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This report looks at the following areas:

In this report, Mintel answers the following key questions: REPORT NOW
= Given that consumers are quite familiar with digestive function and nutrition

supplementing of yogurt, how can brands further articulate health benefits of yogurt? V I S l T:
= What are the advanced health benefits? store.mintel.com

Other than introducing the exotic flavours, are there any other ways to innovate in
indulgence-oriented yogurt?
In such a functional-driven category, how can brands engage with consumers? CALL
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Figure 56: Attitudes towards yogurt and yogurt drinks, April 2015
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