factor for three out of four purchasers.

More than half of dairy
alternative shoppers say
the following attributes . . .
• Taste
• Feeling good about serving
the product to their children
• Product doesn’t separate
into water or thicker parts

. . . are extremely
important to repurchase.
Consistency and texture also rank as
extremely important for a majority of
shoppers in product repurchase.
This is not to say that purchasers of
flavored milks are not paying attention
to nutrition. They are, and more than
a third say they are extremely likely to
check all of the informational items on
the product package.

Ice cream—taste still reigns, but quality is crucial
U.S. shoppers are demanding more from their ice cream than ever. This
means recognizable ingredients that are both healthful and taste good, while
being devoid of ingredients that are perceived as negative, such as sugar and
sometimes even dairy-based ingredients themselves.25 The segment is now
seeing products enhanced with plant-based proteins and prebiotic fibers.
Younger, millennial shoppers are driving the growth of these alternative ice
creams, seeing them as a good fit with their lifestyles and families.26

Importance of product attributes in purchase of ice cream
Avg. rank
Yogurt
(1=most clean-label
important)
seekers

Great Taste

1.7

2.4

3.0

3.0

3.6

3.0

4.1

3.8

3.6

4.1

4.9

4.7

Quality of ing re di e nt s
Healthy Ingredi e nt s
Nu tritional valu e
Appealing tex t u re
Label- friendly i ng re di e nt s
0%

10%

20%

30%

40%

M o s t I m p o rtant
4 t h M o s t I mpo rtant

Proprietary Research

50%

60%

70%

80%

2 nd Mo st Impo rtant
5 th Mo st Importan t

90%

100%

3rd most imp ortan t
Least Imp orta n t
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say they consume both dairy and dairy alternative products, but still purchase and
consume real dairy products. Only 12% are true dairy avoiders. By far, almond milk
is the most commonly tried and liked of the alternative dairy products, with 80%
of consumers saying they have tried it. Coconut milk ranks second in popularity at
59%, followed by soy at 50%.
Despite its disruptive status, the alternative dairy category does have
similarities to other key dairy segments. For example, taste is still the most
important attribute, but its lead is not as high as in other categories.
Given that health considerations have been one of the key drivers in the
rise of alternative dairy, it is not surprising to see that total purchasers of dairy
alternatives are more likely to check all of the nutritional aspects on the package,
compared to purchasers of other dairy products.

Europe

Europe: Clinging to dairy culture,
but seeking new alternatives

To provide a deeper understanding of dairy usage among European shoppers, this
study looked at the dairy purchase habits and preferences, as well as ingredient
perceptions, of 1,806 shoppers in six countries: the United Kingdom, France,
Germany, Spain, Denmark and Russia.
As a whole, Europe is a region in transition—holding fast to dairy traditions,
while also seeking health-related alternatives. One of the most interesting
findings in this report is that usage of both real dairy and dairy alternatives are
both still relatively high in Europe. True dairy avoidance is also relatively low,
at 1 in 10 shoppers, with the highest avoidance in Denmark and the UK; while
shoppers in Spain are most likely to consume real dairy as part of their diet. Key
reasons for dairy avoidance are health-related (reducing saturated fat intake) or
tied to animal rights and cruelty issues.

Real dairy consumption in Europe
Eu rope
U nited Ki ngdom
Fr ance
Ge rmany
Spain
Denmark
Ru ssia
0%

10%

20%

30%

40%

R e g u l a r pa rt o f my diet
Limi t my c o n s umptio n
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50%

60%

70%

80%

90%

100%

Co nsum e , but n ot on a regul a r basis
Do n’t Eat at All

European dairy
consumers—a snapshot
While yogurt is the most commonly
purchased dairy product among the
categories studied, use of dairy alternatives is on the rise in Europe, either
exclusively or in addition to consumption of real dairy. Among those
who have tried dairy alternatives, a
preference for the taste of real dairy
remains and is about double that of
those who prefer the taste of alternative products (based on top-two box
agreement). In Russia, where dairy
avoidance is lowest, this taste preference for real dairy is almost eight
times that of alternative products.
Spain has the highest rate of alternative dairy consumption among the
European countries surveyed, with
two-thirds of 307 Spanish shoppers
surveyed saying they purchase alternative dairy exclusively or in combination with real dairy products.
There is an opportunity for dairy
alternatives to grow further. While 22%
of European shoppers claim they have
tried but do not like dairy alternatives,

