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Today, so many industries are more susceptible than ever to the passing whims of the 
consumer – the food and beverage sector is no exception. Like a weathervane that spins 
maddeningly in the breeze, shoppers are prone to switching preference with little or no 
advance warning. This erratic behaviour is nothing new for manufacturers and their product 
development teams. But the influence and speed of the digital information age, plus 
increasing industry regulation, have created a complex environment for food manufacture. 

Defining a long term strategy and investment plans for new product development (NPD) 
and recipe reformulation looks like an impossible task. How does a business cope if it aligns 
to one consumer trend, if this is then quickly replaced by another food trend? Meeting 
these changing needs is a long and expensive process, especially if there are lead times of 
up to two years to change processes, manage raw material supplies and commitments to 
future investments. A business has to make strategic choices. Is it best to wait and see what 
happens and potentially miss an opportunity? Or make a quick decision, but one that might 
be too soon?

SO, WHETHER YOUR NEXT PROJECT IS FOCUSED ON 

MAKING A “WITH THIS” OR “WITHOUT THAT” LABEL 

CLAIM, IT ALSO PAYS TO REMEMBER THAT – WITH 

OR WITHOUT YOUR PRODUCT – THE CONSUMER 

WILL FIND A WAY OF SATISFYING THEIR NEEDS.

INTRODUCTION

In response to this climate of unpredictability, manufacturers are responding with a range 
of tactics. The most practical is the approach that a general response is almost always better 
than no response at all. In the face of short term consumer trends, food producers must react 
swiftly and decisively. Being one of the first to market – albeit with more of an ‘all-purpose’ 
product release – is seemingly becoming the best way for a business to have a presence in 
that food market. 

So, whether your next project is focused on making a “with this” or “without that” label 
claim, it also pays to remember that – with or without your product – the consumer will find 
a way of satisfying their needs. Diets and lifestyles are changing. A consumer may choose a 
product because of what it is, instead of choosing based on the brand. A new trend is now 
actually, the growth of trends.  

Read on to see which texture twists and flavour combinations, in our opinion, are most  
likely to stimulate consumer demand in the dairy sector over the next 12 months and beyond. 
You want six ways to try and stay agile in the market in these uncertain times? No need to 
wait around. Here it is.
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Consumer purchasing is increasingly driven 
by environmental and social concerns. Issues 
such as animal welfare, sustainability and 
ingredient provenance are making sourcing 
and transparency important factors at the 
point-of-purchase, particularly in dairy. 
Consumers are looking for evidence of 
compassion in farming and the elimination of 
hormones and additives from dairy products. 
Their buying decisions are moving beyond 
the individual product attributes to how it  
is being produced and the very nature of  
the supply chain itself.

These so-called ‘product plus’ factors  
are increasingly influential due to rapidly 
developing technologies. Consumers  
can deploy mobile technology to instantly 
access product or corporate information, 
but real communication is two-way. Those 
dairy producers and manufacturers who 
make product and supply chain data easily 
accessible offer true transparency to today’s 
more ethical consumer and will benefit from 
stronger customer relationships.

IN THIS POST-TRUTH 

ERA OF FAKE NEWS, 

BLOCKCHAIN IS A WIN-

WIN OPPORTUNITY.

DAIRY WITH TRACEABILITY

TOTAL TRANSPARENCY
Blockchain technology acts as a 
decentralised ledger where transactions  
are recorded and stored on a shared,  
global network. Crucially, information  
on the blockchain cannot be altered,  
making it incredibly useful in supply chains.  
This technology is already improving food 
traceability by enabling automated tracking 
and verification of each and every step of  
the supply chain. 

Commercial dairy companies know the 
provenance of ingredients from multiple 
producers easily and confidently, while 
tamper-proof blockchain technology helps  
to control ingredient quality and prevent 
food fraud, from farm to fork. Working  
with local suppliers and food safety are key 
concerns in emerging markets, concerns 
which blockchain helps to mitigate. 

This same technology allows dairy  
companies to know if palm oil has been 
mixed with a shipment of milk, and 
consumers to scan a milk bottle and find  
out which individual cow has provided  
their milk. In this post-truth era of fake 
news, blockchain really is a win-win.
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Indulgence is – and always will be – a core driver in foods. In fact, according to Euromonitor, it 
is one of today’s megatrends. However, indulgence is changing in shape and form as consumers 
crave different products for different occasions and in different geographies. For the dairy 
sector where indulgence is a key market, keeping up with the pace of change is challenging.

