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EXECUTIVE SUMMARY

Plant-based milks such as soy milk, almond milk, and oat milk have
recently made their way into cafe menus and the Indian consumer’s
shopping baskets. As of 2020, plant-based milk already represented
15% of the total dollar sales of retail milk in the developed market of
the United States. The findings below suggest that we can expect
Indian consumers too to further adopt this category into their diets
along with animal-derived dairy.

This journey is however, not unidimensional. Plant-based milk users
In India claim that they will continue using both animal-derived and
plant-based milk in the future. In fact, 90% of them (plant-based milk
users) have also consumed animal-derived dairy milk in the past 12
months. This clearly shows the potential for plant-based dairy to
grow alongside animal-derived dairy consumption and not instead of
it. With health and wellbeing as an overarching purchase driver for
both plant-based and animal-based milk, they are typically consumed
as a whole in a glass or along with breakfast cereals and used in teas
& coffees. Consumers rate plant-based milks high on unique
propositions like sustainability and for lactose intolerance while they
rate animal-derived milk better on taste, price and versatility -
proving both categories to be distinctly desirable.

When it comes to awareness levels it is evident that consumers are
purchasing this category consciously and most respondents (70% +
of users and nonusers) attest to having no confusion on the source of
origin/ingredients of plant-based milk. This cohort of respondents are
aware that it comes from plant ingredients and does not contain
animal derived milk.
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They also attest to consulting labels while shopping and tend to view
both the front and the back of the pack and check the nutrition facts,
protein content and the ingredient list — all proving that they are
clued in to the specifics of their purchase.

Within plant-based milks, approximately 40% of users have used
more than one type of plant-based milk in the past 12 months
showcasing the consumers need for variety and the potential of the
plant-based dairy category in offering the same. With specific drivers
of purchase, usage patterns and growth potential, plant-based milks
are emerging as a great opportunity for the packaged milk industry
and an exciting area of innovation for both the industry and the
consumers.

While consumer perceptions are promising, the appropriate labelling
of new food categories via industry is crucial to their success and up-
take. On surveying we found that, over 80% of respondents feel that
"milk" is an appropriate term to use on plant-based milk product
packaging. They also believe that existing terminology of “type of
milk mentioned on pack as soy milk, almond milk, oat milk etc.” is the
most efficient differentiator for plant-based dairy users to distinguish
these products from animal-derived dairy.

Since the category of plant-based dairy is still very nascent,
accessibility and price remain a challenge but respondents are
optimistic about future consumption. Nearly 69% of plant-based milk
consumers claim that they are most likely to increase their
consumption in the future. Enhancing the product on taste and
versatility and improving accessibility (availability and affordability)
can fast track the adoption of plant-based dairy category in India and
consolidate its position as the new and exciting opportunity for the
packaged milk category as a whole.
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CONTEXT

India continues to be the largest producer & consumer of animal-
derived dairy. It is one of the biggest agri-businesses in India with a
4% share in the economy. Indian animal-derived dairy industry has
grown at 12% in the last 5 years, with value-added products driving
market growthf On the other hand, plant-based dairyj though small, is
gaining acceptance all over the world. Plant-based milks such as soy
milk, almond milk and oat milk have made promising in-roads with
the Indian consumers. Estimated at $21 million Vs the animal-
derived dairy industry at $140 billion, plant-based dairy in India i54
projected to grow at a CAGR of 20.7% to reach $63.9 million by 2024.

This study is designed to understand consumer awareness of
source/ingredients used in plant-based dairy. It also covers
perceptions around labelling, need states and usage patterns of
plant-based dairy among the users of the category.

[1] Animal-derived dairy: Dairy derived from animal sources viz. Cow/Buffalo

[2] Source : https://www.investindia.gov.in/team-india-blogs/indian-dairy-landscape

[3] Plant-based dairy: Dairy derived from plant-based resources viz. soy milk/almond milk/oat
milk/vegan milk/dairy free milk/plant-based milk

[4] Source : GM Insights


https://www.investindia.gov.in/team-india-blogs/indian-dairy-landscape
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RESEARCH OBJECTIVE

e To understand whether consumers are aware of and understand
the differences between the basic origin/source, ingredients of
plant-based dairy products vis-a-vis animal-derived dairy.

e To understand consumer perception of plant-based dairy
nomenclature and labelling.

e To understand the need states/reasons for purchase and distinct
ways of using plant-based dairy and animal-derived dairy.