Dairy alternative consumption
43% 43% 45%

Consume only dairy
alternatives
Europe

34%
22%

11%

27%
18%

15%

31%
23% 22%

23%

29%

28% 28% 26%

19%
11%

2%

Prefer dairy alternatives,
but also consume real dairy
United Kingdom

47%

France

Consume both

Germany

Have tried dairy alternatives,
but don’t like them
Spain

23% claim they have never tried them. The price premium of dairy alternatives may
be limiting their growth, as more than 4 out of 10 European shoppers surveyed
think that dairy alternatives are too expensive.
Overall, taste is universally important in the purchase of all dairy products,
but especially in the UK, France, Germany and Denmark. This is less true in
Spain and Russia, where the importance of great taste is on par with healthy
ingredients and ingredient quality in many categories—the one exception is ice
cream, where great taste is always ranked as highly important.
Nutrition is also generally important for European consumers when
purchasing dairy products. Shoppers in all six countries say they are at least
likely (top two boxes) to check some part of the nutritional information (the
ingredients list or Nutrition Facts Panel) on most dairy products at rates near
50% or greater. That said, shoppers in all six European countries are less likely
to check nutritional information when buying ice cream.
When it comes to dairy product attributes, avoiding GMOs and chemicalsounding ingredients is common for all dairy categories at rates of close to two-

Denmark

Never tried dairy
alternatives
Ru ssia

thirds, although these attributes tend
to rank as more troubling for nearly
80% of shoppers in Russia. Russian
respondents also more often say they
seek out organic ingredients in dairy
than shoppers in the other European
countries surveyed.
Overall, European shoppers pay
attention to ingredients, with close
to 60% in most countries saying
they are an indicator of how healthy
a dairy product is.

Negative opinions on certain ingredients are more pronounced in
yogurt than in other categories with less of a “health halo.” This is
especially the case in the UK, France and Spain, and to a lesser extent
in Denmark and Germany.
Shoppers in Europe are at least somewhat likely (top four boxes
in a five-point scale) to check for sugar content in most dairy
products at rates of more than 8 in 10. Overall desired sugar
content is lowest in dairy desserts and highest in ice cream.
Sugar preferences are highest in Denmark, followed by Germany.
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Europe

2% 4% 5% 2% 1% 4% <1%

9% 9% 7% 10%

15%

50%
36%

There does, however, tend to be a wide variance across countries when it comes to
the purchase impact of certain ingredients:

Europe

Germans prefer real dairy
Real dairy is popular in Germany, with
over two-thirds of German shoppers
preferring the taste of real dairy over
dairy alternatives, and a similar number
agreeing that real dairy is a necessary part of a balanced
diet. A majority of German shoppers expect dairy products
to have few ingredients and are willing to pay more for those
dairy products they consider to be healthier. However, when
compared to other Europeans, German shoppers appear
to rely less on ingredient labels, with only 38% looking at
ingredients to help them determine whether a dairy product
is healthy (as opposed to 58% for all European shoppers).

65% prefer the taste of real

dairy over dairy alternatives**

65% expect dairy products
to have few ingredients

58% say they will pay more
for dairy products that they
consider to be healthier

Brits find dairy alternatives too expensive
As in other European countries, a majority
of UK shoppers prefer real dairy over dairy
alternatives. However, British shoppers
appear to be rather price sensitive, with
only 40% claiming they are willing to pay more for dairy
products they consider to be healthier (as opposed to 58%
of all European shoppers). Moreover, about half of British
shoppers think dairy alternatives are too expensive. At the
same time, a lot of British shoppers have high expectations
of dairy alternatives, comparing them with real dairy and
expecting a similar experience from them.

60% prefer the taste of real

dairy over dairy alternatives**

59% expect dairy products
to have few ingredients

47% expect dairy alternatives

to provide the same experience
as real dairy

French shoppers read the ingredient list
French shoppers have high expectations
of dairy when it comes to health, and more
than half of them expect dairy products to
be healthier than other foods. Compared
to shoppers in most other European countries surveyed, they
are more likely to check the ingredient list on dairy products,
and to use the ingredient list to determine whether a product
is healthy. More than 60% are willing to pay more for those
dairy products they consider to be healthier, and an equal
number look at the ingredients in dairy products to determine
how healthy these dairy products are.

72% expect dairy products
to have few ingredients

62% say ingredients help
them determine if a dairy
product is healthy

62% use ingredients to

determine whether a dairy
product is highly processed

**Among those who have tried dairy alternatives
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Spanish shoppers on the lookout for sugar

70% say ingredients help
them determine whether
a dairy product is healthy

66% expect dairy to have
few ingredients

49% claim they pay more
attention to the amount
of sugar in dairy products
than in other types of food

Danes are more moderate about dairy
Danish shoppers seem to be the least
opinionated about their dairy products,
with only half agreeing that real dairy
is a necessary part of a balanced diet
(whereas 64% of all Europeans surveyed think this is the
case). Probably as a consequence of the “clean label” trend
being more established in Denmark, Danish consumers
appear to give less scrutiny to the number of ingredients in
dairy. Also, much like British shoppers, Danish shoppers tend
to be price-sensitive about dairy alternatives, with about half
of shoppers noting that dairy alternatives are too expensive.

