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“Leading companies keep investing in ambient yogurt,
which has the highest penetration among all types of
yogurt or yogurt drinks. To further increase consumption
frequency, brands are looking for new approaches to build
association with certain occasions. Though better-for-you
is the ultimate trend, yogurt brands should not take away
all the pleasure of indulgent taste.”

— Cheryl Ni, Research Analyst: Food & Drink

This report looks at the following areas:
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e Enhanced yogurt targeting fitness lovers RE PO RT NOW

e Driving relevance amongst different consumer segments
e Opportunity of ambient spoonable flavoured yogurt
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Increasing protein content in the yogurt category
Figure 52: Share of products with high-protein claim among all new launches, China, 2014-2017

Figure 53: Protein content of yogurt new launches, China, 2012-17
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Beauty benefits brought by certain ingredients
Figure 57: Yogurt or yogurt drink claiming to have beauty benefits, Japan and China, 2016-17

Yogurt brands extending into snacks
Figure 58: Yogurt brands’ snack products, Norway and US, 2012 and 2017

The Consumer — What You Need to Know

Ambient yogurt is popular in breakfast occasion
Consumers still need a bit of pleasure

More education on Skyr’s nutrition value is necessary in marketing

Usage of Yogurt and Yogurt Drinks

Ambient yogurt remains popular
Figure 59: Usage of yogurt and yogurt drinks in the last three months, China, May 2017

Figure 60: Change of usage frequency of yogurt and yogurt drinks, China, 2016 and 2017

Ambient yogurt could have attracted more females in their thirties
Chilled lactobacillus drinks are gaining middle-aged consumers
Figure 61: Change of daily chilled lactobacillus drink consumption, by age, China, 2016 vs 2017

Young females favour chilled spoonable yogurt
Figure 62: Everyday user of yogurt and yogurt drinks among youth, by gender and age, China, May 2017

Yogurt Brand Penetration

Most of Yili's fame comes from Ambrosial
Figure 63: Yogurt brand penetration, China, May 2017

Parent brand name speaks louder to males aged 30-39
Figure 64: Sub-brand penetration, by gender and age, China, May 2017

Yili has successfully built its reputation in the South
Figure 65: Parent brand penetration, by region, China, May 2017

Occasion of Yogurt Consumption

Ambient yogurt as part of breakfast
Figure 66: Occasion of yogurt consumption, China, May 2017

Figure 67: Occasion of yogurt consumption, by consumption preference, China, May 2017

Convenient solution for young males; indulgence for young females
Figure 68: Types of occasion of yogurt consumption, by gender and age, China, May 2017

Different habits across tier one cities
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Figure 69: Occasion of yogurt consumption, by city, China, May 2017

Ideal Yogurt

Chilled yogurt is better received than chilled milk
Figure 70: Ideal yogurt (temperature when serving), by gender, China, May 2017

Figure 71: Ideal yogurt (temperature when serving), by preferred added ingredients, China, May 2017
No need to take away all the pleasure

Figure 72: Ideal yogurt (sweetness and fat content), China, May 2017

Figure 73: Meiji's new low-fat version of its spoonable yogurt, China, 2017

Figure 74: Ideal yogurt (sweetness), by preference on fat content, China, May 2017

Figure 75: Weighted average percentage of preferred sweetness level, by gender, region, company type and consumer classification,
China, May 2017

Rich texture is most welcomed
Figure 76: Ideal yogurt (texture), China, May 2017

Fruit and plant ingredients are popular

Figure 77: Ideal yogurt (added ingredients), China, May 2017

Figure 78: Ideal yogurt (added ingredients), by gender and age, China, May 2017

Figure 79: Yogurt coming with cereal or nuts at convenience store and on-trade channel, China, 2017
Majority of surveyed consumers prefer single-serve yogurt

Figure 80: Ideal yogurt (packaging size), China, May 2017

Figure 81: Yogurt in large packaging with a special lid, China, 2017

Opportunities for Premiumisation

More shrewd consumers
Figure 82: Product features that are worth paying more for, China, 2015 and 2017

Different premium features to target different demographic groups
Figure 83: Product features that are worth paying more for, China, May 2017
Figure 84: Ranking of product features that are worth paying more for, by gender and age, China, May 2017
Figure 85: Change of Simple Love yogurt’s packaging, 2015 and 2017

Consumers in Beijing and Guangzhou focus on functional benefits
Figure 86: Product features that are worth paying more for, by city, China, May 2017

Chilled yogurt lovers have more sophisticated needs
Figure 87: Product features that are worth paying more for, by certain yogurt type consumers, China, May 2017

Figure 88: Yoplait claims to use 100% of raw milk, China, 2017

Perception of Different Types of Yogurt and Yogurt Drinks

Skyr needs further awareness building
Figure 89: Awareness of different types of yogurt/yogurt drinks, China, May 2017

Figure 90: Siggi’s skyr with on-pack introduction on product features, US, 2017
Figure 91: Perception on cooked/roasted yogurt, by city, China, 2017

Consumers are clear with lactobacillus drink’s pros and cons
Figure 92: Perception (nutrition-related) of select types of yogurt/yogurt drinks, China, May 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/793353/
mailto:reports@mintel.com

MINTEL

Yogurt - China - August 2017

e The above prices are correct at the time of publication, but are subject to
Report Price: £3081.32 | $3990.00 | €3661.84 B

Lactobacillus drink has various target groups
Figure 93: Perception (target groups) of select types of yogurt/yogurt drinks, China, May 2017

Figure 94: General perception of select types of yogurt/yogurt drinks, China, May 2017

Meet the Mintropolitans

MinTs care less about sugar and fat content
Figure 95: Ideal yogurt (sweetness and fat content), by consumer classification, China, May 2017

MinTs have more occasions for yogurt consumption
Figure 96: Occasion of yogurt consumption, by consumer classification, China, May 2017

MinTs look more into protein and fibre
Figure 97: Opportunities for premiumisation, by consumer classification, China, May 2017

Appendix - Market Size and Forecast
Figure 98: Value sales of China’s yogurt retail market, 2012-22

Figure 99: Volume sales of China’s yogurt retail market, 2012-22

Appendix - Market Segmentation

Figure 100: Value sales of China’s yogurt retail market, by segment, 2012-22
Figure 101: Volume sales of China’s yogurt retail market, by segment, 2012-22

Appendix - Methodology, Definition, and Abbreviations

Methodology
Fan chart forecast

Abbreviations
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