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Milk category strategy 
towards 2026
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PRIOR TO CORONA THE MILK
CATEGORY HAS BEEN

DECLINING FOR YEARS

01/11/2022



CONVENTIONAL MILK STILL DOMINATES WITH A MS OF 53% IN 
RETAIL VALUE FOLLOWED BY ORGANIC MILK WITH 1/3 OF THE VALUE

Source: Nielsen Data, week 12-21, MAT DVH incl. HD

53%

33%

5%

6%

1%

Conventional white milk

Kefir

Organic white milk*

Plant-based

2%

Buttermilk

Lactose free white milk

Retail Market 
Value

3,7 bn DKK

Conventional 70%
Organic 30%
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Milk Category Definition

Milk or plant based drinks that are 
perceived as natural and healthy.

Can be consumed as a drink, as an ingredient 
or component and can be lightly flavoured. 

Milk Category Definition

• Buttermilk

What’s Closely Adjacent?

What’s In the Milk Category?

• Kefir

• Fresh milk with 
different fat levels

• Infant Formula drink 
& Growing up Milk 



We have identified key insights for THE MILK CATEGORY

Conscious consumption going 
mainstream. Animal welfare is an 
important issue for especially organic 
consumers

Organic Milk and Plant-based drinks have 
significantly grown penetration in the last 5 
years. Conventional milk has before 
Corona been in decline for the last 5 years

Shoppers are changing how they buy 
with eCom growing. Shoppers are 
navigating after fat levels.

Weekday Breakfast is the biggest occasion for 
milk with 80% consuming milk for breakfast

55

Consumers have changed the way 
they consume milk, away from 
drinking it on its own, to using it 
more and more as a component or 
ingredient

Top barriers for usage of white milk are
taste, preference for plant based, 
perceived no health advantages and 
climate

Consumers have a high interest in 
functional food. Consumers’ needs are 
shifting from ‘avoidance’ to ‘adding 
good things’

Juice, water, carbonated soft drinks and 
saftevand are the biggest substitutions 
for milk – vitamins and vitamin water are 
not used as substitution for milk



With cereals & oats 

74%
As ingredient in cooking and baking

78%

As cold drink

56%
In hot/cold drinks

72%

Source: TNS Matrix study 2016

Mainly consumed at 
the main meals

Mainly consumed at 
breakfast or as a 
snack

Mainly consumed at 
breakfast weekdays

Milk is covering four main consumer need states of which 
milk as a component and ingredient is the biggest one



Category penetration is already high with only 13% never 
using a milk product

Daily users

59%
Consume at least one 

Milk product once to 

several times per day

Weekly users

19%
Consume at least one 

Milk product once to 

several times per week

Monthly users

7%
Consume at least one 

Milk product once to 2-

3 times per month

Less frequent users

2%
Consume at least one 

Milk product every 3rd 

month or more seldom 

(but more often than 

never)

Non-users

13%
Never buy, or buy but 

never use any Milk 

product*

Weighted base: n=2070 (Danes who are fully or partly responsible for purchase of food in the household)

*1,2% of Danes never buy any milk product and has not been asked about their milk consumption. This means that there 

could be up to 1,2% more consumers who sometimes use milk, but never buy it. They are here categorized as non-users.

7

Usage peneteration of the Milk category in Denmark



Usage penetration of the White Milk category in Denmark 

Daily users

54%
Consume at least one 

White Milk product 

once to several times 

per day

Weekly users

18%
Consume at least one 

White Milk product 

once to several times 

per week

Monthly users

7%
Consume at least one 

White Milk product 

once to 2-3 times per 

month

Less frequent users

3%
Consume at least one 

White Milk product 

every 3rd month or 

more seldom (but more 

often than never)

Non-users

18%
Never buy, or buy but 

never use any White 

Milk product*

Weighted base: n=2070 (Danes who are fully or partly, responsible for purchase of food in the household)

*1,2% of Danes never buy any milk product and has not been asked about their milk consumption. This means that there 

could be up to 1,2% more consumers who sometimes use milk, but never buy it. They are here categorized as non-users.