58% prefer the taste of real
dairy over dairy alternatives

54% expect dairy products
to have few ingredients

54% say they will pay more

for dairy products they consider
to be healthier

Strong dairy perceptions in Russia
Of all the shoppers surveyed, those
in Russia tend to have the strongest
opinions about their dairy products. Of
those who have tried dairy alternatives,
more than 8 in 10 note that they prefer the taste of real dairy
to alternatives, and find real dairy to be more satisfying than
dairy alternatives. About the same number of shoppers
believe that dairy is a necessary part of a balanced diet.
Russian shoppers are generally more likely than purchasers in
other countries surveyed to check for nutritional information,
especially the ingredient list and Nutrition Facts panel.
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83% think real dairy is
a necessary part of a
balanced diet

73% expect dairy products
to have few ingredients

72% say ingredients help
them determine if a dairy
product is healthy
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Europe

About half of Spanish shoppers claim
they pay more attention to the amount
of sugar in dairy products than in other
types of food, which is considerably more
than the average of European shoppers. While more than
half of Spanish shoppers claim that dairy alternatives are
too expensive, dairy alternatives seem relatively popular in
Spain. About half of Spanish shoppers believe that plantbased foods are healthier than animal-based foods, and
about one quarter prefer the taste of dairy alternatives over
real dairy.

Asia-Pacific

Asia-Pacific:
Potential for explosive growth

Real dairy consumption

76%
63%
55%
36%

61%

33%
22%
14%

4%

1%

6%

7%

5%

Don’t eat at all

5%

5%

7%

Limit my
consumption

Consume, but not
on a regular basis

Regular part
of my diet

Dairy alternatives consumption
48%

54%

51%
39%

34%
24%

17% 19%
4% 2% 2%

9%

Consume
only dairy
alternatives
Asia

14% 17% 17%

8%

Prefer dairy
alternatives, but also
consume real dairy
C h i na

16%
5%

J apan
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Consume both

Indo ne sia

Have tried dairy
alternatives, but
don’t like them

8%

Urbanization and the rise of modern
trade will benefit the overall dairy
segment in Asia-Pacific, as supermarkets and independent grocers
play a key role in providing access
to chilled dairy products like yogurt
and fresh milk. Product freshness
is also playing an essential role in
the growth of dairy here—providing
nutritious, shelf-stable products as
health consciousness gains traction
for consumers in this region.28
In this study, Cargill research
delves deeper into Asian dairy consumption, looking at three key countries: China, Japan and Indonesia.
Respondents were asked about their
consumption habits, dairy preferences, perceptions of dairy ingredients and how they impact shoppers’
purchasing behavior. Among the key
findings, dairy category purchasers
in Asia-Pacific (like consumers in
both Western Europe and the United
States) report high usage of both real
dairy and dairy alternatives. However, what is different in this region is
that a majority of shoppers consume
dairy alternatives, either solely or in
addition to real dairy. This is particularly true in Indonesia, where 24%
of respondents prefer dairy alternatives. Consumption of alternative
dairy products is lowest in Japan.

11%

Never
tried dairy
alternatives

The Asia-Pacific dairy
consumer
More than half of dairy purchasers
in the region tend to rate nutritional
value, healthy ingredients and ingre-

In general, Chinese shoppers
have high expectations for dairy
products of all types, with 77% saying
they expect them to be healthier
than other types of food. More than
70% note these products should
have few ingredients, and 74% say
ingredients help them determine if a
dairy product is healthy or not. But
they also put their money where their
mouth is.

Asia-Pacific: Reasons for dairy avoidance

dairy products
for bone-health
benefits (e.g., calcium)

T o r educe my chol e ste rol
27%
T o r educe my cal orie consumption
26%
I d on’t like t he taste of dairy
25%
T o r educe s at urate d fat
20%

79% say they

will pay more for
dairy products
they consider healthier

77% seek

75% seek dairy

products for
digestive health
benefits

I ’ m cut t ing b ack on dairy as I age
18%
T o r educe my Sugar/ Carb Consumptio n
18%

Chinese shoppers move toward healthful dairy
Consumption of both dairy and dairy alternatives is relatively
common in China, with 54% saying they consume both types of
products. But their consumption habits and perceptions of dairy
products are also somewhat contradictory. One in three dairy purchasers say
they consume dairy products, but not on a regular basis, yet nearly two-thirds
call these products a regular part of their diet (61%).
All-out dairy avoidance in China is low, with only 1% saying they don’t
consume these products at all. However, when they do avoid dairy, it is most
often for health-related reasons. Just over 25% say they avoid dairy to reduce
cholesterol, calories, saturated fat or because they want to cut back on dairy as
they age.