STUDY DESIGN & METHODOLOGY

e Quantitative survey done via online panels
e Respondents were screened for eligibility criteria and continued
into the main survey (single session)

SAMPLE DESIGN

e Given the ‘niche’ & ‘new’ nature of the category, purposive and
quota-based sampling was followed to have sufficient
representation of gender, city and age group.
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TARGET GROUP

e Age: 18-65 | Men & Women |

e Tier 1/ Tier 2 cities with a population of over 10Lacs

e Users of plant-based dairy (Respondents who have consumed
plant-based dairy in the past 12 months)

« Non-users of plant-based dairy but users of animal-derived dairy
(Respondents who have consumed animal-derived dairy in the
past 12 months, but not used plant-based dairy)

e As the hypothesized penetration of plant-based dairy in India is
low (approx. 5-6%), the non-user sample can be treated as an
indicator of the general population’s views

[5] Users: Respondents who have consumed plant-based dairy in the past 12 months
[6] Non-users: Respondents who have consumed animal-derived dairy in the past 12 months,
but not used plant-based dairy
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1. Awareness of the category and usage

Dual use of plant-based milk and animal-derived milk is observed as
90% of plant-based milk users have also consumed animal-derived
milk in the past 12 months. Of these, around 12% are currently using
only plant-based milk, 65% exhibit dual usage of plant-based &
animal-derived milk and 19% are consuming only animal-derived
milk. 4% are not using any of these categories currently.

Used plant-based milk in
the last 12 months

N=189 (100%) Dual User

N=123 (65%)

Also used animal-derived
milk in the last 12 months
N=170 (90%)

Only Only
plant- animal-

based derived
milk user milk user

N=23 N=35

(12%) (19%)

Using both plant-based
and animal-derived milk
currently
N-=123 (65%)

High awareness of plant-
based milk seen even among

Nonuser. Used only

animalderied mi in he the non-users of the category.
N=99 (100%)

Around 74% of non-users of

Aware of plant based plant-based milk (who have

dairy
N=73 (74%)

consumed animal-derived milk
in the past 12 months) are
e wiar soert plat- aware of the category and a

N0 fifth of them have also
consumed plant-based milk in

the past.
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1.1 Saliency by specific product type

Be it animal-derived or plant-based, milk is the most popular
category followed by paneer/cheese and yogurt/curd. Among
plant-based dairy users, packaged soy milk and almond milk has the
highest penetration in the past 12 months (56% and 54%
respectively) followed by plant-based cheese (31%), oat milk (29%)
and plant-based yogurt (21%). Users of plant-based dairy consume
milk, cheese, yoghurt, etc. from both animal and plant-derived
sources. Along with animal-derived milk (90%), 75% of plant-based
dairy users have also used animal-derived paneer or cheese and 68%
have used animal-derived yogurt /curd in the past 12 months.

Non-users of plant-based dairy consume mostly animal derived
versions of all these types of products (milk, cheese, yoghurt, etc.).
Even among these non-users, soy milk has the highest awareness of
59% followed by almond milk at 47%, plant-based cheese at 34%,
and plant-based yogurt at 29%.

TOTAL SAMPLE (USERS+NONUSERS) - %

Packaged animal-derived milk 97 95

>

2

§ Packaged paneer or cheese 85 81

2

©

>

ﬁ Packaged yoghurt/curd 81 76

Any plant-based milk 91 VE]

2

3

w

&

m Packaged tofu 50 g5

Vegan yoghurt 43 21
W AWARE I EVERUSED PAST 12 MONTHS CURRENTLY USING

10
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PLANT BASED MILK USERS (IN %)

Packaged animal-derived milk 96 93 90
Packaged p orch 84 79 75
Packaged yoghurt/curd “ 75 68
Any plant-based milk 100 100 100
Packaged tofu 58 41 32
Vegan yoghurt 51 27 21
Il AWARE Bl EVERUSED [l PAST 12 MONTHS CURRENTLY USING
PLANT BASED MILK NON USERS (IN %)
Packaged animal-derived milk 100 100 100
Pack dp orch 87 85 82
Packaged yoghurt/curd 84 77 70
Any plant-based milk 74 21
Vegan cheese
Packaged tofu 35 17 [

