
A Look at  

Trends in Dairy and Dairy Alternatives 



As the food industry evolves to meet 

the changing needs of consumers, 

choosing between traditional dairy 

products and dairy alternatives seems 

to be the ultimate balancing act.  

Consumers are asking themselves, 

chocolate milk or almond milk?  

Traditional yogurt or plant-based?  

Regular ice cream or a high protein  

option? All these options still appeal to 

different types of consumers. And the 

need for the ingredients needed to  

create these products are still in high 

demand. 

The North American dairy ingredients market is anticipated to register a CAGR (Compound Annual 

Growth Rate) of 4.77% during the forecast period, 2020-20251, a modest number for a mature  

market
1
. The most recent dairy product sales of fluid milk products can be contributed to the easy 

availability, the various health benefits they offer, and a consumer shift from meat to dairy for  

protein enrichment
2
.  

On the flip side, as modern eating continues to evolve, we are also seeing more and more dairy  

alternatives. Within the same time, the North America dairy alternatives market is forecasted to reach 

USD 8.2 billion, witnessing a CAGR of 9.57%
3
. Alternative dairy producers cater to the many  

consumers that are lactose intolerant, while promoting that dairy is high in saturated fats. It is safe to 

say that both have a consumer base, and neither are going anywhere. 

We will look at the variations in product categories within both the dairy and dairy alternatives world. 

You will gain insight as to what products consumers are seeking and why. With a better  

understanding of what consumers are looking for in their dairy and alternative dairy purchases, you 

can work with an ingredient supplier like International Food Products Corporation (IFPC) to identify 

what you will need to make your products successful. 
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The North American dairy ingredients market is anticipated to register a  

   
during the forecast period, 2020-2025. 

The North America dairy alternatives market is forecasted to reach USD 

,  

witnessing a CAGR of 9.57%. 



Dairy Beverages 
There are two primary fluid dairy products 

currently on the market – milk and, more 

recently, drinkable yogurt. As previously 

stated, dairy products provide familiar  

benefits; cost-friendly, a source of vitamins 

and nutrients, and an association with 

healthy choices. North America has  

witnessed a rise in dairy drink launches  

featuring claims that paint an overall picture 

of naturalness, such as organic, GMO-free, 

and hormone-free. Nearly all the recent 

hormone-free milk launches were in the U.S.  

 

Although hormones are approved 

for use in the U.S., most local  

specialty milk brands are excluding 

them as part of an overall  

assertion of naturalness. 

Drinkable yogurts and other dairy 

based cultured products can  

additionally offer functional claims 

like fiber content and a source of 

probiotics. Consumers are already 

becoming more conscious of their 

gut-health and how it can be  

supported thru diet. As many as 

43% of U.S. drinkable yogurt users 

identify high probiotic content as an important attribute when buying yogurt drinks
4
. Furthermore, 

44% agree that they choose yogurt drinks that are good for digestive health, illustrating ongoing  

opportunities to innovate around gut-health ingredients
5
. 

In the U.S. 

 

agree that they choose  
yogurt drinks that are  

good for digestive health. 
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In the U.S. 

 

of consumers consider probiotic  
content to be an important factor 

when choosing yogurt drinks. 

Mintel GNPD 



Yogurt 
The global yogurt market continues to show healthy growth, 

with a forecast CAGR of 6.4% between 2020 and 2025
6
.  

Yogurt has gone through several evolutions to match the 

changing diets and demands of Americans-from Greek  

yogurt to artisanal yogurt to the development of non-dairy 

options. Differentiating products is key in such a developed 

and crowded market space. In North America specifically, we 

are seeing a rise in limited edition flavors. This can be linked 

to the fact that flavor is a crucial purchase driver for  

consumers. In the U.S. 59% of yogurt consumers typically 

purchase flavored yogurt
7
. 

Furthermore, limited edition launches are 

being used to gauge the appeal of  

unfamiliar flavors. In North America in the 

past 4 years, 28% of yogurt launches  

featured flavors that blend fruit or  

vegetables with herbs or spices
8
. This  

suggests limited editions may be pushing 

the boundaries of the standard yogurt  

palette.  

The suffering caused by the COVID-19  

pandemic has brought ethical issues into 

sharper focus for many people. Yogurt  

consumers have become more interested in 

the ethical credentials of products,  

particularly those which pledge to support 

people, communities, and the workforce 

affiliated with the product.  

Yogurt launches in North  

America have recorded a sharp 

rise in ethical human and  

environmentally friendly product 

claims. Human claims now  

account for 10% of yogurt 

launches which is a significant 

increase on the 1-2% seen in  

previous years. 

In the U.S.  

  
of yogurt consumers typically  

purchase flavored yogurt. 

Mintel GNPD 
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Ice Cream 
Although many consumers have recently reported eating 

less ice cream because of health concerns, shoppers still 

believe that ice cream can be part of a healthy diet. In the 

U.S., 64% of frozen treat shoppers agree that ice cream can 

be part of a healthy diet
9
.  