Proprietary Research

Indonesia:
The next big market
Just more than 50
percent of Indonesian
dairy respondents say
they consume both real dairy and
dairy alternatives, but this country
also boasts the highest rates of
dairy alternative-only consumption
amongst consumers in the Asian
countries surveyed, 9%, as well
as the highest rates of real dairy
avoidance or limited consumption,
at 7%. Like the Chinese consumers,
they cite health reasons for avoiding
real dairy, but for these purchasers
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Asia-Pacific

dient quality as highly important to their product purchase in all of the dairy segments analyzed, with the exception of ice cream, where these attributes rated
lower. Taste is also an important factor in all dairy products, but Japanese shoppers place more value on great taste as compared to shoppers in China and
Indonesia, especially when it comes to ice cream. In China and Japan, labelfriendly ingredients rank as the least-important product attribute, whereas in
Indonesia, appealing texture ranked lowest.
Of the four dairy categories, yogurt is most commonly purchased in Japan
and China, while flavored milks are less popular.
Shoppers in all three countries tend to check both the ingredient list and the
Nutrition Facts Panel when buying dairy. That said, Japanese shoppers tend to
be less likely to check any of the nutritional information sources.
Products’ sugar content is on the radar for most shoppers in the region,
with nearly all of those surveyed in Asia saying they are at least somewhat likely
(top four boxes) to check the amount of sugar in dairy products. Among the
four categories, Chinese consumers prefer the most sugar in flavored milk;
Indonesian shoppers’ preferences are similar across the categories, except for
dairy alternatives, where the threshold was lowest.

Asia-Pacific

it is also about taste, with one in three saying they avoid dairy because they
dislike the taste. Among Indonesian shoppers who have tried both products,
the gap between the preference for the taste of real dairy (56%) and the
preference for the taste of dairy alternatives (42%) is less pronounced than in
other Asian countries.
Overall, shoppers in Indonesia are the most opinionated about dairy
products in this region. They emphasize the importance of nutritional value,
healthy ingredients and quality ingredients at rates higher than their counterparts.
They are also most likely to care about label-friendly ingredients, noting their
importance in all categories at rates of more than half.
When it comes to dairy alternatives, soy is by far most preferred by shoppers,
with 77% saying they most commonly tried and liked products from this source.
Indonesian dairy purchasers tend to be fairly positive about most ingredients,
with only one having a net-negative purchase impact—glucose syrup in dairy
alternatives. Indonesian shoppers react most favorably to dairy products with
wheat protein and natural flavors.

82% seek dairy products for bone health
benefits (e.g., calcium)

81% say ingredients help them determine
if a dairy product is healthy

81% seek dairy products for digestive
health benefits

Japanese are variable in dairy consumption
Among those surveyed, Japanese shoppers were more variable
than Chinese and Indonesian category purchasers. They typically
rate great taste in all categories as the most important attribute,
and describe it as more important to purchase than do shoppers in the other two
countries. That said, more than half of Japanese shoppers say that nutritional
value, healthy ingredients and ingredient quality are important in all dairy categories except for ice cream, although they are less inclined to check nutritional
information.
Real dairy consumption is highest among Japanese purchasers, with 76%
calling these products a regular part of their diet. In turn, alternative dairy usage
is lowest in Japan, with only one-third noting they consume both real and
alternative dairy, and 39% saying they have never tried alternative products, a
rate more than double that in the other two countries.
It follows that dairy avoidance is comparatively low, although the reasoning
behind it tends to be comparable to other countries—with the highest rates of
shoppers noting a reduction of cholesterol and calories and a dislike of the taste
as top reasons for avoidance. Category purchasers in Japan note a preference for

16 The Shifting Global Dairy Market

almond as the source of alternative
products over soy-based products,
but overall, they indicate a net
negative purchase impact regarding
most dairy ingredients.
A majority of Japanese respondents expect dairy products to be
healthier than other types of food.

