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This report looks at the following areas:

= Operators look to address consumer concerns on sugar
= On-the-go occasion provides potential for expanding usage
= Innovation on flavour can help to improve yogurt's positioning as lacking in excitement

Spoonable yogurt continues to dominate the market. Leading operators such as Danone cut back on
both NPD (New Product Development) and above-the-line support in 2013, which was reflected in the
lacklustre sales performance. Drinking yogurt saw a marked decline in 2013 following EFSA’s (European
Food Safety Authority) rejection of the probiotic claim in December 2012. While this downward trend is
expected to continue in 2014, it will likely be to a much lesser extent.

Operators are unlikely to repeat the flurry of activity seen a couple of years ago and the market is
struggling to recruit new users or encourage consumption around new usage occasions. The on-the-go
occasion does, however, pose potential for growth.

DID YOU KNOW?

more holistic view of this market

“That half of users of yogurt/yogurt drinks express concern
about the sugar content in these highlights the need for the
industry to tackle this issue. Trends towards clearer on-
pack labelling in the UK will shine more light on the sugar

content of yogurts.”

— Amy Price, Senior Food and Drink Analyst
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Figure 31: Share of advertising expenditure in the UK yogurt and yogurt drinks market, by top 10 brands, 2013
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Key points

Multiples dominate, with more than 90% share
Figure 32: UK retail value sales of yogurt and yogurt drinks, by outlet type, 2010-13

The Consumer — Qualities Associated with Yogurt and Yogurt Drinks

Key points

Around two in five associate yogurt/fromage frais and yogurt drinks with naturalness
Figure 33: Correspondence analysis of qualities associated with yogurts and yogurt drinks, April 2014

Figure 34: Qualities associated with yogurts and yogurt drinks, April 2014

Yogurt/fromage frais is seen most widely to provide value for money
Over-65s see yogurt drinks as providing value for money

Just a fifth see yogurt/fromage frais and yogurt drinks as high quality
Less than a fifth say yogurt keeps them fuller for longer

Methodology

The Consumer — Usage

Key points
Almost eight in 10 people eat yogurts
Figure 35: Usage of yogurt, fromage frais and/or yogurt drinks, April 2014

Nearly a fifth eat yogurt once a day or more
Figure 36: Frequency of eating/drinking yogurt, fromage frais and/or yogurt drinks, April 2014

Usage of fromage frais and yogurt drinks is less frequent
Figure 37: Those drinking yogurt drinks once a day or more, by presence of children, April 2014
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Eight in 10 buy yogurt, standard variants being the most popular
Figure 38: Types of yogurt/yogurt drink bought in the past three months, April 2014

Figure 39: Purchasing of kids’ yogurt in the past three months, by presence of own children, April 2014

Half buy just one or two types
Figure 40: Repertoire of types of yogurt/yogurt drink bought in the past three months, April 2014

Low fat is the most popular variety, bought by more than six in 10
Figure 41: Varieties of yogurt/yogurt drink bought in the past three months, April 2014

Greek-style variants are almost as popular as Greek yogurt

The Consumer — Occasions

Key points

Almost three in five eat yogurt as a dessert
Figure 42: Occasions when people eat yogurt/fromage frais and/or drink yogurt drinks, April 2014

Snacking is the second most popular occasion
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Yogurts fail to tap into the on-the-go occasion
Breakfast is the most popular occasion for yogurt drinks

Snacking poses potential for yogurt drinks

The Consumer — Reasons to Eat Yogurt/Drink Yogurt Drinks

Key points
Around two in five eat yogurt/fromage frais as an alternative to other treats

Figure 43: Reasons for eating yogurt/fromage frais and/or drinking yogurt drinks, April 2014
Around a fifth eat yogurt for protein and calcium

More than two in five drink yogurt drinks for digestive health

The Consumer — Attitudes Towards Yogurt and Yogurt Drinks

Key points

Three in four believe in the nutritious benefits of yogurt/yogurt drinks
Figure 44: Attitudes towards yogurt, fromage frais and yogurt drinks, April 2014

Sugar content is under attention
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Figure 45: Agreement with the statement ‘If buying yogurt, | would switch to a brand that is on promotion’, by age, April 2014

Younger adults are most interested in the on-the-go formats and new flavours
Figure 46: Agreement with statements on yogurt/yogurt drinks, by age, April 2014

Opportunities to promote support of farmers/producers to gain favour
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Figure 60: Brand image — Macro image, March 2014
Figure 61: Brand image — Micro image, March 2014
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