 

 

 

 

 

 

Increased packaging claims about reduced 

sugar, carbohydrates and calories are  

appealing to shoppers looking for healthier 

options. These claims mesh well with diets like keto that are positioned to offer several health  

benefits. The challenge manufacturers are facing is adapting sweet treats like ice cream to meet 

these healthy impulses.  

Sugar is one of the main sources of  

carbohydrates in ice cream. Manufacturers 

are launching new products that replace  

sugar with low-calorie sweeteners and  

connecting them to the trending keto diet. 

While there is disagreement as to how strictly 

the diet must be followed to achieve ketosis 

and reap its benefits, keto-friendly launches 

seem to benefit from a health halo. Launches 

with no added sugar claims rose in the past 

year, as did keto-friendly ice cream launches.  

Consumers are also interested in trying new flavors. In the U.S., 59% of adults agree they are likely to 

be interested in trying new dessert flavors
10

. Private label manufacturers are seeing this trend and  

diversifying their flavor selections. In 

the past year, private label ice cream 

launches rose nine percentage points 

to reach 41%; meaning they are  

beginning to approach the same  

level as branded launches
11

. Their  

expansion of flavors can be seen by a 

decrease in chocolate and vanilla, 

accompanied by a rise in all other 

alternative flavors. 

In the U.S.  

 

of frozen treat shoppers agree that ice 

cream can be part of a healthy diet. 
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Dairy Alternatives 
Plant-based dairy alternatives have seen great sales  

increases recently as the global pandemic intensified the 

importance of maintaining a healthy diet. Many consumers 

are seeking healthier options in the food and drink choices 

they are making. Furthermore, a large percentage of  

Americans are lactose intolerant. For these reasons, many 

consumers are turning to plant-based dairy alternatives.  

Vitamin/mineral fortification and added calcium claims 

dominate in plant-based drinks launches, while probiotic, 

digestive health, and immunity claims are notable in  

plant-based yogurt. According to Mintel, 50% of dairy and 

non-dairy milk consumers in the U.S. would like to see high  

vitamin/mineral claims
12

.  

 

Consumers are really taking a more holistic approach to their 

wellbeing, looking for a variety of benefits and not focusing 

on one specific health issue. While vitamin and mineral  

fortification is the most sought-after health benefit, other 

functional and better-for-you claims are also in demand. 

North American plant-based milk, yogurt, and ice cream 

launches show brands are tapping into this trend.  

Ethical and environmental claims are 

significantly more established in the 

plant-based drinks. Some consumers 

are also concerned about the presence 

of allergens and artificial additives in 

plant-based dairy alternatives.  

 

Recent development in the plant‐based dairy category looks 

to reduce the use of allergens and artificial additives without 

compromising the sensory qualities. As many as 27% of U.S. 

consumers agree that plant-based milk contains too many 

ingredients
13

. 

  
of dairy and non-dairy 

milk consumers in the 

U.S. would like to 

see high  

  
of U.S. consumers agree 

that plant-based milk  

contains too many  

ingredients. 
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Conclusion 
Looking at these statistics within both dairy and dairy alternative  

industries, it is clear that both will continue to thrive moving forward. 

Here are a few insights and opportunities for the future of dairy and 

dairy alternative products: 

Dairy drink producers should paint an overall picture of naturalness, 

such as organic, GMO-free, and hormone-free as consumers look for 

natural products with the fewest ingredients. Ice cream and frozen 

treat manufacturers may want to consider their sugar content since 

consumers are looking for less sugar and more protein. Yogurt makers 

should explore new and limited edition flavors for their products to 

appeal to more consumers and excite them about their purchase. 

Dairy-alternative brands need to focus on how they can better fortify 

their products with vitamins and minerals. They should also find ways 

to eliminate as many ingredients as possible. 

It is crucial to find an ingredient supplier that you can rely on for not 

only raw material sourcing, but product development questions. IFPC 

has been supporting dairy makers for decades, manufacturing custom 

solutions under our Dairy House® brand. When creating new dairy 

products & dairy alternatives, you need a partner who understands 

the different functionalities of the ingredients needed to do so. When 

reformulating existing products or trying to find a replacement for  

unwanted ingredients in your product, a solution is not always  

simple and straight forward. It could take a blend of functional  

ingredients to achieve the taste and nutritional value your consumers 

are looking for. Many dairy & alternative dairy manufacturers do not 

have in-house research and development teams to test ingredients 

and applications, making it necessary to seek out a supplier with that  

asset. At IFPC, we pride ourselves on the expertise of our R&D team as 

well as the decades of ingredient knowledge amongst our category 

managers. We are here to be an extension of your business. Get in 

touch with an IFPC representative today! 
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To learn more about IFPC and our capabilities, 

please visit: www.ifpc.com. 

http://www.ifpc.com