64% say

they seek dairy
products for
digestive health benefits

60% say

real dairy is a
necessary part
of a balanced diet

58% seek dairy

for bone-health
benefits (e.g.,
calcium)

Latin America:
Poised for dairy growth

65% 64%

27% 28%

1%

1%

4%

1%

Don’t eat at all

7%

8%

4%

23%

71%
63%

27%

7%

Limit my
consumption

Consume, but not
on a regular basis

Regular part
of my diet

Dairy alternatives consumption
54% 55% 52% 51%

14% 15% 13% 14%

16% 16% 16% 16%

13% 11% 16% 14%

Have tried dairy
alternatives, but
don’t like them

Never
tried dairy
alternatives

3% 3% 3% 5%

Consume
only dairy
alternatives

Prefer dairy
alternatives, but also
consume real dairy

Ame r i c a s

Mexico

Proprietary Research

Consume both

Arg entina

Bra zil
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Latin America

Real dairy consumption

The market for dairy products in
Latin America is less mature than in
the other regions studied for this
report, but it has the potential for
significant growth in the next few
years. Traditionally, cheese products
and yogurt have been among the
strongest dairy players in this region,
but, as consumers here recognize
the health virtues of alternative dairy
products, this market is likely to see
some shift away from the established
attitudes that make milk and cheese
such a common dietary staple.
Growth of dairy products in the
region does tend to be polarized.
Brazil is the largest dairy market in
Latin America, driven by the popularity of milk, which made up 40% of
2017 dairy sales in that country.29 It is
a popular staple enjoyed by adults as
well as children throughout the day. In
other Latin American countries, such
as Argentina and Mexico, cheese has
seen increasing popularity and overtaken milk as the most popular dairy
item. However, as consumers here
seek more shopping convenience
and support modern grocery stores,
the alternative dairy market is also
on the rise and may challenge these
dairy consumption habits.
To better understand these shifts
in consumer attitudes, Cargill looked
more deeply at dairy consumption
habits in three of the major dairy
markets for the Americas: Brazil,
Mexico and Argentina. While this
dairy market is less modern than
regions in other parts of the world, it is
interesting to note that consumption

Latin America

patterns here are moving in the same direction, with growing use of both real
dairy and dairy alternatives, expanding interest in dairy products for health
benefits, and similar levels of interest in nutritional aspects of dairy products.

The Americas dairy consumer
Shoppers in the Latin American countries surveyed typically consume dairy products for health benefits, such as healthy bones and digestion. In Mexico and
Argentina, dairy products are more often sought for bone health than digestive
benefits, while these benefits are more equally sought after in Brazil. Of the four
dairy categories, yogurt is most commonly purchased in all three of these coun-

Factors in purchase decision
Nutrition Facts
8 servings per container
Serving size
2/3 cup (55g)
Amount per serving

Calories 


230
% Daily Value*

Total Fat 8g
Saturated Fat 1g

10%
5%

Trans Fat 0g
Cholesterol 0mg

Shoppers in all three countries are most
likely to check the Nutrition Facts panel
when buying flavored milks.

0%

More than two-thirds of shoppers in
Argentina and Mexico check the Nutrition
Facts panel for yogurt and alternative
dairy products.
Sugar preferences for dairy products
are similar for all three countries.
Shoppers in all three countries most often
check ice cream for the amount of sugar
it contains.
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tries, followed by ice cream. Flavored
milks are more popular in Mexico
than Argentina and Brazil, and those
with children in the home—regardless of country—skew higher on purchasing flavored milk than shoppers
in households without children.
Great taste is, not surprisingly,
very important for shoppers here
and an important factor in product
purchase for all dairy categories, but
this is especially true for ice cream.
Appealing texture and label-friendly
ingredients tend to be less important
and are almost always ranked last
in product purchase relevance,
although this attribute tends to be
more important for ice cream than
other categories.
Nearly two-thirds of respondents
in the Americas do note high expectations for dairy products overall.
• 68% expect dairy products to
have few ingredients (they should
be mostly milk)
• Real dairy is a necessary part
of a balanced diet
• Ingredients help them determine
if a dairy product is healthy

Dairy traditionalists
in Argentina

In dairy products, nutritional value, healthfulness, and high-quality ingredients
tend to be important for at least half of shoppers surveyed in the Americas,
although these attributes are a bit less important for ice cream.