For White Milk: All product types except Plant-based. Those ONLY using plant-based milk are here concerned as non-

users of White milk.
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FIVE CATEGORY MOTIVATIONS AND THREE FUNDAMENTALS HAVE 
BEEN DEFINED

Fresh Natural 
Benefit

Functional 
health

Pure and Clean

Upgrade with a 
Perfect Partner Personal 

choice

To encourage consumers 
to drink and consume 

more milk by 
communicating it’s fresh,  

natural health benefits

To encourage more 
consumers to buy plant 
based and lactose free 

milk by providing 
solutions which are 

novel and deliver to their 
specific needs and beliefs 

To encourage more 
consumers to buy milk 
with added functional 

health benefits

To encourage health and 
environmentally conscious 
consumers to buy regular 
and premium organic milk  

To encourage consumers 
to use milk more often as 
an ingredient and  perfect 

partner to elevate 
everyday food and drink 

occasions

As a Drink

Health

As an ingredient or component

Indulgence



Key Insights

Fresh, Natural Benefits

To encourage consumers to 
drink and consume more milk by 
communicating it’s fresh, natural 

health benefits

Milk shoppers continue to cover less of their beverage needs 
with white milk, as carbonated soft drinks and fruit juices take 
a greater share of stomach ( Gfk, 2021) 37% substitute milk 
with juice and 31% substitute milk with CSDs (U&A 2021).

‘Strengthening the bones and teeth’, ‘is nutritious’ and ‘helps maintaining a healthy 
diet’ are seen as the most important benefits of milk by over three quarters of all 
consumers2 ( new U&A study milk, feb 2021)

Almost half of consumers claim that 
general health concerns influence 
their food and drink choices3

Almost half of Danish children are drinking  
milk at school, however penetration is fast 
declining from 0 grade and onwards 7

72% of consumers try to have a  
healthy lifestyle and look for products 
that are good for their health 4

77% of families believe milk 
is healthy for kids, with 
increased importance for 
younger children 6  

Over the last 5 years, drinking milk on it’s 
own has dropped in popularity, from 
being the number one usage occasion to 
number four 5

Danish and freshness the two main drivers 
for the milk category. Over 50% of 
consumers is choosing freshness above 
parameters like animal welfare and 
environment8
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Key Insights
1/3rd of Danish consumers have increased the amount 

of organic food consumed in the last year 1

Dairy shoppers with a focus on 
sustainability and organic are bigger 
spenders in FMCG 6. Shoppers spend 
more and more on organic

Organic packaged 
food is growing 
globally 2 Pure and Clean 

Organic milk has continued to grow 
ahead of nonorganic milk for the last 3 
years 3

Health is more important than 
sustainability. Post Covid, there is an 
added consumer desire for healthy, 
wholesome and safe food 4

To encourage health and 
environmentally conscious 

consumers to buy regular and 
premium organic milk  

Consumers associate organic food with: no 
chemicals or pesticides, good for animal welfare 
and wildlife, and better for the climate 5

It is very important for organic 
consumers that the milk is sourced 
from Denmark 7

Sustainability is important to organic users and making easy 
sustainable choices are more important for organic consumers

There is a growing interest in 
regenerative farming (RF), but 
consumer level of understanding of 
RF is low
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Key Insights

To encourage more consumers to 
buy milk with added functional 

health benefits

Functional Health 

1/3rd of Danish consumers regularly buy food & Drink 
products which claim to have specific health benefits 1

Over 70% of Danish Millennials are interested in personalized diet recommendations 4

2/3rds of Danish consumers have tried or are interested in trying traditional medicines 
or natural remedies 2

Over half of all consumers believe that improvements in gut health and the immune 
system are important for milk, which rises to over 60% for the over 60yrs 3  

Milk is currently positively associated with 
supporting ‘Optimal brain function,’ 
providing ‘Dietary fibre’ and being rich in 
‘Vitamin D’, which is especially important to 
specific age groups 5  