Indulgence is typically about delivering a superior, luxurious eating experience. Premium ranges 
impart the feel-good factor for consumers and provide manufacturers with an opportunity to 
differentiate products and improve margins. However, premium and indulgence are morphing. 
Increasingly, they must co-exist with other lifestyle factors. Ethical consumers are on the rise. 
Ingredients must be recognisable. The tide has turned against plastic packaging. Healthy eating 
is mainstream. Dairy and non-dairy alternatives sit alongside each other. These are all trends 
that food manufacturers must take account of and combine if they are to create an indulgent 
product that meets the needs of today’s customers.

Within emerging markets, where affordability is essential, indulgence is focused far more on 
texture. The indulgence of a product is fulfilled via its sensory appeal. So, if dairy goods can’t 
maintain their stability and eating consistency in extreme weather conditions, such as intense 
heat, then it isn’t worth the indulgence of purchasing.

With some of the toughest processing 
conditions in the food industry, and some 
tough climates to produce in, developing 
and maintaining indulgence in dairy is 
demanding whatever the market. How do 
you reduce emulsifiers in ice-cream and 
control the calorie content while maintaining 
texture? How do you develop a creamy 
vegan yoghurt with the high protein levels 
of its dairy counterpart? Or how do you 
maintain indulgent spoonability in extreme 
heat? These are the complex challenges that 
today’s innovators are tackling as indulgence 
redefines itself.

PREMIUM AND INDULGENCE ARE MORPHING. 

INCREASINGLY, THEY MUST CO-EXIST WITH OTHER 

LIFESTYLE FACTORS.

DAIRY WITH SATISFACTION 

REDEFINING INDULGENCE

An aging population that wants to age 
healthily is driving the market for premium 
indulgences in established markets. 
Expectations around texture are driving 
indulgence in emerging ones. So, whether  
it’s a vegan ice-cream or a premium  
yoghurt, it is no longer enough to deliver  
a great eating experience. The vegan ice-
cream must be nutritionally sound and the 
premium yoghurt high in protein. Or vice-
versa. They are indulgent and healthy.  
And whatever the market, they all have  
great texture. Indulgence is changing  
and it’s getting a lot more complicated. 
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DAIRY WITH NOVELTY 

A SOCIAL SIDE
Novelty is increasingly becoming a purchasing driver in our Instagram obsessed culture. 
Today’s consumer can be a fickle creature, heavily influenced by social media and happy  
to share – both the good and the bad. Creating a product that anticipates and is part of  
the ‘latest craze’ is top of every food company’s wish list.

Novelty can mean anything from new flavour mash-ups to adding colour – as long as it tastes 
great and is shareable. Novelty is about finding new ways to make sure your products stand 
out, this may be through seasonal sellers, experimenting with exotic ingredients or new 
flavour combinations. It could even be through adding colour – few would argue that purple 
is more shareable than beige. Orange, jackfruit-flavoured milk, anyone? And it’s not only the 
preserve of established markets, with emerging markets also embracing new flavours and 
ingredient combinations.

What is clear is that the need to provide 
consumers with something new is impacting 
how food manufacturers approach new 
product development (NPD). The ‘fail 
small’, rapid NPD process more traditionally 
associated with emerging markets is now 
being adopted in established ones too. 
Novel products can work as a stand-alone 
concept, or they can supplement a core 
range. If a product gets hyped and goes 
viral or if it fails to take hold, in both cases 
the risk is reduced. So, whether it’s adding 
new flavours such as mangosteen to dairy 
desserts or combining ginger and turmeric  
in a breakfast boosting drink, the potential 
for the dairy sector to innovate, and to do  
so quickly, exists. 

NOVELTY CAN MEAN ANYTHING FROM NEW 

FLAVOUR MASH-UPS TO ADDING COLOUR – AS 

LONG AS IT TASTES GREAT AND IS SHAREABLE.

Novelty – and the ability to make 
products standout – comes in many 
different forms and dairy companies are 
increasingly recognising that embracing 
innovation to develop products quickly, 
that are just good enough to sit alongside 
and supplement existing ranges, is an 
approach that fulfils the need of the 
Instagram generation and works as a 
business model.
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INGREDION SAYS...
With a limited number of product categories and a lack of true 
differentiation within category, the dairy industry has its work  
cut out to bring forward genuinely innovative NPDs. In the 
absence of game-changing new concepts, food producers 
are focused on flavour twists and combinations to stimulate 
consumer demand. Consequently, it’s all about speed to  
market which can range from six to 12 months for small 
producers and one year plus for larger manufacturers. 