Dairy alternative use on the rise
More than half of dairy category purchasers surveyed in the Americas consume
both real dairy and dairy alternative products, but close to 60% of shoppers in
all three countries consider real dairy more satisfying than dairy alternatives.
That said, across all three countries, as many as 7 in 10 shoppers do use dairy
alternatives, either solely or in addition to real dairy. Usage of dairy alternative
products is highest in Mexico and lowest in Argentina. Dairy shoppers in
the Americas have tried a number of dairy alternative products from various
sources, with the most popular being products made from almond, coconut
and soy. Shoppers in Mexico and Argentina more often prefer products made
with almond, while those in Brazil note a slight preference for coconut-based
dairy alternatives.
Like their counterparts in the other regions surveyed, avoidance of real
dairy is relatively low in the Americas, as 1 in 10 shoppers say they avoid dairy
altogether or try to limit it. Real dairy avoidance is highest in Brazil and lowest
in Argentina. The Americas shoppers who do avoid or limit dairy do so most
often citing lactose intolerance (especially prevalent in Mexico) or to reduce their
saturated fat or sugar/carb consumption. Overall, close to 60% of shoppers
surveyed in the Americas feel that dairy alternatives are too expensive.

The Americas: Reasons for dairy avoidance
B ecaus e it is an animal product

72% seek dairy

21%

products for bone
health benefits

A n imal r ig ht s / crue lty issue s
22%
Av oid adding growth hormone s

62% say

22%
T o r educe my cal orie consumption

ingredients help
them determine if
a dairy product is healthy

24%
T o r educe my chol e ste rol
28%
T o r educe my Sugar/ Carb Consumptio n

61% say they will

31%
T o r educe my saturate d fats
34%
L a c t o s e int o le rance
35%
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Argentina is one of
the most moderate
and traditional dairy
markets in the Americas. Shoppers
here are more likely than those in
other countries to consume real dairy
on a regular basis, and they are least
likely to have tried alternative dairy
products. Nearly 70% consider real
dairy a regular part of their diets,
while 52% consume both and only
about 3% consume alternative dairy
products exclusively. Not surprisingly,
the gap between taste preference for
real dairy over dairy alternatives is
also largest in Argentina.
Shoppers here also tend to be a
little less concerned about the nutritional value of their dairy products,
and overall they typically note less
importance for the healthfulness and
quality of ingredients. However, they
tend to rate the importance of taste
higher than other product attributes.
Similarly, they are less likely overall
than shoppers in Brazil and Mexico
to check nutritional information on
dairy products.

pay more for dairy
products they
consider to be healthier
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Latin America

• They prefer the taste of real dairy over dairy alternatives
• They will pay more for dairy products they consider to be healthy
• They expect dairy products to be healthier than other types of food

Latin America

Brazil: The Americas’ leading dairy market
With retail sales of $25 billion, Brazil is the Americas’ top dairy
market30 and consumption here dictates dairy performance in the
region. The country is predicted to continue to be the largest for
dairy consumption in the Americas, although growth will likely slow. The size of
this market also makes for lively and progressive attitudes about dairy products.
Shoppers in Brazil tend to be receptive to dairy alternatives, and they typically
look closely at dairy products in making purchases. Of the Latin American
countries surveyed, they are most likely to factor in all product attributes when
they purchase dairy products, from nutritional value to label-friendly ingredients,
and they are also a bit more likely than their counterparts in Argentina and
Mexico to say taste is important for their dairy products. High numbers of these
shoppers say they check dairy products for ingredients as well as sugar, protein
and fat content.
Shoppers here are also fairly similar in their dairy expectations to respondents
in Mexico, but Brazilian dairy purchasers tend to have a higher perception and
expectation for dairy alternative products. For example, at 71%, they are most
likely to say they expect dairy alternatives to provide the same experience as real
dairy, and they are most likely to note they prefer the taste of dairy alternative
products. The gap between the preference for the taste of real dairy (59% toptwo boxes) and the preference for the taste of dairy alternatives (41%) is also
less pronounced.

70% look at the sugar content of dairy
products they serve to children

69% seek dairy products with digestive
health benefits

67% say ingredients help them determine
if a dairy product is healthy

Embracing alternative dairy in Mexico
Like Brazil, Mexico is a more progressive market when it comes
to dairy consumption. In fact, respondents here cite the highest
use of dairy alternatives, with three in four saying they consume
these products, and more than half noting they consume both. Shoppers here
are similar to those in Brazil who place high importance on nutritional value, and
healthy, high-quality ingredients, but they also have high expectations regarding
taste of dairy products. They are nutritionally savvy and are slightly more likely
than their counterparts in Brazil to check the Nutrition Facts box, with close to
80% saying they do so for flavored milks and alternative dairy products. The
amounts of sugar, protein and fat also tend to be very important for shoppers
here in all dairy categories.
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Among shoppers surveyed in
the Americas, those in Mexico tend
to also have the highest perceptions
about and expectations for real dairy
products. They are most likely to say
they prefer the taste of real dairy over
dairy alternatives and note that real
dairy is more satisfying than their
alternative counterparts.

