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"Despite the good performance of the yogurt category in
Brazil, it is important to consider that major companies are
continuously investing in new higher-priced products, such

as functional and Greek yogurts.”
- Naira Sato, Senior Analyst

This report looks at the following areas:

BUY THIS

How can consumption of Greek yogurt be increased in all Brazilian regions? REPORT NOW
Could consumption by Brazilians in socioeconomic group AB be increased through healthy
attributes?

Could yogurt be positioned more like a snack to be consumed at work? VISIT:

Could a wider variety of flavors, as well as more indulgent flavors, increase consumption Store. minte| .com
of yogurt among Brazilian men?

One of the advantages of yogurt in Brazil is that it is seen as a healthy category by the majority of the CALL
population, and many people eat it a dessert or a quick snack — combining convenience with healthy EMEA

+44 (0) 20 7606 4533

attributes, which are very important in food categories. Functional yogurts, as well as Greek yogurts,
have managed to increase their penetration among Brazilian consumers in the last few years, and it is
expected that the Brazilian yogurt market will be driven by innovations in higher-priced products and
new consumption habits. Brazil
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Figure 9: Launches of yogurts claims ‘low/no/reduced fat’, ‘low/no/reduced sugar’, ‘low/no/reduced calories and ‘digestive’, as a share
of new products in the Brazilian yoqurt market, 2009-13
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Demand for more convenience and Brazilian’s higher incomes drive consumption of yogurt in Brazil

The segments of functional yogurts and Greek yogurts contribute to a more dynamic category
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Figure 13: Leading brands’ shares in the Brazil yogurt market, by value, 2012-13
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Limited editions can increase consumption frequency among Brazilians aged 16-34
Figure 17: Consumption frequency of flavored spoonable yogurt (eg Danoninho), by age group, June 2014
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Figure 18: Consumption occasion, June 2014

Yogurts that are more filling can be appealing to consumers who skip meals
Figure 19: Consumption occasion, ‘To replace a meal’, by region, June 2014
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Positioning yogurt as a cooking ingredient could drive sales of the category in Brazil

Figure 22: Attitudes and opinions about yogurts ‘Yogurt is a healthy substitute of double cream (ie creme de leite) as a cooking
ingredient’, by age aroup, June 2014

The Greek yogurt segment could be more appealing to female consumers
Figure 23: Attitudes and opinions about yogurts, by gender, June 2014
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Figure 25: Behavior toward yogurts ‘ | usually choose whichever brand is on special offer/promotion ‘, by socioeconomic group, June
2014

Households with children tend to buy more than one type of yogurt, which can generate higher consumption levels

Figure 26: Behavior toward yogurts ‘I usually choose different types of yogurts for different family members’, by children/no children in
household, June 2014
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Figure 44: Attitudes and opinion about yogurt, by demographics, June 2014 (continued)

Appendix — Behavior toward Yogurt

Figure 45: Behavior toward yogurt, June 2014
Figure 46: Behavior toward yogurt, by demographics, June 2014
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Figure 47: Behavior toward yogurt, by demographics, June 2014 (continued)
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