Vegan yoghurt 2

el
=
1S

Il AWARE Bl EVERUSED [ PAST 12 MONTHS CURRENTLY USING

11
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1.2 Usage by different types of plant-
based milks

Plant-based milk users tend to try different varieties offered by
the category — approximately 40% of plant-based milk consumers
have used more than one type of plant-based milk in the past 12
months. 20% of users have used all 3 types of milk — almond, soya
and oat, pointing towards a ‘trial and error’ phase. This showcases
curiosity and experimentation via consumers and gives brands new
opportunity areas.

ALMOND
11%

ALMOND
16%

USAGE OF PLANT-BASED MILK IN USAGE OF PLANT-BASED MILK
THE PAST 12 MONTHS CURRENTLY

Base: N=189, Users of plant-based dairy

12
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2.1 Perception of ingredients in
plant-based milk

70%+ respondents (users + non users) have no confusion on the
source of origin/ingredients of plant-based milk. They attest to the
product being made from plant ingredients and do not think it
contains animal derived milk. Approx. ~65%+ of plant-based dairy
users and over 82%+ non-users exhibit no confusion at a
spontaneous level i.e. initial reactions when asked what the product
Is comprised of. Upon probing further about the primary ingredient of
plant-based dairy, more clarity is witnessed, wherein 80% of total
respondents (~75% of users and ~90% of non-users) affirm presence
of mainly the plant-based ingredient in the respective products. The
proportions are similar across all three product formats being
assessed (soy/almond/oat milk).

PACKAGED SOY PACKAGED PACKAGED OAT
MILK ALMOND MILK MILK

TOTAL :

80% 81% GG
PLANT-BASED 65% 66% 68 %
USER 75 % 77 % 76 %
NON-USERS
89% 90 % pape
B % respondents who are clear % respondents who are clear on the
about the source/ingredients source of origin/ingredients upon probing

14
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2.2 Consumer behavior with regard to
labels on the products

Consumers of plant-based dairy (90% of them) tend to pay
attention to the labelling on the products when shopping for both
plant-based and animal-derived dairy products. Most read the
content on the front as well as the back of pack (approx. 60%)

Besides date of packaging/expiry which is commonly checked for
both plant-based and animal-derived dairy, the other information
sought is distinct for both types of products. Plant-based dairy users
pay attention to the nutrition facts, protein content and the
ingredient list of plant-based products. The same users while
shopping for animal-derived dairy pay more attention to details like
price/promotions/discounts and manufacturer details. This also could
be stemming from the fact that plant-based dairy as a category is
relatively new compared to the animal-derived dairy.

Only 25% of plant-based dairy users check ‘vegan’, ‘dairy-free’
labelling on the pack while purchasing plant-based milk products
which could point towards the trust placed on product naming as
‘Almond Milk’, ‘Soy Milk’. Naming products as such is transpiring a
certain level of transparency and reassuring consumers of the ‘plant-
based’ claim within products.

15
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WHEN PLANT-BASED MILK USERS SHOP WHEN PLANT-BASED MILK USERS READ LABELS
READ THE LABELS PACK | 117%
(%) (%)
I
RARELY OR NEVER BACK OF THE .
READ THE LABELS 6% PACK (%) L 17%
o0 [ 10

I
st I 6%

Il When shopping for plant-based milk Ml Read labels of plant-based milk when shopping

[ When shopping for animal derived milk [ Read labels of animal-based milk when shopping

LABEL CONTENT THAT INFLUENCES PURCHASE
( AMONGST PLANT-BASED MILK USERS WHO READ LABELS)

DATE OF 70%
T —
PACKAGING/EXPIRY [, 78%

NUTRITION FACTS I 54 %
e 37%

PROTEIN CONTENT I 47 %
e 30%

INGREDIENTS LIST I——  44%
P 28 9%

PRICE/PROMOTIONS/DISCOUNTS 40°/220/
- " b

I 9
NO. OF CALORIES P 2% % 33%

SUGAR CONTENT . 32%
e 2%

I —_ 32%
MANUFACTURER DETAILS 6 2%

27 %

LABLES - 'ORGANIC', 'FRESH" I  30%
P 26 %

LABLES - 'VEGAN', 'DAIRY-FREE" I 25%
P 17%

VOLUME/GRAMMAGE I 19%
PO 23%
M Read labels of plant-based milk when shopping

HOW TO USE INSTRUCTIONS = 1601/"7 % ] Read labels of animal-derived dairy when shopping

Similar to the users of the plant-based dairy, 90%+ of the non-users
of the category also read labels when it comes to shopping for
animal-derived dairy. Most are likely to read both the front & back of
the pack.