72% seek dairy

product for bone
health benefits
(e.g., calcium)

72% say

ingredients help
them determine
if a product is healthy

69% say

real dairy is a
necessary part
of a balanced diet

A new era of dairy products
Dairy products worldwide have been successfully riding the wave of numerous
consumer trends. On the whole, dairy manufacturers have stayed ahead of the
curve on growing consumer demands for more healthful, transparent products,
capitalizing on their inherent health halo for bones and digestion, and meeting
consumers’ demands for more protein and “clean label” products with new
product development and innovation.
While markets around the world exhibit different growth curves and nuanced
perceptions, there are numerous similarities in dairy attitudes and consumption.
Dairy shoppers in many regions still cling to their dairy traditions, even as they
embrace new options for health and environmental concerns. They also almost
universally have high expectations for all dairy products, both traditional and
alternative, with taste and ingredient perceptions still strongly important for
consumers in every market surveyed and in every dairy category. These similarities
aside, global dairy consumption is evolving and manufacturers and producers will
have to stay on top of changing consumer attitudes to remain relevant in the
increasingly competitive segment. The stakes are high as global demand for dairy
is predicted to see steady growth of 2.5% annually through 2020.31

Key study takeaways
Dairy alternatives are here to stay. Not everyone likes them and a significant majority
of global dairy consumers prefer real dairy to alternative products, but their
rise is unmistakable and consumers indicate increasing acceptance of these
products worldwide. To be sure, they have come a long way since the first soy
milks hit the market, with a variety of new and healthful options produced from
fruits, grains, legumes, nuts and seeds. As these products continue to improve,
consumers will likely continue to embrace them with the growing prevalence
of dairy sensitivity, perceptions that plant-based dairy alternatives have greater
health properties, and increasing concerns about the impact of dairy on
environmental issues and animal rights.
Clean-label expectations for dairy are critical. The demand for “clean label” products
and transparency in dairy is certainly driving innovation in the sector, and dairy
consumers will continue to push the envelope in scrutinizing product labels.
Clean label seekers in this report are already setting the bar by being the most
likely to check for nutritional information, seeking ingredients that are organic
and using the ingredient list to help avoid highly processed foods, GMOs, and
unfamiliar or chemical sounding ingredients. As a result, they will likely continue
to pull companies further toward using label-friendly ingredients and adopting
transparent practices.
Innovation spells success. Consumers are looking to dairy products to not only
meet their health and nutrition demands, but also help them cope with their
busy, hectic lifestyles.

Proprietary Research

One need only look at the growth
statistics in the dairy beverage
category from 2012–2017 in trendsetting markets like the United States
to see the writing on the wall:

+91%
Ready
to drink
coffees

+43%

Dairy
alternatives

+64%
Drinkable
yogurts

-13%
Dairy
milk

Source: Euromonitor International

Lifestyles and consumer preferences are changing, so successful
manufacturers will have to continue
to innovate and stay ahead of these
evolving consumer dairy expectations. New “clean label” solutions
and transforming the taste and texture of dairy alternatives to more
closely match real dairy will be key
drivers of innovation.
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Cargill dairy solution portfolio
Cargill specializes in helping manufacturers meet the
growing demand for innovative, great tasting products
that address some of the most pressing formulation
concerns in dairy products. This includes reduced-sugar
product development with zero- and low-calorie sweeteners that replicate the
taste of sugar as well as texturizers that can mimic the texture, function and
mouthfeel of fats.
Cargill offers a portfolio of sweeteners ranging from sugar and corn sweeteners
to high-intensity sweeteners that are typically several hundred times sweeter
than sugar but contain zero- or low-calories, which can substantially reduce or
eliminate added sugars in dairy applications. Cargill’s sweetener ingredients offer
a range of sweetness levels depending on the goals of the manufacturer.

Full stevia
portfolio—Reb A,
ViaTech® stevia
sweeteners,
EverSweet™
next-generation
sweetener

Zerose®
erythritol,
Maltitol

Tapioca
syrup

Sugar,
including
turbinado

Corn
sweeteners and
glucose-fructose
syrup, including
reduced-sugar
corn syrup
and crystalline
dextrose

Cargill has a wide variety of texturizing solutions for dairy with numerous
label-friendly, healthful and custom options. Consumers are looking for greater
nutrition, functionality and transparency in their dairy products. They also
expect their yogurts and dairy treats to have the same creamy texture and their
beverages the same great taste and mouthfeel. Sugar reduction is also important
for many consumers, but taste and texture remains critical.

