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| = ﬂ" An ingredient or flavor booster in a wide variety of recipes
- and dishes, butter, margarine, and oils are used by nearly
all consumers. While widespread penetration does
challenge substantial growth, the overall category did
manage a small gain from 2016-17, stemming from the
gains of butter while margarine struggles with perception

as processed.

This report looks at the following areas:
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With each segment possessing its own set of advantages, brands that effectively communicate and
improve these strengths may drive future growth. Brands in all segments can benefit from positioning
their products as a good foundation for everyday cooking by highlighting recipe suggestions, high CALL:
quality ingredients, health benefits, and free-from claims on packaging, online, and/or in EMEA
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Figure 10: Total US market share of butter, margarine, and oils, by segment, at current prices, 2017
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Brands dominate sales in margarine and shortening

?9%61721: Multi-outlet market share of butter/butter blends and cooking and salad oils, by leading brands, 52-weeks ending December
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Land O’Lakes, smaller brands drive sales growth of butter
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Affordability advantage for store brands
Figure 26: Multi-outlet sales of butter, margarine, oils, and shortening, by private label brands, rolling 52 weeks 2016 and 2017
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Figure 27: Comparison of oil products, by private label and name brand

Eigurde 28: Positive instant reaction and purchase intent of butter, margarine/blends, oils, and shortening, by private label and name
ran
Figure 29: Purchase intent of butter, margarine/blend, and oil products

Removing controversial ingredients
Figure 30: Multi-outlet sales of butter/butter blends, by growing brands, rolling 52 weeks 2016 and 2017

Sl(cj;ludr;e23117Launches of butter, margarine/blends, oils, and shortening/lard, by GMO-free and no additives/preservatives claims,

Extra virgin olive oil remains sought after
Figure 32: Purchase intent and multi-outlet sales of extra virgin olive oil, rolling 52 weeks 2016 and 2017

Figure 33: Launches of oils, by ingredient, extra virgin olive oil, 2014-2017

What's Struggling?

Processed, poor health perceptions hurt margarine
Figure 34: I Can't Believe It's Not Butter TV Advertisement: “It's Vegan! & It's Organic”

Figure 35: Country Crock TV Advertisement: “Turn Your Little Dino Into a Veggie-Saurus Rex”

Figure 36: Multi-outlet sales of Margarine/Spreads, by declining brands, rolling 52 weeks 2016 and 2017

Figure 37: Margarine/margarine spread - household eats, by yes, no, and don’t know/no answer, 2008-2017
Pricey and premium products

Figure 38: Positive instant reaction and purchase intent of butter, margarine/blends, and oils

Figure 39: Good value attribute rating of butter, margarine/blends, and oils

Figure 40: Purchase intent and good value attribute rating of butter, margarine/blend, and oil products
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Suitable for specialized diets

Figure 41: Launches of butter, margarlne/blends 0|Is and shortening/lard, by gluten free, vegan, no animal ingredients, low/no/
reduced lactose, and dairy free claims, 2014-20

Alternative oils

S%;{J£e2%21:7Launches of butter, margarine/blends, oils, and shortening/lard, by ingredients, coconut oil, avocado oil, and grapeseed oil,

Local connection
Figure 43: Organic Valley online video: “The Food Company Crazy Enough To Change Everything”

Oh my ghee
Figure 44: Multi-outlet sales of butter/butter blends, by brands with only ghee, rolling 52 weeks 2016 and 2017

Figure 45: Launches of butter, margarine/blends, oils, and shortening/lard, by ghee, 2014-2017

The Consumer - What You Need to Know

Butter and oil drive universal usage

Cooking experience and income impactful

Brand loyal yet price sensitive category participants

Varied segment perceptions influences difference in purchase drivers

Lack of interest in innovation

Butter, Margarine, and Oil Usage

Widespread category participation
Figure 46: Butter, margarine, and oil usage, any butter, any oil, and any margarine, December 2017
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Figure 47: Repertoire of butter, margarine, and oil usage, December 2017

Majority use stick butter
Figure 48: Butter, margarine, and oil usage, butter types, December 2017

Household income and size influence butter usage

Figure 49: Butter, margarine, and oil usage, any butter*, by gender, parental status, household income, household size, and race and
Hispanic origin, December 2017

Olive oil dominates oil usage
Figure 50: Butter, margarine, and oil usage, by oil types, December 2017

Women, parents most likely to use oil

Figure 51: Butter, margarine, and oil usage, any oil*, by gender, parental status, household income, household size, and race and
Hispanic origin, December 2017

Soft margarine spreads dominate margarine use
Figure 52: Butter, margarine, and oil usage, margarine types, December 2017

Value, flexibility boosts margarine

Figure 53: Butter, margarine, and oil usage, any margarine*, by gender, parental status, household income, household size, and race
and Hispanic origin, December 2017

Butter, Margarine, and Oil Behaviors

Butter used most often
Figure 54: Butter, margarine, and oil behaviors, use most often, December 2017

Age an indication for usage frequency
Figure 55: Butter, margarine, and oil behaviors, use margarine most often, by age, December 2017