16
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Date of packaging /expiry, manufacturer details,
price/promotion/discounts and nutrition facts are the top information
areas checked by both the users and the non-users of plant based
dairy when they shop for animal-derived dairy.

FOR ANIMAL-DERIVED DAIRY FOR ANIMAL-DERIVED DAIRY

TOTAL (N=269) TOTAL (N=245)

92 % 8% 18% 18%
PLANT BASED PLANT BASED
DAIRY USER 90 % 10% DAIRY USER 21% 17%
(N=99) (N=153)
NON-USERS 93 % 7% NON-USERS 14% 18%
(N=99) (N=92)

B Mostly/Sometimes read the labels M Front of the pack

B Rarely/never read the labels M Back of the pack

Both

LABEL CONTENT THAT INFLUENCES PURCHASE
( FOR ANIMAL DERIVED DAIRY )

DATE OF PKG/EXP) I /8%

92%

MANUFACTURER
DETAILS

PRICE/PROMOTIONS/DISCOUNTS

I 42 %
50 %

I 2%
40 %

NUTRITION FACTS I 37%

51 %

PROTEIN CONTENT I 30%

36%

I 27%
FAT CONTENT 38%

I 28%

INGREDIENTS LIST 25%

I, | 26%

1 U n
LABLES - 'ORGANIC', 'FRESH 24%

NO. OF CALORIES

VOLUME/GRAMMAGE

SUGAR CONTENT

LABLES - 'VEGAN', 'DAIRY-FREE"

HOW TO USE INSTRUCTIONS

— 25%
22%

S 23%
23 %

I 22%
15 %

e 17%
10%

I 17%
5%

H Plant based Dairy user (N=153)

Non user (N=92)

17
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2.3 Perception of labels/terminology used
to describe plant-based dairy

Existing terminology of “type of milk mentioned on pack as soy milk
almond milk, oat milk etc.” is perceived to be the most efficient
differentiator for plant-based dairy users to distinguish these
products from animal-derived dairy. Labels like “dairy-free, plant-
based” or "pictures on the front of the pack" are other key elements
which would help respondents differentiate plant-based dairy
products from animal-derived dairy.

LABELS OR TERMINOLOGY TO DIFFERENTIATE PLANT-BASED DAIRY DURING SHOPPING

TOTAL (N=288) 24% 14% 14% 13% 7% 6% 5%  12%
PLANT BASED USER 21% 17% 14% 9% 7% 6% 6%  12%
(N=189)
N°“'t’;_E9R9'°; 30% 6% 12% 21% S0 A%4%  13%

[ ] Type of milk mentioned is sufficient — ' Identification basis the brand

soya milk, almond milk etc “Milk Beverage”

M “Plant based”

“Milk Drink”
B “Dairy free”

“Vegan milk”
I Pictures on the front of the pack Others

Over 80% respondents (90% users and 75% of non-users) agree that
"milk" is an appropriate term to use on plant-based milk product
packaging

Il Very appropriate

Somewhat appropriate

B Neutral

Somewhat inappropriate

Very inappropriate
11 8 146 y inapprop
3 2 ~J
2 > 1§ 4— -
TOTAL (N=289) PLANT BASED PLANT BASED MILK
MILK USERS NON-USERS

(N=189) (N=99) 18
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2.4 Attitudes towards the placement of
plant-based dairy on retail shelves

80% of plant-based dairy users confirm that it is important that
plant-based dairy be placed next to animal-derived dairy on the retail
shelf. Approximately 71% of non-users of the category also endorse
placement of plant-based dairy next to animal-derived dairy on retail

shelves.

