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Arla focuses on ‘what feels good’

Viotros makes going dairy-free a little too easy
Innocent promotes dairy-free range using humour...
...and drives outdoor spend

Mrs Crimble’s teams up with Topless Baker for a social
media push

Nielsen Ad Intel coverage

THE CONSUMER - WHAT YOU NEED TO KNOW

Half of adults report food/ingredient avoidances in their
household

One in three adults have bought free-from food/drink
Half of parents want more free-from choice for kids
Co-location with standard variants welcomed widely
Interest in free-from foods with digestive health benefits

67% of non-users say they don't need free-from products

AVOIDANCE OF FOOD/INGREDIENTS

Healthy lifestyles are a stronger driver of food/drink
avoidance than allergies/intolerances

Half of adults report food/ingredient avoidances in their
household

Figure 34: Overall avoidance of foods/ingredients in the
household, by reason, September 2019

Healthy lifestyles are a key driver behind avoidance diets

Gluten and dairy avoidance are widely seen as good for gut

A quarter of people report dairy avoidance in their

household

Figure 35: Avoidance of foods/ingredients in the household,

by type, September 2019

TYPES OF FREE-FROM PRODUCTS BOUGHT/EATEN

One in three adults have bought free-from food/drink
Figure 36: Overall buying and usage of free-from food and
drink, September 2019

Figure 37: Types of free-from food and drink used and
bought, September 2019

Free-from foods’ appeal spans beyond avoidance diets

Families and young adults are key buyers and users of free-

from
Half of parents have bought free-from
Half of 16-34s report eating free-from
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ATTITUDES TOWARDS FREE-FROM FOODS

Half of parents want more free-from choice for kids

Figure 38: Attitudes towards free-from foods, September 2019
Allergen claims are common in children’s products, but kids’
positioning is rare in free-from

Catering to the social aspect

Desire for indulgent, tasty free-from food and drink

Most free-from buyers see tasty treats as hard to find
Indulgent brands have moved into free-from

Figure 39: Examples of premium free-from treat launches,
2019

Free-from is in demand for special occasions

Figure 40: Examples of seasonal free-from launches, 2019

BEHAVIOURS RELATED TO FREE-FROM FOODS

Co-location with standard variants welcomed widely
Visibility prompts product trial

Figure 41: Behaviours related to free-from foods, September
2019

Strong approval for discounters’ private-label free-from
Widespread concerns about allergen standards in
foodservice

Interest in free-from foods with digestive health benefits
Fibre, calcium and live bacteria hold potential

Figure 42: Examples of free-from launches with fibre and live

bacteria claims, 2019

BARRIERS TO EATING/DRINKING/BUYING FREE-FROM FOOD/
DRINKS

67% of non-users say they don't need free-from products
Many products continue to zoom in on free-from positioning
Figure 43: Barriers to eating/drinking/buying free-from
foods/drinks, September 2019

Other reasons to buy can range from taste to health
Three in 10 people see dairy alternatives as greener
Figure 44: Examples of dairy substitutes with environmental
claims and ingredient origin focus, 2019

22% of non-users see free-from as too expensive

Figure 45: Being expensive as a barrier to eating/drinking/
buying free-from foods/drinks, by financial situation,
September 2019
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