Cargill’s texturizing solutions
can help balance these complex and
often contradictory expectations.
Sometimes it takes multiple labelfriendly ingredients to replace one
less desirable ingredient to achieve
the same texture and stabilization.
Cargill is an experienced formulation
partner that can help streamline and
speed the path to market with a
portfolio of texturizing solutions for
dairy and dairy alternatives.

• Carrageenan
• Chicory root fiber
• Custom texturizing
systems
• Lecithins
• Maltodextrins
• Pectins
• Starches
• Plant proteins
• Xanthan gum

Claims: The labeling, substantiation
and decision making of all claims for
your products is your responsibility.
We recommend you consult regulatory and legal advisors familiar with
all applicable laws, rules and regulations prior to making labeling and
claims decisions.
Some Cargill products are only approved for use in certain
geographies, end uses, and/or at certain usage levels.
It is the customer’s responsibility to determine, for a particular geography, that (i) the Cargill product, its use and
usage levels, (ii) the customer’s product and its use,
and (iii) any claims made about the customer’s product,
all comply with applicable laws and regulations.
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Respondents’ demographics
United States

Nationally representative sample of 840 surveys were collected from respondents with
primary or shared responsibility for grocery shopping. By category:

47% 53%

Yogurt (n=335)
Ice cream (n=401)
Flavored milk (n=319)
Dairy alternative products (n=337)

Respondents by age

29%
41%
30%

18–33
34–48
49–78

Europe

Nationally representative sample of 1,806 surveys were collected from respondents with
primary or shared responsibility for grocery shopping. By category:

40% 60%

40% 60%

55% 45%

United Kingdom (n=299)

France (n=309)

Germany (n=295)

Yogurt (n=107)		
Ice cream (n=140)
Flavored milk (n=145)
Dairy alternatives (n=147)

Yogurt (n=47)		
Ice cream (n=110)
Flavored milk (n=151)
Dairy alternatives (n=150)

Yogurt (n=122)		
Ice cream (n=104)
Flavored milk (n=150)
Dairy alternatives (n=150)

Respondents by age

Respondents by age

Respondents by age

18 – 3 3
3 4 –4 8
4 9 –7 8

31%
45%
24%

28%
50%
22%

18–33
34–48
49–78

56% 44%

21%
45%
34%

18–33
34–48
49–78

51% 49%

53% 47%

Spain (n=307)

Denmark (n=290)

Russia (n=306)

Yogurt (n=148)		
Ice cream (n=118)
Flavored milk (n=149)
Dairy alternatives (n=149)

Yogurt (n=103)		
Ice cream (n=142)
Flavored milk (n=147)
Dairy alternatives (n=103)

Yogurt (n=107)		
Ice cream (n=149)
Flavored milk (n=151)
Dairy alternatives (n=148)

Respondents by age

Respondents by age

Respondents by age

18 – 3 9
4 0 –7 8

51%
49%

18–33
34–48
49–78
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38%
36%
26%

18–33
34–48
49–78

28%
47%
25%
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Asia Pacific

Nationally representative sample of 1,204 surveys were collected from respondents with
primary or shared responsibility for grocery shopping. By category:

51% 49%

47% 53%

46% 54%

China (n=602)

Japan (n=298)

Indonesia (n=301)

Yogurt (n=271)		
Ice cream (n=209)
Flavored milk (n=319)
Dairy alternatives (n=257)

Yogurt (n=147)		
Ice cream (n=162)
Flavored milk (n=100)
Dairy alternatives (n=113)

Yogurt (n=101)		
Ice cream (n=130)
Flavored milk (n=164)
Dairy alternatives (n=124)

Respondents by age

Respondents by age

Respondents by age

18 – 3 3
3 4 –4 8
4 9 –7 8

41%
46%
13%

18–33
34–48
49–78

19%
43%
38%

18–33
34–78

48%
52%

The Americas

Nationally representative sample of 1,416 surveys were collected from respondents with
primary or shared responsibility for grocery shopping. By category:

45% 55%

57% 43%

51% 49%

Mexico (n=801)

Argentina (n=306)

Brazil (n=309)

Yogurt (n=305)		
Ice cream (n=397)
Flavored milk (n=399)
Dairy alternatives (n=379)

Yogurt (n=123)		
Ice cream (n=150)
Flavored milk (n=132)
Dairy alternatives (n=141)

Yogurt (n=121)		
Ice cream (n=149)
Flavored milk (n=149)
Dairy alternatives (n=148)

Respondents by age

Respondents by age

Respondents by age

18 – 3 3
3 4 –4 8
4 9 –7 8

52%
37%
11%
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18–33
34–48
49–78

40%
39%
21%

18–33
34–48
49–78

46%
37%
17%
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