MEAN SCORE

4.24

14

2\
3

TOTAL (N=289)

4.38

12
1
A

PLANT BASED
DAIRY USERS
(N=189)

Very appropriate
Somewhat appropriate
Neutral

Somewhat inappropriate

Very inappropriate

PLACEMENT OF PLANT BASED DAIRY NEXT TO ANIMAL-DERIVED DAIRY ON RETAIL SHELVES

3.97

4
5\
\

NON USER OF PLANT
BASED DAIRY
(N=99)

19
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3.1 Reasons of purchase of plant-based
dairy and animal-derived dairy

Health & well-being related reasons come up as top reasons for
purchase of both plant-based and animal-derived dairy categories by
consumers. Plant-based milk is also consumed for unique reasons
like sustainability and also as an alternative for those with lactose
intolerance & allergies.

Animal-derived dairy scores better than plant-based dairy on
versatility and price. While animal-derived milk has been a part of our
upbringing and culture, plant-based milks are considered
new/trendy/modern bought for distinct reasons by the consumers.

REASONS FOR PURCHASE - AMONGST PLANT BASED MILK USERS

97
88
63
57 59
54 53
47
39
: | I I

HEALTH & SUSTAINABILITY ISSUE TASTE VERSATALITY PRICE OTHERS
WELL BEING RESOLUTION

64
61 58

Il Plant based milk

Animal derived milk

21
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Top reasons for purchase of animal-derived dairy are similar among users
and non-users of plant-based dairy. Along with health and wellbeing, price,
versatility (suitability for everyone in the household) are some of the key
reasons for purchase of animal-derived dairy. Plant-based dairy users rate
animal-derived milk better on taste than the non-users, highlighting an
opportunity to improve the taste within the plant-based milk category.

REASONS FOR PURCHASE - ANIMAL-DERIVED DAIRY
(AMONG BOTH USERS AND NON USERS OF PLANT BASED MAILK)

75

88 94
76
59 61 57 58
45 48
36 39
32 31 I

HEALTH & VERSATALITY PRICE TASTE SUSTAINABILITY RESICfflLl"IFION OTHERS
WELL BEING

B Users of Plant based milk

Non Users of plant based milk

3.2 Occasions for use: plant-based milk
and animal-derived milk

Users of plant-based milk consume both plant-based and animal-
derived milk in similar ways. In this cohort, the top occasions for
consumption of both types of products are “having it as a whole, with
breakfast cereals or in coffee/tea.

Animal-derived dairy is used more than plant-based, in making
curd/yogurt/smoothies/cooking and baking showcasing versatility.
Animal-derived dairy also scores ahead of plant-based dairy when it
comes to compatibility with coffee/tea - this could be an exciting
opportunity area for plant-based milk brands to innovate within.

22
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MANNER IN WHICH CONSUMED - AMONGST PLANT BASED DAIRY USERS

PUTIT IN A GLASS
& THEN DRINK IT

WITH BREAKFAST
CEREALS

IN TEA/COFFEE

FOR MAKING SMOOTHIES &
SHAKES

CONSUME DIRECTLY FROM
PACK

AS A FLAVOURED BEVERAGE

TO MAKE CURD/YOGHURT

FOR COOKING/BAKING
SPECIFIC DISHES

Non users of plant-based dairy consume animal-derived dairy in the similar

I I
e —

I °
I n

I 50
e 78

e se

T

]
35 B Plant based dairy (N=189)

1 Animal-derived dairy (N=170)
I 13
)

I /2

64

— 35
e 48

formats - “in tea/coffee”, “as a whole” and along with breakfast cereals.

MANNER IN WHICH ANIMAL-DERIVED DAIRY IS CONSUMED MOST OFTEN

TOTAL (N=288)

PLANT BASED DAIRY USER
(N=189)

NON-USERS
(N=99)

2% 1%

/

5% 3% 2%

48% 19% 14% 4%

43% 21% 14%

3%

57% 15% 14%

In tea/coffee [ Consume directly from pack

Pour it in a glass and then drink it As a flavored beverage

With breakfast cereals For making smoothies and shakes

To make curd/yoghurt For cooking/baking specific dishes

23



SFI / India.

3.3 Consumption behavior - plant-based
milk and animal-derived milk

3.3.1 FREQUENCY

Even among the users of plant-based dairy, the frequency of using
animal-derived products is higher than plant-based. 21% of them
consume plant-based dairy products every day while 51% of them
consume animal-derived dairy every day. 70% of plant-based dairy
users consume the same 3 times a week and 90% of the same
consumers use animal-derived products 2-3 times a week.