The major trends driving the market are all, in one way  
or another, related to protein enrichment or replacement.  
Dairy and dairy alternatives have to deal with the inverse 
relationship between nutritional value and cost. Product  
quality (texture, flavour, shelf life) is largely determined  
by the amount of fat and protein content, so switching to  
plant/vegetable proteins while still maintaining an enjoyable 
eating experience is a difficult balancing act for food producers. 

Non-dairy and vegan is where the innovation gap exists – 
especially when you factor in the impending arrival of clean  
label in this category. The ethical- or diet-conscious consumer 
may be prepared to pay a premium for cheap recipes with the 
right label today, but manufacturers need to be wary about 
jumping on the bandwagon and suffering a backlash down  
the road. Tapping into popular trends may prove successful in  
the short-term, but substituting dairy for plant-based must not 
come at the expense of the sensory experience or nutritional 
content. If it does, consumers will look elsewhere.
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“ THE MAJOR TRENDS 
DRIVING THE MARKET 
ARE ALL, IN ONE WAY OR 
ANOTHER, RELATED TO 
PROTEIN ENRICHMENT  
OR REPLACEMENT.”
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Dairy is a convenient and nutritionally-sound source of protein. In emerging markets,  
dairy products provide an essential contribution to meeting the protein needs of an  
everyday balanced diet. In developed markets, a focus on more protein-rich diets is  
an established lifestyle trend. However, both markets are impacted by the rise of  
animal-free alternatives and sources of non-dairy protein. Cost is key to emerging  
markets, while the continued rise of flexitarian and vegan lifestyles in Western  
countries coupled with increased awareness of farming techniques are influencing  
consumer food choices. Plant-based dairy alternatives are gaining traction.

While it may seem a contradiction in terms 
to look at how dairy manufacturers can 
develop products that are free from animal 
ingredients, they are well-placed to take 
advantage of this market opportunity. 
Plant-based alternatives are, in many 
cases, complementary and with retailers 
choosing to locate them alongside typical 
dairy products, are associated by consumers 
with these traditional ranges. With this 
association in mind, some dairy producers 
will ignore potential contamination issues 
between their dairy and non-dairy products 
and questions around manufacturing 
capability – viewing it as too good an 
opportunity to pass up. The market already 
exists – standalone vegan stores are being 
announced by retailers and well-known 
brands developing vegan-friendly ranges. 

THE DECISION FOR DAIRY MANUFACTURERS 

IS WHETHER TO IMPLEMENT A VEGAN 

ALTERNATIVE AS PART OF AN EXISTING MAIN 

LINE, OR CREATE A NEW AND SEPARATE BRAND 

THROUGH A SISTER COMPANY.

The decision for dairy manufacturers is 
whether to implement a vegan alternative 
as part of an existing main line, or create 
a new and separate brand through a 
sister company. Whether it’s for ethical, 
environmental, cost or health reasons  
and whether it’s eliminating or simply 
reducing animal-based products within  
a diet, the march of veganism and the 
demand for plant protein in both  
emerging and established markets is 
expected to continue. Paradoxically,  
it presents an opportunity for the dairy  
sector, providing that manufacturers can 
overcome formation challenges presented  
by plant-based proteins.  

DAIRY WITHOUT LOST NUTRITION

THE PROTEIN PARADOX



10

Artificial preservatives, chemicals and 
other additives are off the table, in many 
markets, as the clean label trend continues 
and consumers scrutinise labels for familiar 
ingredients. It’s not just the aging population 
that are concerned either. According to 
research1, more than a third of younger 
consumers, those between 18 and 34 years 
old, say they are paying more attention to 
product claims and nutritional information 
for dairy milks, plant-based non-dairy milk 
drinks and cheese. Food producers are 
already reacting. Iconic food brands are 
openly reformulating to simplify ingredient 
profiles within their dairy ranges and reduce 
the number of ingredients by, in some cases, 
nearly two thirds. 