An increasing potential trend, tend to 
be around using milk to get energy 
and strength. Benefits related to 
exercising and to increase 
performance will potentially increase 
in importance 
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Key Insights

To encourage more consumers to 
buy plant based and lactose free milk 

by providing solutions which are 
novel and deliver to their specific 

needs and beliefs 

Personal Choice 

Consumers are looking for easy ways to achieve a more plant-oriented 
balance in their diet with plant-based food and beverages forecast to 
grow by 12% CAGR for the next 3 years 1 

Over the last 3 years milk substitutes 
have continued to go from strength, 
to strength,  growing in excess of 
30% year on year in volume and 20% 
in value 3

15% of Danish 
consumers choose 
food & drink based 
on personal 
allergies 7

Almost a quarter of teenagers consider themselves as 
following a special dietary pattern. Most prevalent diets 
are flexitarian and lactose free 6

40% of Danish consumers 
say general health concerns 
influence their food and 
drink choices 2

People choose dairy alternatives 
because they perceive it 
as healthier, it brings variety to 
their diet and tastes better 5

The most common reason for drinking less milk is that consumers feel that their body can not 
tolerate it 4

Millenials want products and solution that 
are more sustainable, and non dairy 
alternatives for flexitarian living 8

Drivers for Lacto free, 
beside being Lacto
free is that it is good 
for Gut Health and 
low in calorie 9

Lactofree is widely used across occasions, 
however overrepresented in coffee and 
underrepresented "on its own", 

That milk is organic 
is more important to 
plant based users 10
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Key Insights

To encourage consumers to use milk more 
often as an ingredient and  perfect partner 

to elevate everyday food and drink 
occasions

Upgrade with a Perfect 
Partner 

Millennials snack in 
between meals more often 
than average.  All snacks 
must be easy, fast and full 
of taste 4 

2O% of consumers have reduced their 
consumption of milk compared to two 
years ago, which to a greater extent are 
families without children 6

Over 2/3rds of 
consumers seek 
indulgence to 
celebrate and elevate 
the everyday 5

Breakfast is the biggest occasion, with over 80% of 
consumers using milk during the week at this time1

Cooking is the number one usage 
occasion for milk with over 70% of 
consumers using it in this way 2 

Milk’s versatility is valued for its use 
in a multitude of occasions 2

Around 50% of all consumers use milk with cereals, oats, muesli  and in coffee  -
45% use milk in coffee, 61% with oats, 48% with cereal or muesli3

Milk as a component overall has a high future 
opportunity when it’s used in coffee, 
smoothies, other types of drink and with 
porridge 7

Milk as an ingredient also has 
a high future opportunity 
when used in cooking and in 
porridge. The baking 
occasion is less emergent 10

41% state that enhancing the taste in 
dishes is an important milk benefit. 36% 
state that enhancing the taste of tea/coffee 
is an important milk benefit. Both benefits 
are more important to women9



Insights

• 45% of consumers see climate and environment as the biggest concern above 
economy and health

• 60% of Danish consumers are concerned about their personal impact on the 
environment 

• 48% of consumers try to make sustainable food choices and look for products that 
clearly guide them in terms of carbon  footprint, biodiversity, animal treatment 

• 74% of Danish Consumers want transparency on ethical credentials
• In Denmark, almost a half of consumers consider animal welfare when choosing 

food and drink
• Over 50% of Danes have stopped or reduced using plastic bags and have started 

buying food waste from supermarket
• There is a Growing interest in regenerative farming although currently Consumers 

have a better understanding of biodiversity
• Consumers expect companies to pay for improving sustainability
• Sustainability features around milk has a momentum today and are likely to be 

more important in the future

Fundamental: 
Sustainability

Fundamental:
Sustainability



Insights

Fundamental:
Shopping Experience 

• Almost all milk purchases are planned before entering the store 
• Plant based purchases can be more influenced and inspired by 

the in-store environment
• 50% of shoppers buy soft drinks on impulse
• With more value added into different milk types more 

information, education and guidance is needed for consumers