CUMMULATIVE FREQUENCY OF CONSUMPTION - AMONGST PLANT-BASED DAIRY USERS

100 100
94

98
95
91
77 80
70
51 49
21 I

ATLEAST ATLEAST 4-5 ATLEAST 2-3 ATLEAST OCCASIONALLY READY
ONCE A DAY TIMESINA TIMES A WEEK ONCE A WEEK
OR MORE WEEK

OFTEN
Il Plant based milk dairy (N=189)

Animal- derived dairy (N = 170)

3.3.2. AVERAGE QUANTITY

In terms of quantity, on an average, plant-based dairy users consume
1.6 liters of animal-derived and 1.2 liters of plant-based milk in a
week.

24
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QUANTITY CONSUMED - AMONGST PLANT- BASED DAIRY USERS

100 100
Il Plant-based dairy (n=189)
Animal-derived dairy (n=170) I
OVER 4 LITRES 2-4 LITRES PER 1LITRETO 2 OVER 500ML 200 ML TO 500 ML LESS THAN
PER WEEK WEEK LITRE PER UPTO A LITRE PER WEEK 200 ML PER
WEEK PER WEEK WEEK

3.3.3. CONSUMPTION PATTERN - INDIVIDUAL/FAMILY CONSUMPTION

Similar to animal-derived dairy products, majority (83%) of the plant-
based dairy users claim that as a product, plant-based dairy is
consumed by the entire family as opposed to just the individual. This
reinstates that households consume milk (animal-derived or plant-
based) as a family unit and not individually.

HOUSEHOLD CONSUMPTION
58
50 50 49
42
33 33
24
17
- I . '
. ]
ONLY ME - MY SPOUSE MY SIBLINGS MY CHILD/ MY PARENTS/ OTHER
NOBODY ELSE OR COUSINETC CHILDREN GRANDPARENTS RELATIVES

WHO STAY
WITH US

Il Plant-based dairy (n=189)

Animal-derived dairy (n=170)

3.3.4. PRODUCT LIKEABILITY OF PLANT-BASED DAIRY AND ANIMAL-
DERIVED DAIRY

Plant-based dairy is rated at par with animal-derived dairy at an
overall level by plant-based dairy users.

25
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Health and sustainability are aspects on which plant-based dairy scores
over animal-derived dairy while animal-derived dairy fares better on
affordability, value for money, ease of use, appearance & availability

parameters.

Il Very good
M Good
Poor
Average
[ Mean

Il Very Poor

OVERALL PRODUCT RATING (AMONG PLANT-BASED USERS)

l443 l 4.46

PLANT-BASED DAIRY ANIMAL-DERIVED
N=189 DAIRY N=170

USER RATING: PLANT-BASED DAIRY & ANIMAL-DERIVED DAIRY (AMONG PLANT-BASED DAIRY USERS)

TASTE

HEALTHY BENEFITS

NUTRITIVE VALUE / BENEFITS

APPEARANCE/COLOR/LOOK

TEXTURE/MOUTHFEEL

VALUE FOR MONEY

SHELF LIFE

AVAILABILITY

EASE OF USE

AFFORDABLE

SUSTAINABLE

ANIMAL WELFARE

1 10
L 4.25A

I ————————. 4.51B
L 428

I ——— 4.27B
P 413

. 3.85
T e 4.08A

e 388
e a0

1 3.84
T 4.09A

I 3.81
I 365

I 3.75
T 4.30A

e 415
) 4.45A

I 3.95
S e 4324

] 4.13
I 410

I 4.238
I 352

M Plant based Dairy (N=189) - A
SIGNIFICANCE TESTING DONE AT 90/95% LOC
[ Animal derived dairy (N=170) - B

26
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Non-users of plant based dairy rate animal-derived dairy to be significantly
better than plant-based dairy. For them, animal-derived dairy scores over
plant-based milk on taste, appearance, value for money, availability,
convenience and affordability.