Consumers habitual in category
Figure 56: Butter, margarine, and oil behaviors, December 2017

Margarine users look for low prices, familiar brands
Figure 57: Butter, margarine, and oil usage, by butter, margarine, and oil behaviors, December 2017

Life stage influences how consumers shop in category
Figure 58: Butter, margarine, and oil behaviors, by age, December 2017

Butter, Margarine, and Oil Purchase Drivers

Similar purchase influencers for butter and margarine
Figure 59: Butter, margarine, and oil purchase drivers, by butter and margarine, December 2017

Purchase drivers differ among oil types
Figure 60: Butter, margarine, and oil purchase drivers, by oil types, December 2017

Age, gender influential to attributes sought

Figure 61: Butter, margarine, and oil usage, any butter, margarine, or oil, by butter, margarine, or oil purchase drivers, by gender and
age, December 2017

Serving size, brand important to lower income households
Figure 62: Butter, margarine, and oil purchase drivers, serving size and brand, by household income, December 2017

Butter, Margarine, and Oil Attitudes

Opportunity to improve healthfulness
Figure 63: Butter, margarine, and oil attitudes, December 2017

Healthier, premium options appeal to younger men
Figure 64: Butter, margarine, and oil attitudes, by gender and age, December 2017

VISIT: store.mintel.com
BUY THIS CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

RE PO RT NOW Americas +1 (312) 943 5250 | China +86 (21) 6032 7300

APAC +61 (0) 2 8284 8100 |
EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/860309/
mailto:reports@mintel.com

MINTEL

Butter, Margarine and Oils - US - March 2018

e The above prices are correct at the time of publication, but are subject to
Report Price: £3254.83 | $4395.00 | €3662.99 B

Parents most willing to pay more for healthy, premium options
Figure 65: Butter, margarine, and oil attitudes, by parental status, December 2017

Butter, Margarine, and Oil Perceptions

Segments demonstrate individual strengths
Figure 66: Correspondence Analysis - Butter, margarine, and oil perceptions, December 2017

Figure 67: Butter, margarine, and oil perceptions, December 2017

Women enjoy range of easy uses for butter, men for margarine

Figure 68: Butter, margarine, and oil perceptions, butter and margarine, easy to bake with, easy to cook with, useful for flavoring food,
and too processed, by gender, December 2017

“Other” oils’ healthfulness, quality appealing to younger consumers
Figure 69: Butter, margarine, and oil perceptions, olive oil, canola/vegetable oil, “other” oils, healthy and premium, by age, December
2017

Butter, Margarine, and Oil Innovation

Minimal interest in category innovation
Figure 70: Butter, margarine, and oil innovation, December 2017

Premium differs among men and women
Figure 71: Butter, margarine, and oil innovation, by gender, December 2017

Older consumers content with status quo
Figure 72: Butter, margarine, and oil innovation, by age, December 2017

Opportunity for innovation to appeal to diverse groups of consumers
Figure 73: Butter, margarine, and oil innovation, by race and Hispanic origin, December 2017
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Appendix - The Market

Figure 74: Total US retail sales and forecast of butter, margarine, and oils, at inflation-adjusted prices, 2012-22
Figure 75: Total US retail sales and forecast of butter, margarine, and oils, by segment, at current prices, 2012-22
Figure 76: Total US retail sales of butter, margarine, and oils, by segment, at current prices, 2015 and 2017
Figure 77: Total US retail sales and forecast of butter, at current prices, 2012-22

Figure 78: Total US retail sales and forecast of butter, at inflation-adjusted prices, 2012-22

Figure 79: Total US retail sales and forecast of margarine/spreads, at current prices, 2012-22

Figure 80: Total US retail sales and forecast of margarine/spreads, at inflation-adjusted prices, 2012-22

Figure 81: Total US retail sales and forecast of oils, at current prices, 2012-22

Figure 82: Total US retail sales and forecast of oils, at inflation-adjusted prices, 2012-22

Figure 83: Total US retail sales and forecast of Shortening, at current prices, 2012-22
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Figure 84: Total US retail sales and forecast of Shortening, at inflation-adjusted prices, 2012-22

Figure 85: Total US retail sales of butter, margarine, and oils, by channel, at current prices, 2012-2017
Figure 86: Total US retail sales of butter, margarine, and oils, by channel, at current prices, 2015 and 2017
Figure 87: US supermarket sales of butter, margarine, and oils, at current prices, 2012-17

Figure 88: US sales of butter, margarine, and oils through other retail channels, at current prices, 2012-17

Appendix - Key Players

Figure 89: Multi-outlet sales of cooking and salad oils, by leading companies and brands, rolling 52 weeks 2016 and 2017
Figure 90: Multi-outlet sales of butter/butter blends, by leading companies and brands, rolling 52 weeks 2016 and 2017
Figure 91: Multi-outlet sales of margarine/spreads, by leading companies and brands, rolling 52 weeks 2016 and 2017

Figure 92: Multi-outlet sales of shortening, by leading companies and brands, rolling 52 weeks 2016 and 2017
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