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FAST FACTS

2018 in Review

We've rounded up a few of the top stories and insights
around the world for Dairy in 2018

Dairy 2018 in numbers

Global Dairy Retail Value Total Number of NPDs 2
US$501Bn 26,203
+4.2% growth vs 2017 +5.2% growth vs 2017

Highest growth markets in 2018 (by vol. tonnes)’

Nigeria Iraq Vietnham Cambodia Laos
+12.8% +10.8% +8.1% +8.0% +/.7%

Top Functional claims (by number of NPDs) 2

DB B E

Bone Digestive Slimming Probiotic Immune
Health Health +4.9% +17.6% System
+31.2% +19.9% +26.8%

Protein is mainstream

High protein claims expand outside
the core sports nutrition category

Total Number of NPDs in +47.6% growth
food and beverage with 7
high/added protein claims 2 ' vs 2017

Top categories Top categories

by number of NPDs 2 by highest growth 2

1. @ Meal Replacements & 1. @ Meal Replacements &
Other Drinks +129.6% Other Drinks +128.6%

2. Snack/Cereal/ 2. Drinking Yogurt
Energy Bars +43.4% +45.4%

3. Spoonable 3. Snack/Cereal/
Yoghurt +16.3% Energy Bars +43.3%

*Based on 2018 vs 2017

Developed countries are still
he most active mainstreamers
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Markets with greatest number of )
high protein product launches 2 ‘ of
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+239.5%
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Australia
+203.8%

3. Brazil .
UK +195.7% 3 ‘

*Based on 2018 vs 2017
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But outside the USA, emergin_ N
markets are growing fastest TR 81

Top markets outside US -

1.
2. . 2 China
@ Australia 38.7%
3. Brazil 3. India
18.3%
*Based on US$ Value in 2018 *Based on US$ IN 2018 vs 2017

The dairy fat
comeback rolls on

Number of product launches made
with whole/full fat milk’, global 2

Highest number of
whole/full fat NPDs?
were positioned as

Premium &
Smooth/Silky
Texture

+82%

Ingredients and labelling
entrenched in the mainstream

- Consumers are more mindful and curious
about the food and drink they consume
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TR - 3 Ny S of global consumers pay
3 O ' high/very high attention to the
\ o ingredients used in the food
: ’ & drinks they consume*

- | of consumers globally,
: &y think that low sugar products
o are healthy*

glObCI"y almost consumers find on-pack

information that describes where a

food or drink was made/comes from
I n 3 somewhat or very appealing?

Numbet.of dairy. gsaetiifise i o e
productlaunches 7

with ‘grass fed” @ .

claims, global 2

+188%
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Interesting innovations in dairy?

Cola Flavour

in Yogurt Drink
Thailand

Muddy Bun
China

Kulfi Caramel
Flavoured Milk Drink

India

Tea Macchiato
China

Nitro Cold Brew Coffee Blue Cheese Flavour

us Greek Yogurt

China
Craft Beer Cheese Sleep Well VmeIIa
Germany Flavoured Milk

UK

Activated Charcoadl

Ice Cream
NZ

Icelandic Yogurt

Ice Cream
Norway

Protein Cheese Shaker Protein Snack Yogurt

UK Argentina
E&Q High Protein Grass-Fed Ginger Bread
!m Quark with Organic Coffee Flavoured Milk
T us NZ

Cheese Pop

Roasted Cheese Balls

Poland

Sources:

1. Euromonitor 2018 ' 3. _ GlobalData, Glob C
2. Mintel GNPD X : 4.%C GlobalData, War on sug
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https://www.linkedin.com/company/nzmp/
mailto:NZMPbrand%40fonterra.com?subject=
https://www.nzmp.com/

