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Brand preference
Brand awareness Brand loyalty
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https://www?2.deloitte.com/content/dam/Deloitte/ie/Documents/ConsumerBusines
s/ie_Dairy_Industry_Trends_and_Opportunities.pdf
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Storytelling
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Our milk comes cxclusnvel\, £rom ] Our salt tomes from the

own sugar £ ;
from the Pays de la Loire B Ay e Guévande salt mavshes
) ) Réunion [sland . e .
vegion and Vienne in the Loire—Atlantique.
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10 FMCG trends to expect in 2018, Schieber research

Frenth milk to—ops in Meuse, Aisne,
Hautes—Alpes, Marne,
Seine—et—Mavne, Yvelires and Gap.
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European
Commiission

Bread,Pastry,Cakes, 77 _ Aromatised wines, 5

Other products of Annex | of __Beers 20 Other products, 27
the Treaty, 62
Fresh fish, molluscs, Sppirits,
crustaceans, 47 247

Fruit, vegetables,cereals, 382 _—

\ |

Fresh meat (and offal), 154/

Oils and fats, 133

Other products of animal
origin, 44

Meat based products, 176

©22/1/2018

Agricuiture
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Dairy Products (Milk/Butter/Cheese/Yogurt)

Biscuits/Chips/Snacks/Cookies

Ice-Cream

Mineral/Bottled Water

Breakfast cereals

Tea/Coffee

Frozen Meat/Seafood

Chocolates and Confectionery

Paper Products (Tissue and Toilet Paper)

Sauces/Condiments

Frozen Meals-Veg/Non Veg

Laundry Products (Laundry Detergent, Fabric Softener, Bleach)
Instant Noodles

Household Cleaning Products (Dish Washing Products, Bathroom cleaner, Air
Hair Care Products (Shampoo, Conditioner, Hair Colourant etc.)
Oral Care Products (Toothpaste, Brush, Mouthwash)
Carbonated soft drinks

Skin Care Products (Moisturiser Cosmetics, Make-Up)

Body Care Products (Deodorants, Body Wash, Hand and Body Lotion)
Alcohol - Beer/Wines

Canned/Tinned Food Products

Energy Drinks/Sports Drinks

Fem care Products (Sanitary Towels)

Pet Foods

Vitamins/Supplement

Baby Food/Formula

Baby wipes/Diapers

None of the above
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Nielsen/global vs local brands report/nov. 2017

(54%)
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g0
70
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40
a0
20

GLOBAL  ASIAPACIFIC ~ EURDPE  AFRICA AND LATIN NORTH SOUTHEAST
MIDDLE EAST ~ AMERICA AMERICA ASIA

DAIRY PRODUCTS (MILK/BUTTER/CHEESE/YOGHURT) ICE CREAM
FROZEN MEAT/SEAFOOD FROZEN MEALS -VEG/NON VEG
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Support for Local Dairy Products Among
Kentucky Consumers, August, 2010
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Willing to pay this much extra per gallon for local milk ...
40%

30%
20% -

10% -~

0%
$0.00 $0.01 - $0.10 $0.11 - $0.50 $0.51-5$1.00 more than $1.00
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Support for Local Dairy Products Among
Kentucky Consumers, August, 2010
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100%

80% -

60% -

M Sell by date
wl Price
LiLocal

40% -

Not important Neither Important Very important
important nor
unimportant




Support for Local Dairy Products Among
Kentucky Consumers, August, 2010
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Where do you typically purchase milk?
100%
80%
60%
40%
20%
0% -

Convenience store Drug store Large chain grocery Other Small chain or

store independent

grocery store




Support for Local Dairy Products Among
Kentucky Consumers, August, 2010
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How to find Canadian Dairy at the store

Support your local dairy farmers by buying 100%
Canadian dairy! Look for either of these logos!

'\ 7

FARMERS

OF CANADA
QUALITY MILK

Don't see these on your favourite
products? Tell the store manager
and company that you want it!
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