OVERALL PRODUCT RATING
(AMONG NON-USERS, WHO ARE AWARE OF CATEGORY)

3
W Very good
B Good PLANT BASED ANIMAL DERIVED
DAIRY (N = 73%) DAIRY (N =99)
Poor
Average
] Mean
W Very Poor 3.92 438

PLANT-BASED MILK (N=73%) ANIMAL DERIVED
DAIRY (N =99)

USER RATING: PLANT-BASED DAIRY AND ANIMAL-DERIVED DAIRY (AMONG NON-USERS)

TASTE I 358
HEALTHY BENEFITS I 4.03
NUTRITIVE VALUE / BENEFITS I 3.93
APPEARANCE/COLOR/LOOK e 369
TEXTURE/MOUTHFEEL 349
VALUE FOR MONEY | 3.41
SHELF LIFE e 3.62
AVAILABILITY I 344
EASE OF USE . 3-83
AFFORDABLE 339 427A
SUSTAINABLE I 3-51

I 38

ANIMAL WELFARE I 4.04B
P 366

M Plant based Dairy (N=73%) - A
SIGNIFICANCE TESTING DONE AT 90/95% LOC
[ Animal derived dairy (N=99) - B
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3.3.5. GROWTH POTENTIAL OF PLANT-BASED DAIRY

95% of plant-based dairy users agree that plant-based dairy can
substitute animal-derived dairy but when broken down further, 45%
users of plant-based milk claim that it can substitute animal-derived
milk for all purposes while 50% of plant-based milk users claim that
it could substitute some uses of animal-derived milk but not all.

CAN PLANT-BASED DAIRY SUBSTITUTE ANIMAL-DERIVED DAIRY?

12

TOTAL (N=288) USERS OF PLANT-BASED NON-USERS OF PLANT
DAIRY (N=189) BASED DAIRY (N=99)

Il Yes, a 100% substitute to all uses of Il can substitute only some uses of dairy Not a substitute - the uses are distinct
dairy milk from cows, buffaloes etc milk from cows, buffaloes etc, but not all

Broadly plant-based milk users claim that they will continue using
both animal-derived and plant-based milk in the future. Nearly
69% of plant-based dairy consumers claimed that they are most
likely to increase their consumption of plant-based milk in the
future while 44% of the same users claimed the same for animal-
derived milk. This clearly shows the potential for both categories
to co-exist and grow for distinct reasons, with plant-based milk
emerging as a new vertical of growth for the packaged milk
category as a whole.

CHANGE IN CONSUMPTION - PLANT-BASED DAIRY VS ANIMAL-DERIVED DAIRY
(AMONG PLANT-BASED DAIRY USERS)

ukeryto [N <
44

INCREASE

Il Plant-based dairy (n=189)

LIKELY TO REMAIN _ 28

THE SAME
49 Animal-derived dairy (n=170)

ukeyto [ 4
DECREASE 7
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Users of plant-based dairy compared to non-users are

e relatively younger (74% in the age group of <44 years, compared
to 47% of the non-users)

e have higher income (63% having a MHI of INR 50,000+ Vs 47% of
non-users)

e have professional graduate/post graduate degrees (43% Users Vs
25% non-users)

e consumers with varied dietary habits - omnivores, vegetarians and
vegans.

GENDER

PLANT BASED DAIRY NON USERS
USERS

47% FEMALE 54 % 51%
MALE 46% 49 %
FEMALE MALE
PLANT BASED DAIRY
169% USERS NON USERS
B 18-24YEARS 20 % 14%
B 25-34YEARS 31% 15 %
19% m 35-44YEARS 23% 18 %
45 - 54 YEARS 16 % 25%
22 %
55 - 64 YEARS 10% 27 %
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SEC SPLIT

TOTAL

PLANT-BASED DAIRY
USERS

TIER 1 CITY
68 %

32%
TIER 2 CITY

SIZE OF HOUSEHOLD

3% 1%
1
u
27% -
u
60 %

Hl SECA
B secs
OTHERS
NON-USERS
PLANT BASED DAIRY NON USERS
USERS
TIER 1 CITY 69 % 67%
TIER 2 CITY 31% 33%
PLANT BASED DAIRY
USERS NON USERS
1 MEMBER HOUSEHOLD 1% 2%
2 MEMBER HOUSEHOLD 7% 9%
3 -4 MEMBER HOUSEHOLD 58% 65 %
5 - 6 MEMBER HOUSEHOLD 30 % 23 %
7+ 5% 1%
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DIETARY PREFERENCES