But additive elimination in dairy is extending 
beyond reformulation and simplifying 
labels to the raw ingredients themselves. 
Savvy consumers want to understand more 
about the provenance and production 
methods of their milk and are concerned 
about substances such as growth hormones 
and antibiotics, both in terms of ethical 
production methods but also transfer  
into the human food chain.

Attitudes towards and regulation on 
genetically-modified (GM) foods differ from 
region to region across the world. However, 
in the EU while foods containing certain 
EU approved GM ingredients have to be 
declared on the label, there is no legal 
requirement to declare if livestock has  
been fed on unapproved GM-feed; as the 
GM debate gathers momentum, expect 

this to be an area of concern. In Germany, 
for example, GM-free labeling is becoming 
increasingly important and could spread to 
other territories.

Similarly, consumers are challenging the 
widespread use of antibiotics2 globally  
within the meat and dairy farming industry.  
And with excessive antibiotics contributing  

ADDITIVE ELIMINATION 

IN DAIRY IS EXTENDING 

BEYOND REFORMULATION 

AND SIMPLIFYING LABELS 

TO THE RAW INGREDIENTS 

THEMSELVES.

to the spread of antibiotic resistant 
superbugs that threaten consumer health, 
the negative impact this could have on the 
food supply chain is clear to see. 

As dairy manufacturers reduce the number 
of ingredients and simplify labels to appeal 
to food-aware customers, expect closer 
scrutiny of the supply chain and organic 
alternatives that stand up to transparency  
to flourish.

DAIRY WITHOUT ARTIFICIALITY 

ADDITION BY SUBTRACTION
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Dairy-free is not free of production challenges. However, the dairy industry has shown  
itself to be capable of meeting the new challenges that changing consumer tastes  
generate. Its success in developing techniques to break down and remove lactose  
has led to the establishment of lactose-free dairy products among well-known and  
more niche brands. This stands it in good stead to meet the demands of formulating  
with plant-based alternatives as the strengthening health and wellness trend also  
brings the issue of food intolerance and allergies to the forefront of consumers’  
minds and increases demand for not only lactose-free, but dairy-free too.

The market potential for non-dairy is 
huge. The main barrier to success is the 
formulation challenges faced in increasing 
the protein level in non-dairy products to 
match the naturally high protein levels  
found in dairy ones, all while maintaining  
a positive nutritional profile. Alongside this, 
incorporating plant-based proteins into 
a formulation can impact both taste and 
texture. Carefully balancing the nutritional, 
sensory and product features is, therefore, 
critical to deliver a satisfying eating 
experience. If a product doesn’t taste great, 
then it’s not a great product. Achieving  
this balance is technically demanding.  
For example, while the Lupin protein fulfils 
the neutral taste requirement it is highly 
allergenic which then impacts its application. 

INCREASING THE PROTEIN LEVEL IN NON-DAIRY 

PRODUCTS TO MATCH THE NATURALLY HIGH 

PROTEIN LEVELS FOUND IN DAIRY ONES IS 

CHALLENGING FOR FOOD MANUFACTURERS.

Within emerging markets, texture is a key 
consideration. Dairy formulations must fulfil 
protein dietary requirements to provide 
satiety, while offering stability in extreme 
climate conditions too and non-dairy 
formulations must do the same if they  
are to gain a foothold in these markets. 

Plant-based protein is gaining ground but 
as a functional food rather than meeting 
consumer health or ethical issues. The other 
factor, of course, is because it’s much more 
affordable than animal protein. 

DAIRY WITHOUT THE HERD

DAIRY-FREE
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Get to market faster by working with Ingredion Idea Labs™ innovation centres, the 
interconnected global network dedicated to science-based problem solving. With a world 
of resources and expertise, our teams can collaborate on solutions that turn a glimmer of a 
thought into the latest must-have product.

Depending on your needs, you may choose close, confidential collaboration with our experts 
to meet that tight timeline. Or if expansive exploration is in order, you may select open 
innovation with partners from academia, research institutions and related industries. Work 
with us in the way that works best for you – on fundamental science or on creating products 
from insight to concept to launch. 

Work with Ingredion and benefit from:
• Application know-how
• Consumers insights & research
• Technical expertise
• Process technology & optimisation
• Rapid formulation & prototyping

INNOVATE FOR RESULTS

REFERENCES:

1 Packaged Facts National Consumer Survey 2017

2  http://www.beefmagazine.com/beef-quality/consumers-not-science-are-driving-demand-
antibiotic-free-meat
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