2%

4%

B ecan (1 ALLOW MYSELF ONLY PLANT BASED FOODS)
33% | VEGETARIAN BUT I ALLOW MYSELF EGG
] VEGETARIAN AND NO EGGS CONSUMED EITHER

NON-VEGETARIAN (EAT A VARIETY OF MEAT)

PESCATARIAN (EAT FISH BUT NO MEAT)

IDON’T WANT TO ANSWER

MONTHLY HH INCOME

LESS THAN INR 20,000 10 %

INR 20,001 - INR 50,000 33%

INR 50,000 - INR 1,00,000 35%

INR 1,00,000 - INR 1,50,000 10 %

MORE THAN INR 1,50,000 13 %

EDUCATION

LESS THAN A GRADUATE- ILLITERATE + SSC + SOME
COLLEGE BUT NOT GRADUATE

GRADUATE/ POST GRADUATE: GENERAL 51%

GRADUATE/ POST GRADUATE: PROFESSIONAL 37%

PLANT BASED DAIRY
USERS

17 %

31%

16%

30%

4%

2%

PLANT-BASED
DAIRY USERS

8 %

28 %

39%

13 %

11%

PLANT-BASED
DAIRY USERS

12 %

44 %

43 %

NON USERS

7%

25%

23 %

39%

3%

2%

NON-USERS

13%

39%

28 %

4%

15 %

NON-USERS

12%

63%

25%
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ABOUT IPSOS

Ipsos is the third largest market research company in
the world, present in 90 markets and employing more
than 18,000 people.

Our research professionals, analysts and scientists
have built unique multi-specialist capabilities that
provide powerful insights into the actions, opinions
and motivations of citizens, consumers, patients,
customers or employees. Our 75 business solutions
are based on primary data coming from our surveys,
social media monitoring, and qualitative or
observational techniques.

“Game Changers” — our tagline — summarises our
ambition to help our 5,000 clients to navigate more
easily our deeply changing world.

Founded in France in 1975, Ipsos is listed on the
Euronext Paris since July 1st, 1999. The company is
part of the SBF 120 and the Mid-60 index and is
eligible for the Deferred Settlement Service (SRD).

ISIN code FRO000073298, Reuters ISOS.PA,
Bloomberg IPS:FP
WWW.ips0s.com
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Quality Assurance

e This work was undertaken in accordance with the standards laid
out in ISO 20252:2012,

e ensuring a consistent quality of work to the highest standards in
the industry.

e Ipsos’s processes are annually audited by external certified to
external accredited quality assessors.

e Ipsos has over 16,500 employees and 6,000 market researchers
globally.

e Ipsos is member of most key market research bodies and we
abide by their quality standards.

ESOMAR M35l

|WORLD RESEARCH
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GAME CHANGERS

In our world of rapid change, the need for reliable

information to make confident decisions has never been greater.
At Ipsos we believe our clients need more than a data

supplier, they need a partner who can produce

accurate and relevant information and turn it into

actionable truth.

This is why our passionately curious experts not only
provide the most precise measurement, but shape it to
provide True Understanding of Society, Markets and
People.

To do this we use the best of science, technology
and know-how and apply the principles of security,
simplicity, speed and substance to everything we do.
So that our clients can act faster, smarter and bolder.
Ultimately, success comes down to a simple truth:
You act better when you are sure.
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partnerships with corporations along with leading consumer research
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Rajyalakshmi focuses on helping GFI, India size the Indian market,
execute its extensive consumer research agenda, and meaningfully
drive the Indian market forward in the alternative protein space. Raji
has over 15 years of experience working in strategy, business
insights, and analytics for stalwart consumer brands including
Unilever, AC Nielsen, Aditya Birla Retail, and McDonald's. She loves
working on big datasets to identify growth opportunities and create
strategies across various P's of marketing.
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With unique insight across the scientific, policy, industry, and
investment landscapes, we are using the power of food innovation
and markets to accelerate the transition of the world’s food system
toward smart proteins. In building the sector from the ground up in
India, we're aiming to establish a model for its growth all across the
developing world. The Good Food Institute India (GFI India) is part of
an international network of nonprofits with partners in Brazil, Israel,
U.S., Europe, and the Asia Pacific, on a mission to build a healthy,
sustainable, and just global food system.
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